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DIAMOND DISTRICT
PARTNERSHIP TAKES ITS
HOLIDAY CELEBRATION ONLINE
The Diamond District is no place to be modest around
the holidays. We are, after all, the one single source for the
largest selection of custom luxury diamond jewelry at the
most competitive prices anywhere in the world. Could there
be a better time than the holidays to remind the world of
this simple fact?
That’s exactly what we at the Diamond District Partnership
were thinking when we inked the deal to launch an
aggressive promotional advertising campaign involving
three of New York’s most frequently visited websites.
Continued on page 15

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

Go to page 11 and become a member of the Diamond District Partnership today
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LETTER FROM THE
EXECUTIVE DIRECTOR
Dear Friend,
Happy New Year!! Here we are at the start of another January.
Regrettably, we’re still not yet fully in the post-COVID world, even
as all those “new normals” are starting to seem, well, just normal.
What’s normal? For starters, that every time we seem to be getting
ahead of COVID, like Nightmare on Elm Street, a new Freddy Krueger
variant appears, and the world reverts to panic. This time it’s Omicron.
Next time, who even knows.
What is known, is that while the Omicron variant was racing
around the globe, killing the holiday spirit, not to mention everyone’s
travel plans, those who were least affected were those who were
vaccinated.
Yes, that is anecdotal, and, of course, there are exceptions.
But there’s enough evidence to recognize that the more people who are vaccinated, the less there
is to fear now and most likely when the next “Nightmare” comes around. So, get vaccinated!!
Another possible glimmer of hope that this may someday soon be behind us comes from the
Spanish Flu that ravished the world in the 1920s. The most deadly and disruptive phases of that
pandemic last for the better part of two years. Looking back at the past 100 years, relatively few
were even aware of the worldwide outbreak of a virus that infected nearly 500 million, and to
which 50 million succumbed. The new normals back then also became normal and life moved on.
But a similarly timed post-virus world today may prove to be wishful thinking. Lazy politicians
and journalists delight in the arrival of new crises. They provide a perpetual platform and an endless
slew of news stories that virtually write themselves. Managing our expectations from their perspective,
means we might be hearing this drum bang for some time to come, whether justified or not.
Which is why the focus must remain on making those “new normals” as normal as possible and
moving on, regardless of how altered our world may be.
As we settle into that altered new world, we in the Diamond District can at least take comfort
that within the confines of West 47th Street between 5th and 6th Avenues, life has already moved
on. It actually moved on well before anyone would have or could expected with every recent metric
indicating that the demand for jewelry is not just stable but growing.
Most promising is how every prediction that younger generations—Millennials and Generation Z—
reject the acquisition of things, leading to the bottom dropping out on the luxury jewelry segment
has proven grossly inaccurate.
We’ve been taking this to the bank throughout 2021 and have every reason to anticipate the same
for 2022. What’s comforting is that for our industry, for the most part, this ongoing trend has been
and remains the normal, both old and new. Here’s to a steady, stable and prosperous New Year.
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

IN THE NEWS
Patek-Tiffany Watch Sells for $6.5 Million
at Auction
A limited-edition Patek Philippe
Ref. 5711 Nautilus with a Tiffany Blue
dial sold for $6.5 million at a watch
auction run by Phillips in association
with Bacs & Russo.
Phillips called the watch created
by the Patek-Tiffany collaboration
“historic” and “highly important,” which is striking since
the watch premiered only last week. It is part of Patek’s
final run of Nautilus Ref. 5711/1As, which the company
announced it will stop producing in February. GQ has
called the reference “the most coveted watch in the world.”
Image courtesy of
Patek Philippe

Just 170 of these Patek-Tiffany watches will be made,
and, aside from this one sold at auction, they will all be sold
exclusively at Tiffany & Co. boutiques in New York City, San
Francisco, and Beverly Hills, Calif.
Patek chose to produce only 170 of them to
commemorate the 170th anniversary of the relationship
between Patek and Tiffany. (The two companies have
worked together since 1851.)
This recent Phillips auction was a milestone in other
ways. All told, it brought in $35.9 million, making it the
highest-value watch auction in U.S. history.
Other highlights included a $667,800 hammer price
for the Omega Speedmaster owned and worn by Ralph
Ellison, author of Invisible Man. That price is more than 60
times its original estimate. The watch was acquired by the
Omega Museum.
A George Daniels tourbillon pocket watch, the fourth
timepiece ever produced by the independent watch
master, achieved $1.7 million
SOURCE: Rob Bates for JCKOnline

GIA Unveils New Consumer Marketing
Campaign
The Gemological Institute of
America (GIA) has launched its first
new global consumer marketing
campaign in more than a decade.
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The multimedia effort, timed for
the
engagement season, informs
Image courtesy of GIA
shoppers of the famous diamonds the
GIA has assessed, such as the Hope Diamond and the
Taylor-Burton Diamond. It tells them that the same care

and expertise goes into every stone the GIA sees.
“At GIA, we are trusted to grade some of the rarest,
most precious diamonds in the world, including the most
valuable one of all: yours,” one of the videos says.
The campaign will appear in print, video, online and
radio formats and will link consumers to web pages
containing images of exceptional diamonds it has graded,
the GIA noted in a statement last week. It also includes
information on the 4Cs, fluorescence, and the origins
of wedding rings, and contains other diamond-related
resources. It has customized the content for the US, China
and India. It features 12 diverse couples and seven selfpurchasers and will run in both consumer and trade channels.
“This exciting new campaign marks a significant
evolution in how every GIA grading report demonstrates
our dedication to protecting consumers,” Susan Jacques,
CEO of the GIA, said in a statement announcing the
campaign. “GIA brings the same passion and independent,
research-based diamond-grading expertise to every gem,
whether it is the world-famous Hope Diamond or the
special diamonds which people choose to celebrate the
most important events in their lives.”
SOURCE: GIA; Rapaport; Rob Bates for JCKOnline

BBC Antiques Roadshow Guest
“Gobsmacked” to Learn True Value of
Her £1 Thrift Shop Ring

Rare diamond ring valued at
£2000. Image courtesy of
Antiques Roadshow

A woman who appeared on
the BBC show Antiques Roadshow couldn't believe her ears
when host John Benjamin told
her a ring she purchased for £1
from the local charity shop was
worth £2,000.

The woman had initially told
Benjamin that she bought the ring, which she assumed
was costume jewelry, because she thought it was pretty. “I
just thought it was a nice ring with pretty glass inside,” she said.
Benjamin expressed surprise when hearing what she
had paid, then drew her attention to the "sunburst effect"
on its “rather unusual fluted back” of what was clearly a
skillfully designed jewelry piece “typical of jewelry that
was made in Georgian times," which he explained dated
back to between 1790 and 1800.
Continuing to point out the various features of the ring,
Benjamin revealed to the owner that the ring was crafted
in India from 22 carat bright yellow gold.
To conclude the analysis, the host conducted a thermal
test, which revealed that the series of small red gems
surrounding the large gray center stone were rubies
and the center stone was a diamond.
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In the News
Benjamin explained that the characteristics of the ring
suggest it is what is known as a mogul ring, which
“somehow it's found its way over from somewhere near the
Taj Mahal, over to the charity shop here, 200 years later.”

the time of Nefertiti and her husband Echnaton around
1350 BCE. Like a gold pendant we found: a lotus flower
with inlaid gemstones. Nefertiti wore similar jewelry,” said
Fischer.

“This is actually really rather rare,” he said. Then, as the
guest looked at him in shock, Benjamin dropped a huge
bombshell, that “Your £1 investment is worth £2,000.”

SOURCE: Lenore Fedow for National Jeweler

All the ring’s owner could say, after taking a moment to
regain composure, was, “Wow, I think I'll take it out of the
drawer now and wear it.”

Louis Comfort Tiffany Medusa Pendant
Sale Breaks Records at Sotheby’s
The “Medusa” pendant was one
of Louis Comfort Tiffany’s earliest
designs, so it’s no surprise the
piece set a record when it went
up for auction this week.

SOURCE: Brogan-Leigh Hurst for Mirror (mirror.co.uk)

Archeologists Uncover Jewels from
Queen Nefertiti’s Time

Gold necklace found in a
Bronze Age tomb. Image
courtesy of Peter Fischer and
Teresa Bürge

Bronze Age gold jewelry and
gemstones were among the
ancient finds archeologists from
the University of Gothenburg in
Sweden uncovered during an
expedition in Cyprus and just
unveiled.

The New Swedish Cyprus
Expedition, also known as The Söderberg Expedition after
private research financing group the Swedish Torsten
Söderberg Foundation, has been making excavation
rounds in Cyprus since 2010.
In 2018, the group discovered two tombs in the Bronze
Age city of Hala Sultan Tekke in Cyprus. The underground
chambers included 155 human skeletons and 500 other
objects, including gold jewelry, gemstones, and ceramics
from around 1350 BCE.
“Managing the finds required very delicate work over
four years, since the bones were extremely fragile after
more than 3,000 years in the salty soil,” the University of
Gothenburg said last week.
The tombs held skeletons and ritual funeral objects lined
up in layers, which indicates several generations used it,
said the university.
“The finds indicate that these are family tombs for the
ruling elite in the city,” said Peter Fischer, a professor of
archeology at the university and the leader of the
excavations.
“For example, we found the skeleton of a 5-year-old with
a gold necklace, gold earrings and a gold tiara. This was
probably a child of a powerful and wealthy family,” he said.
The team was able to date the jewelry by comparing it to
similar finds from Egypt.
“The comparisons show that most of the objects are from
diamonddistrict.org

Though Tiffany eventually
came to be known for his painting,
interior design, and glass and
enamel work (and for being the
first design director at his family’s jewelry company, Tiffany
& Co.), he initially started designing jewelry in 1902 for the
Louisiana Purchase Exposition, a.k.a. the St. Louis World’s
Fair, in 1904.
Louis Comfort Tiffany’s 1904
opal, garnet and gold “Medusa” pendant smashed Sotheby’s sale estimates. Image
courtesy of Sotheby’s

The “Medusa” pendant was showcased at this event,
alongside 26 other items from Tiffany, of which only four
are known to exist today, according to Sotheby’s.
Designed at a time when jewelry design in both
America and Europe was turning away from revival styles
and toward nature as a source of inspiration, the “Medusa”
pendant clearly shows how the natural world captivated
Tiffany.
At the center of the piece is a cluster of tumbled opals,
from which emerge several stylized snake motifs, two of
which are articulated and all of which are set with opals
and demantoid garnets. The piece is further accented with
rubies and amethysts.
Art collector and philanthropist Henry Walter bought
the Medusa pendant sometime after it was displayed at
the World’s Fair, but then history lost track of the piece for
a bit. The pendant was listed as “whereabouts unknown”
after the Parke-Bernet Galleries sold it at auction in 1943.
It is believed entrepreneur and business leader Salman
Schocken bought it at that auction, Sotheby’s said. His
grandson, professor Shimon Schocken, indicated it was a
gift to his mother from her father-in-law, Salman, and it has
stayed in the Schocken family, until now.
When Medusa hit the auction block at Sotheby’s New
York in December, it sold for $3.7 million, smashing its pre-sale
estimate of $100,000-$200,000 and setting a world record for any Louis Comfort Tiffany creation at auction.
According to Sotheby’s, three bidders competed for
Article Continued on page 14
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Market Trends

Introducing Very Peri—
Pantone’s 2022 Color of the Year
If you have never heard of “the warm and friendly” blue tone, that’s because it was just
created. This marks the first time that Pantone has whipped up a new hue for its Color of the
Year. It will now be added to the Pantone Fashion, Home + Interiors Color System, its widely
used color standards system.
Pantone’s choice for Color of the Year has typically been influential in both fashion and
jewelry circles.
“Ideally this is a color you would want to see in a stone,” Laurie Pressman, vice president
of the Pantone Color Institute, tells JCK via email. “Maybe there is a sapphire or tanzanite that
could closest to this color. It is a color very well suited to enamel coatings which could be
included into fine jewelry—i.e., butterflies or bird pins rings or bracelets or every patterning for earrings and neck.”
In a statement, the Carlstadt, N.J.–based “color authority” called Very Peri “a dynamic periwinkle blue hue with a vivifying
violet red undertone,” which blends “the faithfulness and constancy of blue with the energy and excitement of red.”
The decision to create a new color, as opposed to choosing from its already broad palette, “reflects the global innovation
and transformation taking place,” said Pressman in a statement. “The complexity of this new red violet–infused blue hue
highlights the expansive possibilities that lie before us.”
She added the new color has a “spritely, joyous attitude and dynamic presence that encourages courageous creativity
and imaginative expression.”
SOURCE: JCK Online

Consumers Say BOPIS FOREVER!!
Such a funny word, and yet, BOPIS, an acronym for Buy Online Pickup In Store, ranks as
one of the most popular customer-service offers to emerge from the COVID pandemic. Like
other flexible in-person pickup options, BOPIS grew in use through the 2021 holiday season
and according to a new survey from Momentive, as far as consumers are concerned, there’s
no reason to stop.
A Momentive survey shows that a whopping nine in 10 adults say they want these flexible
pickup options—including curbside or BOPIS—well into 2022 and beyond. Momentive, formerly
known as SurveyMonkey, talked to more than 3,200 adults to determine what pickup options
are the most popular from retailers.
For jewelers and other stores with both online and a physical location, this means it’s important to find ways to create
hybrid shopping experiences as well as stress-free pickup options, which are also ways to connect with shoppers both
during the holidays and year-round, according to findings from the November Momentive survey.
Momentive research manager Laura Wronski says giving customers choices is one of the most important takeaways for
the fashion, clothing, and jewelry industries from this survey.
“Based on all of the research we’ve done, flexibility has become such an important component to shopping these days.
Whether consumers specify it or not, they want options that make it easier for the customer to make a choice of getting
what they want, when they want it,” Wronski says.
BOPIS is enticing enough that retailers who are looking to boost sales and revenue might want to give it a try, Wronski
adds. These pandemic-related behaviors aren’t going to change anytime soon, she says.
“We think these behaviors will outlast the pandemic. We asked people what their main reason was for wanting flexible
pickup options, and the top response was they want a less stressful shopping experience. It wasn’t about saving money or
COVID,” Wronski says.
SOURCE: Karen Dybis for JCKOnline; Momentive
Section Continued on page 8
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Industry Spotlight

New De Beers Research Shows Provenance
is the New Status in Luxury Goods
They don’t make luxury like
they used to because they no
longer have to.
Unlike older generations
which measured luxury in
terms of things: cars, homes,
jewelry, brand names and
creature comforts, luxury
doesn’t mean what we think it
means to the more virtuous latter generations.
Rather, younger generations, as per the findings
published in De Beers Group’s latest Diamond Insight
‘Flash’ Report, regard ethics and sustainability are the
number-one most important consideration for purchasing
luxury goods, surpassing quality, which is the top
consideration for consumers ages 50 and above.
Because younger generations value ethics and
sustainability assurances beyond simply knowing where
a product originated—they’re willing to pay more for it.
Which works out well, being that they are also poised
to take over the lion’s share of spending.
In 2019, Millennials and Gen-Z accounted for 39%
of consumption but accounted for all growth in the
marketplace. Millennials are expected to make up 45%
by 2025, and by 2035, Gen-Z will likely account for
40% of all spending.
Additionally, the trend will impact Boomers and
Gen-X who, although slowly aging out of the market
for luxury goods, still are a significant factor in spending.
These cohorts, who themselves moved away from the
previous generation’s hierarchical, dictatorial parenting
methods are also likely to be supportive of—and
potentially influenced by—their young adult children’s
belief systems and values.
The trend that started in the mined gems industry
with conflict diamonds is here to stay.
Based on research conducted among 1,000 U.S.
consumers by De Beers in conjunction with 360 Market
Research, the report found that older consumers tied
provenance to quality (for example, French champagne,
Italian cashmere), the 18-to-34 age cohort over-indexed
on factors such as human rights, environmental impact,
and “from a company whose values I agree with.”
Put in practical terms, where an older consumer
might associate “Persian” with the best quality rugs, a
younger consumer wants assurance that no child labor

diamonddistrict.org

went into making that rug. This translates into associating
self-worth and status with showing the world you care,
vs. simply showing the world you have taste and money.
Indeed, Harvard Business Review says products marketed
as sustainable are growing at a rate almost six times that
of other products.
Not surprisingly, affluent consumers (HHI >$150K)
are the most likely to pay a premium (73%), but almost
two-thirds (64%) of all consumers said they were willing
to pay more for a product if its place of origin mattered
to them.
Additional research from global consultancy Bain backs
up the De Beers findings. Bain found six in 10 luxury
customers—especially Millennials—believe luxury brands
should be even more engaged in sustainability and social
responsibility than other industries. “On a basic level,
global consumption has grown massively while many
of the world’s resources remain fixed and finite, or only
partially renewable,” says Bain. Diamonds are a precise
example: gem quality stones are becoming increasingly
difficult and expensive to find, while miners increasingly
must demonstrate commitment to socially and
environmentally responsible mining.
But there’s the disconnect: De Beers found only 7%
of consumers said they believed it was “very easy” to
discover where their products originated from, while
another 29% said it was only “somewhat easy,” and more
than half of consumers said it was “somewhat or very
difficult to understand the story behind the items they buy.”
While provenance matters most in essential health
and safety products (i.e., food, cars, skin care), more
than one third of respondents said they care a lot about
provenance of discretionary and luxury goods and,
specifically, diamonds.
Bruce Cleaver, CEO, De Beers Group, said: “It’s clear
from this research that while provenance remains of high
importance to luxury consumers, the meaning associated
with provenance is shifting. Younger generations want
assurance of the positive impact a product has created
beyond simply knowing where it originated.
“This is creating a new status in luxury, where consumers
want to show the world [that] they care through their
luxury purchases and are increasingly prepared to pay a
premium to do so.”
SOURCE: Hedda Schupak for The Centurion
Section Continued on page 12
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Survey: Engaged Couples
Want “Highly Personalized”
Ring Experiences
Yellow gold, oval diamonds, alternative center stones: The 2021
Knot Jewelry & Engagement Study reveals new trends for jewelers and
highlights how bridal sales may look into the next year and beyond.
One of the survey’s key findings focuses on how couples are
taking a “highly personalized approach” to engagement planning and
buying—something jewelers may want to think about when it comes to
working with people on bridal purchases, how they approach sharing
engagements on social media, and what they stock in their stores
and online.
The survey, which included more than 5,000 adults who got
engaged in the first 11 months of 2021, shows that the more some things
change, the more they stay the same. For example, 93% of couples still
exchange rings at engagement, and diamonds are the preferred center
stone in that ring (86%).
Shopping online also may start the purchase process, but most
couples prefer going into stores to make the final buy. According to
The Knot’s survey, 67% of rings were bought inside a store, and half of those purchases happened at a local jeweler.

Market
Trends in line with pre-pandemic spend in 2019 at $5,900.
Total engagement ring spend remained steady in 2021
at $6,000,
Ring costs vary by type of stone, with the average cost of a clear diamond engagement ring being $6,800, versus an
average of $2,500 for a gemstone. Most purchasers said they stuck to their budget; about 30% said they spent more
than they planned.
“With this renewed excitement surrounding proposals comes an increased interest in highly personalized engagement
rings,” Shelley Brown, senior fashion and beauty editor for The Knot, said in a statement. “Oval diamonds, yellow gold
settings, and alternative center stones like moissanite and sapphire are all gaining popularity, speaking to couples’
increasing desire to invest in wedding traditions that represent their specific love story and personal taste.”
For diamonds specifically, round (41%) remains the most popular cut, however, oval has seen a steady increase in
popularity over the years (2% in 2015 to 19% in 2021). Shape and setting continue to be the most important ring features,
while size has become less important.
The popularity of white gold engagement rings has declined over the years: In 2017, 61% of rings were white gold,
and in 2021 it’s down to 45%. On the other hand, yellow gold engagement rings are gaining popularity, with an 11%
increase since 2017. The average total weight of engagement ring stones is 1.5 carats, with one in four engagement
rings coming in at over two carats in total.
Generationally, Gen Z seems more interested in man-made diamonds or non-diamond stones for their engagement
rings, the survey found. Moreover, nearly one in four engagement rings in 2021 featured a center stone that was
man-made, up 11% in the past two years, which The Knot says demonstrates “dedication to sustainability.”
Engagement planning is back to pre-pandemic timelines, the survey said. Most of 2021’s engagements were planned
more than a month out compared to last year, when nearly 50% of proposals were planned within the month that they
occurred. Additionally, more than 90% of couples shared their news on social media—something jewelers are also doing
on sites such as Instagram and Facebook.
The Knot 2021 Jewelry & Engagement Study was conducted in November 2021 among more than 5,000 adults who
got engaged between January 1 and Nov. 7. All respondents were adults aged 18–54 who provided their emails to The
Knot Worldwide. Respondents were from a variety of locations around the United States.
SOURCE: Karen Dybis for JCKOnline; The Knot
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Small Business Workshop

FOUR RETAIL TRENDS SHAPING
JEWELRY ECOMMERCE IN 2022
Retail sales in the
United States are quite healthy
according to researchers at
Trading Economics who report
that year over year growth is
expected to be 10.80 percent
by the end of this quarter, with
double-digit growth continuing
well into next year. With the
biggest gains coming from low
interest rates and full wallets,
jewelry consumers are ready and eager to spend.

videos, and even augmented reality.

It’s time to celebrate again with engagements, wedding
anniversaries, birthdays, graduations and more! No matter
what the circumstances, life doesn’t slow down. Joy always
finds a way to express itself, even if it’s virtually. Jewelry is a
gift that can be easily bought online and received anywhere.

When the time is right, you can look into expanding
your offering to include augmented reality and virtual
“try-ons” which are quickly becoming the new norm.

To take advantage of consumer demand, you’ll need to
continue to keep holiday jewelry customers engaged with
your brand even after the new year.
As an added bonus, the price of gold remains high and
jewelry continues to be one of the best value-sustaining
goods consumers don’t mind spending money on. They get
to wear their wealth and enjoy it at the same time while it
holds its value!

Here are four trends every jeweler should know which
will continue to shape ecommerce sales into 2022:
1. S
 ocial media has become a dominant sales channel.
Social media audiences are in the billions globally and
every platform is evolving to include some aspect of
social commerce. This allows users to buy from anyone
without leaving the app, including your jewelry store.
Instagram recently launched a shopping tab and
Facebook has a fully built-in storefront.
Over 90% of users access social media via a mobile
device and 54% use it to research new products or
upcoming purchases. One secret is that you should
always tailor your marketing message to how customers
engage with your channel and which jewelry styles
they show the most interest in. Brands can now place
purchase links directly to styles they feature on
social media.
Consumer’s use of social media is only increasing over
time and it’s a prime opportunity for you to ride this
trend upward.
2. Visual commerce is a hot trend..
Visual commerce is more than just “shopping by image.”
It includes leveraging user-generated content, interactive
10

Every jeweler should be investing in the future, starting
with improving their images. Change your default
product image format from JPG or PNG to WebP, which
is a new format to improve quality and loading speeds.
You should also create 360-degree rotating images or
videos of your top-selling jewelry styles.
Consider the impact of user-generated content from
your audience and get their permission to share their
photos and videos on your own channel. The content is
“free” and often times better than your own.

There are many ways you can grow your business when
you make visual commerce a core-part of your digital
marketing strategy.
3. O
 nline events will continue to grow and are worth
investing in.
With the pandemic, online events are no longer rare.
They’re commonplace. Your audience spends much
of its time online and will embrace a new style launch,
fashion webinar or even just a simple Q & A session
with a local jeweler.
More and more jewelry brands are investing in online
events to gather insights directly from their audience
and learn more about them. This data is helpful to build
consumer profiles and better target your local market.
Remember, some consumers are shy and will never
want to step into a physical jewelry store. Online events
provide a non-threatening way to connect with people
and make jewelry sales you might have never had otherwise.
4. Personalized marketing continues to be a game changer.
Know who your customers are, what they’re buying,
and what their motivations are. If you’ve done your
“marketing homework” correctly, no one will know your
audience as well as you do. You have a direct channel
into their mind and can personalize your content,
special offers, and jewelry styles especially for them.
Break up your audience into segments and customize
your campaigns for each group. With immediate
feedback, digital marketing is your crystal ball and
will tell you exactly what you need to do.
Before choosing which trend to focus on, you’ll want
to examine your jewelry store’s current marketing mix
(both digital and traditional media), speak with your
employees about what’s worked in the past, and
Article Continued on page 16
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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:
diamonddistrict.org
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Industry Spotlight
Continued from page 7

Answering Customers Who Ask About
the Investment Value of Jewelry
Economic conditions in 2020 were volatile and, for many, dire. But as
many already know, jewelry sales did not suffer. Data from the United States
indicates clearly that those who were less immediately affected by the
financial fallout of the pandemic were inclined to buy more jewelry than
usual last year, and the trend has continued into 2021.
There are various reasons for this, but among other things the trend
indicates the stability of precious commodities—including jewelry—as
investments. While for most people emotion is a bigger driver of jewelry
purchasing than having an eye on financial futures, there is a level of comfort
in buying items like these even in difficult times. There are people who do
keep the long-term value of jewelry in mind when shopping, which comes
from the fact that such items, by and large, tend to appreciate in value.
Should a customer raise the subject, the following information may be helpful to know. It is especially important
to note, however, that the following information is for educational purposes and should in no way be regarded as
investment guidance, advice, or recommendations. When speaking to customers on the topic, it might be valuable
to say the same.

Commodity Futures Contracts:
Commodity futures contracts are agreements to
buy or sell a raw material at a specific date in the
future, for a particular set price. Through a futures
contract, the buyer makes money if the price of the
underlying commodity goes up compared to the set
price in the agreement.
For instance, you can agree with the seller to buy
silver at $10 in 5 years, and if in 5 years the price of
silver goes up to $15, you’ll get $5 in return. However,
should the price of the commodity go down, the seller
will make money instead.
For a buyer, these contracts can ensure that the
commodity purchased is at a fixed price, regardless
of whether the market price is higher or lower.
For sellers, this ensures that no money is lost, as
they’ll still get the original agreed-upon price.

Exchange-traded Funds (ETF):
Exchange-traded funds are a type of investment
where assets are grouped together while passively
tracking an underlying benchmark index, such as
the S&P 500. You can think of this as a “basket” of
securities with multiple assets like stocks, bonds,
and gold — making them similar to mutual funds,
with the flexibility of stocks.

It's an idea most commonly associated with gold
as far as precious commodities go, and it is a smart
way to diversify your portfolio with low risk. For one
thing, gold ETFs don’t need to be physically stored;
for another, you avoid being charged the premiums
you would otherwise be charged for buying and
selling physical bullion.

Companies That Produce or Deal
with Commodities:
Another practical way to invest in commodities is by
directly purchasing shares of companies that produce
and/or sell them. For instance, in jewelry specifically
you can look into publicly traded jewelry companies.
One thing to note about investing in commodities
this way though is that a given company won’t always
reflect the rise and fall of the commodity it produces.
A number of different factors having to do with
company performance are in play. Nevertheless, this
is certainly one more way to invest in precious
commodities aside from direct purchase.
All in all, these are interesting methods to consider
for anybody who's taken an interest in jewelry and fine
goods markets for financial reasons, rather than purely
as a consumer. The pandemic performance of products
like fine jewelry clearly indicates the potential of exploring
a stake in the future of these markets.

SOURCE: Allie Young for The Centurion
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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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In the News
Continued from page 5
nearly 10 minutes to purchase the pendant, which was the
third highest-grossing lot at the sale.

adults who provided their emails to Jean Dousset, with 96%
of respondents between ages 18-54.

SOURCE: Brecken Branstrator for National Jeweler

SOURCE: INSTORE

Survey: Those Who Lack Cash for the
Large Real Diamond They Desire, Settle
for Lab Grown

Determined Neighbor Digs Up Scotland
Yard to Find Long-Lost Wedding Ring

Jean Dousset, a bespoke fine
jewelry & engagement ring brand
founded by the great-great-grandson
of Louis Cartier, released their 2021
Engagement Ring Survey results,
revealing consumer insights on lab
grown diamond rings, purchasing trends, and preference for
larger diamonds in an engagement ring driving consumer
appetite for lab grown diamonds. These findings include:
There is a disconnect between consumers’ budgets
and desired diamond size in an engagement ring. 65% of
consumers surveyed said a 1-3 carat diamond center stone
is their ‘ideal carat weight’ for an engagement ring, while
49% said their budget for an engagement ring is under
$10,000. 14% of the survey’s participants said their ideal
carat weight for a diamond engagement ring is between
3-4 carats. Only 9% reported their ideal carat weight for
an engagement ring was less than 1 carat.
The most desirable aspect of lab grown diamonds to
consumers is their lower price point compared to natural
diamonds. When asked to identify the most important
influencing factor when considering purchasing a lab grown
diamond engagement ring, 46% of respondents said a lab
grown diamond’s lower price point was the most important
factor, with sustainability (28% identified this as the most
important factor), and more ethical practices (26%
identified this as the most important factor) following
closely behind.
Consumers are becoming more aware of lab grown
diamonds as an option for their engagement rings. 68%
of those surveyed reported being either somewhat or very
familiar with lab grown diamonds. 23% of those surveyed
reported not being familiar at all with lab grown diamonds
Pointed communication and education from the diamond
& jewelry industries will continue to increase the popularity
of lab grown diamonds. 36% of those surveyed said they
would consider purchasing an engagement ring with a lab
grown diamond. Alternatively, 20% reported they didn’t know
enough about lab grown diamonds to make a decision.
Jean Dousset’s 2021 Engagement Ring Survey was
conducted in June 2021 among 400 adults who live in a
variety of locations across the United States. 93% of those
surveyed identify as women. All survey respondents were
14

A Scottish woman who thought
she had lost her wedding forever
50 years ago has been reunited
with it, thanks to a kind soul who
dedicated himself to unearthing it.
Peggy MacSween, 86, resigned
herself to never finding her golden
wedding band that she believed had slipped off her finger
while she gathered potatoes at her home on Benbecula, in
the Outer Hebrides of Scotland.
Image courtesy of Donald
MacPhee

But fellow islander Donald MacPhee made it his mission
to find it, searching the area where the potato patch once
was for three days with a metal detector.
According to MacPhee, who runs the Nunton House
Hostel on the island, he spent three days searching an area
5,000 square meters, digging up countless pieces of old
metal, soda cans and pull tabs before finally unearthing the
treasured piece of jewelry.
MacPhee posted his find on Facebook, with the caption:
“Well, when Peggy MacSween told me she had lost her
wedding ring in their potato patch on Liniclate Machair in
the 1960s, I thought, no bother, I will look for that with the
metal detector.”
90 holes and half a hectare later, MacPhee was a local hero.
MacSween described the discovery as a “wee bit
emotional.” She told the BBC she “couldn’t believe it” when
MacPhee turned up at her door and said he had something
to show her and presented her with the long lost ring.
She recounted how she lost the ring while shaking sand
out of her gloves after gathering potatoes. “I didn’t know
until I got home,” she said. “I went out once or twice to look
for it, but there was no way of finding it. I thought I would
never see it again.”
MacSween and her late husband John were married since
1958. He died several years ago. MacSween recalled that
after losing her ring, she wore her mother’s until John was
able to buy a replacement.
Even MacPhee admits he was amazed to find the ring.
“There was technique involved, but I just got lucky,” he said.
“A fluke.”
SOURCE: IDEX; BBC; The Guardian
Section Continued on page 17
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Partnership News

DIAMOND DISTRICT PARTNERSHIP
TAKES ITS HOLIDAY
CELEBRATION ONLINE

The Diamond District is no place to be modest around the holidays. We are, after all, the one single source for
the largest selection of custom luxury diamond jewelry at the most competitive prices anywhere in the world.
Could there be a better time than the holidays to remind the world of this simple fact?
That’s exactly what we at the Diamond District Partnership were thinking when we inked the deal to place
promotional advertising banners on three of New York’s most frequently visited newspaper websites: the Wall
Street Journal, the New York Times, and the New York Post.
The promotional advertising campaign began right after Thanksgiving and ran right until Christmas Eve.
During this span of time, banners were seen by prospective jewelry shoppers close to 2 million times.
The message of these banners was exactly what gift shoppers needed to know—that every jewelry wish
they had was waiting for them in one single place. During a time when the term “supply chain issues” became
shorthand for a “disappointing variety of gifts,” consumers were being reminded that the one place where they
wouldn’t be let down was at the West 47th Street Diamond District.
The message clearly resonated. Nearly 100,000 of those seeing eyes led to clicking fingers on our
promotional banners. Those clicks brought prospective customers to the Diamond District Partnership’s
website and one would imagine a productive trip to our jewelry mecca.
As we evaluate the results on this investment, we expect to revisit the endless possibilities of online
advertising for the long term benefit of every business in the Diamond District.

diamonddistrict.org
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Small Business Workshop

Continued from page 10

conduct a detailed analysis of your current business, including sales goals. Think about which trend would be easiest to
implement and what your existing resources are. It’s better to get started small, that not to get started at all.
What these four trends have in common is that they’re all customer driven. Each method speaks directly to the
jewelry consumer’s needs. Large brick and mortar stores no longer hold all the power. With ecommerce, any jewelry store
(of any size) can easily compete on a level playing field.
On the Internet, we’re all equal and have the same opportunity. If you know how to market effectively, your jewelry
store can become a formidable challenger to even the strongest competitor.
By incorporating these four trends into your jewelry store’s digital marketing strategy, you’ll be well-positioned to ride
the wave of prosperity into 2022.
SOURCE: Emmanuel Raheb of Smart Age Solutions (smartagesolutions.com); The Centurion

14 REASONS WHY CONSUMERS
PREFER SHOPPING IN-YOUR STORE
OVER BUYING ONLINE
The COVID-19 lockdowns have certainly changed many aspects of the culture and behavior of
American society. Especially when it comes to how we shop. And yet, according to the findings
of The State of Consumer Behavior 2021 report from digital experience platform Raydiant, large
numbers of consumers still prefer shopping for jewelry in-person compared to purchasing on-line.
This shouldn’t be taken to mean that to please these customers is to go about business
as usual. Even among those shoppers who are determined to experience life beyond their
computer screens, the pandemic has altered their mindset in ways that retailers must
understand and accommodate.
First, here are reasons consumers gave for why they prefer to shop in-person:
1. A
 bility to view, touch, and interact with physical products (33%)
2. Overall experience that a physical location provides (26%)
3. Immediacy of the in-location purchase means no need to wait for delivery (13%)
4. Availability and variety of product (33.1%)
5. Quality of service from in-location staff (30.9%)
6. Layout of a location and organization of products (13.9%)
The report also provides considerable insight on where retailers need to focus in order to enable customers to put
all their concerns aside and simply shop:
7. Clear health and safety protocols (15.2%)
8. Efficiency of the checkout process (6.1%)
9. Better customer service (13.8%)
10. Exclusive products not available online (13.8%)
11. 4
 0% of consumers still are shopping in person less frequently since the pandemic hit, and 48% are more willing
to buy a competitors’ product online.
12. 90% of consumers say they are more likely to return, and about two thirds of consumers say they are likely
to spend more on- or offline with a brand if they have a positive store experience.
13. B
 y contrast, 60.3% of respondents said they have abandoned a brand after a bad offline experience.
14. B
 ad news travels faster: 90% of consumers were either “very” or “somewhat” likely to tell others about a
bad in-store customer experience.
SOURCE: Raydiant; The Centurion
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Amid Sanctions and Alleged Human
Rights Abuses, Harry Winston Ends
Sourcing from Myanmar
Days before nonprofit Global
Witness released a report alleging
widespread human-rights abuses
in the southeast Asian nation, also
known as Burma, Harry Winston
issued a statement that it has
decided not to accept gemstones from Myanmar amid
criticisms of the country’s ethical standards.
A military junta took over Myanmar in February, prompting
the US to place sanctions on its key gemstone companies.
The country is best known for its jade and rubies, which the
industry considers to be some of the best in the world.
Previously, the jeweler, a unit of Swatch Group, sourced
gemstones from “trusted and verified” suppliers who had
certified that their Burmese rubies and jade were imported
during a period without international sanctions, according
to its website.
However, “in its ongoing commitment to responsible and
ethical sourcing, the House of Harry Winston will no longer
source gemstones from its suppliers that have Burmese
origin, regardless of their importation dates,” the watch and

diamonddistrict.org

jewelry brand said in a statement it posted on Twitter in
mid-December.
The policy change is a “welcome move,” says Global
Witness. Harry Winston was one of several luxury brands
Global Witness singled out as sellers of rubies that fuel
“brutal conflict and human-rights abuses” in Myanmar.
Graff, Bulgari and Sotheby’s are also offering these stones,
according to an organization investigation.
Myanmar’s gemstone trade is a “corrupt military racket”
run by Min Aung Hlaing, the general who led the takeover
of the country earlier this year, the report argued. The army
has brought the gem trade under control to “tighten its
grip in power and bankroll atrocities, including the February 2021 coup,” it continued.
Mining in the country is illegal following the expiration of
the last license in 2020, Global Witness explained. However,
since the coup, informal miners have filled the void, with
soldiers “extorting payments for the right to dig rubies and
other gemstones.”
“There is no such thing as an ethically sourced Burmese
ruby,” said Clare Hammond, senior Myanmar campaigner
at Global Witness. “These gemstones are sold as symbols
of human connection and affection, yet the supply chain is
steeped in corruption and horrific human-rights abuses.”
SOURCE: Joshua Freedman for Rapaport
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Crime Report

$3M in Fake Luxury Jewelry and Clothing
Seized by Federal Agents in Cincinnati
U.S. Customs and Border
Protection officers in Cincinnati
seized a shipment containing
counterfeit designer jewelry and
scarves on Nov. 30.
According to a press release
from the agency, CBP officers
inspected the shipment and found
1,830 scarves, bracelets, rings, and earrings supposedly from
designers such as Louis Vuitton, Gucci, Cartier, Hermes,
Versace and Chanel. Officers suspected the items were
counterfeit based on the packaging and the poor quality
of the material, according to the release.
Image courtesy of U.S.
Customs and Border Protection

If the items had been genuine, they would have been
worth nearly $3.1 million.
All the items were determined to be counterfeit by CBP’s
Centers for Excellence and Expertise, the agency’s trade
experts. The shipment originated in China and addressed to
a private residence in Flushing, New York.
“In addition to the impact on businesses and the
economy, purchasing counterfeit goods carry harmful
risks to shoppers,” said LaFonda Sutton-Burke, director
of CBP field operations in Chicago.
“It is vital that consumers be aware of what they are
purchasing and know the dangers that may be involved.”
Violations of intellectual property rights are sometimes
associated with smuggling and other criminal activities, said
CBP, and often fund criminal enterprises.
CBP has an educational initiative available online to educate
consumers about the dangers surrounding counterfeit goods.

to stand trial by jury—which in France is reserved for the
most serious crimes—on charges including armed robbery,
kidnapping and membership of a criminal gang.
In the night of October 2-3, 2016, several men, some
impersonating police officers, entered the hotel where
Kardashian, who was then 36, was staying.
Two of the intruders put guns to her head, and one,
Kardashian later told detectives, addressed her "with a very
strong French accent" in English, telling her to hand over
a ring she was wearing. They then tied her up, gagged her
and carried her into the bathroom.
Three men meanwhile kept watch at the reception, and
one was waiting at the wheel of a getaway car.
In addition to the ring, which featured an 18.88-carat
near-flawless diamond, the group made off with several
more pieces of gold and diamond jewelry.
One of the alleged robbers, Yunice Abbas, fleeing the
scene on a bicycle, dropped a diamond-encrusted cross
worth 30,000 euros, which was found by a passer-by a few
hours later. The thieves lost a few more items while on the
run, but the bulk of the bounty has never been found and is
believed to have been sold in Belgium.
Ten members of the gang, which police has described
as "old-style", are charged with their role in the theft itself,
while another suspect is accused of involvement with the
gang for a different crime. One other is to be tried for
violating gun laws in a case linked to the Kardashian heist.
SOURCE: AFP; Asharq Al-Awsat

95-year-old Berkeley Woman Robbed on
Thanksgiving Day

SOURCE: National Jeweler; INSTORE;

Trial Ordered for 12 Kardashian Paris
Robbery Suspects
Twelve people will stand
trial in France for their role in
robbing celebrity Kim Kardashian
of jewels and diamonds at
gunpoint in 2016. In the biggest
French holdup targeting an
Kim Kardashian. Image
individual in 20 years, Kardashian
courtesy of Dreamstime.com.
was robbed of jewelry worth an
estimated $7 million while she was staying at a luxury
residence during Paris fashion week.
Among the suspects arrested four months later in Paris
and in the south of France is Aomar Ait Khedache, known
as "Old Omar", who is thought to be the ringleader of the
gang.
Two investigating magistrates ordered the 12 suspects
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95-year-old robbery victim.
Image courtesy of KTVU

A holiday stroll along the
waterfront turned into a scary
ordeal for a 95-year-old Berkeley
woman who says said she was
robbed on Thanksgiving day
while walking on a Bay Area trail.

The beauty and serenity of
the San Francisco Bay Trail in
Berkeley drew Frances Roberts for a walk about 1:30 in
the afternoon.
"It was a beautiful day. I thought well, I'm not hungry.
I'll go out and take a walk. And I thought it was the safest
place to walk," said Roberts.
She realized she was mistaken when a man pulled up in
a dark car with a woman and kids inside. Roberts said the
man gestured for her to come to the car and asked her for
the location of the nearest supermarket.
She said she kept her distance but that the woman
suddenly got out of the car and told Roberts she wanted
to give her some jewelry
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"She had a string of a necklace-like thing. And then
she grabbed me around the neck, threw it over my head,
" Roberts said, "What she was doing was taking my gold
necklace off, but I didn't know it. I didn't feel it come off."
Roberts said the woman grabbed her left hand saying
she wanted to give her rings, while trying to pull off the 2
carat diamond ring Roberts was wearing.
"She keep twisting and turning and spitting on it. And I
said just leave it alone. I don't want it off," she continued.
Roberts said the woman managed to pry the diamond
ring off her finger-causing it to bleed. The thief then took
off in the car. Two bicyclists in the area helped Roberts call
police.
"I was just sick. I thought, I'll never see it again,"
Roberts said as she showed KTVU a photo of the stolen
gold necklace worn by her mother until she died.
Mother and daughter had chipped in to buy the
necklace and they made a pact. Roberts said her mother
would wear it until she died and then Roberts would wear
it until she died.
Both the necklace and diamond ring are heirlooms
passed on from mother to daughter.
"It's awful to be taken advantage of with something
that you love. Somebody just drives up and take it away
from you," said Roberts.
SOURCE: Amber Lee for KTVU

Guilty Gunman in $180K Jewelry Theft
from Rapper Faces Decades in Prison

Safaree Samuels. Image
courtesy of Instagram

Tacuma Ashman, one of three
men involved in the 2018 robbery
of rapper Safaree Samuels, has
been found guilty of first-degree
robbery. He faces up to 50 years
in prison when he is sentenced
on January 28, 2022.

Prosecutors said the men plotted the robbery weeks
in advance, scanning Safaree’s social media page to
determine which pieces of jewelry he wears most
frequently. Authorities also found a GPS tracking device
the robbers placed under the rapper’s car, so they knew
when to strike.
They struck in April 2018, as Samuels was returning to
his luxury apartment in Fort Lee, New Jersey. Surveillance
video showed Samuels being held at gunpoint by Ashman
while he and an accomplice, Carl Harry, swiped $180,000
worth of jewelry before piling into a black Escalade driven
by Shawn Harewood.

recognize his face.
The theft led to a high-speed police chase across the
George Washington Bridge as the trio attempted to flee
with the rapper’s valuables. They eventually ended up
crashing into a divider on the highway and were later
apprehended.
A trial date for Harewood is pending. Harry previously
agreed to a plea deal in the case and was sentenced to
364 days and five years of probation.
SOURCE: northjersey.com; Jordan Rose for Complex

Suspect Nabbed After Nassau County
Jewelry Store Heist, Police Say
A Long Island man with a history of
jewelry store heists was arrested after
allegedly attempting to steal a tray of
goods from an area store, police said.
Nassau County Police investigators
said that Bay Shore resident Kobeen
Castillo Orellana, age 20, walked into
Forever Diamonds on Sunrise Highway
Kobeen Castillo Orellana. Image courtesy
in Massapequa at approximately
of Nassau County
2:45 p.m. on Sunday, November 21,
Police
requesting to see a tray of jewelry
from behind the counter.
According to police, Orellana allegedly grabbed the tray
of jewelry and exited the store without paying, prompting
an employee to follow him into the parking lot, at which
point he fell while attempting to retrieve the merchandise.
The employee refused medical treatment at the scene.
Police said that the investigation found that Orellana
was responsible for the incident, and he was later
located at his Bay Shore home, during which he became
combative with officers attempting to take him into
custody, and he allegedly kicked an officer.
After a brief struggle, the officers were able to
apprehend Orellana.
Further investigation into Orellana found that he was
also responsible for a previous larceny at Kay Jewelers
on Sunrise Highway in September.
Orellana was charged with second-degree grand
larceny; third-degree grand larceny; two counts of
second-degree assault; resisting arrest.
SOURCE: Nassau Daily Voice

Prosecutors say Harwood, a childhood friend of Samuels
in Brooklyn, masterminded the heist and recruited Ashman and Harry as henchmen, knowing the rapper would
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More information on the new policy
on private sector COVID-19 vaccination
requirements for business owners
Beginning December 27, all workers in New York City who perform in-person work or interact
with the public in the course of business beyond a quick and limited purpose will be required to
show proof of their ﬁrst dose of the COVID-19 vaccine. Workers will have up to 45 days to receive
their second dose of a two-dose vaccine. Covered businesses are required to exclude from the
workplace all workers who have not met this requirement, with the exception of individuals who
have requested reasonable accommodations for medical or religious reasons by December 27. For
a full list of covered businesses, requirements, and exemptions, go to nyc.gov/vaxtowork.

Here is a helpful checklist to make sure your business is prepared for this new policy:

• Familiarize yourself with covered businesses, requirements,
and exemptions.
• Have a plan in place to maintain worker vaccination records
and process reasonable accommodations. Covered businesses
are responsible for collecting proof of vaccination and securely
maintaining records. Your plans should also include a process
for determining whether workers are eligible for a reasonable
accommodation.
• Be prepared to make your records available for inspection upon
request by a city agency.
• When you are in compliance, sign the NYC afﬁrmation and
place it in a clearly visible area of your business. Businesses must
sign and post the affirmation no later than December 27.
You can download the afﬁrmation form at nyc.gov/vaxtowork.
For more information on this policy, please visit nyc.gov/vaxtowork.
If you are a small business with further questions, you can also call NYC
Small Business Services at (888) SBS-4NYC (888-727-4692) for assistance
understanding and implementing this policy.

12-14-21

