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WFDB-DTC liaise in London

Continued from Page 1

made at the Presidents Meeting in Sun City last year. The DTC emphasized that it is Diamdel policy not to sell to DTC sightholders.

It should be noted that, according to the agreement reached between the DTC and the European Union, the DTC may only channel up to 10 percent of its annual sales through the Diamdel network. This, the DTC has stated, it has done. However, any significant rise in supply to the secondary market through Diamdel would depend on a general rise in DTC sales.

It was agreed that the WFDB will explore with Diamdel the possibility of Diamdel publicly accrediting its secondary market clients, who participate in marketing initiatives.

T

he DTC indicated that its Supplier of Choice (SoC) strategy has been successful at driving demand not just for its clients but for the total industry, including the secondary market. Since the announcement of SoC, the retail diamond market has grown by an average of 3.6 percent per annum. The DTC reported that sales results this year are just as positive, and diamond jewelry demand is on track to grow at around 8 percent in U.S. dollars.

During a presentation highlighting the DTC’s various advertising campaigns, the DTC noted that the industry benefited enormously—both directly and indirectly—from its promotional activity. The one example that the DTC presented was the Trilogy advertising campaign, which it says has resulted in $84 million worth of sales via the sightholder system and a further $375 million worth of sales by non-sightholders.

Both parties agreed that the secondary market could benefit from the SoC strategy, taking advantage of the DTC marketing programs. The WFDB delegation members paid tribute to the DTC’s marketing and promotional efforts, recognizing the DTC’s contribution to the increased demand for polished goods in the market place. It was noted, however, that the strong demand has changed the situation on rough and polished availability, making it more difficult for the secondary market to find adequate supply. This is likely to continue in an environment of high demand.
I

n this context the WFDB delegation made mention of a commonly held belief that the Supplier of Choice strategy acts “against” the interests of dealers. Penny made it clear that this was not the case. 

Shine backed him up, noting that “SoC works with many different business models. The DTC recognizes that dealers play an important distribution role in the industry today and many of our clients and some of our major marketing programs involve dealers.”
To bring clarity to the situation, the DTC offered to set out its position on dealers in due course, both to its clients and to WFDB members, through the WFDB Newsletter
It was further agreed that Penny would place on the DTC’s sightholders’ extranet a statement that it was not contrary to Supplier of Choice policy to supply small and medium polished dealers, and a statement to that effect would be given to the WFDB

Schnitzer asked about the imminent launch of the Forevermark in Hong Kong. In reply, Penny stated that this was a pilot project, with Hong Kong selected because of its unique position and because only 20,000 stones are to be used. When pressed further on the plans for Forevermark, Penny said that he could not predict its future at this stage and whether or not it would be a success. He promised to keep the WFDB updated.
 Turning to the subject of the Kimberley Process, the meeting was in agreement that the World Diamond Council, under Eli Izakoff’s leadership, had done a sterling job .
T

he last item on the agenda concerned consumer confidence and all those present agreed that everything must be done to maintain the confidence of the consumer in the natural diamond. It was noted that subjects that the industry should tackle in this respect should include, but not be limited to synthetic diamonds, HPHT treatments, environmental issues, child labor and health-related issues in the workplace.

Of all the challenges to consumer confidence, the participants at the meeting agreed, the most important is perhaps synthetic diamonds. Penny said, “The DTC takes this challenge very seriously. To meet the challenge we have developed Diamond Sure which can easily detect synthetics.” The Diamond Sure system is currently being made available to the industry though the auspices of the Gemological Institute of America (GIA).

Both parties agreed that there needs to be a single autonomous industry body to represent the industry in developing an action plan to meet the challenge of synthetics. The WFDB will be taking this issue further with other industry organizations.

Both the DTC and the WFDB were in agreement that any grading certifications should clearly identify treatments and synthetics to ensure that consumer confidence is maintained.
 Money laundering was another important issue raised by the WFDB. Both parties agreed that any measures agreed at the World Diamond Congress in New York in October would receive full cooperation from both organizations to protect the industry and maintain consumer confidence. This also includes cooperation with law enforcement bodies, when necessary. 

Schnitzer stated, with the support of his colleagues, that the WFDB fully supported all efforts made by the authorities to get the practice under control, so that our product—the natural diamond—would not be used for illegal purposes. 

The meeting was described as positive by both sides. The importance of communication between the WFDB, the DTC and the market was emphasized. .
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AGENDA


1.
WELCOME AND APOLOGIES.

2.
FORMAL APPROVAL OF 30TH WORLD DIAMOND CONGRESS SUMMARY

3.
REPORT BY MR. SHMUEL SCHNITZER, WFDB PRESIDENT
4.
ELECTION OF OFFICERS:
- President


- Vice-President


- Secretary-General

- Treasurer-General


- Six additional Executive Members

5.
NOMINATIONS OF DEPUTIES
- Deputy-Secretary-General

- Deputy-Treasurer-General

6.
VOTE ON THE APPROVAL OF APPLICATIONS FOR WFDB AFFILIATED BOURSE MEMBERSHIP

- Dubai Diamond Exchange

- Shanghai Diamond Exchange
7.
MATTERS ARISING FROM THE 2003 PRESIDENTS’ MEETING
a)
Update on the meetings of the WFDB delegation with the DTC about the position of the small and medium diamond companies as a result of the Supplier of Choice program.
(Mr. Shmuel Schnitzer, WFDB President, and a DTC Representative)

b) Update on WFDB representatives’ talks with additional rough producers – BHP Billiton, Aber and Alrosa. 

(Mr. Shmuel Schnitzer, WFDB President)

c) WFDB strategy for safeguarding the livelihood of diamantaires worldwide.
(Mr. Shmuel Schnitzer, WFDB President)

d) Purchasing power
(Mr. Ernest Blom, Diamond Dealers Club of South Africa )
e) Trade Shows
(i) Report the world diamond trade show

(Mr. Shmuel Schnitzer, WFDB President)

(ii) Obtaining admission of WFDB members to the JCK and other jewelry  shows. 

(Mr. Derek Parsons, Diamond Bourse of Southeast United States, Inc.) 

f) Follow up on “mutal binding.”

 (Mr. Michael H. Vaughan, WFDB Secretary-General)

g) Executive Committee proposal to amend the WFDB by-laws to include “corporate membership,” as requested by the Russian and Indian exchanges.

h) SI3

(Messrs. Lionel Noach and David Woolf, Diamond Dealers Club of South Africa)
8.
SYNTHETIC DIAMONDS

(Mr. Ernest. Blom, Diamond Dealers Club of South Africa)


- Measures taken by the Israel Diamond Exchange Ltd..


- Presentation by the Antwerp Diamond High Council.


- Presentation on the background science of synthetics and DTC detection instruments.

(Dr. Simon Lawson, DTC Research & Development)


- Presentation by the GIA

(Messrs. William E. Boyajian, Tom 
Mosesand Tom Yonelunas)

9.
HPHT-TREATED DIAMONDS 

- Presentation by the GIA

(Messrs. William E. Boyajian, Tom Moses and Tom Yonelunas)
10.
NOMENCLATURE AND COMMERCIAL ETHIC AND INVOICING RULES OF NON-NATURAL OR MAN-MADE DIAMONDS AND HPHT DIAMONDS.


(Antwerpsche Diamantkring CVBA)

11.
COMMITTEE REPORTS


a) Judicial Committee 

(Mr. Meir Wertheim, Chairman)


b) Promotion Committee 

(Mr. Ernest Blom, Chairman)


c)Trade Development Committee
(Mr. Freddy Hager, Chairman)


d) Laboratory Liaison Committee
(Mr. Jacob Banda, Chairman)
12.
WORLD DIAMOND COUNCIL REPORT, INCLUDING REPORT ON THE KIMBERLEY PROCESS.


(Mr. Eli Izhakoff, Chairman WDC)

13.
REPORT ON THE IMPLEMENTATION OF THE CHAIN OF WARRANTIES

(Mr. Shmuel Schnitzer, WFDB President)


- The Code of Conduct for Belgian bourse members.


(Antwerpsche Diamantkring CVBA)

14.
RESPONSIBILITY OF THE WFDB TO ITS MEMBERS

(Mr. Derek. Parsons,Diamond Bourse of Southeast United States, Inc.) 

15.
FINANCIAL REPORT

(Mr. Dieter Hahn, WFDB Treasurer-General)


- Review of the bourses’ annual contribution.

16.
I.D.C. REPORT


(Mr. Dieter Hahn, Diamant und Edelsteinbörse Idar-Oberstein E.V.)

17.
TRADE & INDUSTRY
- Presentation by on the current position of the diamond industry in Russia.
(Mr. Vladimir Kalitin, President, Alrosa Company Ltd.)


- Is it ethical to deal or act as a broker and prepare an independent market report?


(Mr. Ernest Blom, Diamond Dealers Club of South Africa)


- Creation of a WFDB logo/label which can be used by members of affiliated bourses

(Diamantclub van Antwerpen CVBA)

18.
VENUE AND DATE OF NEXT PRESIDENTS’ MEETING (2005)

19.
VENUE AND OF DATE 32ND WORLD DIAMOND CONGRESS (2006)
20.
VENUE AND DATE PRESIDENTS’ MEETING IN 2007
21.
MISCELLANEOUS
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T
he following is the official timetable for the 31st World Diamond Congress, which will take place in New York City, October 17-20, as provided by the congress hosts, the Diamond Dealers Club and the Diamond Manufacturers & Importers Association of America. Included is an accompanying persons program, which is scheduled for Tuesday, October 19, 2004.

Unless otherwise stated, events are scheduled to take place at:

The Waldorf Astoria

301 Park Avenue at 49th Street

New York, NY, USA

Tel: +1 (212) 355-3000

Fax: +1 (212) 872-7272.

SUNDAY, OCTOBER 17, 2004 

	All Day
	Arrival

	Afternoon
	- Registration

- Pre-congress meetings of WFDB and IDMA committees

	Evening
	Get Together Reception 

—sponsored by the Gemological Institute of America


MONDAY, OCTOBER 18, 2004 


	Morning
	- Registration

- Opening Ceremony

—sponsored by the HRD—Antwerp Diamond High Council

	Noon
	Indian Luncheon Festival and Show

—sponsored by the Indian Diamond & Colorstone Association (IDCA) and the Gem & Jewellery Export Promotion Council (GJEPC)

	Afternoon
	WFDB and IDMA working sessions

	Evening
	Israel in New York Dinner & Show

—sponsored by the Israel Diamond Institute 

Venue:

Rainbow Room

30 Rockefeller Plaza, 64th Floor

New York, NY, USA 


TUESDAY, OCTOBER 19, 2004 

	Morning
	- WFDB and IDMA working sessions

	Noon
	Business Lunch

—sponsored by Jewelers’ Circular Keystone (JCK) 

	Afternoon
	WFDB and IDMA working sessions

	Evening
	Gala Ambassadors’ Dinner

—sponsored by the Dubai Metals & Commodities Centre 

Venue:

United Nations Delegates Dining Room

45th Street and First Avenue

New York, NY, USA


WEDNESDAY, OCTOBER 20, 2004

	Morning
	WFDB and IDMA working sessions

	Noon
	 Press conference

	Afternoon
	Open house and Buffet at Diamond Dealers Club

(Guest speaker: Lev Leviev) 

—sponsored by Forty Seventh Fifth Company L.L.C.

Venue:

Diamond Dealers Club

580 Fifth Avenue

New York, NY, USA


31st WORLD DIAMOND CONGRESS

ACCOMPANYING PERSON’S PROGRAM

TUESDAY, OCTOBER 19, 2004 

	Morning
	Guided tour of the Metropolitan Museum of Art

	Afternoon
	Lunch hosted by the Hon. Renilde Loeckx, Consul General of Belgium in New York 

Venue:

The University Club

1 W. 54th Street and Fifth Avenue

New York, NY, USA


OPINION
Diamond Club West Coast president analyzes

impact of SoC on smaller dealers and wholesalers

A

t the liaison meeting held September 9, 2004, in London between the World Federation of Diamond Bourses and the Diamond Trading Company (DTC), David Marcus, the president of the Los Angeles-based Diamond Club West Coast, read a prepared statement in which he provided his analysis of the impact of the DTC’s Supplier of Choice program on smaller and medium-sized diamond dealers and wholesalers, and consequently the effect the program is having on the diamond trade in general.

The following is the full transcript of Marcus’ statement:

I

 am speaking today on behalf of the diamond dealers of the United States. I want to discuss the impact of Supplier of Choice on the U.S. market.
First let me say, we diamond dealers owe the DTC a great debt for your leadership. We have built on foundations you have laid over years of hard work and foresight.

We understand that the DTC must put its own interests first. And the dealers must put their own interests first. We’re fine with that. We don’t expect charity, and we never have. 
So here, briefly, is what I would like to discuss:
1. The impact of Supplier of Choice.
2. The real value of U.S. diamond dealers.

3. The fork in the road ahead.
S

upplier of choice assumes that cutting the diamond dealers out will streamline the diamond pipeline, serve the market better and enhance profits.

Supplier of Choice will also restrict the availability of product and move the diamonds downstream. 

It’s a good theory. But does it really serve the best interests of the DTC and the industry? 

W

hat is it that the diamond dealers really do? There are 4,000 diamond dealers in the United States. Perhaps the most important role performed by these entrepreneurs is to provide liquidity to the market—to keep the pipeline open—in both good times and bad. As is the case with any industry, there will be cycles. 

At times, demand will be strong and supply will move through the pipeline easily. But inevitably, there will be the down part of the cycle when demand is not so strong. Throughout the cycle, though, the world’s diamond mines will continue to produce whatever they produce, month after month, without regard to what consumers are buying. 

Historically, De Beers (and the Russians) accumulated excess supply, attempting to stabilize prices. Of course, with its new business model, De Beers is not doing that any more—there is no room for “warehousing” rough to support the market. But even when it was, and now even more importantly, it is the dealers who have injected liquidity into the market by buying up part of the excess supply of the manufacturers and finding a market for it. 

Even in the “up” part of the economic cycle, the dealers provide invaluable liquidity. It is no secret that every manufacturer is confronted with certain categories of goods that are more difficult to move. Even in the “good times,” those diamond mines keep producing without regard to what the market is demanding. Look in the inventory of any manufacturer and you will find a percentage of its goods that are accumulating in the wallets. The dealers provide an outlet for those goods.
How are the dealers able to do this? We are motivated by entrepreneurial self interest to find solutions for problem products that would be a headache for anyone else to move. We have an intimate and irreplaceable knowledge of our customers’ special needs. Our diverse client base allows us to find the buyers for any type of goods. We have existing relationships with the 18,000 independent retail jewelry stores in the United States—we know who uses what. 

The dealers put those relationships to work to serve a market that is at the heart of the country’s diamond and jewelry industry—the 18,000 plus independent retail jewelry stores and small chains located in virtually every community in the United States. 

This is a market that is fractured and difficult to serve. It is a market that is especially difficult for large companies to serve because it requires much more personal attention than the large corporate chain stores. Yet because of the existing relationships of the dealers with the members of this market, it is a market that is well served today.
The dealers know their clients well and know what those clients need. The dealers have spent years forging the relationships with the owners of these independent stores. The dealers have gotten to know the jewelers and their businesses. The dealers know what each of these stores needs and when they need it. 

These independent stores are critical part of the diamond and jewelry industry in the United States. They are located in virtually every community. Their owners generally are well known and respected members of those communities. They participate in local politics and in local charities. They also are major advertisers in their communities, both in local media, and by their participation in many local fundraising and other civic activities.

It is noteworthy that, while under the SOC program De Beers is requiring its sightholders to shoulder more of the cost of the industry’s advertising activities, at the same time it is ignoring that large and important segment of the market that already is doing so and the dealers who serve it. 

I

f I’m right in saying that the dealers perform a vital function in making the pipeline flow, then if the dealers go away, isn’t it true that someone will have to perform that function? 
You can’t make all product perfect. So problem product will always require market makers.

And who will they be? Will mass advertising move less desirable product? No. Mass advertising is good for moving products that are consistent and predictable—like McDonald’s hamburgers.So who will move problem product?
Can you replace diamond dealers with salesmen? Dealers work for themselves. Salesmen work for a boss. Dealers are committed to the long haul. Salesmen are committed to whatever company offers them a better paycheck.. Dealers constantly strive to learn more about their trade. Salesmen have to be sent to training courses.

Will a sales force in the diamond pipeline cost less than the diamond dealers’ mark-up? No. And will a sales force serve the customers better than the dealers? They really can’t. Not only because they lack the motivation of business owners. They also cannot replace the relationships on which the diamond dealer network is based.
You see, diamond dealers are much more than sales people. 
· They are members of communities. 
· They support local charities. 
· They attend civic functions. 
· They loan jewelry to celebrities. 
The diamond dealers have, for generations, transacted millions on a handshake. That is possible only because we have invested years of personal capital, which is even more valuable than monetary capital.
We know the special needs of niche markets. We have relationships of friendship and trust.

And you have it working for you, gentlemen, not against you, in the U.S. market.
What’s this worth to you? 
W

hy are consumers loyal to diamonds? Because our high-touch relationships lock loyalty in and make a business legacy that spans generations. 

Gentlemen, you have in us what companies like Amazon would kill for, and you may be overlooking it! 

What is more personal, intimate, and romantic than a diamond? Ask yourself: is this a commodity that can move by high tech without high touch?
Without one-on-one romancing the stone, consumers will stop believing that a diamond is special. It will become just another menu item they can choose for an anniversary or wedding gift from a chain store or website.
For the Wal-Mart customer, this might mean deciding between a “boom box” and a diamond. 
For the Tiffany’s customer, it might mean deciding between a South Seas vacation or a new BMW and a diamond.
Cutting out middlemen will accelerate commoditization.
The dealers also provide a significant amount of financing and capital for the diamond pipeline. Let’s assume that each of those 4,000 dealers has an average capital of $1 million. That’s $4 billion of capital invested in the pipeline. That means that 50 percent of the polished volume in the United States is being financed by the diamond dealers. In addition, each of those 4,000 dealers has its own source of financing, often with institutions that do not service the sightholders, providing a much broader source of capital to the industry. The dealers often have access to this financing because of their personal relationships with representatives of the financial institutions and their history of creditworthiness. 

Many of these institutions are not in a position to service the larger sightholders, but are quite capable in providing financing to the dealers located in communities they serve. This is particularly important to the industry when some larger financial institutions which have been providing credit to the industry are pulling back in some diamond centers because of problem loans. 

Again, if the dealers are eliminated, where is this $4 billion in capital going to come from?
W

e come to the fork in the road ahead. What would the diamond dealers like?
We want the DTC to recognize the value that we diamond dealers add to the pipeline. We want the DTC to recognize that it is in your best interest to sell to us.
But what if the answer, in spite of all our reasons, is still no? Well, this may be a good example of the “law of unintended consequences.”

If 4,000 companies with $4 billion of capital invested in the diamond pipeline are denied their natural product, isn’t it likely that they will seek another product?

It’s simply in their self-interest to do so.

What product will they turn to? Something completely different like electronics or life insurance? 
Probably not. They’ll follow the line of least resistance. The easiest person to sell something to is the customer you have sold something to before.

So they will try to keep on selling to their trusted friends who have bought billions of dollars of natural diamonds from them in the past.
And what will they sell the? Synthetic diamonds are an obvious choice.

Of course, no one wants to take our industry down the path of cultured pearl. But there is that precedent.

And there are other options, of course. Infinite options. Any competing, luxury product will do. 
But is this really possible? Could 4,000 disenfranchised diamond dealers really change the world market? Could the tail wag the dog?
Well, listen to John Naisbitt, the futurist of Megatrends. He says: “The bigger the world economy, the more powerful its smallest players.”

Because of electronic telecommunications, it’s easier than ever for small players to do what only big players used to do. And it’s going to get easier and easier.
So, is it better to keep the “smaller players” in your pipeline and in harness, or turn them out to pasture? 
Is it really safe to let loose that much capital, and free enterprise?
I think what the law of unintended consequences would tell us in this case is: “Be careful what you ask for. You might get it.”

I

n summary, we, the diamond dealers of the United States would like to see the existing system not merely tolerated, but actively supported - even expanded.
Do you want to move from $5.5 billion in sales to $10.5 billion?

We can help you do it. Help us help you.
Give us more product and more opportunity.

Let the force of free enterprise work for you, rather than against you.

Do not turn the diamond pipeline into an hourglass. Open the floodgates, instead.
Do this, and, the drive of human ingenuity will always find a way to higher ground—through good times and especially through bad.
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Message from the President








Dear colleagues,








As preparations for the 31st World Diamond Congress step into high gear, this WFDB Newsletter proves an opportune time to look back at the past two years, to consider what we have achieved, and to ponder the challenges that await us just over the horizon.


What I certainly can say is that, for me personally, it has been a privilege to serve as president of the World Federation of Diamond Bourses for the past two years. We diamantaires like to refer to our community as a family, and I do not believe that that is casual description. As is the case in most families there exists a degree of rivalry, but when the chips are down we all realize that what unites us is considerably stronger than what draws us apart. The diamond business can be likened to a fabric created by thousand of interwoven strands. Each on its own is vulnerable and likely to snap. But together, we create a flexible and powerful entity.


When I was first elected WFDB president in London in 2002, I stated that my key mission would be to protect the position of the smaller and medium sized players in our industry. This, as I said at the time, was not simply a moral obligation, but rather an act of selfpreservation. Smaller and medium-sized companies represent the lifeblood of the business. If their position is neglected and allowed to deteriorate, then so will the standing of all the members of our trade.


Two years later and the position of smaller and medium sized companies is still precarious. The implementation by the Diamond Trading Company (DTC) of its Supplier of Choice program contributed to the general trend of concentrating power among an exclusive but limited number of players. Furthermore, while the DTC may have lost some of its market share, the other large corporations that today are also major players in the business unfortunately have emulated its practice of doing most of its business with larger operators.


It would be pointless to fly in the face of economic reality, and for that reason we contend that it is imperative that, over the long term, the foundations of our industry remain as broad as possible. Talented young people will consider a career in diamonds only if they believe it holds a good future for them. If, as is the case today, they find it difficult to function not because there is lack of market demand, but because the supply of rough is scarce, then they are likely to seek their fortunes elsewhere.


This has been the understanding that has driven me and my colleagues on the WFDB Executive Committee over the past two years, as we have met with officials from the DTC and other rough diamond producers, seeking to guarantee that the diamond business remains a level playing field for all of its members. We believe that when it comes to supply to the secondary market we have attained tangible results, as we have in other areas. I will present these results at the congress.


There are other important issues that we must tackle in New York, such as consumer confidence and the integrity of the natural diamond in the face of new technological developments. But first and foremost we must draw together as a diamond community, like we have so many times in the past, to make certain that that the livelihood of all our members is protected. It is an undertaking to which we must remain committed.





Looking forward to seeing you in New York.








Shmuel Schnitzer


WFDB President




















CONTACT US:


The WFDB NEWSLETTER is presented by the WFDB Promotions Committee. 





Requests and comments for the WFDB Promotions Committee should be directed to the the WFDB office, tel: +32-3-234-0778; fax: +32-3-226-4073; E-mail: info@worldfed.com.


Address: Pelikaanstraat 62, B-2018 Antwerpen, Belgium. 





The WFDB NEWSLETTER is produced by MarketDirect Business Communications Ltd. 


Fax: +1-734-758-7705; E-mail: mrktdrct@netvision.net.il.








A delegation from the World Federation of Diamond Bourses (WFDB) visited London on September 9, 2004, to liaise with the Diamond Trading Company on a number of subjects. Foremost among them was the supply of rough goods to the secondary market, following the implementation of the DTC’s Supplier of Choice policy. This is a subject that had been the focus of WFDB-DTC discussions earlier this year.


    The WFDB delegation was led by the organization’s president, Shmuel Schnitzer; and it included Ernest Blom, WFDB vice president; Michael Vaughan, WFDB secretary general; Freddy Hager, WFDB deputy treasurer; Jacob Banda, a member of the WFDB executive committee; David Marcus, president of the Diamond Club West Coast; Willy Rotti, president of the Diamantclub van Antwerpen; and Anoop Mehta, president of the Bharat Diamond Bourse. The DTC team was led by Gareth Penny, DTC managing director, and it included Varda Shine, DTC sales director; Derek Palmer, a DTC sales and marketing executive; Andre Marais, a DTC sales and marketing executive; and Rosalind Kainyah, the DTC director for external affairs.


    In his welcoming remarks Penny emphasized that the diamond industry should not underestimate the impact on the market of synthetic diamonds. It was noted that quantities of low-cost synthetics are likely to become





available in the short term, and ultimately there will be no shortage of what was referred to as “crystallized carbon.”


    Penny also remarked that there are major demands being made by governments in diamond producing countries in Africa for more of their production not to be exported, but rather to be made available to local manufacturers. This, he stated, is having a major impact on the availability of rough diamonds on the international market.


    Reading a prepared statement (copy enclosed, starting on page 8), Marcus detailed concerns expressed by his bourse’s members, who are mostly smaller and medium-sized polished dealers and wholesalers, about the lack of supply of polished diamonds. This he attributed to the Supplier of Choice program, which he said encourages long-term contracts with major jewelry outlets, therefore, bypassing the smaller and medium-sized wholesalers. It is a phenomenon, he stated, which must also be felt at other WFDB-affiliated exchanges. 


    Responding, Penny and Shine emphatically denied that long-term contracts with a major jewelry outlets were or will be a condition of Supplier of Choice. Penny further stated that in 2003 the DTC had supplied more than $500 million of rough diamonds to Diamdel worldwide, which surpassed his undertaking


 Continued on page 3

















Message from the WFDB Promotions Committee Chairman





Dear colleagues,





These past two years have been busy ones for the World Federation of Diamond Bourses (WFDB), particular from the perspective of the WFDB Promotions Committee. In the business environment of today, the public image one projects has become an integral part of the game. As it has been said, “it is not simply enough to do, one has to be seen to be doing as well.”


For many years, the WFDB operated largely in the background, helping provide the platform upon which the diamond trade operated, and without ever having to remind its constituents of its existence. This type of profile is no longer practical.


With the diamond trade taking a more visible role in the larger jewelry business, we increasingly have found ourselves under public scrutiny, sometimes by groups who do not have our best interests in mind. Consequently, and because we deal in a luxury product whose integrity must be upheld, we need to project an image to our clients and to the end jewelry consumers, which shows that we always operate with their best interests in mind.


As a result, we have over the past two years, via the WFDB Newsletter and a number of other promotional vehicles, reached out to the larger jewelry industry and beyond. By way of the trade press and through opinion makers from related sectors in the trade, we have revealed the manner in which the WFDB and its affiliated bourses operate, provided a platform for our leadership to reveal itself, and spoken out on issues that affect our trade. It is fair to state that, today, if a journalist seeks the opinion of the diamond trade in general, he or she will direct his question to a WFDB official. 


There is still much that can be done, but I do believe that we are on the right track.





I wish you all a successful World Diamond Congress in New York





Ernest Blom


WFDB Vice President


Chairman, WFDB Promotions Committee
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