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PAID ADVERTISEMENT

HOW TO BUY A DIAMOND ENGAGEMENT RING
WITH CONFIDENCE AND KNOWLEDGE

By John Taviin
President
Nebraska Diamond

For the average consumer, buying a dia-
mond can be one of the most confusing and
imaginable. The con-

frustrating experiences
sumer is often confronted with a barrage of con-

flicting claims from various jewelers intent on
selling their product. If the consumer is not
amed with adequate product knowledge, they
stand lithe chance for success in the jewelry

of gem stones in this couniry. The GIA is consid-
ered by the diamond indusiry to be the final and
most authoritative word on diamond grading stan-
dards in the United States and its diamond grad-
ing system is, by far, the dominant grading sys-
tem used by diamond cutting firms and jewelry
manufacturers in this country today.

Knowiedge of the GIA diamond grading sys-
tem is a prerequisite for informed buying of dia-
monds, and knowledge of that system without
an actual “hands on” demonstration is virtually
impossible. The chart shows a
total of 240 separate and distinct combinations
of GIA grades and there is a separate and dis-
mmmmmmmmm

a standard of
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whatever level is necessary to make the sale,
believing that the customer will not be able to
identify the deception. A diamond which is
assigned a GIA grade by one of these jewelers:
inferior to a diamond

we've been doing it for over fifieen years. You do
not get the Nebraska Diamond consumer educa-
ﬂonmmmwwu'mm

THE RELATIONSHIP OF COLOR,
CLARITY, CUT AND CARAT WEIGHT
Color, clarity, cut and carat weight all have -

- *Fire’.

bersome piece of equipment and is less flexible
than the loupe for examination of diamonds. For
these reasons, among others, the loupe is by far

ty, cut and carat weight, clarity is the second
most observable characteristic and has the sec-

characteristic
mmwmmnaqmmm
point and, hence, cut generally caries less
value

Carat weight refers to the weight of the dia-
mond and not to its size. This is an important
the same can appear drastically different in size
and this may result in drastically different values
even if color and clarity are the same in both
gems. Sometimes customers forget that size is
a dimensional linear measurement expressed in
miliimeters. The term “Caraf” is only a weight
measurement. One carat is equal to 1/5 gram. If
a diamond is cut with its weight concentrated in
its depth, a proportion called the “heavy make”,
it will appear much smaller than a diamond of
the exact same carat weight cut with its weight
concentrated in its width. The difference in value
between these two diamonds can be substan-
tial, often exceeding 40%. At Nebraska Diamond
we avoid the “heavy make”, but we have
observed that the “heavy make” is very preva-
lent in today's diamond market. Therefore, it is

important that the consumer know
how to recognize the *heavy make”. As dis-

vantage when it comes to recognizing the
;mmwmmr&umnm

CUT: THE MISUNDERSTOOD “C”
Among the 4 “C's” (Color, Clarity, Cut and

Carat the of diamond propor-
tioning (Cut) is easily the most _
The GIA has proportion analysis into

stitutes the “best” cut. This is because the main
factors affected by cut (dispersion and brilliance)
cannot all be maximized in the same gem.
"Dlspemm is sometimes referred to as
means the ability of the dia-
-mond to break down light into the speciral colors
(blues, reds, yellows, etc.).
Wmnmmdmm
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GIA Carat _
Color Clarity Weight -
COLORLESS Fumm|: 1 ct.= 90 to 110 pts.
e - i 7/8 ct. = 80 to 89 pts.
;e VERY| v 3/4 ct. = 70 to 79 pts.
COLORLESS | B : 5/8 ct. = 56 10 69 pts.
VWSi-2 1/2 ct. = 45 to 55 pts.
Folpis BEENRRCTION 7/16 ct. = 40 to 44 pts.
et m\'mml 3/8u.=§w39m
VERY 1/3 ct. = 29 to 35 pts.
(GHT{E MPERFECTONIVSE! 1M ct=23 1028 pta
e 1/5 ct. = 18 to 22 pts.
P 1/6 ct = 15 017 pon
0 see 1/8ct. =12 t0 14 pts.
i 7 1/10ct.= 9 to 11 pts.
v IMPERFECT |12 1 Exact Carat = 100 Points
FANCY 3
YELLOW I_

GIA DIAMOND COLOR AND CLARITY TERMINOLOGY/

impossible to see with the naked eye.

As discussed above, one area in which cut
makes a big difference in the value of a diamond
concems the “heavy make®. The term “heavy
make” refers to a diamond that has a dispropor-
tionate share of its total carat weight concentrat-
ed 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 carat diamond cut to prop-

Because they face up so much

worth less, it costs the jeweler less, so they can
seltit for less. When the jeweler fails to tell the
customer that they are showing a “heavy make”,
and fails to explain that the "heavy make” is
priced lower because it is worth less, the effect
thinking that they.

assist the consumer in spotting them and avoid-

ing them when shopping for fine jeweiry.
Deceptive trade practices in the jewelry
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: ., poor bet, Our expenents with consumers con-

sold the article for the price they always intended
1o sell it for. There is no bargain because the arti-
cle really wasn't marked down at all, so the con-
sumer actually paid full price. The fake “sale”
scheme is also employed in unadvertised
“sales”. In the unadvertised fake “sale” the con-
sumer walks into the store and observes a ficti-
tious “marked” price on the article and the sales-
person simplytells the consumer that the article
bm'ﬂh'mwh'sﬂe'brubeng
publicly advertised, and then offers the article to

to figure out what is going.on. We think that is a

vinces us that they are inteliigent people who are
entitied to be treated with honesty and respect.

“sale” information to Nebraska Diamond.

- Compare their so called “sale” prices to our regu-
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The jeweiry industry customarily employs
several subtle techniques in an attempt to con-
vince the consumer that the quality, q.mﬁtyor
description of the article being
mwwmm\m:hbmm
ered, We think that these techniques are decep-
tive and improper and that consumers should be

of jeweiry, This usually takes the form of chande-
and fluorescent, plus

Wmmwu—
enhance the appearance, dispersion,

scintillation and brilliance in diamonds and, fur-

ther, they make it impossibig fo accurately deter-

_ mine the GIA color and clarity grade. In other

Nebraska Diamond. At Nebraska Diamond we
sall quality jewelry, and we adhere to the philos-
ophy that when you sell quality jewelry you don't
need deceptive lighting conditions. i

THE CONSUMER'S RIGHT TO KNOW
acquire product knowledge is to enable him or

+ her to separate “fact" from “sales pitch”. Your

right as a consumer 10 know the facts is
uw and should include nothing less

the following:
i You have the right to demand that the jew-

they fully disciose that grade to you and that
they show you how the grade was determined.
Never purchase a diamond without such a dis-
closure.

2. You have the right to examine your dia-
mond loose before making your purchase. You

its carat weight or
determine that it is not chipped if it is already set
into a ring. Never purchase a diamond that you
have not examined loose.
3. You have the right to examine your dia-
mond under the lighting conditions used for lab-
mmdmmamm

fiuorescent lighting, presented
ﬂamWhammMm
trolled environment undiluted and uncontaminat-

ed by other light sources. Never purchase a dia-
mond that you have not examined under such
conditions,

4. You have the right to examine the color of
your diamond in a white color grading trough
and to examine the clarity of your diamond
under a loupe or microscope, and you have the
right to expect the jewsler to point out exactly
what you shouid see. Never purchase a dia-
mond that you have not examined in this man-
ner.

5. You have the right to have your
weighed in your presence on an electronic ¢
mond scale to verify its claimed carat weight.
Never buy a diamond that you have not
observed in this manner.

6. You have the right to ask any questions
pertinent to your purchase and you have the
right to éxpect a courteous, informed, accurale
and complete answer. Never purchase anything
from a jeweler who shows disrespect for your
right as a consumer to know.

A FINAL WORD

At Nebraska Diamond we've built our reputa-
tion on unhurried service, fremendous
selection, superb and unbeatable vaiue.
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