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Dear Readers, 

This is the eighth edition of the World 
Diamond Magazine, a publication that is 
a joint effort of the World Diamond Mark 
Foundation, the World Federation of Diamond 
Bourses and the Turkish Jewellery Exporters’ 
Association. Since we published the first 
issue in September 2014, the WDMagazine’s 
print run has grown to 7,000 copies which 
are distributed at industry events, major 
international trade shows and by direct 
mailing. Of course, if you have not yet seen a 
printed copy, all issues can be read online at 
http://www.worlddiamondmark.org/world-
diamond-magazine. 

In this issue, many of the authors are talking 
about the need to tell diamond stories, 
to connect between human emotions 
and diamonds. On the cover, you’ll find 
illustrations that link to an emotional 
experience, as told in the Museum of Named 
Diamonds (MoND), the first (online) 
organisation to partner with the The Facets of 
Mankind – World Diamond Museum. We are 
excited to have MoND on board and thank 
MoND’s founder Jacques Voorhees for sharing 
his own story on how he became hooked on 
diamonds (See page 48)! 

Just a few months after informing you about 
the establishment of the The Facets of Mankind 
– World Diamond Museum (WDMuseum), 
we are proud to announce the appointment of 
Noga Raved as the WDMuseum’s coordinator. 
More  about it in this issue! 

The establishment of The Facets of 
Mankind – World Diamond Museum, www.
thefacetsofmankind.org, is a not only unique, 
it is also a product of these times. Who would 
have it thought possible to create a virtual 

museum that seeks not only to encompass 
known collections, but also those individual 
items and collections that have never before 
been seen or shown to the public at large? 

In an interview conducted by Rough & 
Polished, which is printed in this magazine 
on pages 24-25, WDM Chairman Alex Popov 
says that: “The concept of this museum is to 
show all the rough and polished diamonds and 
jewellery pieces, which in some way influenced 
the fate of people and even countries, and 
continue to excite the public to this day. Of 
course, it is impossible to show everything at 
once in one place, and so we are working in 
parallel on a grand multimedia installation and 
a traveling exhibition, which, in addition to the 
interactive part, will also include ‘live’ exhibits 
- from 50 to 150 items, depending on the place 
of display, timing and availability of collections 
in the hosting museums.”

Of course, we should not lose sight of the other, 
very high added value the WDMuseum brings 
- and indeed its main purpose: to enthuse 
the consumer for diamonds and diamonds 
jewellery.  We are working day and night to 
enthuse retail jewellers for our work, which 
focusses on creating and giving them the 
marketing tools they need to sell diamonds and 
diamond jewellery more successfully and with 
higher margins. This magazine offers a great 
deal of content aimed at achieving that goal. 
It was written by some of the best experts in 
our industry and we thank each and every one 
of the authors published in this issue for their 
work and contributions!

We’d love to hear from you and get your 
feedback – in the meantime, enjoy the read!
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It was a career turning 
point. I was 24 years old, 
and had just come off a 
stint as an executive pilot 

for a U.S. Senate campaign. 
Now here were two job 
offers. One was co-pilot on 
a commuter airline in the 
Midwest, flying Cessna 402’s 
(the plane made famous in 
the TV sitcom “Wings.”) A 
perfect stepping stone to my 
dream job: being an airline 
pilot for United. The other 
was kind of weird. A family 
friend had just gotten into 
the diamond business, selling 
diamonds to investors of all 
things. And he wanted me to 
join him. Diamonds? I knew 
nothing about diamonds. I 
had no interest in diamonds.

But it did sound kind of 
intriguing. I went to the 
library (we still had libraries 
then) and asked for a book 
about diamonds. The 
librarian handed me “The 
Diamond Magnates” by Brian 
Roberts. Stopping for lunch 

at Denny’s I began reading 
and wasn’t impressed. It 
was boring stuff about Cecil 
Rhodes and some place called 
Kimberley. I was already day-
dreaming about that Cessna. 
Then a pretty young waitress 
came over to take my order. 
She saw the book on the 
counter…and my entire life 
changed.

“Oh, diamonds!” she purred 
coquettishly, flashing her 
promise-filled eyes at me. 
“I just love diamonds.” At 
the time I was between 
girlfriends, as they say, and 
nothing was on the horizon 
in that department. Yet here 
was a gorgeous young thing 
almost throwing herself at me 
because of the cover on my 
book.

It was an epiphany. Flying 
airplanes might be fun. But 
diamonds attracted girls. 
Was I shallow and insecure 
enough to make a career 
decision based on a chance 

encounter with a Denny’s 
waitress? Of course I was.

I went to New York and took 
the one week GIA diamond 
grading class, where the guy 
sitting next to me was Saul 
Goldberg. Hearing my career 
plans, he thought I should 
speak to his dad, which I did. 
New York Diamond Dealer 
Club president William 
Goldberg explained to me 
that diamonds were a bad 
investment because you could 
buy them easily enough, but 
you’d face a big drop in price 
when trying to sell them. 

Why? Because there was no 
good, two-way market for 
diamonds. Well, if that were 
true, I reasoned, someone 
needed to create one. I turned 
down the job offer with the 
family friend, moved to New 
York, and founded Polygon 
in 1975. It took awhile to 
get it going, but that’s how it 
started. 

I never saw the Denny’s 
waitress again, but I did meet 
my future wife in Manhattan, 
so that part all turned out for 
the best.

What I learned about airplanes, 
diamonds, and relationships
By Jacques Voorhees

Millennials don’t care about diamonds? 
Really? Do they care about experiences? 
About love? About relationships? Let’s 

remind them what diamonds can do in that 
department. It’s a lesson I once had to learn 
myself.  And now we’re using that lesson to 

help make diamond sales fun again.
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Jump ahead 40 years and 
we see this headline in 
JCK: “700 Jewelers Call It 
Quits.”  Industry experts 
point to plenty of reasons, 
most involving variations on 
the theme of plummeting 
diamond profits. And we 
all know the reason for 
that: standardised GIA 
grading standards, leading to 
commoditisation, and price-
shopping enabled by various 
Internet technologies such 
as Polygon, and the etailers 
it spawned such as Blue Nile. 
And one more thing: Today’s 
generation just isn’t all that 
into diamonds. What’s that 
twenty-something looking 
for: a silly rock that just sits 
there and sparkles, or an 
iPhone 6+ that can access all 
knowledge and entertainment 
options on the planet?

Seems to me today’s shopper 
needs to be reminded of 
something. iPhones may be 
cool, but diamonds can get 
you girls.  A diamond isn’t 
a rock that sparkles. It’s a 
symbol of the most important 
thing in one’s life: the love 
between two people, the 
relationship, the family that 

often comes from it. How 
does an iPhone, or even a 
Cessna, compete with that? 
Perhaps Kay Jewelers says it 
best: Every Kiss Begins With 
Kay™. Well, certainly not 
every kiss, but their point is 
well taken.

Now let me turn commercial. 
Grasping the romance 
of diamonds back at that 
Denny’s restaurant ultimately 
led to the launching of 
Polygon. Being reminded of 
the importance of romance 
and relationships, and how 
they underpin the diamond 
industry, recently led Bill 
Boyajian and me (former 
GIA president and the 
Polygon founder, arguably 
two of the most culpable 
diamond commoditisation 
villains on the planet) to 
create something new in the 
industry: The Museum of 
Named Diamonds.   

But the Museum isn’t really 
about named diamonds at 
all. It’s about the romance 
of diamonds, about the 
relationships they symbolise. 
We say “every diamond has 
a story,” and the purpose of 

the Museum is to collect, 
preserve, and create a 
platform for sharing those 
stories. Here’s one of my 
favourites, about the diamond 
named The Sea Otter:

Not everyone knows this 
about sea otters, but they 
sleep on their backs on the 
water, and the male and 
female hold hands so they 
don’t get separated during the 
night. My husband and I do 
the same thing when we fall 
asleep. We don’t want to get 
separated either. That’s why 
we named my diamond The 
Sea Otter.   

How cool is that? A 
consumer’s diamond 
reflecting something special 
about her relationship? That’s 
what the Museum does: 
collect these stories. And 
by doing so, we help retail 
jewellers bring romance back 
into the diamond business. 
The Museum enables jewellers 
to “change the conversation” 
away from merely the 4 C’s 
and commodity prices, and 

back to a diamond’s real 
meaning. As Bill says: “As an 
industry, we need to focus 
as much on the story behind 
the diamond, as the numbers 
behind the diamond.”    

Now, the Museum of Named 
Diamonds was invited to 
be part of the Intervision 
exhibit at the Luxury by JCK 
Show this year in Las Vegas. 
Intervision is highlighting 
new products, technologies, 
and marketing concepts that 
promise to give retail jewellers 
the tools they need for the 
21st century. We’re thrilled 
the Museum of Named 
Diamonds was selected as one 
of these.   

Millennials don’t care about 
diamonds? Really? Do they 
care about experiences? About 
love? About relationships? 
Let’s remind them what 
diamonds can do in that 
department. It’s a lesson I 
once had to learn myself.  
And now we’re using that 
lesson to help make diamond 
sales fun again.
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