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It was through his commitment and contribution 
that GII could face multiple challenges from 
international laboratories and sustain its growth. 
His focus on technological upgradation for the lab 
was undeterred while he constantly updated 
himself on the current developments in gemmolgy. 
He was great team leader and encouraged all 
people around him. 

Mr. Ramchandran was a graduate in Economics 
and Law from the Mumbai University. He went on 
to become a qualified Gemmologist and Fellow of 
the Gemmological Association of Great Britain. He 
was the Founder Secretary and Chief Gemmologist 
of the Gemmological Institute of India. He believed 
that for the industry to prosper, we need a larger 
pool of people trained in gemmology. He has been 
instrumental for design and development of 
Gemmological studies in India. The Gemmology 
and Diamond courses conducted at the GII are 
designed and developed since 1971 under his 
supervision. He was the examiner and adviser to 
various gemological institutions in India and 
abroad as well as State Public Service 
Commissions. Thousands of his students are 
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KT RAMCHANDRAN PASSES AWAY
GEM & JEWELLERY INDUSTRY 
LOOSES A GEM OF A PERSON 

Mr K.T. Ramchandran, 
FFIG, FGA (London), was 
an iconic figure in the field 
of gemmology. Over a 
period of five decades in the 
g e m  a n d  j e w e l l e r y  
industry, he rose to a 
enviable postion and 
earned respect from all 
quarters. He was always 
ahead of the technological 
cha l l enges  in   gem 
identification through 
t e chno l g y  and  sk i l l  
absorption. He also kept 
himself abreast with new 

theories that would change the lanscape of the 
diamond industry. The gem testing center in 
Mumbai for identification of synthetic diamonds 
bear his signature all over the place. His 
contribution to the field of gem training is 
exemplary. 

Mr Ramchandran started his career with Gem 
and Jewellery Exporters ‘Association as a 
Secretary in the year 1966, and climbed his way 
upwards  to the level of Executive Secretary of the 
Gemmolog lca l  Inst i tute  o f  Ind ia ,  an  
internationally renowned gem testing and 
training institution. He was with the GII ever since 
its inception in 1971.



today serving the gem industry across the world 
today. 

Mr. Ramchandran contributed to the industry 
through many forums. He was a member of the 
Gemstone Committee of the Bureau of Indian 
Standards and the R & D Committee of the Gem & 
Jewellery Export Promotion Council. He acted as 
the specialist on the Audit Board of the ISO 9001 
and was the Governing Body Member of the Indian 
Diamond Institute, Surat. He was also a 
consultant with Diamond Exporters’ Association 
Ltd and also an advisor for Coloured Gemstone 
Merchants’ Society. 

He authored various articles on Gemmology and 
was a highly acclaimed gemologist of international 
repute.  He also co-authored a book on “Gemstone 
Properties and Identification” along with Dr. 
Jayshree Panjikar, which is a refernce book for all 
aspiring students as well as experts in gemmology. 
He was great believer in continued research and 
spent a significant time in studying various 
physical and chemical phenomenon in gemmolgy, 
despite his busy schedule. 

Mr. Ramchandran was amongst the founders of 
Forum of Indian Gemmologists for Scientific 
Studies and works for the propagation and 
promotion of gemology in India and acted as the 
Hon. Secretary of the Forum since its inception in 
1983. 

Mr. Ramchandran played a vital role to make it 
possible  to issue Geographical Origin Certificate 
for Ruby, Sapphire and Emerald in the year 2008 
by  Gemmological Institute of India. He developed 
a system as per the prevailing international 
standards and this was a key milestone in the 
history of gem trade. His focus was on sustaining 
ethical practices in the trade and building the 
consumer confidence. 

Amongst the significant contributions of Mr. 
Ramchandran, the notable ones are  

I. Establishing the first gem testing  laboratory 
in India – 1971

II. Started Gemmology course for the first time in 
India – 1974

III. Establishing the first Indian R & D Laboratory 
in  the field of  Gem stones and Gemmology– 
1976

IV. Starting the first Diamond Assorting and 
Grading course in India – 1978

V. GII laboratory is the first of Indian lab  to 
receive the coveted recognition as a R&D 
Laboratory in the field of Gem Stones research 
– 1979

VI. Started the first correspondence course  in  
Gemmology in India – 1983

VII. Established one of the best equipped  
Libraries in India  on Gemmology.

VIII. GII Gem testing laboratory is recognized by 
the International apex organization  of  Gem 
& Jewellery trade, CIBJO.

IX. Various government departments/agencies 
send Gemstones for  ident i f icat ion 
/confirmation.

X. Special training programmes for Customs 
Department organized from time to time.

XI. R&D laboratory recognized as SIRO, by the 
Department of Science and Technology, 
Government of India.

XII. Recognised as a research centre by 
universities for Ph.D and post graduation 
studies in the field of gemstones and 
diamonds.

XIII. Started the grading report for Diamond 
studded jewellery in 2008.

XIV. Privileged to certification/identification of 
entire gemstones of TIRUPATI BALAJI 
DEBOSTHAN.

XV. Set up a gemstone testing Lab at Tirumala 
Tirupati Devasthanam to authenticate the 
gemstones/diamonds in the jewellery of Lord 
Venkateswara; tested and certified several 
pieces of jewellery at the site.

XVI. Setting up Diamond Detection and Resource 
Centre (DDRC) in BDB in the year 2014

He will be missed for his contagious smile and 
tireless attitude. He was an icon who cannot easily 
be replaced. No tribute for him can ever be enough. 
The entire gem and jewellery industry will remain 
indebted to him forever. 
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Reproduced below are some of the condolence 

messages :

Bakul R Mehta (Chairman, GII)
“GII will remember KT Ramchandran for his 
commitment to Institute, his colleagues and Board. I 
am proud to have known him for last 15 years. Would 
remember my association with him. May departed 
soul RIP”

Rajendra Kumar A Shah (Managing Trustee,GII)
“Passing away of Ramchandra has left us with a 
vaccum which will never be fulfilled”

Jayshree Talgeri-Panjikar
“It's indeed very sad when your old colleague is 
battling for life and then he is no more... 
K.T.Ramchandran was my batchmate for the 
Gemmology London Exam FGA way back in 1976-
1977.. over the years we became colleagues, friends 
and a good dedicated team at GII that actually made 
GII internationally recognised.. 42 years... an 
avalanche of memories..In 1999 we organised the 
International Gemmological Conference IGC in India 
..it was just because Ramu was there it was 
possible...today looking back..we had joy..we had 
fun.. we had to do gem testing in the Sun('cos we sat in 
that tiny balcony)..... May God give his soul eternal 
peace...”

Jc Senetor Senthil
“Sri. K. T. RAMACHANDRAN sir...The legend of 
Gemmology society.....Never forget you sir..Your 
talent...Your guidance...Your humanity....Your soft 
speaking skill....And many more...
We miss you sir....
The days with you at GII was ever memorable...
MAY YOUR SOUL REST IN PEACE Sir.”

Vummidi Nagaraj
“I am shocked to hear that KTR passed away. I 
remember his depth of knowledge, his passion for 
gemmology. I remember the compassion and care he 
extended towards me when I was a student. He is very 
dear to me. RIP sir, u will never be forgotten by ur 
students. My sincere condolences to Mrs. Bharathi 
and Ruby.”

Dr. Usha Nair 
“Dearest Ramchandran Uncle, You were a mentor, an 
inspiration and the most humble person I ever met till 
date, You are very fondly missed. Usha Krishnan Iyer”

K.M.Ramachandran
“Shocked to hear his untimely demise. I pray to 
Almighty to give enough strength to his family to 
overcome this hour of sorrow.”

Dr. M.D. Sastry. GII
“It is a great loss to Gemmological fraternity and loss of 
a friend. It happened so suddenly to make it more 
difficult to reconcile. May his soul rest in peace.”

Mr. Jamie Clark, IIDGR, UK
“It is with deep shock that I email you to express my 
sadness at hearing the passing of Mr. Ramachandran. 
A dear kind man who was always genuine, pleasant to 
know and never without a big smile. He will be sorely 
missed by all.

May I take this opportunity, on behalf of Jonathan 
Kendall, the De Beers Group and IIDGR, to wish Mr 
Ramachandran's family and all his friends and 
colleagues at GII heartfelt condolences. Please pass 
these warm wishes on to his family. Further to this, 
being so close to Diwali, may we wish all at the GII a 
peaceful time for reflection on Mr Ramachandran's 
passing but also a time to celebrate his life and huge 
contribution to GII since its inception.

With sympathy, Jamie”

Kapil Tilak Malhotra 
“KTR Sir or at times just Sir, Right since 1986 the time 
I passed out from GII, it was Him & Jayshree Ben who 
coaxed me do my F.G.A alongside. He was the Guiding 
Force to One and all irrespective which field that 
person came from. He was always there for him. We 
traveled together and hosted 13 Indian Gemmological 
Seminars in various Indian cities. If it was not for him 
we wouldn't have been able to do so.

Right till his last breath he only and only cared about 
GII. Had requested him to allow me to announce to the 
Trade all about his illness on 4th October, His 
immediate reaction was Kapil, don't do it please it will 
affect GII, This is how he cared about GII Business & 
the Impact on the Gem Industry more than his own 
health.

His never ever took help for anything from anyone 
while he lived and even when his illness was detected  
he quietly passed away without troubling anyone. Sir, 
you will Live In Our Hearts Forever. Even if we all 
inculcate 10% of your Integrity / Devotion / Ethical 
approach of you we will do wonderfully well. This loss 
is irreplaceable and a void has been left which no other 
human being can ever fill.. Sir, respect for you 
always.”

Mr. Milan Mehta, Partner, Kantilal Chhotalal
“This is to express my deep sadness and grief at 
learning of the sad demise of Mr K.T. Ramchandran. 
Years back, I had the opportunity of being in contact 
with him for a period, and after so many years, I 
cannot forget his demeanor, his effervescence, his 
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genuinity and his vision for the GII and the Gem 
Forum. Kindly convey my deepest condolences to his 
family and to all in the organization. A man who by his 
very personality, attracted highest respect from all 
around him.”

Benita Sahani
“My deepest condolence to family and GII team . It's 
very disheartening to get this sad news . May his soul 
rest in peace ! May God give strength and courage to 
his loved ones  cope with this moment of loss” 

Reena Shukla ( Heera Zavaraat)
“He was really nice and humble person . such a like 
miracle . we also really miss him and in our  heart 
forever.”

Ketan Shah (Shri Jewels)
“Heard of sad demise of Shri.Ramchandran which is a 
great loss to our industry, a person who had given his 
life for Gemmology and Gems ,we have lost a Gem of a 
Person. Praying God for his Soul to REST IN PEACE.”

Pranava Bhargava
“You were blessed with immense knowledge, humility 
and passion. Your contribution to gemmology and 
education is remarkable and unparalleled. You have 
left a legacy for all of us to follow and serve the industry 
selflessly. Decades of yeoman service to the science of 
Gemmology bear testimony to your hard work. The 
industry will remain ever so indebted to you.

We will miss your smile and warmth. May Lord rest 
you in Eternal Peace!”

Prakash Doshi & Sonalee Parikh
“Very sorry to hear the sad demise of Shri K.T. 
Ramchandran.. He was the pioneer of GII and a 
devoted worker. He took a lot of pain to develop the 
classes and the laboratory of the Institute. Extremely 
soft spoken person…..may his soul rest in peace.”

S.RAVIKUMAR
“In 1994 year Batch I was the student of GII with you. I 
never forget about our beloved expert about Gems. We 
miss you sir.”

Kirti Das
“We are profoundly saddened by the passing of KTR 
Sir.

He was a great philanthropist and had great passion to 
work with multiple responsibilities.

It is a biggest challenge in losing a great colleague and 
a guide like you, no one can fill your position either 
professionally or as friend and guide.

He left us, but his legacy will remain with us forever”

Sucheta Chudawala
“My mentor, Tutor & Gemmological Guru; 
Sir we always live on.....”

Parin Jhaveri
“Deeply shocked to hear demise of K.T Ramachandra 
Sir my heartly condolence to Bharti aunty Ruby & 
their family members”

Milind Varhadpande
“Ramchandran sir was one of the most nicest, 
humblest, affable and an extremely approachable 
person. A great void has been created in my 
professional as well as  personal life.  Me and my 
entire family are indebted to sir as he has knowingly 
and unknowingly helped us out many times in his own 
unique way. May god rest his soul in peace.”

Kamlesh Sheth
“My association with Mr. Ramchandran was for a 
short span of over four years but even then it has 
carved out a long lasting effect on my mind. He was a 
tireless workaholic and was always ready to guide 
anyone whether from within or outside the 
organization.  He was punctual, disciplined with a 
modest life style, clean habits and honest to the core. 
His smile and helping attitude cannot be forgotten. I 
am sure his colleagues will strive hard to carry forward 
his legacy of hard work and devotion.”

Balaji Subbiah
“My heart felt condolences to his family, may his soul 
rest in peace”

Srinath Kota
“My heart felt condolences to Ruby and Aunty ..sir is 
very precious to me may his soul rest in peace”

Vidhya Pritish Mazumdar
“RIP sir, will miss your smile whenever we met and 
also the great knowledge you imparted to thousands of 
students”

Deven - (VR2 Techonologies)
“A good heart has stopped beating, a good soul 
assended to heaven.

You will be always missed sir.”

Avinash Ghosh
“You are our Gem Sir We miss you May your Soul RIP”

SShenoy
“A person that departs from this earth never truly 
leaves, for they are still alive , they live on through 
their deeds and actions RIP Ramchandran Sir.”

Silvia Siqueira
“Thank you Sir for believing in me for all these years. 
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Without your support and advise I would have not 
been  what I am today. I joined GII in the year 1987 
and since then had always worked with your advice. 
You taught me everything from drafting a letter to 
testing a gemstone. With your advice and 
encouragement I completed my FGA in 1995. You 
were always like an elder brother to me, and guided me 
through all paths of my life.The void created by your 
absence will never be filled, but the advice and 
guidance that you have given me will always remain 
with me for ever.RIP ”

ABHIJIT ASHOK DALVI
“Sad demise #huge loss # Wall of GII #Great man# sir 
you will be always remembered”

Sandeep Khatawkar “RIP sir...”

Johny George “ RIP”

Jyotisman Mishra “My deepest condolence”

Jc Senetor Senthil “RIP Sir... Navin Shet RIP sir...”

Rounak Gupta Sao “RIP sir”

Praveen Deepa Nair “RIP”

Himanshu Zaveri “RIP sir”

Abhishek Sainkar “RIP Great loss”

Vinitt Joshii  “R. I. P.”

Babu Ganesan  “RIP”

Gaurav Pasari  “RIP Sir”

Dhinesh Jain  “RIP”

Gopalkrishna Pai  “RIP sir”

Haresh Shah “God give him piece in haven”

Rahul A Patel  “R I P”

Ranawat Ricky  “RIP”

Praveen Kumar  “RIP sir”

Shripad Jathar  
“Gem of a person. God may put him to rest.”

Sharad Bhatia 
“May His soul Rest in peace..”

Hitesh Jain  “RIP”

Deepthi Madduluri  “Rip sir we all Miss u forever”

Vikram Jhaveri 
“Gem of a person. We miss u sir forever. R I P”

Jignesh Bhavsar  “RIP”

Arvind Parikh “Condolences to the family”

Manish Kapoor  “RIP”

Pradeep Mohite  “You left a void that no one can fill”

Sandesh mane  “An irrevocable loss”

Rakesh Gupta 
“very good experience with sir.Always live in my 
memory i miss you sir”

Shruti Parikh 
“Gone from our sight, but never from our hearts.”

Shankar Kanagavel 
“My deepest condolences to the bereaved family”

Parag Patel 
“RIP. MAY HIS SOUL REST IN PEACE”

Vinod Kuriyan 
“No words to express the loss I feel.”

Poonam Gaur Dixit “RIP  we miss u forever sir”

Kiran Krishna “Big loss. RIP sir”

Chetan Shah “RIP Sir we miss u”
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 Despite a relatively challenging business 
environment in 2017, the gemstone trade is 
poised to grow in 2019 as buyers continue to 
diversify their product preferences and major 
marke t s  r e cupe ra t e  f r om economic  
uncertainties.

 The gemstone business landscape is 
constantly changing and with this come new 
challenges. Buyers are becoming partial to 
equivalently captivating coloured gems other 
than the so-called Big Three. Companies 
meanwhile should take advantage of a more 
open market by offering top-quality choices.

 Policy changes in China such as hefty 
import tariff cuts for jewellery items are expected 
to bode well for the gemstone business. We 
expect a more active market in 2019. The effects 
of China's decision to slash import taxes on a 
number of jewellery items will be felt in 2019. 
The impact will be massive for investment 
stones.

 An interesting development in the trade is a 
shift in preference from classic green and red 
gemstones to products with a more vibrant 
palette, especially among Chinese buyers.

 Coloured gemstones continue to move even 
in a slow market. What's been happening in the 
last two years in China is that buyers are veering 
away from traditional choices and turning their 
attention to other coloured gemstones.People 
are looking for fresh opportunities elsewhere 
and becoming more receptive to a variety of 
coloured gems including imperial topaz, 
aquamarine, tourmaline and all colours of 
spinel.

 Today one can comfortably sell yellow beryl 
to China, which is something someone wouldn't 
dare do five years ago.Buyers are also interested 
in different cutting styles such as carvings and 
cabochons, among others, as opposed to classic 
faceting.

 Modern consumers are trying different 
things and being more adventurous with their 
choices. This is a good development.Apart from 

China, demand for coloured gemstones is 
likewise solid in the "old markets" such as the US 
and Europe.

 The movements, while not dramatic, are 
steady. The Middle East is likewise making a 
comeback. Germany-based Paul Wild, which 
celebrated its 90th anniversary in 2017, sells 
mainly to Europe where it deals with top brands. 
Its second largest market is Asia. Paul Wild's 
extensive product portfolio includes sapphires, 
Paraiba tourmalines, spinels, tanzanite stones, 
tsavorites, demantoids and garnets, among 
other gems.

 Diversification and creating markets are key 
to maintaining growth.An impending challenge 
however is how to entice a younger generation of 
buyers to buy gemstones. Technology is our  
competitor. But this is something that brands 
should think about. It rests in their hands to 
think of a massive marketing strategy to 
captivate young buyers and introduce them to 
the world of coloured gemstones.

 With the market seemingly looking for 
exceptionality at all costs, gemstone dealers are 
placing their special gems in the limelight.

 Many leading brands aims to pique market 
interest in gem-quality stones through its 
painstakingly curated selection of exclusive and 
valuable coloured gemstones. Paraiba 
tourmalines in vibrant hues, purple sapphires 
and imperial topaz stones are among the gems 
the German lapidarist is highlighting this year.

 The colour range of Paraiba tourmalines 
runs from an intense sea green to a lush 
turquoise blue..This expressive range of colours 
has its origin in the trace element copper. Its 
double refraction enhances the bold charisma of 
the Paraiba tourmaline too.

 While the gemstone derives its name from 
the state of Paraiba in Brazil where it was first 
discovered, large raw crystals are now seldom 
found in the first deposit or nearby mines. 
Relatively large specimens from Brazil thus 
enjoy high profiles.

IS GEMSTONES BUSINESS TAKING U TURN?!
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 Cupreous tourmalines in the typical 
"Paraiba" colours from Nigeria and Mozambique 
provide the world with fresh supply of the 
gemstone. They too get their beautiful colours 
from the interplay of copper and manganese; 
their chemical composition is identical to that of 
the Paraiba stones. For this reason, no 
distinction is any longer made in the trade as to 
whether a Paraiba tourmaline comes from one of 
the mines in Paraiba or from Nigeria or 
Mozambique.

 Sapphires, already highly valued in their 
own right, are also experiencing a demand boost for 
their purple variety, given the colour's popularity this 
year. Each purple sapphire is unique and very much 
sought after, not only among collectors.

 The gemstone cutter and dealer also has a fine 
collection of imperial topaz. While gem-quality topaz 
had long been favoured by connoisseurs and 
collectors, awareness and interest in the coloured 
stone have grown in recent years, said Constantin. 
The Brazilian imperial topaz, in particular, has 
become extremely rare.

 Imperial topaz prices depend primarily on their 
colour - those with the deeper, vivid hues command 
higher prices. Lighter goods could cost US$450 to 
US$800 per carat while imperial topaz with the 
deepest colour could easily fetch US $15,000 to 
US$25,000 per carat. The gemstone comes in 
various shades of orange, peach and pink. The most 
valuable ones are those with both pink and gold 
hues..

(Source : 7 Stars Worldwide, Sept-Oct’18)
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Working Committee of Gem & Jewellery Exporters’ Association (GJEA) 
2017-2020

At the Annual General Body Meeting held on 16th October , 2018 , the following 

members have been declared elected as the Office Bearers and Committee  Members  

of GJEA for the years 2017-2020

 Shri Arvind C. Parikh

 Shri Navin Jasnani

 Shri Nitin K. Pachchigar

 Shri Bhagwati V. Patel

 Shri  Pradeep Patel

 Shri Kalpesh Patel

 Shri Avnish R. Shah

 Shri Anil Punjabi

Shri  Jamnadas Manihar

Ms. Sucheta Chudawala

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

President

 Vice – President

 Hon.Secretary

 Hon. Treasurer

 Member

 Member

 Member

 Member

Member

Member



 Everyone knows that the solution for a 
current account deficit lies in the increase of 
exports. Anyone would tell you that increasing 
exports is directly related to the increase in 
exporters, without which there can be no 
exports. This is something that policy makers 
need to review as, unfortunately, the current 
rules and processes discourage new entrants 
into the sphere of exports.

 To start with, exports of gold jewellery are 
only possible through 22 cities, where there is a 
Customs Appraiser. This means that aspirants 
in tier 2, 3 or even 4 cities have to establish a 
presence in one the 22 cities before they may 
export, which seems bizarre, especially when 
one takes into consideration that our 
differentiating factor is the handmade jewellery 
that is specific to different regions.

 Our large non-resident population often 
return to India to visit their relatives. Such visits 
are usually marked with shopping and 
unfortunately, due to the high import duty along 
with GST, (which is a total of 13%), makes the 
purchase of gold jewellery unviable. These non-
resident Indians usually purchase their 
jewellery in-route, through Dubai, thereby 
denying India of precious foreign exchange.

 With the advent of GST, this could change to 
permit any shopkeeper to claim input credit of 
the value of the import duty and GST. Doing so 
would make all retailers potential exporters. The 
same could be applied to internet sales too. It is 
of utmost importance to point out that the value 
addition on gold sold is highest when sales are 
made to the final consumer, which is where the 
nation would benefit most.

 Sadly, the current rules articulate that gold 
jewellery may not be shipped via courier 
agencies. The completely decimates internet 
sales, which should be an area of focus, as this is 
all B2C transactions, (direct to the customer). 
So, while the world is moving to the internet our 
policies overlook its potential. The dichotomy is 
that the nation is craving to increase its exports 
of gold jewellery and the value addition thereof, 

yet policies are framed otherwise.

Banks are the nominated agencies from which 
exporters ’may procure gold at international 
prices but, unfortunately, they charge a 
premium on the supply of gold. Banks view this 
as a transaction for which is viewed from the lens 
of profitability alone, not realising that they are 
actually disabling exports of gold jewellery from 
the nation. For a buyer overseas that is able to 
procure gold jewellery priced at a discount from 
the LBMA quote, purchasing gold jewellery from 
India becomes unviable. This would lead to a 
larger question of the very need of the RBI 
Nominated Agencies itself? If done away with 
completely, competitiveness in the pricing of 
gold would enable and encourage exports of gold 
jewellery.

Reading through the Handbook of Export 
Procedures, it is easy to see that the current 
policies only support B2B, (business-to-
business), transactions. Obviously, such 
business would lead to high turnover, but low 
profits, (read: value addition). Thus, if there is an 
aspiration to increase the value addition of 
exports, it is imperative to permit B2C, 
(business-to-consumer), transactions, all of 
which has been mentioned above. This needs to 
be recognised so that all further policies, if and 
when made, are sensitised to this fact and help 
enable this further. Sadly, a recent report states 
that 60% of the handmade jewellery exported 
from Dubai is classified as ‘Indian Jewellery’.

The fact that Indian jewellery is not being 
purchased from India should be a reason of 
concern and introspection. If anything, it 
endorses the fact that our policies need to be 
reviewed and evaluated from an international 
perspective. The GST offers an incredible 
opportunity through its self-assessment of input 
credit for the calculating the tax payable. That is, 
refund of import duty and GST may be done 
immediately through claiming it as input credit 
and the GST returns may be prepared 
accordingly. Given that most exporters also have 
a domestic business, the GST vehicle can and 
should be used to unleash the potential of the 

INCREASING EXPORTS - Mr. Ajay Mehta
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Indian gold jewellery industry and using it to 
help the economy of the nation. Lastly, and most 
importantly, the removal of import duty on gold 
can play a huge role in the boosting of exports of 
gold jewellery. One of the lesser recognised facts 
is that approximately 6000-9000 tonnes of gold 
jewellery ‘sits’ in the form of inventory with 
jewellers across the country. The removal of 
import duty would immediately make all of this 
inventory saleable in the international markets. 
Moreover, given the tenacity of Indian 
entrepreneurs, expanding of the market place 
would enable them to sell overseas aggressively. 
Importers that travel to Dubai to purchase 
‘Indian’ gold jewellery would then start coming to 
India for their requirements. The entire jewellery 
industry is aware that buyers visit Dubai 
carrying pure gold bars with them, which is 

bartered against gold jewellery. If the markets 
were opened up, this trade would migrate to 
India.

All in all, it is for the policy makers to decide as to 
how aggressive they desired to increase gold 
jewellery exports and its value addition. What is 
becoming glaringly apparent is the need for a 
holistic view on gold from an international 
perspective, failing which we shall continue to 
limp behind world markets. As I close, I would 
like to remind my readers that Christopher 
Columbus was looking for India, which was 
considered ‘the land of gold’. The time has come 
for us to seize the moment and to relive our 
destiny of becoming the global destination for 
gold.

(Source : The Art of Jewellery Oct’ 18)
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 Against a highly modernised backdrop, 
majority of today's jewellery retailers have yet to 
transition to a more active digital presence by 
having dynamic websites and fast, reliable e-
commerce capabilities.

 So-called "static" websites with blurry 
images and less engaging content are potentially 
jeopardising companies' digital businesses. In 
the jewellery industry, this can't be truer. A trial 
navigation of some jewellery retailers' static 
websites revealed how they continue to lag 
behind more influential players in the fashion 
and luxury industries.

AN APP CAN CHANGE YOUR BUSINESS 

 Swedish multinational furniture retailer 
IKEA has put in place an app that lets customers 
see or test how a certain item would look in their 
homes using a smartphone camera. The IKEA 
Place app, which uses augmented reality 
technology, is changing the way people are 
buying furniture. This kind of high-tech 
development creates a perfect match between 
website and content - combining business with a 
unique customer experience thereby offering 
real value to both retailer and consumer. While 
most jewellery companies may not have the 
financial muscle to introduce such innovations, 
exploring possibilities now may give them a head 
start in eventually developing a more dynamic 
online presence.

RICH CONTENT 

 Content is categorised as "rich" if it's 
interactive and it contains text, videos, photos 
and podcasts as well as links, infographics and 
tools aimed at entertaining, informing and 
engaging the customer. According to content 
company Zmags, 92 percent of retailers think it's 
important to create rich content online. However 
only 70 percent can manage to upload 
something that can be considered rich content 
every month.

 Small jewellery companies, for their part, 

lack the resources to undertake such initiatives. 
One of the main reasons that jewellery 
companies aren't catching up with the trend of 
creating engaging websites is they don't have the 
time, tools and inspiration to develop the kind of 
content that will set them apart from the 
competition.

 The future of search is going to be about 
pictures instead of keywords, underscoring the 
importance of visual content for a website. 
Whether Silbermann is right or wrong, photos 
and videos are extremely important. Knowing 
the right way to label photos with plain text and 
optimising images create better "findability" of 
the content.

 More videos and photos create "heavy" 
content. Speed is likewise important as bounce 
rates go up when pages load slowly. According to 
Google's "Speed Update" released early this year, 
page load speed will become a ranking factor in 
mobile search.

 It’s also important to use compression and 
the right format for all video and photo content. 
A helpful online tool for website managers is 
"PageSpeed Insights," which could help analyse 
and optimise the webpage, and ultimately make 
it run faster.

NOT JUST FOR MILLENNIALS

 Bricks and mortar may be king in the retail 
world but e-commerce is growing rapidly. 
Salesforce Research's 2017 Connected 
Shoppers Report stated that 40 percent of 
millennials surveyed view voice-enabled digital 
assistance - 16 percent of US 

 Households already use one - such as 
Amazon Echo and Google Home, among others, 
as more useful for shopping. The other 60 
percent meanwhile think they know more about 
a product than the average store clerk.

 A recent Forrester forum also revealed that 
nonmillennia Is - not just millennials - appear to 

MAXIMISING ONLINE PRESENCE 
FOR JEWELLERY BUSINESSES

- Dr. Purva N. Desai
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be open to more progressive ideas and willing to 
adopt a more modern approach to buying online.

E-COMMERCE AND CUSTOMER 
CONVENIENCE

 According to enterprise e-commerce 
platform Shopify Plus, e-commerce is expected 
to grow from 11.9 percent currently to 17.5 
percent in 2021. In a highly competitive market, 
anything that stands out in consumer 
experience while shopping will give a brand or 
retailer/e-tailer a competitive advantage. A 
niche jeweller may not need as much as a larger 
company with more competitors but it too will 
need to invest in how to reach their targeted 
clientele more effectively.

 An example of creating comfort for online 
consumers is The Amazon Hub, which is a set of 
special lockers or compartments installed in 
apartment blocks where packages are delivered 
and stored. The recipient needs to enter a pickup 
code to collect their online purchases.

 With Echo Look - a smart Al (artificial 
intelligence) device with camera that offers outfit 
advice while integrated with Amazon's e-
commerce platform and is shareable on social 
media - Amazon makes shopping more intimate 
and social, while gathering data about 
consumers.

PWA - THE GOLDEN IDEA?

 According to Google Web Fundamentals, 
Progressive Web Apps (PWA) are experiences 
that combine the best of the web and the best of 
apps. They are useful to users from the very first 
visit in a browser tab, with no installation 
required. As the user progressively builds a 
relationship with the app over time, the app 
becomes more and more powerful. It loads 
quickly, even on flaky networks, sends relevant 
push notifications, has an icon on the home 
screen, and loads as a top-level, full screen 
experience.On average, a 20 percent boost in 
sales or engagement is shown when a company 
adapts to a PWA.

 Data from web developer Cloud Four 
revealed that companies such as Petlove, an 
online retailer of pet supplies, saw a 280 percent 

increase in conversion ratio by simplifying 
registration forms and automatic login for 
returning visitors. Twitter Lite meanwhile 
recorded a 65 percent improvement in page 
visits, 75 percent more tweets and 20 percent 
less bounces. Trivago, for its part, registered a 
150 percent increase in users.

 PWAs are costly to develop but could prove 
to be a wise investment for any online retailer 
seeking to have more loyal and returning 
visitors.A recent Gartner Research study 
showed that PWAs are likely to replace a 
minimum of 50 percent of general consumer 
apps by 2020.

 Forrester, for its part, said the world will 
spend US$1 trillion by 2021 reinventing the web 
to make it mobile-first. Companies should plan 
to spend between 20 percent and 100 percent 
more on digital experiences than what they are 
spending today, continued Forrester.

WHAT IS A PROGRESSIVE WEB APP?

A PWA is:

 Progressive - works for every user, 
regardless of browser choice, because it's built 
with progressive enhancement as a core tenet

 Responsive-fits any form factor: Desktop, 
mobile, tablet or whatever is next

 Connectivity independent-Enhanced with 
service workers to work offline or on low-quality 
networks

 App-like - feels like an app, because the app 
shell model separates the application 
functionality from application content 

 Fresh - always up-to-date, thanks to the 
service worker update process 

 Safe - served via HTTPS to prevent snooping 
and to ensure content hasn't been tampered 
with 

 Discoverable - identif iable as an 
"application," thanks to W3C manifest and 
service worker registration scope, allowing 
search engines to find it

 Re-engageable - makes re-engagement easy 
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through features like push notifications 
installable - allows users to add apps they find 
most useful to their home screen without the 
hassle of an app store.  Linkable - can easily 
share the application via URL; does not require 
complex installation.

A FRESH LOOK AT JEWELLERY 

ONLINE RETAIL: 

 Now a days there are so many online gold 
jewellery retailer with a website that integrates a 
great look and feel with a seamless e-commerce 
experience, let us think and talk about the 
companies and its novel approach to capturing 
the hearts of today's buyers.

 Let us discuss what they offer jewellery 
buyers a better value proposition by combining 
modern design and traditional hand-
craftsmanship with the enduring value and 
appreciation of high karat (22-karat and 24-
karat) gold. In short, they sell beautiful jewellery 
to wear or give, which will go up in value over 
time.

 The idea behind any product of jewellery is 
after all about professional and personal 
experience, some of them are financial 
technology company with a physical gold 
trading/investment platform that serves global 
wealth managers. Few of them luxury goods 
buyer who would like to see those purchases go 
up in value, of course they all hire very talented 
designers of brains behind the jewellery designs 
and the website.

 One can not neglect how important are 
websites for jewellery retailers. The major 
brands all have good website but for the most 
part, the industry is a brick-and-mortar story 
with large mark-ups from wholesale to retail. 
Some of diamond jewellery companies are solely 
an e-commerce enterprise and can offer better 
pricing because it does not have the overhead 
attendant with brick-and-mortar stores.

 The common thinking is that luxury goods - 
or items that cost more than US$1,000 - need to 
be experienced for the first time in person. Most 
jewellery brands have their own stores or sell 
wholesale to multi-brand stores. As a result, the 

online experience is often no more than an 
electronic catalogue.

 This paradigm is changing. As more people 
become accustomed to purchasing luxury goods 
online (including high-end jewellery), we expect 
that the online experience will become even more 
dynamic and pleasurable. Brands will need to 
make sure that their websites do more than 
feature products. Websites will have to educate, 
entertain and entice customers in addition to 
showcasing products.

 Online retailers requires to prioritise - 
content, photos or easy navigation for customers 
and can not compromise on the related subjects.

 The truth is that the site has to have all of 
that and more. It is so easy for a customer to 
"bounce" off of a site - one click and they are 
gone. So it goes without saying that the online 
shopping experience has to be excellent. Of 
course, it starts with the product - in our case, 
well-priced/designed jewellery - presented in a 
compelling way. Navigation is critical. That said, 
given the intense competition for customers in 
the jewellery and luxury goods market today, 
beautiful products and navigation are now a 
given. You must arrive at the starting line with 
those features. What distinguishes brands these 
days is content. Content that educates, delights 
and provides a sense of community. In latest 
recent trends feature. fashionable people (not 
models) and their stories, which some believe 
resonates with consumers more than paid 
spokespeople.

 E-commerce is something that every brand 
should be considering - at a minimum,              
e-commerce complements their other channels 
of distribution, e-commerce is far from a 
panacea for jewellery retail. Like brick-and-
mortar stores, it has an entire set of challenges. 
And like retail, it can and will fail if not done well. 
If anything, I would recommend that a retailer 
think about e-commerce as a store and figure 
out what will make your customers come in, 
stick around, and hopefully buy something from 
time to time.

(Source : 7 Stars Worldwide, Sept-Oct’18)
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 It is an unusual diamond market these 
days. Polished diamond exports from India were 
down about 1.5% in April compared to March, 
but up 14% year-over-year. The rise was not a 
result of improving prices, as the average value 
of goods declined 2.4%. The reason for the rise in 
exports was the high volume of shipments out of 
the leading manufacturing center, increasing 
17% to 2.77 million carats. At the same time, 
rough trade through India declined by all 
measures - imports and exports, value and 
volume. Even by average value per carat.

 In Belgium, polished diamond trading also 
exhibited a decline in value and a rise in volume 
in April. Exports fell 6.6% to $728.2 million, 
while rising 3.4% in volume. Imports of polished 
diamonds declined 2.6% to $861.7 million, 
rising a whopping 29.5% by volume. However 
unlike India, rough diamond trading in Belgium 
only increased in April.

 Israel stopped publishing monthly diamond 
trading figures in 2008, so data on trading by the 
Israeli diamond center in April are not available, 
however in the first quarter of the year - 
January-March 2018, Israel's polished diamond 
exports declined 33% to $1.16 billion. Polished 
diamond imports rose 7%^ to $747.2 million. As 
for rough diamonds, they too declined, with 
imports falling 7% to $729 million and exports 
softening 1% to $761 million.

 At the same time, diamond trading activity 
in Hong Kong improved. Imports of polished 
diamonds increased 10% to $5.17 billion in the 
first quarter of 2018 and exports increased 4% to 
$3.53 billion. The same goes for the US, where 
gross polished diamond imports rose 16.4% to 
$5.9 billion in the first quarter of 2018. By 
volume, imports rose 10.6% to 2.6 million 
carats.

 In short, while the trading centers are 
slowing down overall, the consumer centers are 

seeing increased activity. This is a result of rising 
exports from the trading centers to the 
consumer markets, while the inner trade 
between the diamond centers of Mumbai, 
Antwerp, and Ramat Gan decreased.

 This may seem a little anecdotal, but it has 
real world implications. For example, if inner-
trade activity is declining, that may indicate that 
the industry is streamlining. Having an efficient 
industry is important. An inefficient industry is 
characterized, among other things, by excess 
market participants, traders that do not add 
value to the goods they are trading - they don't 
improve the goods, don't brand them, and don't 
move them into places with shortages. In a 
market with improving efficiencies, players that 
do not find a niche are doomed. By definition, 
better efficiencies mean that players that do not 
add value are pushed out.

 A more efficient market is also a market 
where goods such as polished diamonds change 
fewer hands, so price is not pushed up as much, 
and traders are more profitable. That sounds 
idyllic - price is lower, yet traders' profits are 
higher.

 As stated here in the past, the diamond 
market is changing. It is evolving, because it 
became inefficient, because financing is tough, 
and because consumers are not as wild about 
diamonds as they were previously. The market 
has changed and will continue to do so.

 Another aspect of this change, as reflect in 
the trading figures presented above, is the 
sliding price of polished diamonds. In 2010 and 
2011, prices went wild, especially in 2011. 
Consumers in the US and China were unwilling 
to pay the much higher prices and have slowly 
turned away from diamonds. That forced 
retailers to reduce prices, which reverberated up 
the diamond pipeline, through wholesaling, 
manufacturing, and eventually to the mining 

AN OPPORTUNE TIME 
THE DIAMOND MARKET IS CHANGING 

BUT EVOLVING
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companies. All were forced to lower prices - and 
then came the 2017 holiday season.

 As we know, the holiday season of 
November-December 2017 was good for 
diamond jewelry sales. There were two main 
reasons behind the good sales: designs that 
consumers found more appealing than before, 
and of course, much better prices.

 The first quarter of 2018 saw demands 
rising and inventories decreasing in the 
midstream of the diamond pipeline. This 
provided a certain degree of economic relief to 
those in the midstream, and they turned to buy 
rough diamonds. The main producers, De Beers 
and ALROSA, provided plenty of goods at first, 
but resisted the urge to hike diamond prices. 
That acted responsibly.

 In March, we saw a certain cool down in the 
market. The first polished output from the rough 
diamonds purchased in January started to fill 
inventories. Many goods that were in demand 
were still hard to find, which had a chilling effect 
on prices. So after the small increases in 
January and February, polished diamond prices 
cooled in March. However, that did not last long, 
and prices started to rise again in April. This 
made the better market already a trend. That 
translated to confidence, a feeling that the 
market is changing for the better and that the 
change is sustainable.

 Now, in mid-May, we see a strong reaction to 
these trends. First, polished diamond prices are 
continuing to rise. I'm not sure how long it will 
last, but the upcoming Las Vegas trade shows 

signaled a rise or a pull back, still the global 
market is in confusion. Either we are heading 
into ongoing good demand from American 
retailers and consumers, and with it a good 
fourth quarter in 2018, or retailers will decide to 
act cautiously, buy selectively, and focus on very 
specific items. Until then, the market is not 
resting. Traders keep selling polished diamonds, 
manufacturing fresh goods, and buying rough 
diamonds. As it is clear to all that this is not a 
fad, prices of rough diamonds are rising. 
Manufacturers attending rough diamond 
tenders in Antwerp are bidding high, and miners 
offering their goods at these tenders, mainly 
mid-to small-size, are very happy with the most 
recent results.

 Considering the current willingness to pay 
more for rough diamonds, the large diamond 
miners are not holding back anymore. At this 
past week's sight in Botswana, De Beers 
increased prices, according to Sightholders. 
ALROSA is expected to follow suit. Now it is in 
the hands of manufacturers to control the 
situation. Will they let the flood gates open and 
keep buying rough at continually increasing 
prices, or will they buy what they need, at costs 
that they can afford, and stop buying early 
enough to not allow the price hikes to escalate 
beyond profitability? We hope it is the latter. 
After an extended period of very limited 
profitability and declining sales, we all need a 
period of stabilization, steady sales, and 
reasonable profitability.

(Source : 7 Stars Worldwide, Jul-Aug’18)
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The right length for your earrings will depend 

on your face shape

CHOOSE YOUR METAL

The first step towards finding your signature 
jewellery look is choosing your metal. Depending 
on your skin tone and hair colour, one metal will 
look better than others. For example, whereas 
women with mediterranean, olive skin look great 
in just about any metal, women with fair skin 
and slightly red undertones should steer clear of 
rose gold and go for silver or platinum and 
women with dark skin should always go for gold. 
Blondes will normally look better in gold as it 
illuminates their golden hair tone and brightens 
the complexion, whereas brunettes will usually 
shine more in silver or platinum.

FIND THE BEST COLOURS FOR YOU

Different colours affect our complexion almost 
transformatively and can affect the way we look 
significantly. The right colours will make you 
look healthy, energetic and radiant, whereas the 
wrong colours will often make your complexion 
dull and tired. Figuring out what colour best 
flatters you starts with knowing your skin tone 
group: warm, cool, and neutral. Women with a 
warm skin tone will look striking in reds, golden 
yellow, amber, honey gold, magenta, olive, deep 
turquoise, green moss, taupe and creamy 
whites. Women with cool skin tone should go for 
colours like hot pink, cobalt blue, royal blue, 
navy blue, emerald, deep purples, lavender, 
lilacs, grey and white. And finally, women with 
neutral skin tone will look beautiful with neutral 
colours like dusty pink, soft blues and greens, 
taupe and grey. Eye colour is also key when 
thinking about which stones will suit your 
complexion.

FIND THE RIGHT LENGTH

The right length for your earrings will depend on 
your face's shape (below) and the length of your 
hair. Most women that change their hair length 

dramatically will find that some of their old 
earrings that looked great with long hair will no 
longer do the trick.

MAKE SURE IT’S THE RIGHT SHAPE

Oval faces will look great with long earrings that 
get wider as they get longer as the shape will fill 
out the lower area of the face. Women with long 
and thin faces should wear earrings that widen 
their face and bring out their eyes, like on the ear 
earrings or studs.

Round faces should avoid circular shaped 
earrings and go for long ones and those with 
square faces and accentuated jawlines should 
wear mid-size earrings that frame their jaw.

GET EXCITED!

Jewellery should feel special, and the best choice 
will always be the piece that makes you feel most 
excited to wear it and own it the same night you 
buy it.

CLIP OR PIERCED?

An important decision too as some earrings sit 
better on the lobe as clip-ons, especially if their 
tops are big.

ADAPT THE EARRINGS TO SUIT THE 

OCCASION

Jewellery should be fun and versatile; some 
jewellery can go jeans to black tie, but other 
pieces can't and shouldn't. It is fundamental to 
know the difference. There is nothing worse than 
seeing accessories that stick out for their 
inadequacy - like turquoise earrings with a black 
wooly winter outfit, or overly casual hoops at a 
wedding.

DON’T BE AFRAID TO DRESS AROUND 

YOUR JEWELLERY

Have you ever tried planning your outfit around 
your jewellery? You should! So much inspiration 
can be 

10 TIPS FOR FINDING YOUR 
SIGNATURE JEWELLERY LOOK
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drawn from your own jewellery box.

IN OR OUT OF YOUR COMFORT ZONE

Some women enjoy feeling challenged and will go 
for the bigger, bolder pieces. But the bottom line 
is that you have to feel comfortable and 
confident in your jewellery, otherwise you will 
never wear it.

LOOK TO THE STARS FOR INSPIRATION

If you are ever stuck or run out of ideas and 
inspiration, look at style icons and celebrities 

you identify with style-wise or that you look 
similar to. Draw inspiration from Iris Apfel's art 
of stacking, or Loulou de la Falaise and her 
bohemian and eccentric look, or even the queen 
of regal minimalism: Grace Kelly. For modern 
day inspiration, just remember that celebrities 
are dressed by experts that know exactly what 
looks better on their A-list clients and are great 
at mixing colours, prints and styles with the 
perfect piece of jewellery.

(Source : 7 Stars Worldwide, Sept-Oct’18)
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 There are also a number of important 
similarities between the generations, especially 
with regards to valuing love, being digital natives, 
being engaged with social issues and desiring 
authenticity and self-expression.

 Gen Z and millennials present wide-ranging 
opportunities for the diamond industry, but their 
buying habits are unlike the generations before 
them.According to latest released Diamond 
Report, the millennial and gen z generations 
combined accounted for two-thirds of global 
diamond jewellery sales in 2017, with the future 
of this sector dependent on the jewellery industry 
aligning with the demands of consumers in these 
age groups.

1. Number of important similarities between 
the generations

 The report highlights key similarities and 
differences between millennial and gen z as a 
result of their life experiences that have particular 
implications for diamond brands and retailers. 
For example, millennial are in general more 
mistrusting, requiring brands to earn their trust 
before they can pursue growth, while genz tend to 
be more individualistic and optimistic, desiring 
products that help build their own personal 
brands.

 There are also a number of important 
similarities between the generations, especially 
with regards to valuing love, being digital natives, 
being engaged with social issues and desiring 
authenticity and self-expression.

 Considering these similarities and 
differences, the 2018 Report highlights three key 
areas of opportunity that the two younger 
generations present for the diamond industry: 
Meeting millennial and generation z needs for love 
and commitment on their own terms

 Romantic love remains the key driver 
globally for diamond jewellery sales, with both 
millennials and gen z holding strong aspirations 
to be in committed relationships. However, their 

attitudes towards how they express and 
symbolise their love are evolving. When it comes 
to love and marriage, although many millennials 
and gen z still want to follow tradition, there is an 
increasing focus on personalised products and 
relaxed experiences that reflect their individual 
values and preferences.

 The bridal market continues to be of central 
importance, representing around 27% of 
diamond jewellery demand in the main diamond 
consuming countries, but diamonds given simply 
as a gift of love or romance (unrelated to marriage) 
are also a significant share of demand from 
younger consumers, representing a further 12% 
of total demand in 2017.

 Diamond brands and retailers must 
therefore complement traditional designs with 
more niche, customisable offerings to reflect the 
broader interpretation of love and commitment 
from young consumers.

2. Tailoring communications, messages and 
media to the natural behavior and preferences of 
millennials and genz

 As digital communication natives, 
millennials and gen z have an 'always on' attitude 
that means they live by a motto of 'I Want What I 
Want When I Want It'. Online shopping and social 
media are as significant to these generations as 
physical retail outlets when it comes to 
researching purchases. The majority (60%) of US 
millennial and gen z women aged 18 to 39 search 
the internet prior to purchasing a diamond to 
learn about designs, quality, pricing and brands, 
with the younger millennials and gen z being 
more likely than older millennials to look on 
social media for inspiration prior to purchase. In 
China, nearly all (98%) gen z and millennial 
consumers aged 19 to 29  research their 
purchase through one or more channels before 
buying. As millennials and gen z experience this 
seamless 'phygital' coexistence in their everyday 
lives, they expect an equally seamless 
omnichannel experience when buying products. 

KEY BUYING HABITS OF 
YOUNG DIAMOND JEWELLERY CONSUMERS
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Omnichannel strategies that are organic, 
authentic, humorous and use out-of-the-box 
thinking resonate most with these consumers. 
However, retailers need to understand the 
different channels they favour. Gen z's most 
popular social media platforms are Instagram 
and Snapchat, while Facebook, Twitter and 
Pinterest are considered older generations' media 
and of relatively less interest to gen z.

3. Aligning company and brand purposes and 
social commitments to millennial and gen z 
priorities

 Millennials and gen z both display strong 
concern for social causes and responsibly 
sourced products. This highlights the 
opportunity for diamond brands and retailers to 
be more proactive in communicating the good 
that diamonds do throughout the world, and the 
contribution their individual brands make to 
important social causes. Gen z find corporate 
'storytelling' insufficient to meet their 
expectations and expect brands to be able to back 
up their ethical claims, moving from 'tell me' to 
'show me' when it comes to ethical sourcing, 
making technologies such as blockchain that can 
provide digital asset tracking more important.

 The millennial and gen z generations 
combined accounted for two-thirds of global 
diamond jewellery sales in 2017, as diamond 
jewellery demand reached a new record high of 
US$82 billion (£62.8m).

 According to data published in its latest 
Report, consumers currently aged 21 to 39, 
represent 29% of the world’s population and are 
the current largest group of diamond consumers. 
They accounted for almost 60% of diamond 
jewellery demand in the US in 2017 and nearly 
80% in China.

 Furthermore, Gen Z, those currently aged up 
to 20, represent an even larger consumer 
generation - accounting for 35% of the world’s 
population -and will come of age as diamond 
consumers over the coming decades. Despite the 
generation being a long way from financial 
maturity, Gen Z is already making its presence 
felt in the diamond market, with the oldest Gen Z 
consumers (those currently aged 18 to 20) 
acquiring 5% of all diamond jewellery pieces in 
the US last year.

 The younger generations present wide-
ranging opportunities for the diamond industry 
with the significant size and purchasing power of 
today’s millennials and tomorrow’s Gen Z 
consumers. While both of these generations 
desire diamonds just as much as the generations 
that have come before them, there are 
undoubtedly new dynamics at play: those 
diamonds may now be in different product 
designs, used to symbolise new expressions of 
love and researched and purchased in different 
ways to mark different moments in life. Diamond 
jewellery demand reached a record global high in 
2017; however, with the younger consumers’ 
desire for qualities that diamonds can perfectly 
embody - including love, connections, 
authenticity, uniqueness and positive social 
impact - the most exciting times for the diamond 
industry are still ahead of us if we can seize the 
opportunities. Looking ahead, Report says future 
growth requires a closer alignment of the 
industry’s proposition with the needs of 
millennials and generation z.

Diamond jewellery demand reached a record 
global high in 2017;

(Source : 7 Stars Worldwide, Sept-Oct’18)

18

Edited, & Published by Kamlesh Sheth on behalf of Gem & Jewellery Exporters’Association, 29, Gurukul Chambers, 

187-189, Mumbadevi Road, Mumbai - 400002. 

Printed by Maya Prints : 70/82, Swami Samrth Nagar, Gr. Floor, Shop No. 7, Bandu Gokhale Rd, Girgaon, Mumbai - 4

Annual Subscription Rs. 250/-

The views expressed in the articles, news items and reports published in this Bulletin do not necessarily reflect the views

of Gem & Jewellery Exporters' Association or those of the sponsors of the Bulletin. The Bulletin is for Private Circulation 

amongst the members of the sponsorers only.



Gemmological Institute of India (GII), Mumbai and National Gem Testing 
Centre (NGTC), Beijing take another step  to boost  Collaboration in R&D.

As a part of  continued interaction 
between Gemmological Institute of 
India(GII) and National Gem Testing 
Centre(NGTC) China, Mr. Bakul R 
Mehta, Chairman-GII Trust Board and 
Mr Ye Zhibin, Director, NGTC, Beijing  
met    on 15 September 2018 at Wan 
Chai during Hong Kong Gem & 
Jewellery show to discuss various 
issues of common interest and to 
identify ways and means of speeding up 

of GII-NGTC collaboration. Dr M.D.Sastry, Head R&D GII and Dr Taijin Lu. Head of Research 
at NGTC, Beijing also participated  in the meeting. 

 GII and NGTC Beijing signed a 
Letter of Intent (LOI) in November 2017  
at Beijing  to initiate interaction 
between the two Institutes;  Dr Taijin 
Lu and his colleagues  took part in 
DDES-III and visited GII to identify the 
areas of common interest and met the 
Chairman GJEPC and ED-GJJEPC. 
The current meeting is a part of this 
continued dialogue.
  
 Mr Ye Zhibin welcomed the guests from Gemmological Institute of India (GII).  It is noted 
that at present India is the world's largest diamond manufacturing hub and China is one of 
the largest markets for global diamond consumption and this complementarity should be 
utilised for the mutual benefit of NGTC and GII. GII and NGTC hope to jointly develop India's 
diamond testing & certification and training business through cooperation. The two sides 
agreed to cooperate   in the following areas.

 (i) GII and NGTC agreed to focus on  R&D for the  development of new instrumental 
techniques and exchange of technical personnel.

 (ii)  NGTC and GII would jointly establish diamond testing/ grading  and related 
standards suitable for each other's markets.  NGTC standards  are among the most stringent 
and therefore, the methodology would use them as bench marks. On this basis diamond 
appraisal certification procedure will  be developed and validated by both the parties and 
promote their application in both India and China.

The two sides will exchange technical and research personnel to learn from each other, have 
greater communication and build up effective  cooperation. At the outset GII will send two 
staff members from R&D to visit NGTC and get acquainted with the methods/procedures  
followed at NGTC; and NGTC  will depute two members to GII for the same purpose.
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