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They reflect powerful values of love and 

commitment, and have contributed  

significantly to scientific and economic 

progress—from their use in industrial manufac-

turing and construction, to the development of  

intricate surgical instruments. 

Today, an estimated 10 million people globally 

are directly or indirectly supported by the diamond 

industry, many in developing economies such as 

Botswana and India. An estimated 5 million people 

globally have access to appropriate healthcare 

thanks to revenues from diamonds. Debswana, a 

mining company in Botswana, recently became 

the first mining company in the world to extend 

free anti-retroviral treatment to HIV positive 

employees, their life partners, their children, and 

former employees for life. Diamond revenues 

enable every child in Botswana to receive free 

education up to age 13. In Namibia, the 

diamond mining industry is the largest 

employer after the government. 

In spite of the contribution diamonds 

continue to make to the wellbeing of 

millions, their high value makes them 

vulnerable to theft and abuse. This was 

highlighted in the 1990s when rebel 

organizations in Angola, the Democratic Republic 

of Congo and Sierra Leone expropriated diamonds 

and used the revenues to perpetrate civil war and 

carry out atrocities against innocent civilians.

Having been made aware of the urgency to act 

by two non-governmental organizations, (Global 

Witness and Partnership Africa Canada), the 

diamond industry acted swiftly to co-operate with 

NGOs, governments and the United Nations. It 

established the World Diamond Council, represent-

ing the entire industry from mining to retail. The 

World Diamond Council contributed significantly 

to the development of the UN mandated Kimberley 

Process Certification Scheme, which ensures that 

today more than 99 percent of diamonds are from 

conflict-free sources. Still, one diamond traded 

for conflict is one too many and that is why we 

continue to work, together with NGOs, govern-

ments and the UN, to eradicate this illegal trade 

entirely. There are now 74 governments that are 

members of the Kimberley Process.

The World Diamond Council encourages readers 

to challenge their jeweler to provide assurance that 

the diamonds in their jewelry have been purchased 

from reliable sources. For more information, please 

visit our website www.diamondfacts.org.

A Unique Gift from Nature
Diamonds are both the most 
magical and versatile of  
Nature’s creations, and have 
fascinated mankind for over 
four thousand years. 

By: ELI IzHAKOFF, CHAIRmAN AND CEO, WORLD DIAmOND COUNCIL

...10 million people  
globally are directly or  
indirectly supported by 
the diamond industry...
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“In difficult times, diamonds 

take on even greater significance 

in the eye of the beholder,” main-

tains Gareth Penny, De Beers 

Group managing director. “In 

a recent survey by advertising 

agency JWT, half of women inter-

viewed felt that given these eco-

nomic times, the gift of diamond 

jewelry would be more meaning-

ful than ever.” No surprises then 

that Penny believes the new De 

Beers Everlon Diamond Knot col-

lection symbolizing the ties of 

love is utterly timely.

With the help of 15,000 peo-

ple in more than 20 countries, 

De Beers produces and markets 

approximately 40 percent of 

the world’s supply of rough dia-

monds from its directly-owned 

and joint venture mining opera-

tions across Botswana, Namibia, 

South Africa and Canada. 

Forced to take aggressive ac-

tion to reduce costs and produc-

tion significantly early this year, 

De Beers has been working on a 

47 percent reduction in operating 

costs and a permanent 10 per-

cent reduction of its workforce.

“Rough diamond prices have 

historically shown strong and 

rapid increases immediately fol-

lowing recession, so there is an 

upside on our forecasts” says 

Penny. “Demand for diamonds 

has been consistently increasing 

for many years, and this is ex-

pected to continue – particularly 

as more high net worth individu-

als emerge in the markets.”

“Once considered an oddity 

of nature, colored diamonds are 

now appreciated as nature’s mir-

acles,” says Natacha Langerman, 

general manager of Langerman, 

the company founded by her fa-

ther Arthur, and the largest online 

supplier of colored diamonds.

After the Second World War, 

with his family having lost all 

their wealth, Antwerp-based Ar-

thur Langerman abandoned his 

studies and started work in the 

diamond industry. He founded 

the company which is today the 

go-to address for natural colored 

diamonds. Langerman supplies 

jewelers, diamond dealers and 

the public.

“Price is determined by de-

mand, not rarity. The diamonds in 

the most demand are red, green, 

blue and orange,” says Natacha, 

who joined the business after a 

career in book publishing. “A co-

gnac or a gray two carat diamond 

is as rare, if not more, than a pink 

or blue diamond of the same size. 

A five carat chocolate diamond 

is extremely rare but cheaper 

because it is in less demand. But 

colors that are not appreciated 

today can become the hot item of 

tomorrow,” she says.

“Colored diamonds are a 

worthwhile investment due to 

increased rarity,” maintains Nata-

cha. “There are hardly any blues, 

the production of pinks from the 

Argyle mine has diminished and 

new mines in Canada and Russia 

have almost no color diamonds.”

GARETH PENNy
managing Director 
De Beers Group

LANGERmAN FAmILy
Langerman Diamond

“Given the current competi-

tive and recessionary mood, now 

is an excellent time to buy dia-

monds,” advises Jerry Ehrenwald, 

president and CEO of the Inter-

national Gemological Institute, 

an appraisal body for diamond 

quality and a 30 year old school of 

gemology. “Diamonds won’t be 

this cheap in the next three years 

or so. Despite the hiccups, dia-

monds have historically gained 

value over time.” 

Diamonds accompanied by 

an IGI certificate attesting to 

their quality, qualify for a 7.5 to 

12.5 percent lower insurance 

premium. “Our laser inscription 

service allows us to put a dia-

mond identification number on 

a diamond’s girdle. All our re-

ports can be verified online with 

a unique report number. We al-

ways decide on the final grade 

based on the concurring opin-

ions of three diamond graders,” 

says Ehrenwald. IGI certificates 

grade diamonds on the classic 

four Cs – cut, color, clarity and 

carat weight. “Some laboratories 

have added more grades but we 

believe that only benefits the 

manufacturer, not the public.”

Founded in 1975, the IGI’s dia-

mond grading laboratories now 

span New york, Los Angeles, To-

ronto, Antwerp, Thailand, Japan, 

Hong Kong, Dubai and India. In 

order to ensure public trust, the 

IGI is audited by the Internal Ser-

vices Organization.

JERRy EHRENWALD
President and CEO  
International Gemological  
Institute

Experts in Brilliance

“Our clients are generally dia-

mond and jewelry connoisseurs,” 

explains Steinmetz marketing 

director Lior Levin. Founded six 

decades ago by Rubin Steinmetz, 

the Steinmetz brand has since 

become associated with the epit-

ome of glamour and excellence. 

Whether it’s a temporary exhibi-

tion of the world’s largest and 

rarest diamonds at Washington’s 

Smithsonian Institute, or glitter-

ing VIP parties at Bangkok’s Tem-

ple of Dawn, Steinmetz attracts 

the most discerning clientele. 

Levin believes Steinmetz’s ex-

tensive list of charitable projects 

is more important to the com-

pany than ever. It includes the Po-

nahalo Diamonds Auction where 

proceeds went to the Diamond 

Empowerment Fund and a dona-

tion to LEPRA which treats those 

affected by leprosy.

Specializing in mining, cutting, 

manufacturing, distributing, mar-

keting and retailing diamonds, 

Steinmetz was the first diamond 

company to have factories in 

South Africa, Namibia and Bo-

tswana and the first foreign dia-

mond company to set up office in 

India, the world’s largest cutting 

center. Its New york-based facil-

ity designs and creates large rare 

diamonds. Steinmetz produced 

the De Beers millennium Star, a 

203 carat D color internally flaw-

less pear shaped diamond and 

the Steinmetz Pink, a flawless 

59.6 carat, fancy vivid pink, oval 

cut diamond. 

LIOR LEVIN
marketing Director
Steinmetz 
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ON THE SURFACE IT’S A SCHOOL, BUT DEEP 
DOWN WE’RE UNEARTHING TOMORROW’S 
DIAMONDS.
The Refilwe Primary School project brings together the efforts of De Beers and the South African 
Department of Education in ensuring every dream gets a chance to grow. And this is just one of 
more than 150 Social Investment projects in South Africa where De Beers helps to bring hope and 
change lives. 
De Beers. Always looking forward. Always giving back.

56378 De Beers Green Apple WashPost 7x2in.indd   1 2009/09/29   4:27 PM

Dreams  
of Africa

One American jeweler determined 

to address Africa’s continued suffering 

has introduced a conflict-free diamond  

pendant. Debi Wexler, CEO of one of  

the largest online diamond retailers, 

Whiteflash.com, is dedicating all proceeds 

from her $4,400 conflict-free Diamonds 

of Africa diamond pendant to supporting  

children who have suffered under blood 

diamond conflicts and to creating  

awareness to combat illicit diamond trade. 

“Africa is earth’s most vivid mosaic of 

cultural and natural beauty. But for all her 

richness and life, this beautiful portrait is 

stained where unrest brings hunger and 

suffering to her children,” says Wexler, 

who holds these issues close to her heart. 

“The Dreams of Africa pendant’s sparkling 

conflict-free diamonds symbolize inno-

cence and its bold sapphires symbolize  

truth. The beautiful center stone  

represents mother Africa and is White-

flash’s branded diamond ‘A Cut Above’ ™.  

This is the most visually balanced  

diamond in the world ™. 

World Centers of Compassion for 

Children International, WCCCI, works  

to establish an initial learning center,  

headquartered in Italy, which will  

provide scholarships for children from  

Sierra Leone and other locations across 

Africa, and to instill values of peace and 

understanding during these children’s 

early education. Italy’s government do-

nated the land where the center is located.

news in Brief

Diamond companies are talking about 

more than just carats and colors 

these days. As consumers demand 

more added value than ever, the industry  

is drawing attention to its commitment 

to improving the lives of the people who  

create diamonds and its broader philan-

thropic initiatives. 

In Botswana, approximately 25 percent of 

the labor force is linked to diamonds, accord-

ing to the World Diamond Council.  many Af-

rican countries do not have sufficient tax rev-

enues to pay for public education. Botswana, 

with the help of diamond revenues, is one of 

the exceptions.   In 2006, the Botswanan Presi-

dent said this: “Revenue from diamonds has 

enabled the government to fund virtually 100 

percent of basic education, provide virtually 

free health care, build the infrastructure that 

has supported our economic activity, and to 

fund 80 percent of the anti-retroviral drugs 

that have given hope to our fellow citizens 

living with HIV/AIDS.” 

The Steinmetz Diamond Factory opened in 

2008 employs 300 people and children of em-

ployees benefit from the Steinmetz Children’s 

Fund education scheme. A $7 million welfare 

program for workers is planned. Laurence 

Graff is now setting up the Graff Leadership 

Center in Lesotho in memory of his mother. 

The center will be a hostel for 50 girls and run 

literacy and pre-employment programs for 

youths and orphans.

De Beers Group chairman, Nicky Oppen-

heimer says his company’s extensive ethical  

and environmental initiatives, from joint 

ventures with the Botswanan and Namibian  

governments to contributions to local health 

and education, are about good business 

sense and enlightened self-interest. “Our 

ability to train and hire local citizens, provide 

proactive healthcare, and preserve our work-

ing environment, contributes to a sustainable 

and prosperous state, which in turn, protects 

and maximises our sizable investment,” says 

Oppenheimer. 

The Rapaport Diamond Group is com-

mitted to creating Fair Trade and Fair made 

diamond, gem and jewelry products and 

markets. It supports fair trade standards 

for diggers and co-operatives that produce  

artisanal diamonds to enable them to achieve 

economic self-sufficiency. It also donates at 

least 10 percent of profits to charity annually 

and initiates programs to alleviate poverty in 

Africa and elsewhere.

meanwhile, luxury jewelers are committed  

to ethical practice and philanthropy, from 

Tiffany serving as a founding signatory to 

the No Dirty Gold Campaign and refusing 

to sell coral or rubies, to Leviev’s donations 

to the Los Angeles Children’s Hospital, and 

Steinmetz donating a Formula One diamond 

encrusted helmet for an auction in aid of  

London’s Great Ormond Street hospital. Over 

the last three years, Cartier has donated $4.5 

million to 24 charities from sales of its Love 

charity bracelet. Next month, 18 Bulgari jew-

els and timepieces, crafted for the company’s 

150th anniversary go on the block at Christie’s  

New york, with a reassuring 100 percent of 

proceeds going to Save the Children. 

Responsible Giving
Against the backdrop of a fal-
tering economy, the diamond 
industry’s corporate social 
responsibility credentials are 
timelier than ever.
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Over the course of the last 25 years, 

the demand for colored diamonds, 

overlooked for the two centuries 

prior, has soared.

“Today, colored diamonds are more popular  

than they have ever been and compared to 

several decades ago, prices have sky-rock-

eted,” says Peter Schneirla, Tiffany & Co’s chief 

gemologist and former head of education at 

the Gemological Institute of America. 

The value of diamonds is linked to rarity 

and demand. yellow diamonds are the most 

commonly found of all colored diamonds 

while blue diamonds are the rarest. In may 

a 7.03 carat rare fancy vivid blue diamond 

stone, sold at Sotheby’s Geneva for $9,488,754,  

the highest price at auction per carat for any 

gemstone sold at auction. 

“I can list all the available blue diamonds 

in the world on the tip of my tongue because 

they’re so scarce,” says Schneirla.

One of the blue diamonds that won’t  

appear on Schneirla’s shortlist of available 

stones is the 45.52 carat Hope Diamond 

housed at Washington’s Smithsonian museum.  

more than 5 million people peer into its  

enclosure annually. Next spring it will be  

displayed in a temporary setting, voted for  

in an online contest to celebrate the 50th  

anniversary of the donation of this eye- 

popping treasure to the Smithsonian by  

jewelers Harry Winston. 

Demand for colored diamond jewelry is 

strong. Currently at Tiffany, the most popular 

examples come in the form of delicate rings. 

With price tags ranging from $275,000 to 

$2.6 million, they might be amongst the most  

expensive items on offer.

De Grisogono routinely uses brown and 

champagne diamonds. Roberto Coin’s Roi  

Soleil Collection uses varying shades of brown 

diamonds from champagne to cognac, while 

his Capri Plus range combines browns and 

whites complement various colors of gold. 

Pink diamonds are becoming more popular 

with Americans, according to pink diamond 

jewelry specialist John Calleija. John Calleija is 

one of 100 jewelers invited to submit sealed 

bids for the rarest pinks and reds from Austra-

lia’s Argyle mine annually. “One client recently 

bought a red diamond for his wife for their 

20th anniversary. She wears the multimillion 

dollar ring while riding the tractor on their 

farm,” he smiles. 

Last year, a couple asked legendary jeweler 

Laurence Graff to find them a special pink 

heart-shaped diamond. It was for their three 

month old baby. 

Elsewhere, Antwerp-based Langerman  

recently re-launched the website for the 

world’s largest online shop for colored  

diamonds. Alongside its selection of 1200 rare 

colored diamonds, rough and polished stones 

and its award-winning Natural Color Diamond 

Encyclopedia, the new Langerman Selection 

Poster features a new, easy to understand 

selection of 156 diamonds of different colors 

and shapes, with accurate representations of 

the colors of the diamonds.

Colored diamonds epitomize a classic  

appeal. They encapsulate the greatest value 

in the smallest space. Alisa moussaieff, one of 

the world’s most confident buyers of precious 

stones, believes the rarest colored diamonds 

will continue to appreciate in value.

One to watch is The Vivid Pink, going on the 

block at Christie’s Hong Kong on December 

1st—it’s the largest Fancy Vivid Pink Poten-

tially Flawless diamond to ever be offered for 

sale at auction.

“In my entire career, I’ve never seen a drop 

in prices for the rarest colored diamonds. In 

times of political upheaval and economic  

uncertainty these diamonds have historically 

appreciated in value,” says moussaieff.

A Call for the Exceptional

As the world leader in colored diamonds, 

Langerman boasts an online repertoire  

of 1200 rare rough and polished natural  

colored diamonds, of all sizes, shapes,  

qualities and prices.

 Langerman’s authority on natural  

colored diamonds is unrivalled. Its website, 

www.langerman-diamonds.com, features a 

Natural Color Diamond Encyclopedia, which 

has become the global reference for color 

diamonds, having won awards from USA 

Today and mSN Canada, amongst others. 

 The company, whose main clients are  

American, also recently consulted on the 

newest edition of the authoritative book, 

Diamonds, by marijan Dundek. “We want 

to open people up to the magnificent yet  

secret world of natural color diamonds,” says 

Natacha Langerman, General manager.

The Langerman website caters to both  

the industry and the public. In addition to the 

1200 diamonds displayed online, Langerman 

has a much larger inventory which is not  

online, that can satisfy even the most  

demanding requests. It is the only site of its 

type to offer rough colored diamonds and 

small color diamonds for use in pavé settings.

The very first goal of the company is  

customer service: “Our skilled team deals  

directly by phone and email with our clients 

until they find the exact diamonds of their 

dreams,” says Natacha Langerman.

“Only one in every 10,000 diamonds is  

colored. That’s why colored diamonds are  

the rarest stone in the world. Once it is sold, 

you can’t replace it. But with 300 varieties 

of colors, our colored diamonds can satisfy 

every taste.”

Langerman-diamonds.com: World leader in colored diamonds

Colored diamonds are now more popular than ever and at  
the very highest levels have proved a reliable alternative  
investment, says Claire Adler.
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Love…naturally

Launched four years ago at Bergdorf 

Goodman, Diamond in the Rough has 

emerged as the design pioneer and  

industry leader in natural, one-of-a-kind, 

unpolished diamond jewelry. Showcasing 

the natural beauty of rough diamonds 

within distinctive modern settings, every 

handcrafted Diamond in the Rough jewel 

is as precious and unique as the woman 

who wears it. 

Diamond in the Rough founder Daniel 

Eskapa and president & creative director 

Anjanette Clisura, personally select each 

conflict-free stone, ensuring unparalleled 

quality. Admirers include Hilary Swank, 

Julianne moore, Kate Hudson and Alicia 

Keys, among others.

Now introducing a bridal collection 

encompassing champagne, rose, cognac, 

and white rough diamonds, Diamond 

in the Rough draws upon the rich inter-

twined history of diamonds and romantic 

love. In the 15th Century, rough diamonds 

symbolized the unification of two souls in 

marriage. Today, Diamond in the Rough 

takes bridal rings beyond a promise,  

rendering them wearable works-of-art 

and the ultimate expression of love—

naturally. 

“This collection is about personal 

expression—both for the woman wear-

ing a Diamond in the Rough engagement 

ring and the man presenting it to her. I am 

excited to offer a bridal collection that 

connects to couples on a different level,” 

says Anjanette Clisura.

Diamond in the Rough is available 

at Neiman marcus, Bergdorf Goodman, 

moussaieff (UK) and select fine retailers.  

www.diamondintherough.com  

Tel: 877.997.6844

diamond in  
The Rough

It all started in 1477 when Archduke  

maximilian of Austria handed mary of  

Burgundy a diamond set gold ring and 

asked her to marry him. Soon royalty and all 

who could afford to adopted the tradition of  

offering a diamond as a symbol of everlasting 

love and commitment. 

The tradition of putting the ring on the 

left-hand ring finger is thought to have been 

popularized by the Egyptians who believed 

this finger contains the blood vessels directly 

connected to the heart.

For over five centuries, men have given 

women diamonds in an effort to take their  

relationship to a whole new level. Despite the 

economy, jewelers report the engagement 

and bridal markets are still proving to be laden 

with gold.   

A Question Answered

Interest in rough diamonds is picking 

up pace. Some of the most imaginative 

jewelry of the moment is punctuated with 

rocks or slithers of rough stones that most 

people wouldn’t even recognize as diamonds. 

To some, therein lies the beauty. Rough  

diamonds are discreet, raw, close to the earth 

and they speak of a journey.

Working with rough diamonds is far from 

new. “Revered as the crowning jewels of 

royalty, rough diamonds have been worn in 

their untouched state by maharajahs, kings 

and emperors for over 2100 years,” says high 

octane jeweler Alisa moussaieff.

Diamond in the Rough, formed in 2003, 

offers a gamut of multi-coloured rough 

diamond jewelry. Architect Frank Gehry is 

now pioneering the use of rough diamonds 

for Tiffany in his Torn Paper jewelry collection, 

and Pippa Small, the former Gucci and Chloe 

jewelry designer with boutiques in Los Ange-

les and London, also uses rough diamonds 

prominently in her work.

Rough diamonds are always cheaper 

than their polished counterparts. But now 

that they are being appreciated for their 

character, mystery and authenticity, the 

price of rough or included stones has soared, 

according to moussaieff.

The Rough Allure
Jewelry incorporating slices  
of unpolished stone and  
diamonds in the rough are 
setting a new aesthetic.

Whiteflash.com
www.whiteflash.com 

Bensons Jewelers
www.bensonsdc.com

Boone & Sons Jewelers
www.booneandsons.com

Everlon Diamond Knot Collection Ring
www.helzberg.com
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Many fine jewelers have long be-

lieved that jewelry needed to be 

touched and felt before it was 

bought. But the advent of Blue Nile, the online  

jeweler that simplified buying an engage-

ment ring online; Net a Porter, a site that ren-

dered buying luxury fashion and accessories  

online a fashion statement in itself; and 

Whiteflash, now one of America’s largest  

online diamond retailers, have helped 

changed that outlook somewhat. 

Harry Winston’s updated website went live 

last month. Selected pieces are available to 

purchase online. It also offers access to ex-

perts on choosing rings, a behind the scenes 

look at handcrafting an engagement ring 

and includes a new ring created specifically 

for the website. 

“With its Blue Book in 1857, Tiffany pub-

lished the world’s first mail order catalogue,” 

says Peter Schneirla, Tiffany’s chief gemolo-

gist, which sells items online ranging from 

vases to baby gifts online. 

De Beers now views its website as a re-

search tool, an online shop and a point of sale 

for remote customers. Last year, Parisian jew-

eler Boucheron, which has one US store in San 

Francisco, began selling collections online 

across America. Designer Stephen Webster, 

one of Neiman marcus’s top selling jewelers 

currently experiencing 20 percent growth, is 

upbeat about online sales. “Our SW collection 

has been hugely popular with fashion web-

sites which are pitching higher price points 

by introducing fine jewelry as must-have 

items alongside fashion.” 

While luxury jewelers have held back, be-

lieving consumers want them to replicate the 

store experience online, nothing could be 

further from the truth, according to milton 

Pedraza, CEO of the New york-based Luxury 

Institute. “Luxury consumers want relevant 

content, great products, easy navigation, 

fast transactions and quick delivery,” he says, 

though he admits: “In the downturn, it’s hard 

to discern if it makes a difference to consum-

ers in terms of discreet buying and in some 

cases, better pricing.” 

Notably, jewelers including Van Cleef & 

Arpels and montblanc prefer using the in-

ternet solely to 

encourage 

familiarity 

with their 

brand.  

High jewelers are introducing elabo-

rate new pieces this winter designed 

to inspire and impress. Despite much 

talk of doom of gloom this year, the show 

is still very much on in the world of high  

jewelry. Tiffany has reported increased  

demand for its more conservative, clean lined 

designs, including its new Bezet diamond ring 

collection, while Graff reports steady requests 

for classic investment pieces in yellow and 

white diamonds, especially for engagement 

rings. But some designers are free-styling as 

if there’s no tomorrow. 

Cartier recently unveiled 70 one-of- 

a-kind pieces in its largest collection to date,  

Secretes et merveilles, incorporating the 

greatest number of diamonds ever marshaled 

in the service of one collection. Dior’s creative 

director Victoire de Castellane, known for her 

fluorescent colored enamel jewels sprinkled 

with diamond dust and presented art-instal-

lation style, has recently brought forth 10 sets 

of King pendants and Queen rings. Borrowing 

from the Baroque tradition of the Vanities that 

alludes to the passing of time, each regent 

is a miniature carved stone skull decorated 

with diamond regalia. Alongside the De Beers  

Enchanted Lotus collection, the new Everlon 

designs are inspired by the enduring strength 

of a knot. “In times when more valuable jewelry  

was not an option, knotted pieces of string 

have been used as wedding bands,” says a 

De Beers spokesperson. “The Everlon knot is 

a symbol that even in the toughest times, the 

strength of your love will never waver.”

moussaieff ’s new offerings include a 

necklace that swirls like snow flakes and  

is a veritable winter wonderland in the  

making. Chopard is seeing interest in its  

daringly long pearl and diamond Red Carpet 

sautoir necklaces.

“At Leviev, demand for extraordinary 

diamonds remains strong and largely  

unaffected,” says Leviev marketing director, 

Lisa Klein. “Clients are demanding more truly 

rare items and are looking at them as potential  

alternative investments.” Leviev recently 

transported a diamond jewel across two  

continents and one ocean to a luxury spa  

resort in time for a client’s wife’s birthday.

Elsewhere, contemporary jewelry designers  

at the cutting edge are setting diamonds in 

new ways. Stephen Webster is combining 

black opal with diamonds, while New zea-

land born, London based designer Jessica 

mcCormack whose clients include architect 

zaha Hadid, is launching the Hurricane pen-

dant in brass, diamonds and oxidized silver in 

tribute to trailblazer of aviation Amelia Ear-

hart, to coincide with the movie Amelia star-

ring Hilary Swank and Richard Gere. “I’d like 

to break down barriers about how diamonds 

are considered, worn and used,” says mcCor-

mack, who artfully studs antique watch keys 

and pen nibs with diamonds.

Diamonds for the Holidays
While caution sums up the mood of the moment, imagina-
tive diamond jewelry design at the highest levels this holiday  
season shows no signs of slowing down. 

Jewelers on the Web
Luxury jewelry brands have moved online with caution. Now an 
increasing number are leveraging the internet for ecommerce.
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