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SPEECH #1 (SHMUEL SCHNITZER)
INTRODUCTION

This portion of our meeting will be devoted to the development of the WFDB Mark, which is a concept that was first introduced about a year ago at the World Diamond Congress in New York. It essentially involves what can be termed the branding of the WFDB, so as to benefit the members of bourses that are affiliated with our federation.

Like any brand, the WFDB should be represented by a symbol, which in our case would be the WFDB Mark. And, like any brand, that symbol has to indicate a promise of what the client is looking for. In our case we are talking about tradition, integrity and accountability, which together provide our clients confidence in our businesses and in the products we sell. 

Consumer confidence is the foundation upon which the WFDB Mark stands.
The issue of consumer confidence has been a highlight of debate in the jewelry and gemstone industry for almost a decade. Essentially starting with the HPHT color treatment process, it became dominated by the conflict diamond issue in 1999 and 2000, and more recently by concerns about the imminent infiltration into the market of synthetic diamonds and money laundering.

The introduction of Better Business Principles is a more recent phenomenon, essentially dating back to the year 2000 when De Beers formulated its BPP program as part of the Supplier of Choice package. Other companies and representative organizations followed with their own sets of principles.

It seems natural that an organization such as ours should follow suit. But the truth is that we have been debating the various ethical issues on the agenda since they first became apparent, and for just as long we have been formulating decisions to ensure that members of our bourses operate within an ethical framework that meets the various challenges. 

We have debated and addressed the headline issues, such as: HPHT treatments, conflict diamonds, synthetic diamonds, child labor, health conditions in the workplace, disclosure and non-disclosure. 

Indeed, we have gone much further, tackling issues such as: fracture filling, laser drilling, and the removal of laser inscriptions on the girdle. In almost all instances, we created rules and regulations for bourse members, long before they were included in the various Better Business Principles packages now in existence. If we made a mistake it was because we failed to communicate our position adequately to the outside trade.

For example, at the 26th World Diamond Congress in Antwerp, the General Assembly of the WFDB ratified a resolution which stated that diamonds that have been artificially infused with foreign matter, or are coated, or are wholly or partially synthetic, or have been treated by irradiation, must be disclosed as such when offered for sale, in writing on the invoice and/or memorandum. The resolution declared that any breach of these requirements would be considered a fraudulent act, and went on to discuss disciplinary actions in the event of violations. I would note that this was in 1993, fully seven years before De Beers introduced its Best Practices code.
There is another element to this equation. While a number of organizations have introduced sets of Best Business Principles, they are currently tackling the considerably more difficult, and may I state more expensive task, of creating systems for auditing, monitoring and enforcement. 

To the best of my knowledge, among the major representative organizations, no such system is yet in place — with one notable exception. 

We in the WFDB have had such a system in operation for years. Every one of our affiliated bourses has an effective judicial system in process, and, under the auspices of the WFDB, decisions taken at one bourse can be enforced in all its sister bourses. This, too, is a fact that we have not publicized effectively in the jewelry and gemstone trade.

Therefore, we do not have to go through the lengthy process of formulating a set of WFDB Better Business Principles, because such a set essentially exists. But I would suggest creating a stand-alone document—the World Federation Code of Principles, or WFCOP, as we suggest it be called—which will clearly list the conclusions drawn from the various relevant resolutions passed by this organization. The task of creating the WFCOP will be referred to the Executive Committee, which will complete the task in cooperation with the Judicial Committee.

The trade expects to see such a product, and cannot be expected to sift through pages of minutes from World Diamond Congress and President Meetings. Furthermore, this document should briefly describe the structure of the WFDB, and explain our judicial structure, emphasizing that we not only promote ethical practices, but we have the muscle to enforce them as well.

The WFDB’s code of Better Business Principles, or WFCOP, is the foundation upon which the WFDB Mark will be created. However, the task of creating the WFDB Mark depends upon the successful completion of a number of interrelated projects, one of which, of course, is the creation of the WFCOP document. These projects have already been discussed in various WFDB forums. They were outlined in a presentation about the proposed WFDB Mark, which was prepared ahead of the World Diamond Congress last year in New York by industry consultant Chaim Even-Zohar and Yair Cohen, the managing director of the Israel Diamond Exchange. The general concept of the WFDB Mark was accepted by the congress, which referred the issue to the WFDB Executive Committee. At the Excom meeting in Antwerp on February 23 and 24 of this year, the matter was discussed again, and Yair was requested to coordinate the preparation of several operational proposals. He has done this with the assistance of a number of people, two of whom are with us today, Steve Benson and Ya’akov Almor, of MarketDirectBusiness Communications. 

Before we deal with each project in detail, allow me to mention each of them briefly.

1. The first is the new WFDB logo, which many of you are familiar with, and is the result of a project undertaken by our Promotions Committee, under the chairmanship of Ernie Blom. As you know, it has already been designed and unveiled, and it will serve as the basis of the WFDB Mark in its visual form. Ernie will introduce it shortly.


2. The second project involves the creation of means for implementing the WFDB Mark. This refers to the delineation of a practical system by which WFDB-bourse members will be permitted to display the mark. This will be  outlined by Yair.


3. Directly related to those means for implementation is the creation of a computer-driven WFDB database, which initially will be designed to supply information on members of WFDB-affiliated bourses, including personal details and each member’s status. This was first raised at World Diamond Congress in New York. Today, we are able to provide a more detailed proposal of what can be achieved. This, too, will be outlined by Yair.


4. The final project could be described as the selling of the WFDB Mark. Remember, what we are referring to is the creation of an immediately recognizable symbol, and its association in jewelry and gemstone public’s with a clear set of ethical and transparent practices. In other words, we need to undertake a media campaign to promote the mark and provide it with specific significance among the target publics. Steve and Ya’akov will describe this project.

Before I hand the stage over to the speakers who will continue with this presentation, I would like to make a number of points. During the past three years that I have served as WFDB president, I have constantly looked for effective ways to satisfy my colleagues’ fully-justified expectation that members of our 25 bourses receive tangible added value for their diamond exchanges’ membership in the world federation. As things happened, it was developments in our business environment that forged the path that we needed to travel. 

For, as the consumer confidence challenge grew ever larger, it became increasingly apparent that the WFDB should focus on this specific area. In this respect I must note the contribution of Freddy Hager, our deputy treasurer general and president of the London Bourse and Club, who was an invaluable force in the formulation of the concept that grew into the plan we are presenting here today. 

I truly believe that the WFDB Mark will be an important achievement of my presidency. But, in order that we all enjoy its full benefit, all our member bourses need to play their part. Before we can convince the greater diamond and jewelry trade about the importance of the WFDB Mark, the bourse members themselves need to appreciate its significance. It is here that we will be dependent upon your help.

Finally, allow me to thank all those who assisted in putting the nuts and bolts together for what we are presenting today—Chaim Even-Zohar, Ernie Blom, Freddy Hager, Yair Cohen, Steve Benson and Ya’akov Almor.

We still have some way to go, but the information that you are going to be presented with is very important. I thank you in advance for your attention and your patience. 

 I now invite Mr. Blom to introduce the WFDB logo.

SPEECH #2 (ERNEST BLOM)
WFDB LOGO

The discussion about the suitability of the old logo of the World Federation of 

Diamond Bourses has continued for many years, and indeed was part of the discussion of the Promotions Committee from the very day that I assumed the position of chairman.

We were reluctant to make great changes right off the bat. The old logo had accompanied the world federation very much since its creation, and we felt that it would be ill advised to rush out and recreate something without carefully considering what exactly the logo meant, and how it may be improved.

For what reasons was it felt that a change was necessary? First and foremost, the logo reflected the early composition of the WFDB, which then was predominantly a forum for Western European diamond bourses. The name of the WFDB was listed in English, Dutch and French, and that at the time was most probably an accurate reflection of the mixture of languages spoken at world federation events. 

This clearly is no longer the case. The WFDB has since expanded into North 

America, Asia, the Middle East, Africa and Russia. While English is the mother tongue of just a few of us, it is the common language, and the one used at WFDB events and in WFDB communications. There was a general consensus that this should be reflected on the logo, so as to underscore the cosmopolitan nature of our organization.

The old logo, which essentially was a black and white line drawing, limited us in terms of its graphic potential. There are range of elements which combine to provide meaning and content to an organization’s logo, one of which is form and another which is color. We need an image that can be reproduced on banners, pamphlets, folders, letter paper, business cards, etc. — sometimes in black and white and sometimes in color. For this a redesign was necessary.

To come up with a new logo, we turned to a number of designers. On the screen is a selection of some of the proposals we received.

We also did not want to disassociate ourselves entirely with our past. In the beginning, we considered a large number of design options, some of which were quite avant-garde and attractive, but all of which bore no similarity to where we had come from. This clearly made people uncomfortable.

As a result, we provided the graphic designers with more clear-cut instructions. One, the logo must reflect the global nature of our organization. Second, the fact that we concern ourselves predominantly with the trade in diamonds must be clearly indicated. Third, the logo should show that we are a body with a long tradition, and fourth, the logo should demonstrate that ethical business practices stand at our very foundation.

The result is what you see before you. We realize that it may not have been the first choice of everyone, but it was the preference of a clear majority. 

The logo is reproducible in color and in black and white, and can be blown up to a very large size if necessary without compromising its graphic structure. We deliberately selected a classic design, as opposed to an overtly progressive design, so as to ensure that it will age well. We hope that 30 years from now, our children and grandchildren will still be displaying the symbol proudly.

SPEECH #3 (YAIR COHEN)
IMPLEMENTATION & IT SYSTEM

Before I begin my presentation, I would like to express my thanks to the Executive Committee headed by Mr. Shmuel Schnitzer for placing its confidence in me, by appointing me coordinator of this project, and also to Mr. Avi Paz, president of the Israel Diamond Exchange, for allowing me the time and support necessary to develop this plan. I would also like to express my appreciation to Mr. Chaim Even-Zohar for his professional assistance in outlining the original presentation that was seen last year in New York. Thanks are also due to Steve Benson and Ya’akov Almor for the active part they played and their creativity in developing this plan, since the Executive Committee met in Antwerp in February up until the present stage.

The WFDB Mark is a trademarked logo, which approved members of WFDB-affiliated diamond exchanges will be able to display to clients and suppliers, to confirm that they abide by the world federation’s better business principles. 

When bourse members display the mark, they signal to both clients and suppliers that they are members of a body with time-proven traditions, that they abide by a strict and transparent ethical code, and they are accountable for their actions.

What we have displayed on the screen right now are several alternative designs for the WFDB Mark. For obvious reasons, the form of the WFDB Mark is based upon the new WFDB logo. The test that appears within the red circle indicates that we are talking about a registered WFDB bourse member, with his or her own registration number. The WFDB Mark includes a brief slogan. For our part, we prefer the ones that list the three elements that members of the jewelry trade should be reminded of when they see the WFDB Mark: Tradition, Integrity and Accountability. I would point out that these are proposed designs, which we had drawn up for the purposes of this presentation. Additional designs can be prepared, if necessary.

Clearly, since the various clauses of the WFDB Better Business Principles and the system by which they are implemented and enforced are already included in the charter, by-laws and resolutions, existing members of affiliated bourses who are in good standing will be permitted to display the WFDB Mark on their stationary, business cards, advertisements and the like. It goes without saying that any bourse member who has been suspended will not be allowed to display the WFDB Mark and it will be the responsibility of such individuals’ own diamond exchanges to ensure that they do not.

New bourse members, prior to their gaining membership, will obviously be required to sign the WFCOP document.

Before we address the subject of promoting the WFDB Mark, allow me briefly to discuss the subject of IT. As you know, there is currently no information system that can be accessed electronically at a central point. For many years, member status was updated manually once a year, and the secretariat in Antwerp in turn would distribute the information to the other bourses. 

At a certain stage it was decided to relinquish the system of manual distribution, and instead to rely on lists of bourse members on the WFDB website. Each bourse would be responsible for ensuring that its list of members was accurate and updated. Unfortunately, this has not proven to be an efficient system, so to date there is no real central database of members of WFDB-affiliated bourses.

The IT system that we will be presenting here is a database that will be centrally operated by the WFDB, which provides globally a comprehensive picture of membership of WFDB membership at any point in time. It is a data base that can be easily accessed by those with permission to do so, and it can be updated in a simple and efficient manner. Thus, when the WFDB is informed about a change in a member’s status, the change will be reflected on the site almost immediately. The same is true about new member’s information submitted by the member bourses. Our intent is to create an efficient and workable database, and this is a system that requires minimal effort on the part of the WFDB secretariat or the relevant bourse. 

As you can see in the box in the bottom right-hand corner of the screen, there are three options for creating this system: one, to use the platform of the existing system being operated by the IDE; two, to upgrade this system; or, three to create a central server system.


[Run through Powerpoint slides  17-23, with explanation]
Allow me to briefly demonstrate what such a system can provide you.  

Obviously, the system needs to be secure. So any individual that is authorized to use it will be able to gain access with a personal user name and password.

Oncee you are in, the system allows you to do a focused search for the exact records that you are seeking. This is made simple by the use of menus, which allow you to search for individuals by bourse name, by the individual’s names, by company names or by industry organization name. We will conduct a search that uses a bourse as its starting point.  

Clicking on the bourse button results in a list of the WFDB bourses being displayed. We have to choose one, which in this case will be the Israel Diamond Exchange.    

In searching the lists of each bourse, you may want to check the names of individuals holding official positions. This, for instance, would be my listing.    

Obviously, you can also examine the membership lists. When you find the record you are looking for, you highlight and select it.      

Detailed information about the individual member is provided.   

This includes personal information, information about the members company, and the exact status of the member at his or her bourse. I would not that every one of the various fields can be searched individually.  

We are talking about an important tool for the administration of the WFDB, as well as for its decision makers. It is also a necessary component of the WFDB Mark, which will serve a global network of bourse members, in which the WFDB serves as the umbrella organization.

But, the WFDB Mark will have very little value, of course, if it is not known and recognized in the greater jewelry and gemstone industry. For that purpose, we have formulated a media campaign, the aim of which essentially is to brand the WFDB. To outline campaign, I invite Steve Benson and Ya’akov Almor of MarketDirect Business Communications, WFDB’s communication advisors.

SPEECH #4 (STEVEN BENSON/YA’AKOV ALMOR)
WFDB MARK CAMPAIGN

Just as we do in most business information campaigns, we are talking here about a product that we wish to implant in our public’s consciousness. Our product may not have physical dimensions, but it will have a recognizable form, which we will want members of the public to attach meaning to every time they see it. 

What essentially are we talking about? As has been stated, the WFDB Mark is a trademarked logo, which approved members of WFDB-affiliated diamond exchanges will be able to display to clients and suppliers, to confirm that they abide by the world federation’s Code of Principles. What we also want our public of know is that, unlike most other trade organizations, the WFDB, through its affiliated diamond exchanges, has existing and proven methods of auditing bourse member applications, and also an existing judicial system by which it can oversee compliance and sanction those who commit offenses.

So what essentially is our campaign goal? It is to describe and to promote the WFDB Mark as a brand, which assures the buyer of a diamond that the diamond company that handled the merchandise conducts its business in an ethical manner, complying with the strict standards demanded by the WFDB. There are, of course, more general goals as well. Those are to support the confidence of consumers in diamonds and the established diamond trade, and to provide added value to members of diamond exchanges that are affiliated to the WFDB.
We will have two measures by which we can gauge whether our campaign is successful:

· One, do members of our target audience recognize the physical form of the WFDB Mark logo, and associate it with the World Federation of Diamond Bourses?

· And, two, do members of the target audience associate the principles of tradition, integrity and accountability with the WFDB?

If we manage that, then will have provided the WFDB Mark with a powerful brand identity, which will serve the interests of all those who are allowed to display it. The WFDB Mark should resonate within the greater jewelry community in the same way that the Woolmark resonates among fashion conscious people.

The campaign aims to target an ever expanding group of people, with the media tools changing in accordance to the particular audiences being targeted. 

The target audiences are as follows:

1.
The boards of directors of WFDB-member bourses, and while we realize a bourse board members are presented here today, you will, of course, need to go back home and explain the plan to your fellow board members. 

2.
The membership of WFDB bourses.

3.
Members of the diamond industry and trade.

4.
Members of the jewelry manufacturing industry, jewelry wholesalers, jewelry retailers.

5.
The jewelry consuming public. 

Audiences 1, 2, 3 and 4 all fall with the framework of a “Business to Business” or B2B campaign. Audience 5 would expand the project to include a “Business to Consumer,” or B2C element, thereby greatly increasing the cost of the campaign. Realistically then, it would be wise to plan the campaign initially for target audiences 1, 2, 3 and 4.

The channels of communication to the different audiences must be those that best suit the audiences in question. To the greatest degree possible, target audience 1, the bourse boards of directors, should be contacted directly, and face to face. Target audience 2, bourse members, should be reached through the WFDB Newsletter and the WFDB website, and also, closer to home, through the facilities provided by the bourses themselves, such as internal newsletters, if they exist. Target audiences 3 and 4, the greater diamond and jewelry sectors, should be reached through the trade media, and at industry events at which there are a large number of attendees, like trade shows. Target audience 5, the jewelry consuming public, would predominantly be reached through the consumer media and the general news media.

Let us now look at the campaign from an operational perspective, and here we need to talk about media tools. Typically, as the target audiences grow in size, so does the need for more sophisticated and, consequently, more expensive media tools. Costs, however, can be controlled, by relying as much as possible on digital, as opposed to printed materials. However, in certain cases, printed materials are essential of course. Also, media tools created for one audience can sometimes be adapted for another. This also will keep down the cost of the campaign. 

We have gathered the sets of media tools into four groups, which we have listed as tools of immediate priority, tools of high priority, tools of medium priority and tools of lower priority. Unsurprisingly, the relative costs of creating these tools rise as we move down the list of groups.

Most of the IMMEDIATE PRIORITY media tools are quite far into development, simply because we had to prepare them as demos for the President’s Meeting here in Mumbai. They include:

1. The WFDB Mark symbol.
2. A Printed Information Kit, which includes a printed folder into which are placed sheets of information that can be produced on a computer printer. This allows the types of material to change as the campaign progresses. 

3. A PowerPoint Presentation: The presentation can be used at WFDB-sponsored events, events taking place at member bourses and also general trade events. It also can be saved on a CD-ROM, which board members, bourse members and journalists can run on their own computers. 

The HIGH PRIORITY media tools are as follows:

1. Press Kit: Comprising similar information to that included in the Printed Information Kits, the press kit should also contain background information about the WFDB, its office holders, and suitable graphic materials. It should be prepared for the trade press, consumer press and general news press. All files should be included on a CD-ROM that also is handed out with the material in the printed folder.

2. Bourse seminars: Seminars should be prepared and presented to bourse members at their own diamond exchanges, about the WFDB Mark and the campaign to promote the WFDB Mark. The PowerPoint presentation would be part of the seminar, and the Printed Information Kit, ideally translated for bourse members when necessary, would be handed out.

3. Information Kit Online: The material in the Printed Information Kit would be available for bourse members via the WFDB website. A downloadable file containing the automatic version of the PowerPoint Presentation can be provided.

4. Articles in WFDB Newsletter

5. Press Releases: Regular press releases should be prepared and distributed about the WFDB Mark and the developing campaign to promote the WFDB Mark.

6. Press Section on WFDB website: A special WFDB Mark press section should be created on open section of the WFDB website, including the information provided in the press kit as well as all the various press releases related to the product. 

7. Trade Media Liaison: Members of the trade media will be approached personally and encouraged to prepare feature articles about the WFDB Mark, including interviews with WFDB office holders. 

8. WFDB Trade Show Booth: This we believe is particularly important, because the WFDB has been notably absent at tradeshows to date. Like other industry organizations, the federation should obtain exhibition space at trade shows, where information about the WFDB Mark can be handed out, and promotional activities concerning the WFDB Mark can be coordinated.

MEDIUM PRIORITY media tools are as follows:

1. Trade Media Advertising: 
2. Printed Sales materials: These include a range of sales aids that can be prepared for bourse members for distribution to their clients, which will explain the meaning and significance of the WFDB Mark.

3. WFDB Participation at Industry Educational Events: The WFDB should arrange its participation in industry education events, like the Pre-JCK Show Education Program and the Israeli and Antwerp Diamond Conference and the CIBJO Congress, at which it will present the WFDB Mark to the industry. 

4. A method by which the “WFDB Mark’ displayed on a company’s websites can be explained to that company’s clients: Companies which are permitted to display the WFDB Mark on their websites will need a method to its explain the significance of the logo to their clients. An example of such a system is Site Infusion. Developed by Polygon, Site Infusion is a product that would enable bourse members and clients of bourse members to display the “WFDB Mark” logo on their websites, and, when clients or potential clients of those companies click on the logo, a window will open providing them with information about the meaning and significance of the WFDB Mark.

LOWER PRIORITY media tools are as follows:

1. Consumer Media and General News Media Liaison: Members of the consumer media and general news media will be approached and personally encouraged to prepare feature articles about the WFDB Mark.

2. Consumer Media and General News Media Advertising: Theoretically this could include both printed and electronic media.

3. Prepared In-Store Sale Materials:  These include point of sale printed display and hand-out materials, geared for retail jewelry stores, which explains the meaning and significance of the “WFDB Mark” to the jewelry consuming public. 

5. Prepared Coop Advertisements: These could be jointly financed WFDB bourse members and their clients, explaining the meaning and significance of the WFDB Mark to the industry and the jewelry consuming public.

The regarding the timeline for all of this, the brief that we have been given is get a campaign ready for launch at the World Diamond Congress in Tel Aviv in June of next year. As we said, the IMMDEDIATE PRIORITY media tools are pretty much ready to go, meaning that contact with audience 1, the bourse boards of directors can be made immediately following this event in Mumbai. By the end of April, audience 2, the bourses’ membership, should have been reached and initial contact initiated with Audiences 3 and 4, meaning the greater diamond and jewelry trades. For this purpose, as many as possible of the HIGH PRIORITY and MEDIUM PRIORITY tools should be in place before then. Audience 5, the jewelry consuming public, is a whole different kettle of fish, and realistically should not be tacked at this stage. Fortunately, we can expect some the noise made during the first part of the campaign to trickle over into the consumer market,

Our aim, ultimately, is transform the WFDB Mark into one of the most recognizable symbols in the jewelry market. If we are successful, everybody gains from the project. The consumer is provided a tool to ensure the integrity of his or her purchase, the jeweler can be confident in the product he or she is purchasing and selling, and the individual bourse member is able to draw off the long tradition of the bourse and the WFDB and so enhance the quality of his or her business.

