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marketplace.

A UNIFORM SYSTEM OF
DIAMOND GRADING
for

in this country i
Knowledge of the GIA diamond grad-
ing system is a pre-requisite for informed
buying of diamonds, and of
that system without an actual on"
accompanying chart
240 separate and distinct combinations
of GlA grades and there is a separate and
distinct price list for each grade within

each size ry. At aska Dia
mond we give ail customers a

el ion and demonstration of the GIA
diamond gra system using actual
ex , 50 the consumer can see

with his or her own eyes the characteris-

tics and appearance of the various

oradasmmu;:mipal reasons why

customers need this ial instruction

and knowledge to survive in the jewelry
are

1 my jewelers invent their own
sys

shop. The GIA system is a uniform s
tem of diamond grading and gives
consumer a ard of comparison

2. Jewelers who do represent dia-
monds to consumers in GIA terms often
“pulf” the grade up to whatever level is
necessary 1o make the sale. A diamond
wmdulsminnodsamsradebyonnol
these jewelers may y be inferior to
a diamond offered, with a seeming
GIA grade, by a jeweler who ad-
lnlhsslrlct[gmdkm slandards we

is duped into purehasin%ra low quality
diamond. In our opinion, fraudulent mis-
repe@sentation of diamond grades repre-
sents one of the most serious and wide-
spread problems in the i%ﬂ"”ﬁw
today Your only real protection as a
congumer Is to educate yoursell about
the productand demand awritten guaran-
tee. At Nebraska Diamond we will show
you how to ‘dentity the various GIA
ades by yourse!f, and we will guarantee
quﬂb& of your diamond in GIA terms
in writing. You do not get the Nebraska
guarantee at any other jewelry

slore.

THE RELATIONSHIP OF
COLOR, CLARITY, CUT

AND CARAT WEIGHT
Coler, clarity, cut and carat weight all
have an important impact on the ultmate
value of your diamond. In "Thecomlploh
Guide to Gems" (Copyright 1984,
Crown P , Inc. New York), dia-
Antoinette Leonard

atotal of.

amond. The unfortu-

monds which weigh the same canappear
drmiqalgdnﬂerem in size and this may
result in drastically different values even
if color and clanty remain constant
Sometimes consumers forget thatsize is
a dimensional measurement axgossad
in millimeters. The term “Carat” is only a
weight measurement One Caratis equal
to 1/5 gram. If a diamond is cut with its

m::umnmmmaoph.arro-
appear aslarge as adi ex

same carat weight cutwith its weight con-
centrated in its width. The difference in

value between these two diamonds can
be substantial, often exceeding 40%.

CUT: THE
MISUNDERSTOOQD “C”

and Car Rv“ ; clr:a ngtm "2:2
a
eh(’g&t} is easily the mosi
misundarstood. The GIA has subdivided

mﬂhﬂ analysis into four Classes
on lable diameter, crown angle,
pavilion depth, girdle thickness, finish
andsymmelry. Each Class contains wide
parameters for proper proportioning and,
ahererofe. provides for an infinite v:aeg
differing cutting proporiions,
ate, within each Class. The GIA propor-
tion evaluation format, thus, illustrates
what every diamond expert in this busi-
ness knows: that there are literally hun-

dreds of different diamond p ns
available which create beautitul and
highly desirable gems.

Bag{ausa there are so mgpy acoep‘:ld
tioning in diamond cut,
p?: is np;opmmmngl in the diamond
industry on t constitutes the “best”
cut. This is because the main factors af-
fected by cut (dispersion, scintillation and
brilliance) cannot all be maximized in the
same gem
“Dispersion” is sometimes refemred lo
as "Fire" Dispersion means the ability of
the diamond to break down light into the
spectral colors (blues, reds, yellows,

diamond facets.
“Brilliance” refers to the -g:z of tha
diamond to return coloriess
N Tare is o stch thing diamond
no such asa

HOW TO BUY DIAMONDS WITH
CONFIDENCE AND KNOWLEDGE
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Carat
Weight

1 ct. = 90 to 110 pts.
7/8 ct. = 80 to B9 pts.
3/4 c. = 70 to 79 pts.
5/8 ct. = 56 to 69 pts.
1/2 ct. = 45 to 55 pts.

7/16 ct. = 40 to 44 pts.
3/8 ct. = 36 to 39 pts.
1/3 ct. = 29 to 35 pts.
1/4 ct. = 23 to 28 pts.
1/5 ct. = 18 to 22 pts.
1/6 ct. = 15 to 17 pts.
1/8 ct. = 12 1o 14 pts.

1/10 ct. = 9 to 11 pts.

I Exact Carat = 100 Points

make”. The term “heavy make" refers to
a diamond that has a disproporiionate
share of its total carat weight concen-
trated in the depth of the stone. Visually,
this means that a “heavy make" diamond
actually weighing 1 carat may only face
up with the appearance and diameter of a
3/4 caral diamond cut to proper propor-
tions. Because they face up so much
smaller than they should, “heavy makes”
are worth substantiaily less than properl

proportioned diamonds. Because the

the u.sbpel of cut propery
and fairly explained to the consumer. At
Nebraska ond our customers re-
ceive all of the facts and an explanation of

every Bption.

HOW TO SPOT
DECEPTIVE TRADE
PRACTICES

Consumers should be aware of vari-
ous trade practices which are common in
the jewairy industry but which we feel are
'uequl wr = Wk By
i L atr cost
consumers incalculable s'glmstol
mnua!l_g.kmness of these trade ptac-
tices will assist the consumer in spotting
them and avoiding them when shopping
for fine jewelry

Deceptive trade practices in the jew-
elry industry tend to fall generally into two
broad categories:

1. Practices which lead the con-
sumer to believe that he is recelving a
bargain purchase when, in facl, he is not
{take "sales™). and

2. Practices which lead the con-

& mora or better than that is actu-

rl'lh:rnonlllon of the product either
omission).

The conceptof the "fake sale” is anold
one. Basicaliy, itplays on the desire of the
consumer to obtain a bargain
Hare's how the scheme works: The jew-

ally delivered (active or constructive
by act ot

J hae has
under
the scheme, sold the
article for the price tended to
sellitfor. Theie is no because the
article really wasn't down at all,
80 the consumer paid full price,
The fake “seie” ulnlfnm has rndz
epidemic our opinion,
fake "saleis the predominant tool used in

hlﬂgampeaﬁlemnmﬂodmba
treated with honesty and respect. Any-
tme you encounler a jewelry “sale”

ing any of the above descnbed
char, tics, we suggest that you
exercise extreme caution. Brirsda'oopy

tacorycursalwhy ‘Notyaska Damond

m tation rapecmz:}lmr:gn? A
en o con-
ditions desi to enhance the true ap-
ance of any gemstone or article of

o Bl pot lig R ot

, spotlights, mps,

reflector lamps, incandescent and
fluorescent, bular incandescent
case bulbs and other similar type

light sources. These light sources are
instantly recognizable by their “hot",
t" or “intense” appearance. Such

lights artificially enhance the aglpem
ance, briliance and dispersion in dia-
monds and, further, they make it impos-
sible to accurately determine the GIA
color and clarity grade. In other words,
these lights make the diamond appear
better than it is. While others may argue
that the use of this specialized lig s
merely a merchan and display
technique, we prefer to think that con-
sumers are enfitled to see exactly what

“they ar Ing. Aga pr | matier; the'
Eﬂm condiions which-ae Aon
deceptive, thal is, which present the true

corrected tubular fluorescent lighting
which simulates natural daylight Even
this light, in order to be non- tive,
musl be presented in a closed and care-
fully controlled environment, undiluted

diamond under the lighting conditions
of diamonds,

tubular fluorescent
ing which simulates natural daylight, in a
closed and carefully controlled environ-
ment undiluted uncontaminated by
other light sources. Never purchase a
diamond that you have not

under such lights.
4." You have the right to examine the
color of in a white color

your
ading tr and 1o examine the clarity
mmdimm under a loupe of micro-
, and you have the right to axpect
to point out exactly what you
see. Never purchase a diamond
you have not examined in this man-

5. You have the right to ask any
questions galﬁmmmyour chase and
you have the
in ]
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right to expect a courteous,
accurate and complete an-
swer. Never purchase anything from a
who shows disrespect for your
right as a consumer to know.

A FINAL WORD

At Nebraska Dlan‘nndmw:';laummur
reputation on superb , unsur-
passed personal service, trgnandous
selection and unbeatable prices. That's
why Nebraska Diamond totally domi-
mmmcdn'semmnentrhawﬁne
jewelry market. With each engagement
ring or wedding band we also include gurr‘

exclusive preferential discounts at 22
other area merchants on everything
needed for a perfect wedding. We believe
that earning your trust is the most impor-
tant thing we do and that trust is earned
with quality, value, service and honesty.

Our track record s foritseif: Our un-
matched reputation Is our mast ::mnuahle
w 0 -
rnentgg.r sl has THE
PLACE for ment rings and fine
jewelry. We ard 1o serving you.
©Copyright 1988 Nebraska Diamond
Company, inc.
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