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HOW TO BUY DIAMONDS WITH
CONFIDENCE AND KNOWLEDGE
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THE RELATIONSHIP Sparkie". Scintilaion refors 10 the play
COLOR, CLARITY, CU%'FAND o‘":lnqglmandasmﬂocnd off the dia-
CARAT WEIGHT “Briliance" refers 1o the ability of the dia-

Color, clarity, cut and caratweightall  mond to return colorless light to the viewer.
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Matiins and Antonio C. Bonanno, F.G.A..  mised, and since all three are of equal impor-  “regular price” or"wduedm"or ot THE CONSUMER'S
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tors that determine the value of a dia- sify one type of cut as the "best". then “special or
mond in order of their importance, we In buying a diamond it has been our ex-  “drastic reductions’ or "storewide 50% off to acquire product knowledge is to enable
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As discussed above, one area in which  techniques used to influence the customer under color corrected tubular fluorescent
microscope Is used. microscope i cut makes a big difference in the value of a 1o buy now before the “sale” ends. In fact, lighting, presented ata low heightin a closed
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