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a red-carpet affair
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store service
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GLITTERATI

Metal Concentrators celebrated 
its 20th anniversary during a 
fun-filled evening of wine, dining 
and song, which included an 
awards ceremony. The event took 
place at the Sun Square Hotel 
at Montecasino in Fourways, 
Johannesburg. 

1: Hilary and Bernard Stern

2: Michael Vincer

3: Lawrence Dwabicuba with Jim Bopape

4: Theresa Pearman and Fay Basra

5: Michael Joseph and Alice Weil

6: Lauren McKinley with Cherine Nell

7: Janet Silk with Vaughan Palmer 

8: Demos Takoulas andMosa Mabuza  
 with Ernie and Elna Blom

9: Jabulani and Nonhlahla Ndlovu

10: Gary and Nikki Wachsburger

11: Christina Namolai, Linti Vincer,  
 Nomsa Chuene and Susan Millan

12: Anastasia Mac Master with  
 Jacques Rossouw 

13: Jim Bopape, Jan Matlebjane and David  
 Sirwali with Hayley and Samara Stern

14: Brandon Stratford and  
 Bridgette van Bergen
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BRAND MANAGEMENT

Thomas Sabo 
wows with 
watch range
German brand Thomas Sabo is known for 

epitomising fashion-forward trends and so-

phistication, while also creating pieces that are 

youthful, yet timeless. In June, the 

26-year- old company surprised 

South African fashionistas with a 

wow-factor watch collection. 

In 2009 the brand 

launched an independent 

watch collection with 60 

models in the design code. 

Trust Thomas Sabo to present 

the world of fashion with new 

accents and contemporary clas-

sicism – it is all about balance.

“The Thomas Sabo Watch Col-

lection writes its own contemporary 

history, where the wrist becomes the calling 

card for completion of every modish outfit,” 

says David Goodman of local distributor, Suth-

erland & Goodman. 

There are three major themes in the watch 

collection, all of which complement and balance 

elements in the Sterling Silver collection and the 

Thomas Sabo Charm Club.

The Rebel at Heart exudes a strong pres-

ence. It is all about living your style, and styl-

ing your life. The look is rock-cool with its 

striking insignia. 

“The It Girl is at every party and she is the 

centre of the trend-setting focus,” says the 

company about this range. “Think glamorous 

style with the It Girl’s noble ceramic casing and 

glittering lunettes.”

A range with classical lines is the Classic Col-

lection. It is a system of balanced variety and 

serenity in aesthetic appeal and design detail. 

From androgynous wrist accessories to distinc-

tively his and her styles, to the formal and the 

casual, the Classic Collection offers something 

for everyone.

Seen on magazine covers on the fingers of high-

profile people have been two intertwined rings 

in white or yellow gold, either pavéd with dia-

monds or plain, one ring on top of the other. 

This discreet and historic jewel is part of 

Genevan brand Piaget’s “Possession” collection, 

which has been available since 1990 as a prized 

trinket of thousands around the world. They 

have been seen on magazine covers as worn 

by celebrities Celine Dion and Eva Longoria. To 

fulfil orders has taken two metric tons of gold 

and almost 10 million diamonds.

To celebrate its 20th birthday, the ring has 

been given a new proactive look. 

The concept is still the same: 

two rings, one of which turns 

around the other. The surprise 

is the second ring: for 2010, it is a 

chain. The most recent fashion 

icon who will be wearing the 

Possession jewels is actress 

Sienna Miller. She will be seen 

on the covers of countless fash-

ion magazine covers, including 

Vogue’s September issue. 

Miller will be wearing not 

only two rings from Piaget’s most 

successful jewellery collection ever, 

but also a chain necklace featuring 

the two intertwined rings. Also available in the 

collection is an 18 carat yellow gold bracelet and 

a sautoir set with 45 brilliant cut diamonds.

September has been decreed the official 

20th birthday of Possession. Since Piaget 

opened its first store in 1959, the brand has 

specialised in exuberant jewellery, as well as 

watches. Originally the rings were only made by 

special order on request for a specific occasion. 

“We made many wedding rings with diamond 

pavé settings during those years,” recalls Yves 

Piaget, grandson of the founder who today 

carries on the family tradition. 

But as demand grew, Piaget decided to 

create “its” ring, an original model em-

bodying all the characteristics of the 

brand, precious metals and of bold 

design to constitute an original gem. 

The first model was all gold; its se-

cret a sliding of the top ring and the 

slight tinkling sound it produced, 

which became its trademark.

(Left): Actress Sienna Miller is the new face 
of Piaget’s Possession jewels. 

(Top, from left): A model wears a 
”Possession” watch in 18ct white gold set 
with 37 brilliant cut diamonds set on a satin 
strap; three versions of Piaget’s historic 
“Possession” ring.

History of a tinkling ring

A new series from Diesel is named the X-Ray 

Collection, as it reveals what lies beneath the 

surface using transparent neon green plastic 

inserts.

On a 42 mm case, model DZ7152 has an air 

of mystery with the neon green plastic which 

caps the right side of the IP black stainless steel 

case featuring a negative digital display dial. 

Water-resistance is 5 ATM, as is the crown. This 

timepiece is mounted on a black leather strap.

At the 8-12 hour position on the dial of 

model DZ1325 with a black textured dial is 

a neon green section of the 47 mm black IP 

stainless steel case. This model has an ana-

logue movement, with three hands and a 

date window. The strap is black PU with a 

recessed pattern.

DZ7153 has a stainless steel case with neon 

green and black IP plating. It is 52 mm in di-

ameter and features an analogue-digital move-

ment. It has a black leather strap and is water- 

resistant to 5 ATM. 

The Diesel X-Ray Watch Collection is accom-

panied by a matching jewellery collection. Both 

watches and jewellery are available in select de-

partment stores, boutiques and Diesel stores.

Diesel goes neon green

SAJN is the official magazine of the Diamond & Jewellery Federation of South Africa. 
Published monthly, it is aimed at all people and companies operating within the 
jewellery, diamond, gold and precious metals fields.

Magazine specifications

Cover Price: R29.95 incl VAT

ABC Certified: July - September 2008 : 1 694

Frequency: Monthly

Print Run: 2 000

Technical data

Page Size:  English A4 – Portrait

Full Page Trim Area: 297mm x 210mm

Full Page Bleed Area: 307mm x 220mm

Stock: Cover  – 170gms gloss

Text  –  115gms gloss

Saddle-stitched 

Distribution

•	 SAJN subscriber base, including international subscribers

•	 Diamond and Jewellery Federation of South Africa

•	 Jewellery Council of South Africa

•	 Diamond Council of South Africa

•	 Jewellers’ Association of South Africa

•	 Jewellery Manufacturers Association of South Africa

•	 Diamond Club of SA

•	 AngloGold Ashanti, De Beers, Anglo Platinum, Chamber  

	 of Mines

•	 Local Jewellery Fairs: Jewellex, Cape Jewellery Fair

•	 International Jewellery Shows: Vicenza, Basel Fair, India  

	 International, Hong Kong, Bangkok, JCK Las Vegas and  

	 so forth

 

Advertising rates (SOUTH AFRICAN RANDS)

ADVERT SIZE	 1-5 INSERT/S 	 6-11 INSERT/S 	 12 INSERT/S 

FULL PAGE 	 R 8 800.00	 R 8 400.00	 R 8 000.00

HALF PAGE 	 R 5 000.00	 R 4 600.00	 R 4 200.00 

THIRD PAGE 	 R 3 600.00	 R 3 300.00	 R 3 000.00 

QUARTER PAGE 	 R 2 600.00 	 R 2 400.00 	 R 2 200.00 
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Advertising rates (SOUTH AFRICAN RANDS) cont..

MARKET PLACE 	

89mm x 60mm	 R 1 032.00 

89mm x 29mm 	 R 516.00 

42mm x 60mm	 R 516.00 

196mm x 138mm 	 R 4 000.00 

89mm x 126mm	 R 2 150.00 	

104mm x 297mm	 R 4 000.00

COVER 	 R 18 000.00 

GATEFOLD 	 R 26 000.00  (3 pages)

OUTSIDE BACK COVER 	 R 13 000.00

INSIDE FRONT COVER 	 R 10 600.00

INSIDE BACK COVER 	 R 10 000.00 

DOUBLE PAGE SPREAD 	 R 16 000.00 

INSERTS 	 R 2 900.00 (standard size)

 

ADVERTISING RATES (INTERNATIONAL/US DOLLARS)

ADVERT SIZE 	 1-5 INSERT/S 	 6-11 INSERT/S 	 12 INSERT/S 

FULL PAGE  	 $ 1 280.00	 $ 1 220.00	 $ 1 165.00

HALF PAGE 	 $ 740.00	 $ 680.00	 $ 620.00

THIRD PAGE 	 $ 540.00	 $ 495.00	 $ 450.00

QUARTER PAGE	 $ 400.00	 $ 365.00	 $ 340.00

MARKET PLACE 	

89mm x 60mm 	 $ 180.00

89mm x 29mm	 $ 100.00

42mm x 60mm	 $ 95.00

196mm x 138mm	 $ 600.00	

89mm x 126mm	 $ 330.00	

104mm x 297mm	 $ 595.00

COVER 	 $ 2 600.00

GATEFOLD 	 $ 3 800.00 (3 pages)

OUTSIDE BACK COVER 	 $ 1 900.00

Dominant in the industry for more than 75 years, SAJN brings readers exciting and 
current international and local industry-related news. From jewellery shows and 
expos, trends in manufacturing, diamond cutting and polishing development to 
precious stones and metals, collecting masterpieces, jewellery design, training and 
development and much, much more.
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BOOK REVIEW

SoUThERN AfRicA’S GEoLoGicAL hiSToRY 

spans an enormous time period, with some 

of its rocks being over 3 000 million years 

old. All of the three important rock types 

– igneous, metamorphic and sedimentary 

– occur here. They are composed of many 

different mineral species, ranging from those 

that are somewhat dull to those with chemical 

or aesthetic properties that 

make them useful in industry, 

in building or as gems or 

collector specimens. 

currently over 4 400 min-

eral species are known world-

wide, many of which are found 

in southern Africa. This book 

features the more common, 

interesting or important rock 

and mineral types and is in-

tended to provide a quick and 

easy field reference for ama-

teur geologists and collectors.  

identifying minerals and 

rocks requires patience, prac-

tice and wide reading to be-

come expert at identifying specimens. While 

many of the common species display distinc-

tive forms, others occur in a confusing variety 

of habits and colours. Quartz, for instance, is 

probably the most common mineral on Earth, 

yet it can prove frustrating to distinguish from 

other similar-looking species. 

however, certain fundamental physi-

cal properties are listed in this book 

as a quantitative way of helping to 

identify mineral samples. These prop-

erties include colour, streak, lustre, 

transparency and translucency, form 

of habit, cleavage, tenacity, spe-

cific gravity and hardness, each of 

which is explained in detail in the 

book. in the case of rocks, char-

acteristics such as the size of the 

Southern Africa is endowed with a wealth of mineral deposits, as well 
as several internationally famous geological formations and World 
Heritage Sites. This handy pocket guide presents a selection of the 
most fascinating and important rock and mineral species found here.

Rocks & Minerals 
of Southern Africa

rock type. Accounts are in alphabetical order 

within each of these sections. 

cairncross has always had a special interest in 

documenting and preserving southern Africa’s 

mineralogical heritage and is the author or co-

author of five books, including Field Guide to 

Rocks & Minerals of Southern Africa and First 

Field Guide to Gemstones of Southern Africa. 

compact and easy to use, the Pocket 

Guide – Rocks & Minerals of Southern Africa 

is a valuable asset to amateur geologists and 

budding collectors. 

mineral grains, texture and, sometimes, colour 

can provide clues. 

While some specimens are always difficult 

to identify, working systematically through the 

physical characteristics helps to narrow down 

the options. Some of these properties, such as 

streak, weight (related to specific gravity) and 

hardness, can be tested without sophisticated 

equipment. Bear in mind, 

though, that one attribute 

alone is not sufficient to make 

an accurate identification, so a 

combination of several physical 

attributes should be used. 

Written by Professor Bruce 

cairncross, chairman of the 

Geology Department at the 

University of Johannesburg, 

this guide presents a selection 

of rock and mineral species 

where each entry includes full-

colour photographs, a concise 

description, uses (both historic 

and current), as well as de-

tailed information on where in 

the region species are found. 

The physical and diagnostic characteristics 

of each mineral are summarised in tinted panels 

and icons show other important information. in 

addition, the rock section discusses how the 

three main rock types form. A comprehensive 

glossary explains difficult terms. 

The book is divided into two parts: miner-

als (pages 12-121) and rocks (pages 122-

153). Mineral species are listed in 

alphabetical order. Each account in-

cludes a tinted summary table list-

ing the physical characteristics of 

the mineral and, where relevant, 

properties that are diagnostic 

are highlighted by a darker 

band of colour. 

The rocks are organised by 

Two readers can each win a copy  

of Rocks & Minerals of Southern Africa. 

 E-mail the name of the author in the  

subject line, together with your name,  

phone number and postal address,  

to: sajewellerynews@isikhova.co.za 

 by friday, 1 october 2010.
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INTERNATIONAL FAIR

VicenzaOro Charm this year boasted 1 400 exhibitors in total. 
140 buyers from different countries visited the fair, while 26 
countries from across the globe sent trade delegations to the 
show. Besides the local Italian manufacturers, 30 foreign counties 
were represented at the show.

ANTONIO TAJANI, VICE-PRESIDENT OF THE 

European Commission for Industry and 

Entrepreneurship, offi cially opened VicenzaOro 

Charm, during which the fair’s new president, 

Roberto Ditri, spoke about the state 

of the jewellery industry in Italy. 

Appointed at the beginning 

of the year, Ditri had previous 

links with SA when he was 

responsible for the British 

Melrose Plc group operations 

in SA in 2002. While he 

does believe that the recovery 

process has started, the industry 

is still operating under very diffi cult 

conditions. Firstly, he believes the market is 

still faced with very cheap imports from China, 

while China still imposes very high taxes on 

Italian jewellery imported into it. Secondly, the 

price of gold, which has increased by 20% over 

the past few months, has placed pressure on 

the input cost of Italian gold jewellery. Lastly, 

the global fi nancial crisis has also had a huge 

impact on both local sales and exports.

The Italian jewellery industry has been in 

existence for more than 3 000 years and is 

not going to disappear. The lo-

cal industry is working closely 

with political structures to de-

velop the “Made in Italy” brand, 

as well as the “Made in Europe” 

brand. This in itself is no easy task, 

as one has to contend with world-

wide economic recovery, one cannot stop 

cheap imports and the Italians do not have 

control over the gold price. The big drive in It-

aly is to ensure the playing fi eld is levelled, pro-

viding all players with equal access to markets 

and material. The strategy of dealing with the 

“Made in Italy“ brand is not easy as jewellery is 

made up of many parts that are imported into 

Italy, with the design and manufacturing being 

done by Italian craftsmen and women. In the 

Middle Ages one could build a wall around the 

city and stop anything from entering the mar-

VicenzaOro charms once again

SA JEWELLERY NEWS – JULY 2010

INTERNATIONAL FAIR

ket, but the world has changed and blocking 

products is no longer an option – one has to 

face competitors and ensure one offers a more 

attractive, better-made product at a competi-

tive price.

While Italy has seen an increase of 9% in 

exports, this can be ascribed to the increase in 

the price of gold. 

The jewellery industry in Italy recognises 

that the recovery of the industry is dependent 

on innovations and environmental advantage. 

The future of the industry lies in the hands 

of the SMEs and these depend to a great 

extent on the development of the tourism in-

dustry to grow the sales of jewellery to this 

market sector.

Italian exports

The weaker Euro has meant that Italian 

jewellery has been cheaper to export to the 

USA, currently still one of the largest consumer 

markets. Prominent Italian jeweller Roberto 

Coin says he plans to expand his presence in 

India, which he sees as a key market in the 

future due to the Indians' traditional love of 

jewellery and the bright economic prospects 

of the sub-continent.

The high cost levied against exports to Chi-

na and Russia will be addressed by the Europe-

ans in order to level the playing fi eld. As part of 

the “Made in Italy” drive, the Italians feel very 

strongly that consumers have the right to know 

the country of manufacture of any jewellery 

they purchase. This is no different from what 

South African manufacturers are also asking to 

protect with “Born in Africa” brands.

Specialist jewellery

2010 has clearly shown an increase in the 

design and availability of jewellery for child-

ren. Children’s jewellery can take the form of 

fi ne jewellery through to “fun” jewellery and 

this sector of the market is certainly seeing 

good growth.

Another category enjoying growing 

popularity is eco-friendly jewellery. Based 

on a universal feeling of attention to and 

awareness of the environment and mankind, 

eco-friendly jewellery is produced in Italy 

using precious recycled metals (gold and silver 

from existing jewellery and manufacturing 

scraps) and eco-gems (Swiss synthetic jewels 

that have the same physical and chemical 

characteristics as the natural stones). Recycled 

paper is also used for exhibiting layouts and 

packaging. Research has shown that “green” 

is worthwhile in marketing terms. In the 

USA, England, France and Germany, 30-40% 

of the population plans on spending more 

on green products in 2010. In Brazil, China 

and India, the percentage increases to 

70%. This orientation towards 

the purchase of eco-sustainable 

products estimates an expansion 

among Europeans and American 

consumers of up to 77%, and a 

97% increase among Chinese and 

Indian consumers. 

INTERNATIONAL FAIRINTERNATIONAL FAIR

South African manufacturers are also asking to 

VicenzaOro charms once again
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ADVERTISING RATES (INTERNATIONAL/US DOLLARS) cont..

INSIDE FRONT COVER 	 $ 1 600.00

INSIDE BACK COVER 	 $ 1 500.00

DOUBLE PAGE SPREAD 	 $ 2 320.00

INSERTS 	 	 $ 450.00 (standard size)

•	 All rates exclusive of agency commission

•	 All rates exclude VAT

Advertising booking deadline

Five weeks prior to publication. All bookings made through 

agencies must be accompanied by a signed CI. No cancellations 

will be accepted five weeks prior to publication.

Advertising material deadline

Two weeks prior to publication. 

Material requirements

Material must be supplied to us is in the following format:

•	 PDF format – high resolution: actual size at 300dpi

•	 CMYK

•	 5mm bleed

•	 Colour proof – chromalin or rainbow proof – printed from a 

	 CMYK file (not an RGB proof) to ensure colour accuracy.

Subscriptions

South Africa: R295.00 (12 issues) including VAT

International: US$170.00 (12 issues) plus a $5.50 international 

banking clearance fee. Contact subscriptions@isikhova.co.za

EDITORIAL

We welcome news from the industry about the industry. If you 

have anything to share, please contact Adri on sajewellerynews@

isikhova.co.za or (011) 883 4627.
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LITTLE GEMS

THE RUINS OF THE CITY OF GOLCONDA, 

between two rivers in South Central India, 

11 km west of Hyderabad, were once renowned 

for their diamonds. Its mines were fabled and 

the diamonds found there were some of the 

most incredible gems handed down to posterity. 

They included the Day-a-e-Nur, the Koh-i-Nor, 

the Hope, the Regent and the Wittelsbach, to 

mention but a few. The Day-a-e-Nur’s name 

meant “sea of light”, and it is the largest and 

fi nest diamond of the crown jewels of India, 

representing a source of great wealth.

Built on a granite hill 120 metres high, in the 

16th century Golconda was the capital and a 

fortress city which was one of the most power-

ful sultanates in the region and the centre of 

a fl ourishing diamond trade. The mines were 

not confi ned to a small area around the fort. 

The entire area was rich in diamonds and it was 

here that the largest and most fabled gems 

were found. But it was in the lanes around the 

fort that the bazaar trade fl ourished.

At one time, Golconda had the only known 

diamonds in the world. Marco Polo, who 

journeyed through the country in 1292, was 

an early traveller from the West who related 

stories of the fabulous wealth and the large 

diamonds that were to be found in rivers 

and mountainsides of the area. At that time 

India was becoming known as the treasury of 

diamonds, with gems of large size and great 

value, particularly in the territory of Golconda 

where, between the 16th and mid-19th century, 

there were some 30 mines in operation. 

It was said that the local princes controlled 

the mines and kept the most beautiful gems 

for themselves. It was in the alluvial deposits 

that the largest diamonds were found – before 

prospectors discovered that they existed deep 

within the earth. Any diamond weighing over 

10-13cts became the property of the king. 

By 1635 the Emperor Shah Jahan (he of Taj 

Mahal fame) made the area a part of the Mughal 

Empire and appointed his son to oversee it, as 

by then the quality of the gems had deteriorated 

and supplies were low. He was charged with 

ensuring that the output was maintained and 

that the mines fl ourished again.

In this same century, French gem merchant 

Jean-Baptiste Taverner believed that these 

mines were actually discovered in 1445. Yet 

another traveller reported on the mining 

methods which relied on pits a few feet deep 

that were excavated by some 30 000-60 000 

(Above): During the 1910s, Cartier set the Hope Diamond 
in a pendant encircled by diamonds. Evalyn Walsh McLean 
was lent the piece for a weekend and later confessed: “I was 
transfi xed by the jewel for hours on end… at some point, I 
began to want it.”

workers, including women and children as 

young as 12 years. The gems were found 

embedded in round stones and unearthed, 

washed and dried, then examined in bright 

sunlight by the miners in order to locate those 

that were clear and sparkling. 

Golconda diamonds are among the rarest 

in the world today, with a reputation founded 

on their clarity. But the citadel has virtually 

vanished, with only the ruins of its fortress 

intact. The area is redolent with powerful 

Alice Weil looks at some of the 
biggest and best diamonds in the 
world that were mined in an area 
in India that has vanished.  

Golconda 
– citadel 
of mythical 
diamonds

mystery which has kept the old legends alive.  

Today the mines are barren, with no hope 

of new diamonds being found and the hills 

around Golconda have become a chapter in 

the dramatic story of the world’s fabulous 

diamonds. 
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INTERNATIONAL FAIR

India introduces International Jewellery Week
VASANT MEhTA, chAiRMAN of ThE GEM 

and Jewellery Export Promotion council 

(GJEPc) of india, officially opened the iiJW on 

15 August, which also coincided with indian 

independence Day. “iiJW showcases india’s 

prowess in jewellery, be it design, innovation, 

craftsmanship or quality. having attained 

our leadership in diamond manufacturing 

and being the fastest-growing jewellery 

manufacturing destination globally, it’s time 

to showcase our expertise in design and make 

india the most sought-after destination for 

designer jewellery.”

iiJW is an amalgamation of fashion and 

jewellery and showcased 30 leading jewellery 

designers and design houses from across india. 

The methodology employed is very similar to 

that of the major fashion houses across the 

world and this ensured major media coverage 

both locally and internationally. it was the 

first time any fashion Week was live online 

in india: on television (three channels), on 

mobile and radio. Accompanying the jewellery 

designers were some of the country's top 

fashion designers, including Wendell Rodricks, 

Nandita Matani and Anna Singh. The jewellery 

and fashion were presented on the ramp by 

the top 24 models in india. The audience was 

made up of media (local and international), 

buyers from india and around the world and 

prominent celebrities.

The first day of the show was opened by 

the collection from Gitanjali and it had Katrina 

Kaif taking to the ramp. This Bollywood 

diva introduced the glamour that persisted 

throughout the show. The collection shown 

during the week reflected a modern, Western-

type design but did not neglect the traditional 

indian style of jewellery. indian wedding 

jewellery was prominent, reminding one of  

the huge importance placed on this in the 

jewellery market in india. The week’s focus was 

very much on diamonds and gems in jewellery, 

from the traditional indian through to the 

cutting-edge design one would expect from 

Europe’s leading brands.

The GiA presented thee different courses, 

twice daily, at a special venue in the lobby 

entitled: “Know Your Diamonds”, “Know Your 

Gemstones” and “Basic Jewellery Buying”. 

These presentations were ongoing throughout 

the week and were well attended by visitors.

A major contributor to the incredible 

performance of the industry is the massive 

diamond-manufacturing sector, which employs 

nearly one million people across the country. 

india exported cut and polished diamonds 

worth US$14,8 billion in 2008/9. it currently 

supplies 60% of the world’s supply in terms of 

value and 85% in terms of volume. Eleven out 

of every 12 diamonds set in jewellery worldwide 

The India International Jewellery Week (IIJW), the first of its 
kind in Asia, was inaugurated at the Grand Hyatt in Mumbai 
amidst much anticipation and excitement. 
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INTERNATIONAL FAIR

India introduces International Jewellery Week
are processed in india. This fact and the use of 

diamonds in the various collections displayed at 

iiJW, ensured the presence of Martin Rappaport, 

who also attended the show.

This five-day event was followed by the 

india international Jewellery Show (iiJS), 

which has a proud record of being one of the 

world’s five biggest jewellery shows. More 

than 30 000 trade visitors visited the 2010 

event. country pavilions, networking events, 

informative education seminars and fantastic 

show features ensured industry professionals 

and retailers did not miss it. one thousand 

five hundred buyers visited the show from 

23 countries. Renowned italian jewellery 

manufacturer Roberto coin was also present. 

Recently announced by the GJEPc was the 

launch of its Domestic Diamond Promotion 

campaign. This is aimed at boosting consumer 

confidence and driving the desire to own 

diamonds. The GJEPc assists the local retailers 

and manufacturers to connect with and cultivate 

domestic consumers through advertising, PR, 

events and promotional campaigns. 

iiJS has no doubt had a major impact on the 

jewellery sector in india, which is emerging as 

 The Indian jewellery industry is working on changing the world perception that 
India only produces mass jewellery and the aim is to create a respected “Made in 
India” brand which stands for quality in design and manufacturing.

indian jewellery market consumes 700 tons 

of gold per annum and half of the jewellery 

produced is for the export market. This US$28 

billion market derives 75% of its sales from 

the wedding industry, which is a very large 

consumer of jewellery in the Asian market.

The indian jewellery industry is working 

on changing the world perception that india 

only produces mass jewellery and the aim 

is to create a respected “Made in india” 

brand which stands for quality in design 

and manufacturing. While traditional indian 

jewellery is a very important component of the 

product mix, manufacturers are also designing 

and manufacturing jewellery for the West and 

the major export markets for india such as 

china, the ciS countries and the Middle East. 

indian manufacturers spoken to at iiJS have 

also expressed interest in opening the African 

market for indian jewellery and numerous 

strategies are being developed.

When one of the executives of the GJEPc 

was asked at a press conference how he would 

define “quality” in manufacturing, he replied: 

“if the customer comes back and not the 

jewellery, then the quality is good.” 

the fastest-growing jewellery exporter in the 

world, averaging growth of 15-20% each year 

over the last decade. Exports of gold jewellery 

in 2009/10 have reached US$9424 million from 

just US$486 million in 1994/5. The export of 

cut and polished diamonds has grown from 

US$6,659 in 2000 to US$17,542 in 2010. The 

Although a B2B (business to business) title, SAJN reflects an upmarket, modern 
consumer look and feel. SAJN really does make it possible for you to reach key people 
and decision makers within this industry across a broad range of related business! 


