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F O R WA R D - L O O K I N G  S TAT E M E N T S

This report includes forward-looking statements. All statements other than 
statements of historical facts included in this report, including, without limitation, 
those regarding De Beers’ future expectations and/or future expectations in respect 
of the diamond industry, are forward-looking statements. By their nature, such 
forward-looking statements involve known and unknown risks, uncertainties and 
other factors which may cause the actual results, performance or achievements of 
diamond markets, or industry results, to be materially different from any future 
results, performance or achievements expressed or implied by such forward-looking 
statements. Such forward-looking statements are based on numerous assumptions 
made by De Beers in respect of the present and future business strategies and the 
wider environment of the diamond industry. Important factors that could cause 
actual results, performance or achievements to differ materially from those in the 
forward-looking statements include, among others, levels of actual production during 
any period, levels of global demand and commodity market prices, mineral resource 
exploration and development capabilities, recovery rates and other operational 
capabilities, the availability of mining and processing equipment, the ability to 
produce and transport products profitably, the impact of foreign currency exchange 
rates on market prices and operating costs, the availability of sufficient credit, the 
effects of inflation, political uncertainty and economic conditions in relevant areas  
of the world, the actions of competitors, activities by governmental authorities such  
as changes in taxation or safety, health, environmental or other types of regulation  
in the countries relevant to the diamond industry, conflicts over land and resource 
ownership rights and other such risk factors. Forward-looking statements should, 
therefore, be construed in light of such risk factors and undue reliance should not  
be placed on forward-looking statements. These forward-looking statements speak 
only as of the date of this report. De Beers expressly disclaims any obligation or 
undertaking to release publicly any updates or revisions to any forward-looking 
statement contained herein to reflect any change in De Beers’ expectations with 
regard thereto or any change in the events, conditions or circumstances on which  
any such statement is based.

D I S C L A I M E R

This report has been prepared by The De Beers Group of Companies (De Beers)  
and comprises the written materials concerning De Beers and the wider diamond 
industry. All references to ‘De Beers’ in this report refer to The De Beers Group of 
Companies, unless otherwise stated. This report has been compiled by De Beers  
and/or its affiliates from sources believed to be reliable, but no representation or  
warranty, express or implied, is made as to its accuracy, completeness or correctness. 
All opinions and estimates contained in this report are judgements as of the date of 
this report, are subject to change without notice and are provided in good faith but 
without legal responsibility. This report should not be construed as business advice 
and the insights are not to be used as the basis for investment or business decisions  
of any kind without your own research and validation. This report is for information 
purposes only. The information contained in this report may be based on internal 
data, or data sourced from, or provided by, third parties or publicly available sources. 
As such, it may include the disclosures and/or views of those third parties, which may 
not necessarily correspond to the views held by De Beers. De Beers does not offer any 
representation or warranty as to the accuracy or completeness of this report and no 
reliance should be placed on the information disclosed for any purpose. Nothing in 
this report should be interpreted to mean that De Beers or the diamond industry  
(as the case may be) will necessarily perform in accordance with the analysis or  
data contained in this report. All written or oral forward-looking statements 
attributable to De Beers or persons acting on its behalf are qualified in their entirety 
by these cautionary statements. To the full extent permitted by law, neither De Beers 
nor any of its affiliates, nor any other person, accepts any liability whatsoever for any 
direct or consequential loss arising from any use of this report or the information 
contained herein.
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T H E  D I A M O N D  I N S I G H T  R E P O R T  2 0 1 7 D E  B E E R S  G R O U P

In centuries past, diamonds were  
viewed as the preserve of masculinity, 
representing strength and the 
immutability of power.

As the years passed, they increasingly 
became seen as symbols of romantic  
love, usually gifted by men to women.

However, while much more still needs  
to be done to correct the balance on 
gender inequality, women now occupy  
a much wider range of roles in society 
and more senior positions in the 
workplace. They have a more powerful 
voice and command a higher share  
of global spending than ever before.  
And the trend towards greater female 
empowerment is only set to grow further. 

In this year’s Diamond Insight Report,  
we look at three key trends that have 
driven women’s social and economic 
empowerment, and explain how they 
open up new possibilities for the 
diamond sector. 

While the industry must not become 
complacent about the challenges of  
the changing consumer landscape, the 
attributes and symbolism of diamonds 
are in fact a perfect fit for the emerging 
female consumer.

So, while the meaning of diamonds  
may be undergoing its most significant 
shift in decades, if we listen closely to  
our consumers, we can ensure that the 
power of diamonds to captivate hearts 
and minds will continue for centuries  
to come.

B R U C E  C L E AV E R
C E O ,  D E  B E E R S  G R O U P

Diamonds continue to captivate, but consumers  
are changing. The economic influence and social 
empowerment of women is evolving rapidly all around 
the world and the diamond sector must respond to the 
new consumer landscape, and to new opportunities.

I N  F O C U S C O N C L U S I O N E N D  N O T E SVA L U E  C H A I NO V E R V I E W
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D I A M O N D  I N D U S T R Y  VA L U E  C H A I N : 
R E T U R N I N G  B A L A N C E
Consumer demand for diamond jewellery 
saw marginal growth in 2016, driven by 
strong performance in the US, where 
demand exceeded US$40 billion for the 
first time, while the strength of the US 
dollar weighed on performance in some 
of the other key global markets for 
diamond jewellery sales.

Rough diamond demand also increased 
in 2016, underpinned by consumer 
demand and the midstream re-stocking 
that followed a period of weaker 
purchases towards the end of 2015.

These trends have continued so far in 
2017, with improving retail sentiment 
being reported in the important Chinese 
and Indian consumer markets. Reflecting 
more normal trading conditions, rough 
diamond sales have been steady so  
far this year, while rough diamond 
production has increased on the back  
of demand from cutting centres and new 
sources coming online.

I N  F O C U S :  T H E  C H A N G I N G  FA C E  O F  T H E 
F E M A L E  C O N S U M E R
The role of women in society is 
undergoing a significant shift for  
several reasons.

First, relationship dynamics are 
experiencing a transformation. 
Partnerships are now much more  
about the growth of the two equal 
individuals, as much as they are about  
the growth of the partnership itself.

Second, women now have much more 
spending power than they did in previous 
generations and there is a much higher 
degree of self-purchase than before.

And third, the way in which women 
perceive themselves is evolving. While 
there are distinct views in different 
countries, one constant is that 
womanhood is becoming more closely 
associated with a sense of strength and 
empowerment.

These changes in the profile of the 
female consumer have direct impacts on 
businesses in the diamond sector – and 
some of the traditional thinking about 
diamonds will need to be reassessed.

While the notion of love remains 
universal and powerful, and the core 
attributes of diamonds remain valued, 
there is an increasingly wide spectrum  
of meaning for diamonds. As well as 
commitment, they also symbolise 
emotions such as joy, optimism, pride 
and confidence.

Equally, while traditional diamond 
selling occasions – such as engagements 
and anniversaries – remain very 
important, successful diamond 
marketing will increasingly need to 
reflect a range of significant moments  
in one’s life. This may include a new job, 
memories of a happy holiday or ‘ just 
because’, and should be connected to the 
experiential element of lives and 
relationships.

And all aspects of diamond promotion – 
including design, concept and role 
models – should reflect the new reality  
of womanhood if the industry is to 
capitalise on the continuing strong  
desire for diamond ownership.

Diamonds possess all the attributes 
required to symbolise femininity in the 
future just as strongly as they have done 
in the past, but the industry will need  
to continue evolving to fully benefit from 
this opportunity.

2016 saw the return of positive trends throughout  
the diamond pipeline. However, the continued  
evolution of women’s roles in society and in the  
global economy means that new challenges and 
opportunities are emerging.

T H E  D I A M O N D  I N S I G H T  R E P O R T  2 0 1 7 D E  B E E R S  G R O U P

I N  F O C U S C O N C L U S I O N E N D  N O T E SVA L U E  C H A I NO V E R V I E W
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Stable macro-economics, 
job creation, wage 
growth, a strong stock 
market and improved 
consumer confidence 
underpinned a demand 
increase. The US 
continued as the main 
driver of global growth, 
accounting for around 
50 per cent of global 
diamond jewellery 
demand.
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D O W N S T R E A M

G L O B A L  D I A M O N D  J E W E L L E R Y  VA L U E  G R O W T H  ( U S D )

2015

-1.7%
2016

+0.3%
US$80BN

G L O B A L  P O L I S H E D  D I A M O N D  VA L U E  G R O W T H  ( U S D )

2015

-1.9%
2016

-0.7%
US$25BN

2 0 16  D I A M O N D  J E W E L L E R Y  D E M A N D

U S

Demand from Japanese 
consumers declined  
in local currency, as a 
result of weak economic 
fundamentals. However, 
yen appreciation against 
the US dollar resulted in 
Japan registering the 
highest positive growth 
rate in US dollar terms. 

J A PA N

-2.9% +8.1%

Demand from Chinese 
consumers grew  
slightly in local 
currency, but saw a 
decline in US dollar 
terms. Positive growth 
has been seen in  
H1 2017. 

C H IN A

+0.6% -4.8%

64

Demand from consumers 
in the Gulf declined as a 
result of slower economic 
growth, increasing 
inflationary pressures 
and the negative impact 
of continued oil price 
weakness. 

G U L F

The jewellers’ strike and 
demonetisation initiative 
led to a decline in demand 
in local currency, while 
weakness of the rupee 
versus the US dollar led  
to a greater decline in  
US dollars. Diamond 
jewellery consumption  
has continued to decline  
in H1 2017 but at a slower 
rate, and sentiment has 
improved. 

IN D I A

-8.8% -13.0%

211

192

	2 0 1 5 	2 0 1 6

Global consumer demand returned to growth in 2016 as a 
result of further demand in the US. However, the strength of the 
US dollar against most currencies, along with macro-economic 
and political challenges, restricted growth in other markets.

U S D  ( B N )

39 41

R M B  ( B N ) U S D  ( B N )

64 64 10 10

I N R  ( B N ) U S D  ( B N )

211

192

3 3

+4.4%

J P Y  ( B N ) U S D  ( B N )

615 59
7

5

6

U SD (BN)

4 4

Global consumer demand for 
diamond jewellery increased 
marginally to US$80 billion in 
2016. Consumer demand in the 
US, which remained the fastest 
growing region, climbed more 
than four per cent to exceed 
US$40 billion for the first time, 
supported by job creation, wage 
growth and a strong stock market.

G L O B A L

+0.3%1

1 Actual FX U S D  ( B N )

79 80

-10.0%

Source: De Beers-commissioned consumer and retailer research, and analyses.

Decline in demand  
in Rest of World was 
caused mainly by  
adverse macro- 
economics combined 
with weakening of local 
currencies against the  
US dollar in Russia,  
Latin America and  
the UK. 

R E S T  O F  W O R L D

-3.2%

U SD (BN)

18 17

I N  F O C U S C O N C L U S I O N E N D  N O T E SVA L U E  C H A I NO V E R V I E W
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G L O B A L  P O L I S H E D  D I A M O N D  D E M A N D  S H A R E  B Y  G E O G R A P H Y

In 2016, the US gained share in polished diamond demand 
due to continued growth in diamond jewellery demand from 
consumers, while Japanese growth was influenced by the 
yen/US dollar exchange rate.

1 Greater China includes Mainland China, Hong Kong and Macau.
Sources: De Beers-commissioned studies and retailers’ publicly  
available information.

L O O K I N G  A H E A D

•	 A relatively benign macro-economic 
environment should support global demand 
for diamonds in 2017. Geopolitical and policy 
uncertainties drive potential downside 
scenarios for the industry in the short to 
medium term. 

•	 With a positive economic momentum,  
US retailers expect further positive growth  
this year.

•	 Retailers in China expect demand to  
continue to grow at a slightly faster rate 
in local currency. 

•	 �In India, the effect of demonetisation  
has proved to be less severe than anticipated, 
but retailers are still cautious in their outlook.

U S  
G R E AT E R 

C H I N A 1

G U L F
I N D I A

J A PA N

47% 
2 0 1 5 :  4 5 %

R E S T  O F  W O R L D

19% 
2 0 1 5 :  2 0 %

16% 
2 0 1 5 :  1 6 %

5% 
2 0 1 5 :  4 %

7% 
2 0 1 5 :  8 %

6% 
2 0 1 5 :  7 %

U S  C O N S U M E R  T R E N D S

1
Bridal diamond 
jewellery continues  
to be the foundation  
of the industry, but 
products popular  
with Millennials and  
for female self-purchase 
are helping to spur 
growth. 

2
Multi-diamond 
jewellery pieces are 
seeing greater levels  
of consumer interest, 
with retailers reporting 
strong sales.

3
Single women’s 
acquisitions and spend 
are increasing, leading  
to growth in self-
purchasing in non-
bridal, discretionary 
jewellery categories. 

4
Many consumers are 
spending more on 
diamond jewellery,  
with retailers reporting 
an increase in the 
US$1,000 to US$4,999 
category.
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MID S T R E A M
Following a challenging 2015, more normal trading conditions
returned to the diamond industry’s midstream in 2016, notwithstanding 
the short-term disruption following India’s demonetisation process.

2 0 15
Slower growth in demand from China required midstream businesses  
to adjust their rough diamond purchasing. Excess inventory of polished 
diamonds caused declines in wholesale polished diamond prices.  
De Beers increased consumer marketing, adjusted rough diamond  
prices and offered enhanced flexibility in rough diamond supply.

2 0 16
The appetite for rough diamonds returned as polished stock levels 
normalised and downstream demand supported polished prices.  
The Indian Government’s demonetisation programme in November 
reduced cash in circulation by more than 85 per cent. Midstream  
buyers delayed rough purchases until liquidity improved in 2017.

2 0 17
Rough demand increased in early 2017. Rough purchases have 
subsequently been stable, as the midstream responds to slightly  
improved trading conditions downstream.

L O O K I N G  A H E A D
 Changing expectations from a range  
of industry stakeholders are set to have  
a significant effect on the future success 
of midstream businesses.

The evolution of consumer behaviours 
and attitudes in the major diamond 
consumption countries will require 
midstream participants to:

•	 formulate flexible business models  
that add more value downstream;

•	 �differentiate their offerings through 
better consumer understanding, design 
innovation, enhanced branding and 
pipeline insight.

 

The recent trend towards greater 
marketing investments from industry 
players across the value chain (including 
an increased budget for the Diamond 
Producers Association, as well as 
heightened investments from individual 
producers, brands and trade bodies)  
will help support this, but midstream 
businesses will need to adapt both 
product and service offerings if they  
are to maximise their opportunities.

Furthermore, diamantaires are under 
increasing pressure from primary 
suppliers, banks and tax authorities to 
impose higher standards of corporate 
governance and financial transparency.

As a result:

•	 �early responders are building a stable 
platform for future growth with 
sophisticated funding portfolios 
combining their own equity with long 
and short-term debt;

•	 �there will be increased competition  
for the available bank funding, with 
businesses able to evidence a strong 
track record of performance best-
placed to compete;

•	 �sufficient financing will, however,  
be available to those with formalised 
structures and professional reporting 
standards.

IND I A
The business community has generally welcomed 
the Indian Government’s fiscal and monetary 
reforms. Despite short-term disruption, these are 
seen as creating a more stable and professional 
environment and an opportunity for improved 
economic growth. Larger retailers and companies 
in the midstream that have been able to maintain 
normal operations are seeing the benefits of 
transparency and compliance with more stringent 
financial regulations. Smaller operators in the 
cash economy, however, have suffered more 
significant disruption.
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1 �Okavango Diamond Company sales, by value, are accounted for in the De Beers market 
share estimate as sales from Diamond Trading Company Botswana.

2 �De Beers estimates. De Beers has lower confidence in estimates of informal production.

Sales values are based on De Beers estimates where company reports are unavailable.

UP S T R E A M
Production volumes and sales both showed growth in 2016, led mainly by expanded 
output from junior miners and de-stocking activity by the industry’s major producers. 
However, the value of global production fell, as lower prices offset the increase in volumes.

L O O K I N G  A H E A D

R O U G H  D I A M O N D  S A L E S  ( %  VA L U E  B Y  P R O D U C E R )

Rough diamond sales to cutting centres increased by 19 per cent  
in 2016, to an estimated US$16.3 billion. De Beers and ALROSA 
remained the largest suppliers of rough diamonds in 2016, accounting 
for 37 per cent and 27 per cent of global sales to cutting centres, in 
value terms. The increase in rough diamond sales in 2016 was largely 
driven by midstream re-stocking activity following the period of 
significantly reduced rough diamond-buying in late 2015.

N E W  M I N E S

G A H C H O  K U É  M I N E , 
N O R T H W E S T  T E R R I T O R I E S , 
C A N A D A :  De Beers and 
Mountain Province 
Diamonds. Anticipated 
average annual production: 
4.5 million carats. 
R E N A R D  M I N E ,  Q U E B E C , 
C A N A D A :  Stornoway 
Diamonds. Anticipated  
average annual production: 
1.6 million carats. 
L I Q H O B O N G  M I N E ,  L E S O T H O : 
Firestone Diamonds. 
Anticipated average annual 
production: 1.0 million 
carats.

N E W  P R O J E C T S

V E R K H N E - M U N S K O E  M I N E , 
R U S S I A :  ALROSA. Due for 
completion in 2018. It is the 
only greenfield project  
expected to be commissioned 
in the medium term. 

Several brownfield  
expansion projects are  
under way, including: 

D I AV I K  M I N E  A 2 1  E X T E N S I O N , 
C A N A D A :  Rio Tinto and 
Dominion Diamond 
Corporation. Production  
is set to begin in 2018.  

J WA N E N G  M I N E  C U T- 8  P R O J E C T, 
B O T S WA N A :  Debswana. 
Production from the Cut-8 
project began in 2017.

S E L E C T E D  L O N G E R-T E R M 
P R O J E C T S

E K AT I  M I N E  S A B L E  A N D  J AY  
P I P E  E X T E N S I O N S ,  C A N A D A :  
Dominion Diamond 
Corporation. The anticipated 
extension is expected to  
extend production to 2033. 

V E N E T I A  M I N E  U N D E R G R O U N D 
P R O J E C T,  S O U T H  A F R I C A :  
De Beers. Development of 
the underground operation  
is expected to extend 
production to 2046.

N E W  D I S C O V E R Y

ALROSA announced in  
2017 that it has plans to work 
with ENDIAMA to develop 
the Luele kimberlite mine  
in the Luaxe concession in 
Angola. While information 
remains limited, ALROSA 
and Angolan authorities 
have spoken of a significant 
discovery.

2 0 1 6
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2 0 1 5
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2 0 1 6
15.4

2 0 1 5
17.5

V O L U M E  ( M C T S )

V A L U E  ( U S $ B N )

R U S S I A D R C B O T S W A N A A U S T R A L I A C A N A D A S O U T H
A F R I C A

A N G O L A  A L L
O T H E R S

L A R G EST  P R O D U C E R  – 
R U S S I A

V O LU M E  	 29% 
U S D  VA LU E  	 29% 
S EC O N D  L A R G EST  
P R O D U C E R  –  
B OTS WA N A

V O LU M E  	 15%
U S D  VA LU E  	 21% 

R O U G H  D I A M O N D  P R O D U C T I O N  B Y  C O U N T R Y
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D E  B E E R S  G R O U P A L R O S A R I O  T I N T O D O M I N I O N C A T O C A I N F O R M A L J U N I O R S
R O W

G LO BA L  R O U G H 
D I A M O N D  
P R O D U CT I O N

+3% 
(146 MCTS)
VA LU E  O F  G LO BA L 
P R O D U CT I O N

-12%  
(US$15.4BN) 

R O U G H  D I A M O N D  P R O D U C T I O N  B Y  P R O D U C E R
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R O W

	 D E  B E E R S 1	
	

	A L R O S A	O D C
	

	S O D I A M 	D O M I N I O N 	R I O  T I N TO 	P E T R A

	I N F O R M A L  	
	S ECTO R 2

	OT H E R

2016

 

US$16.3BN
(ESTIMATED) 

2015

I N  F O C U S C O N C L U S I O N E N D  N O T E SVA L U E  C H A I NO V E R V I E W
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D I A M O N D  J E W E L L E R Y  S E C T O R 
H A S  M O R E  T H A N  T R I P L E D  I N 
S I Z E  W I T H I N  A  D E C A D E

The Chinese diamond jewellery sector has 
been the fastest growing in the world.

D I A M O N D  J E W E L L E R Y  
D E M A N D  G R O W T H

1 0 - Y E A R  C O M P O U N D 
A N N U A L  G R O W T H  R AT E

C H I N E S E  D I A M O N D 
J E W E L L E R Y  D E M A N D 
( U S $ B N )

CHIN A

12%

C H I N A  VA L U E  A N D 
V O L U M E  O F  P I E C E S  B Y 
C I T Y  T I E R  2 0 16  ( % )

0 4  T I E R  3  C I T Y 
D E M A N D
With demand in  
Tier 1 and Tier 2 cities 
reaching maturity,  
Tier 3 cities become  
a more important 
driver of growth  
and contribute the 
most value.

26

3.1

30

43

26

9.7

37 37

CH
IN

A F O U R  D R I V E R S  O F  G R O W T H

D E M A N D  F O R  N E C K L A C E S  A N D  
E A R R I N G S  I S  I N C R E A S I N G

C H I N E S E  B R I D E S 
A C Q U I R I N G  D I A M O N D 
J E W E L L E R Y  I N  T I E R  1 – 3 
C I T I E S  ( % OF A L L BRIDE S )

19 9 0

10

2 0

3 0

4 0

5 0

2 0 0 0 2 0 172 0 10

Source: De Beers-commissioned diamond 
acquisition studies, 2005–2016.

0 1  D I A M O N D  D E S I R E
Desire for diamonds 
among Chinese  
women has remained 
consistently strong and 
is the highest of any 
leading diamond 
region in the world.

0 2  B R I D A L  D E M A N D
As Chinese women –  
Millennials in 
particular – hold an 
image of diamonds  
as symbols of love and 
enduring romantic 
relationships, diamonds 
are becoming an 
essential part of 
Chinese weddings. 
Almost half of brides  
in Tier 1 to 3 cities 
acquire a piece of 
diamond jewellery.  

Traditionally,  
Chinese demand  
has been dominated  
by solitaire-type 
diamond jewellery, 
which accounted for  
81 per cent of pieces  
in 2016.

Necklaces and earrings 
have gained share of 
the total number of 
pieces. This trend is 
likely to continue, as 
repeat purchasing 
increases in the future.

0 3  M I L L E N N I A L 
D E M A N D
The younger 
Millennial generation 
(aged 18–29) acquires 
diamond jewellery at  
a considerably higher 
rate than older women 
(45–54), not least 
because half of brides 
are in this age group. 

T IER 1

2 0 0 6 2 0 16

T IER 2 T IER 3

O P P O R T U N I T I E S  T O  C R E AT E  N E W  D I A M O N D 
A C Q U I S I T I O N  O C C A S I O N S  E X I S T

The main reasons  
for women not 
acquiring diamond 
jewellery in 2016 point 
to an opportunity  
for the creation of 
occasions for gifting, 
self-purchase and 
wearing diamonds.

74% O F  D I A M O N D  J E W E L L E R Y  P I E C E S  
I N  2 0 1 6  W E R E  P L AT I N U M  –  T H E  
M O S T  P R E F E R R E D  M E TA L  A M O N G 
C H I N E S E  W O M E N

T Y P E S  O F  D I A M O N D - O N LY 
J E W E L L E R Y  A C Q U I R E D  
( %  O F  A L L  P IE C E S )

Sources: De Beers-commissioned consumer and retailer research, 2014–2016, and analyses. Note: Some figures may not add up to 100 per cent due to rounding.

4330 27

	 VA LU E   P I EC ES 

4939 12

D I A M O N D  J E W E L L E R Y  A C Q U I R E R S

F E M A L E  P O P U L AT I O N

2 0 16

2 0 14

101867

2849 13 10

5

M O R E  T H A N  T W O -
T H I R D S  O F  W O M E N 
C H O O S E  D I A M O N D 
J E W E L L E R Y  A S 
F I R S T  O R  S E C O N D 
P R E F E R E N C E  F O R  A 
G I F T  O U T  O F  A  L I S T 
O F  H I G H  VA L U E 
L U X U R Y  I T E M S

68%

P R O F I L E  O F  D I A M O N D 
J E W E L L E R Y  A C Q U I R E R S  
I N  C H I N A  ( %  O F  A G E  
V S  T O TA L  F E M A L E 
P O P UL AT IO N  2 0 16 ) 

AG ES 	1 8 – 2 9 	3 0 – 4 4 	4 5 – 5 4

	 R I N G S 	�N EC K L AC ES / 		
P E N DA N TS

	E A R R I N G S 	�OT H E R  ( I N C  W I T H  OT H E R 
P R EC I O U S  STO N ES )

Brides and Millennials drove Chinese diamond jewellery 
demand growth in 2016.

33

32
21

17

M A I N  R E A S O N S  F O R  N O T 
A C Q U I R I N G  D I A M O N D  J E W E L L E R Y 
( %  O F  W O M E N  N O T  A C Q U IR IN G  
IN  2 0 16 )

Not being gifted

Failing to find appealing designs

Not experiencing an appropriate  
event to acquire

No opportunities to wear diamonds
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D E  B E E R S  G R O U PT H E  D I A M O N D  I N S I G H T  R E P O R T  2 0 1 7

O V E R V I E W VA L U E  C H A I N I N  F O C U S C O N C L U S I O N E N D  N O T E S

“Today nearly half the workforce is 
comprised of women… Do you know 
what that means? That means 
women aren’t waiting around 
for men to give them little boxes! 
They’re buying them for themselves. 
And they are wearing those statement 
pieces and handbags and shoes like 
the Olympic medals that they are. 
They’ve been earned. And when  
you earn something, you prize it,  
you delight in it, you savor it.”
A N N E  F U L E N W I D E R  
E D I T O R  IN  C HIE F,  M A R IE  C L A IR E 1 



T HE  C H A N G IN G  FA C E  O F  
T HE  F E M A L E  C O N S U ME R

Demand from women 
represents more than 90 per 
cent of all diamond jewellery 
sales around the world. This 
means their opinions and 
interests are of paramount 
importance to any business  
in the diamond sector.

As symbols of longevity, eternity and 
strength, diamonds have been inextricably 
linked to love for decades. It’s therefore  
no surprise that more than half of all 
women’s diamond jewellery acquisitions  
are related to bridal occasions or given  
as gifts of love (Fig. 1).

While this will remain the primary 
motivation for diamond jewellery 
purchases, it is clear that women’s roles  
in the workplace and in society are 
changing. As a result, their views  
on what it means to be feminine are 
adjusting and transforming, opening  
up new opportunities for diamond  
jewellery acquisition.

In this section, we look in depth at three 
trends that demonstrate the changing  
ways in which women are participating  
in society. We consider how these are 
affecting their behaviour as consumers  
of diamond jewellery, both globally and  
in the world’s four leading diamond 
consumer nations (the US, China, Japan 
and India). And we explore how emerging 
female consumer trends interact with 
longstanding traditions and beliefs to  
create further growth potential.

10

O V E R V I E W VA L U E  C H A I N I N  F O C U S C O N C L U S I O N E N D  N O T E S

Women’s diamond 
jewellery in the  

three leading countries 
represents 95% of the  

total diamond jewellery 
market by value in  
those countries.

T O TA L  W O M E N ’ S  D I A M O N D  J E W E L L E R Y

100%

B R I D A L  J E W E L L E R Y

27%

N O N - B R I D A L  J E W E L L E R Y

73%

G I F T S

50%

S E L F - P U R C H A S E S

23%

L O V E / R E L AT I O N S H I P

24%

O T H E R  G I F T S

25%

S I N G L E  W O M E N

7%
M A R R I E D  W O M E N

16%

F I G .  1 :  M A I N  S E G M E N T S  I N  T H E  W O M E N ’ S  D I A M O N D  J E W E L L E R Y  S E C T O R  I N  T H E 
T H R E E  L E A D I N G  C O N S U M E R  C O U N T R I E S  –  U S ,  C H I N A  A N D  J A PA N  2 0 14 –2 0 16 
( D I A M O N D  J E W E L L E R Y  VA L U E  S H A R E S )

Notes:  �1. Total demand in the three leading countries for diamond jewellery represents 67 per cent of global demand. 
2. Some figures may not add up to 100 per cent due to rounding.

Source: De Beers-commissioned diamond acquisition studies in US, China and Japan, 2014–2016.

As the leading company in the diamond industry, De Beers examines and reviews social trends that affect global diamond demand, using primary and secondary sources.  
These are clearly indicated in the text. Source references are collated in End Notes. 
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More women than ever before across the world are in paid 
employment and their earnings are on the rise. As a result,  
they are buying more diamond jewellery for themselves, but their 
motivations for purchase, and the types of jewellery they buy,  
vary across the major consumer nations.

G L O B A L  E C O N O M I C  D E V E L O P M E N T  H A S  E N A B L E D  W O M E N ’ S 
I N C R E A S E D  PA R T I C I PAT I O N  I N  T H E  W O R K F O R C E

The number of working women has been 
on the rise for many years. In most member 
countries of the Organisation for Economic 
Co-operation and Development (OECD),2 
the proportion of women aged 25 to 54  
in the workforce continues to increase.  
In 1980, this figure stood at 54 per cent  
(Fig. 2). By 2010, it had risen to 71 per cent, 
albeit with significant differences in the  
rate of growth between countries. 

Today, in the US, 69 per cent of Millennial 
women aged 18 to 33 are in the labour 
force, compared with 78 per cent of men  
in the same age group. This is a significant 
shift from the Baby Boomer generation:  
 

in 1963, the participation of men aged 18  
to 33 stood at 88 per cent, and women  
of the same age group at 41 per cent.3 

These trends are bringing about rapid 
changes in the relative earning power of the 
genders. Research indicates that 24 per cent 
of women in the US and 25 per cent in 
China are already earning more than their 
spouses. And it forecasts that more than 
half of all US households will have a woman 
as a major income-provider by 2025.4

The narrowing gap in labour force 
participation between men and women  
is also leading to a corresponding decline  
in the difference between their earnings.

F I G .  2 :  H I S T O R I C  PA R T I C I PAT I O N  I N  L A B O U R  F O R C E 
( O E C D  C O U N T R IE S ,  P O P U L AT I O N  A G E D  2 5 – 5 4 )

W O M E N  ( 2 5 – 5 4 )T O TA L  P O P U L AT I O N  ( 2 5 – 5 4 )
	I N  L A B O U R  F O R C E
	N OT  I N  L A B O U R  F O R C E

	I N  L A B O U R  F O R C E
	N OT  I N  L A B O U R  F O R C E

2 0 1 0

71%
1 9 8 0

54%
2 0 1 0

81%
1 9 8 0

76% vsvs

Note: For full-time wage and salary workers.
Source: US Department of Labor, Bureau of Labor Statistics, BLS Report 1064, November 2016.
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Women’s earnings growth (Fig. 3) is one 
direct result of the 21st century’s significant 
increase in female participation in tertiary 
education. The percentage of women across 
the world aged 25 to 64 who have completed 
higher education rose from 21 per cent in 
2000 to 38 per cent in 2015.5

And it’s not only the earning power  
of women that is changing as a result  
of increased participation in tertiary 
education. Their role within the home is 
also evolving as their responsibilities as 
providers for their families increase (Fig. 4). 
This is a role they welcome: research from 
the global marketing communications 
company J. Walter Thompson shows that  
72 per cent of women globally say that 
they’re proud to be a good provider.6

Female advancement over the last half 
century has been on many fronts besides 
economic empowerment. Women also  
have increasing power and influence in 
leadership roles in business and politics,  
the media and other fields, creating new 
role models in many spheres of life.

F I G .  3 :  I N C R E A S E D  E A R N I N G S  O F  U S  W O M E N 
( U S  W O M E N ’ S  E A R N IN G S  A S  A  P E R C E N TA G E  O F  M E N ’ S ) 

Note: For full-time wage and salary workers.
Source: US Department of Labor, Bureau of Labor Statistics, BLS Report 1064, November 2016.

Source: JWT Women's Index Study, 2015.

F I G .  4:  H O U S E H O L D S  
C U R R E N T LY  W I T H  W O M E N  A S  T H E 
M A J O R  I N C O M E- P R O V I D E R

U S C H I N A

24% 25%
U S  ( 2 0 2 5  F O R E C A S T )

>50%

1 9 8 0 

64%
2 0 1 0 

81%vs



“Advertising is repetitive. It has to be in 
order to have impact and be memorable,” 
Rachel says. “But this can easily create and 
reinforce stereotypes. And when JWT 
research reveals that only 10 per cent of 
women portrayed in advertising has gainful 
employment, versus 70 per cent in the 
actual population, you can see that the 
cultural conversation needs to change.”

That’s why Rachel has pioneered ‘Female 
Tribes’, a unique, rolling study that over the 
last two years has talked to more than 8,000 
women aged 17 to 70 in 19 countries about 
many aspects of their lives. 

Many of the findings that relate to diamond 
jewellery are used in this report.

“We found a quite staggering level of 
ambition – alpha females succeeding 
in their careers, regardless of country, 
age or parental status.”

And, she says, the research results are 
exploding myths about women’s attitudes. 
“We found a quite staggering level of 
ambition – alpha females succeeding in 
their careers, regardless of country, age  
or parental status,” she says. “Motherhood 
actually intensifies that drive to excel.”

The researchers also identified ‘tribes’  
with different motivations, from the 
self-focused ‘hedonist’ to the adventure-
seeking ‘explorer’, each with her own 
motivation for buying diamonds. “For  
the hedonist, the buying experience is as 
important as the piece itself,” Rachel says. 
“For the explorer, an exotic provenance  
can express her uniqueness.”

Rachel believes there are lessons here  
for jewellery retailers: “Today’s buying 
experience is too serious. Make it fun, 
self-gratifying – learn from the intensely 
experiential approach taken by skincare 
companies. Give women ‘permission’ to 
reward themselves. 

“Above all, ensure your communications 
embrace the possibilities, not the 
responsibilities, of being a woman.”

R A C H E L  PA S H L E Y
G R O U P  P L A N N I N G  H E A D ,  
J .  WA LT E R  T H O M P S O N

F E M A L E  T R IB E S
As Group Planning Head at J. Walter Thompson (JWT), 
one of the world’s largest marketing communications  
and advertising businesses, Rachel Pashley has long  
felt the need to address the ways in which women are 
presented in advertising.

O V E R V I E W VA L U E  C H A I N I N  F O C U S C O N C L U S I O N E N D  N O T E S
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Source: De Beers-commissioned diamond acquisition studies, 2014–2016.

F I G .  5 :  S H A R E  O F  S E L F - P U R C H A S E D  D I A M O N D  J E W E L L E R Y  P I E C E S  
( %  P IE C E S )

	U S
	C H I N A
	JA PA N

	U S
	C H I N A
	JA PA N

	U S
	C H I N A
	JA PA N

S E L F - P U R C H A S E 
P R O P O R T I O N  IN  T H E 
T O TA L  W O M E N ’ S 
S E C T O R  ( IN C  B R ID A L )

W O M E N  IN F L U E N C IN G 
G IF T  P U R C H A S E 
D E C I S I O N S  IN  T O TA L 
W O M E N ’ S  S E C T O R

S E L F - P U R C H A S E 
P R O P O R T I O N  IN  T H E 
N O N - B R ID A L  W O M E N ’ S 
S E C T O R

The steady increase in female economic 
influence is closely related to women’s 
growing social empowerment. These two 
forces are transforming the behaviour  
of female consumers, whose financial 
independence and confidence are  
growing simultaneously.

De Beers’ research shows that women are 
increasingly active purchasers of diamond 
jewellery. In 2016 in the US, 31 per cent of 
all women’s diamond jewellery was bought 
by women themselves (Fig. 5). 

Self-purchasing of non-bridal diamond 
jewellery pieces grew in the US by more 
than a third between 2005 and 2015, 
reaching 33 per cent (Fig. 6). 

And even when women are not buying for 
themselves, their influence on purchase 
decisions remains important. Women often 
choose gifted jewellery themselves or have 
input into its selection. In the US, women 
influence the choice of piece in 42 per cent 
of all diamond jewellery gifts. And their 
influence is even higher in Japan and China 
(Fig. 5).

One country with a unique purchasing 
profile is India, where self-purchase is an 
established cultural norm. Unlike in Japan 
and China, there has been no adoption 
here of the Western engagement ring 
tradition. Instead, women make 41 per cent 
of purchases for themselves. Another 42 per 
cent are chosen by women, despite being 
paid for by somebody else.7

T H E  C O N S E Q U E N C E S  F O R  T H E  D I A M O N D  I N D U S T R Y:  
S E L F - P U R C H A S E  I S  AT  R E C O R D  H I G H S

F I G .  6 :  S H A R E  O F  S E L F - P U R C H A S E D  D I A M O N D  J E W E L L E R Y  I N  T H E  U S 
N O N - B R I D A L  W O M E N ’ S  S E C T O R  2 0 0 5 –2 0 15  ( %  P IE C E S )

I N C R E A S E D  PA R T I C I PAT I O N  O F  W O M E N  I N  T H E  E C O N O M Y  C O N T I N U E D

83
42

70

39
33

43

26
31

35

2 0 0 5

2 5

3 0

3 5

2 0 1 1 2 0 1 3 2 0 1 5
Source: De Beers-commissioned diamond acquisition studies, 2005–2016.

27

24
23

33
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T H E  O N G O I N G  D E S I R A B I L I T Y  O F  D I A M O N D S

Increasing levels of self-purchase show that 
women’s wish to possess diamonds remains 
high across the world. 

While women’s desire to be given diamonds 
is strong in all countries, those in China 
and India are keener to buy for themselves 
than their counterparts in Japan and the 
US. This is due to the aspirational nature of 
diamonds in emerging markets where the 
tradition of buying them is relatively new. 

The Indian Elites,8 the most affluent 
segment of society in India, is a case  
in point. 

This group’s increasing affluence is  
leading a shift in traditional values, from  
a preference for gold to an increasing 
demand for diamonds. And, as the Indian 
middle classes continue to grow and 
increase their wealth, the country’s broader 
affluent9 consumer segments are likely to 
follow this lead.

In fact, when women in all main diamond 
consumer nations are given a free choice of 
having anything from a list of aspirational 
and luxury products (regardless of cost), 
they report a high desire to be given or to 
buy diamond jewellery (Fig. 7). 

“If I buy from my own salary,  
I will always cherish it. It’s also  
a sense of achievement.” *

F E M A L E ,  I N D I A

“I saw a four-carat dress ring.  
I liked it, so I bought it.” **  
F E M A L E ,  U S

Source: �  * Forevermark-commissioned research, 2016. 
** Forevermark-commissioned research, 2014.

F I G .  7:  D E S I R A B I L I T Y  O F  D I A M O N D S  I N  S O M E  O F  T H E  T O P  D I A M O N D  C O N S U M E R  N AT I O N S

Ranking of diamond jewellery as most desired item:

U S

AS  A  G I F T S E L F - P U R C H AS E

 
3rd

 
8th

I N D I A

AS  A  G I F T S E L F - P U R C H AS E

Affluents

 
2nd

 
2nd

Elites

 
1st

 
1st

C H I N A

AS  A  G I F T S E L F - P U R C H AS E

 
1st

 
1st

Source: De Beers-commissioned diamond acquisition studies, 2014–2016.
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T HE  R E TA IL  O P P O R T U NI T Y:  
W H O  I S  B U Y IN G ,  W H AT  T HE Y ’ R E  B U Y IN G ,  A ND  W H Y  T HE Y ’ R E  B U Y IN G

W H O ?  T H E  P R O F I L E  O F  S E L F - P U R C H A S E R S
De Beers’ research shows that self-purchase 
in the US and Japan is more likely to be 
among married women, while in China  
it is the single women who acquire for 
themselves. Most self-purchasers in the three 
main diamond markets are aged over 35 
and have medium to high income levels 
(Fig. 8).

F I G .  8 :  P R O F I L E  O F  S E L F -
P U R C H A S I N G  B Y  T Y P E  O F  A C Q U I R E R  
( %  O F  A L L  S E L F - P U R C H A S E D  P IE C E S )

U S C H I N A J A PA N

M A RI TA L S TAT U S

 M A R R I E D   	 57  M A R R I E D  	 36  M A R R I E D  	 71
 S I N G L E  	 43  S I N G L E  	 64  S I N G L E  	 29

AGE

 18–34	 32  18–29	 21  18–34	 32
 35–54	 39  30–54	 79  35–59	 39
 55–74	 29  60+	 29

INC OME

A N N UA L M O N T H LY A N N UA L
 < US$39K	 16  �< ¥7K	 15 

(< US$13K, ANNUAL)
 �< ¥5M	 31 
(< US$45K)

 US$40–74K	 20  �< ¥7K–14,999	 76 
(< US$13–27K, 
ANNUAL)

 �¥5–9.99M	 45 
(US$45–90K)

 US$75–150K	 43  �> ¥15K	 9 
(> US$27K, ANNUAL)

 �> ¥10M	 24 
(> US$90K)

 > US$150K	 21
Source: De Beers-commissioned diamond acquisition studies, 
2014–2016.

W H AT ?  T H E  P I E C E S  T H AT  W O M E N  A R E 
B U Y I N G  F O R  T H E M S E LV E S
The most popular types of jewellery for 
self-purchase are rings across all markets.  
In China, rings account for more than half 
of all self-purchases. In the US, earrings 
follow close behind rings. While in Japan, 
necklaces are the second most common 
self-purchase (Fig. 9). 

The average price of self-purchased 
diamond jewellery tends to be slightly lower 
than that of all diamond jewellery acquired 
for women (including items bought as gifts). 
While the price differential isn’t very large 
in the US and China, it’s more notable in 
Japan (Fig. 10). 

I N C R E A S E D  PA R T I C I PAT I O N  O F  W O M E N  I N  T H E  E C O N O M Y  C O N T I N U E D

F I G .  9 :  P R O F I L E  O F  S E L F - P U R C H A S I N G  B Y  T Y P E  O F  P R O D U C T  
( %  O F  A L L  S E L F - P U R C H A S E D  P IE C E S )

	U S
	C H I N A
	JA PA N

F I G .  10 :  AV E R A G E  P R I C E  O F  S E L F - P U R C H A S E S  A G A I N S T  M A R K E T  AV E R A G E 

U S C H I N A J A PA N

AV E R A G E  P R I C E  O F  
S E L F - P U R C H A S E  
( U S $ ) 1,300 950

( R M B 6 , 4 0 0 )
1,400

( ¥ 6 0 , 5 0 0 )

vs vs vs

AV E R A G E  P R I C E  A C R O S S 
T O TA L  W O M E N ’ S  M A R K E T  
( U S $ ) 1,400 1,100

( R M B 7, 6 0 0 )
1,700

( ¥ 9 3 , 4 0 0 )

Source: De Beers-commissioned diamond acquisition studies, 2014–2016.

Note: Some figures may not add up to 100 per cent due to rounding.

51
37

45

14
24

31
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37

1
10
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W H Y ?  P R O F I L E  O F  S E L F - P U R C H A S I N G  B Y 
O C C A S I O N  A N D  M O T I VAT I O N
Most commonly, self-purchase results from 
a spontaneous decision rather than being 
motivated by a specific occasion (Fig. 11). 
This emphasises the importance of jewellery 
and the retail environment to stimulate 
impulse desire.

The motivations that drive diamond 
acquisitions differ by country. In the US, the 
top motivator is good price (23 per cent). 
However, in the remaining 77 per cent of 

purchases, the driving reasons are much 
more emotional. Emotional drivers are 
particularly powerful in China, with 
celebration of relationship and personal 
milestones topping the list, while Japanese 
women buy on impulse (Fig. 12).

The story is different in India, where single 
women are likely to buy diamond jewellery 
once they have saved enough after starting 
work. These are often important ‘milestone’ 
purchases which give them a powerful sense 
of achievement. Married women in India buy 
for themselves to fulfil a long-held dream.10

H O W ?  R E S E A R C H I N G  S E L F - P U R C H A S E S
Often, self-purchasing is done on impulse 
and for no specific occasion. As such, 
significant proportions of self-purchases are 
made without any prior research, ranging 
from 21 per cent in China to 40 per cent in 
the US. 

However, when it comes to planned 
acquisitions, the internet – with its ability  
to combine communications with selling – 
is a major source of information on brands, 
designs and prices, particularly in the US 
and Japan (Fig. 13). 

F I G .  1 3 :  R E S E A R C H I N G  
S E L F - P U R C H A S E S  
( %  O F  A L L  S E L F - P U R C H A S E D  P IE C E S )

O N L I N E

U S C H I N A J A PA N

72 41 55
S T O R E  V I S I T S

U S C H I N A J A PA N

23 54 20
M A G A Z I N E S /A D V E R T I S I N G */
C E L E B R I T Y  E N D O R S E M E N T * *

U S C H I N A J A PA N

31 4 5
N O N E

U S C H I N A J A PA N

40 21 37
Note: Multiple options are possible for each purchase.  
* In the US.   
** In China and Japan.
Source: De Beers-commissioned diamond acquisition studies, 
2015 and 2016.

Note: Some figures may not add up to 100 per cent due to 
rounding.
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F I G .  1 2 :  P R O F I L E  O F  
S E L F - P U R C H A S I N G  B Y  M O T I VAT I O N  
F O R  A C Q U I S I T I O N  
( %  O F  A L L  S E L F - P U R C H A S E D  P IE C E S )

U S
Sale/the price was very good

On impulse/to have a very nice treat

Unique/unusual design

Personal milestones

Relationship milestones (engagement, 
wedding, wedding anniversary)

All other

C H I N A
Relationship milestones (engagement, 
wedding, wedding anniversary)

Personal milestones

On impulse/to have a very nice treat

Sale/the price was very good

To express love and/or commitment  
(not linked to a milestone)

All other

J A PA N
On impulse/to have a very nice treat

Sale/the price was very good

Personal milestones

To cheer me up/get through a  
difficult time

Unique/unusual design

All other

27

26

47

F I G .  1 1 :  P R O F I L E  O F  
S E L F - P U R C H A S I N G  B Y  O C C A S I O N  
F O R  A C Q U I S I T I O N  
( %  O F  A L L  S E L F - P U R C H A S E D  P IE C E S )

U S
No specific occasion 

Birthday 

All other

C H I N A
No specific occasion 

Birthday other than 18th/20th

All other

J A PA N
No specific occasion 

Reward to myself (work achievement/  
success/promotion)

All other
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TR
EN

D 
02 The changing roles of women in the economy and society lead to 

changes in personal relationships. Modern relationships and 
marriages are increasingly based on partnership between individuals 
who seek personal growth alongside progress in their relationship. As 
a result, diamonds are being purchased to symbolise a more diverse 
selection of ‘moments’ in a life, rather than just relationship milestones. 

N E W  P E R C E P T I O N S  O F  M A R R I A G E

Female economic independence is bringing 
about changes in how women view and 
participate in marriage and other personal 
relationships (Fig. 14). 

Despite cultural differences, there are some 
common attitudinal shifts in how women 
perceive marriage. In the US, for example, 
women no longer see either marriage or 
love as the be-all and end-all. In fact,  
73 per cent of US women don’t feel they 
need a partner to be complete.11

But this doesn’t mean that Millennials  
in the US reject marriage: 69 per cent of 
unmarried Millennials say they would like 
to marry, but plans are often delayed –  
most often by their economic situation.12

The financial position is one of the reasons 
why people are now getting married later. 
This is happening most noticeably in the  
US and Japan, where the average ages for 
women at first marriage are 27 and 30 
respectively.13 

As people in these countries are more 
mature when they first marry, they are 
increasingly entering marriage on a more 
equal footing – as partners who retain their 
individuality within the relationship.

This is helping them sense they have more 
choices, including the opportunity to focus 
on the growth of both individuals rather 
than the partnership itself.

In turn, this is helping to change attitudes 
and expectations when it comes to  
diamond jewellery.

F I G .  1 4:  T H E  N E W  M A R R I E D  W O M A N 

Source: National Centre for Family and Marriage Research, 
Bowling Green State University, 2016.

U S  C O U P L E S  A R E  M A R R Y IN G  L AT E R 
( AV E R A G E  A G E  O F  F IR S T  M A R R I A G E )

19 6 0 19 9 0 2 0 15

2 0

2 5

2 6

2 7

2 9

2 3
2 2

3 0

Source: US Census, quoted in Female Tribes, JWT 2015 report; 
JWT Women’s Index Study, 2015.

U S  W O M E N  A G E D  1 5 – 5 0 
W H O  H AV E  N O  C H I L D R E N 
( % )

U S  W O M E N  W H O  F E E L 
T H AT  S O C I E T Y  N E E D S  T O 
A C C E P T  T H AT  C H I L D - F R E E 
W O M E N  C A N  B E  F U L F I L L E D 
( % )

43 80

C H IL D R E N  A R E  N O  L O N G E R  A  M U S T

The ‘Not-Mums’ are perfectly fulfilled  
in their choice to be child-free (which  
can include parts of life before and 
following caring for children, rather  
than being childless).
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As marriage comes later, women are buying 
or receiving diamonds for other occasions 
before marriage.

In the US, women are coming by their  
first piece of diamond jewellery at an 
increasingly young age. Twenty per cent of 
those who own diamond jewellery, and were 
aged between 18 and 35 in 2015, were under 
16 when they acquired their first piece of 
diamond jewellery. Only 15 per cent of 
women from older age groups did so at  
this age.14 

F R O M  M I L E S T O N E S  T O  ‘ M U LT I P L E  M O M E N T S ’

So the traditional emphasis on a  
series of linear life ‘milestones’ –  
including graduation, engagement  
and anniversaries – is evolving to 
incorporate what might be called  
‘multiple moments’ (Fig. 15). 

These moments are not connected  
by a seemingly natural progression.  
Instead, they occur at irregular points 
throughout life. 

F I G .  15 :  S H I F T  F R O M  L I N E A R  M I L E S T O N E S  T O  ‘ M U LT I P L E  M O M E N T S ’

M IL E S T O N E S

A D D I T I O N A L  M O M E N T S

Source: Forevermark-commissioned research, US, 2017.

‘Multiple moments’ can include a wide 
range of opportunities to celebrate, from 
getting a new job to a memento of a great 
experience or a personal thank you. 

But the traditional and new ways of using 
diamonds to symbolise relationship events 
are by no means mutually exclusive. 
Familial gifting and the tradition of 
celebrating commitment and love in 
marriage are both still very much alive. 

And the tendency to celebrate a woman’s 
personal and career achievements is 
growing too. 

T H E  R E TA I L  O P P O R T U N I T Y: 
P R O V I D I N G  ‘ E N C O U R A G E M E N T ’ 
T O  M A R K  T H E  M O M E N T

W I N D F A L L

J U S T 
B E C A U S E

N E W  J O B

O V E R C O M I N G 
D I F F I C U LT  T I M E  

A T  W O R K
M E M O R Y  O F  T R I P / 

E X P E R I E N C E

I M P U L S E

T H A N K  Y O U  F O R 
Y O U R  S U P P O R T

V A L E N T I N E ’ S  
D A Y

C O M I N G  O F  A G E 
( 1 6 T H / 2 1 S T ) W E D D I N G

I  C A N  A F F O R D  
I T  N O W A N N I V E R S A R I E S

F I R S T  J O B /
P A Y S L I P

B I G  
B I R T H D A Y S

H E N  P A R T Y / 
M A I D  O F  H O N O U R

B I R T H  O F  
S U B S E Q U E N T  C H I L D

G R A D U A T I O N P R E G N A N C YE A R L Y  C O M M I T M E N T 
( N O T  E N G A G E D )

I N H E R I T A N C E , 
P U R C H A S E  

O R  C U S T O M I S E

P R O M O T I O N /
B O N U S

B I R T H  O F  
F I R S T  C H I L D

E N G A G E M E N T
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While the growth of diamond jewellery 
self-purchase by women has been noted  
as mentioned in Trend 1, love gifting and 
bridal acquisition still represent the 
majority of demand in the three leading 
consumer markets of the US, China and 
Japan (see Fig. 1). However, increasing 
female equity within a relationship, and 
changing attitudes to marriage and 
romantic partnerships, have led to a 
corresponding development within  
gifting behaviour.

There has also been a notable shift in 
diamond acquisition behaviour, from the 
traditional marking of linear milestones  
to spontaneously marking more ‘moments’ 
in life. One of the main drivers of this has 
been the expansion of gifting to celebrate  
a woman as an individual, rather than to 
celebrate the relationship.  

Interestingly, diamond jewellery acquisition 
to celebrate a woman’s personal achievement 
is greater within the context of love gifting 
than within self-purchase. In the three 
leading consumer markets, men are more 
likely to acquire diamond jewellery for 
celebrating a woman’s personal milestone 
than women are to buy for themselves for 
this reason (Fig. 16).  

For men, diamond jewellery represents  
the ultimate gift for their partner.15 This 
superlative quality joined with a diamond’s 
uniqueness is particularly interesting when 
combined with the growing importance  
of individual growth and empowerment. 
Diamonds can give inner confidence and 
outer recognition. Many men now choose 
diamonds to celebrate their pride in a 
woman for all of her qualities and who  
she is in the world, rather than as a gift 
thanking her for the role she plays in  
their relationship and family.

L O V E  G I F T I N G  I N  T H E  E R A  O F  T H E  M O D E R N  R E L AT I O N S H I P

“I think the ‘happily ever after’ 
story that we hear about isn’t 
about the happily ever after  
story in real life.

“My husband getting me a gift  
to celebrate my career is part of 
our happily ever after story.  
So is every fight we’ve ever had.

“Happily ever after happens at  
the end of a movie, but all over 
the place in the middle of a life.” 
R A C H E L ,  3 1 ,  C O U P L E

F I G .  16 :  C E L E B R AT I N G  O R  C O M M E M O R AT I N G  A  P E R S O N A L  M I L E S T O N E 
( %  O F  P IE C E S  P U R C H A S E D )

	U S 
	C H I N A 
	JA PA N 

	U S 
	C H I N A 
	JA PA N 

L O V E  G IF T S E L F - P U R C H A S E

Source: De Beers-commissioned diamond acquisition studies in US, China and Japan, 2014–2016.
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Gifting within the family – particularly by 
older to younger members – is an important 
part of the global diamond jewellery sector. 

In the more developed diamond-buying 
nations, the population aged over  
60 is forecast to grow by a third between 
2015 and 2030. This age group is  
expected to generate 51 per cent of these 
countries’ growth in urban consumption  
in this period.16  

This makes intergenerational gifting an 
increasingly important focus area for 
diamond jewellery companies. More than  
a quarter of diamond jewellery pieces gifted 
to single women in the US and Japan, and  
a fifth in China, are gifts from family 
members (Fig. 17). 

In India, where women are the main 
decision-makers in almost all diamond 
purchasing, the position is slightly different. 
Unlike in other countries, gold and 
diamond jewellery is gifted by the families 
of newly-weds – not by the groom. And it is 
mothers and other female family members 
who make the choices. 

When it comes to non-bridal diamond 
jewellery, more than a quarter (27 per cent) 
of diamond pieces in India are bought  
by women for other women – most often 
family members.17 

A US designer and manufacturer of custom 
beaded jewellery recently observed that  
40 per cent of her female customers buy 
jewellery as gifts for other women.18 

The main reasons why women buy jewellery 
as gifts are to bond with another woman 
they care about and to celebrate a special 
moment with someone they love.19 These 
factors highlight a market opportunity 
created by women’s need for female 
bonding, including gifting from women  
to other women, both in the family and  
in a close circle of friends. 

C O N S E Q U E N C E S  F O R  T H E  D I A M O N D  I N D U S T R Y:  
FA M I L I A L  G I F T S  A N D  N E W  M O M E N T S  F O R  B U Y I N G  D I A M O N D S

F I G .  1 7:  W O M E N  R E C E I V I N G  N O N - B R I D A L  D I A M O N D  J E W E L L E R Y  
A S  A  G I F T  F R O M  FA M I LY

	U S 
	C H I N A 
	JA PA N 

	U S 
	C H I N A 
	JA PA N 

 
%  O F  A L L  N O N - B R ID A L  P IE C E S

%  O F  N O N - B R ID A L  P IE C E S  A M O N G 
S IN G L E  W O M E N

Source: De Beers-commissioned diamond acquisition studies, 2014–2016.
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03 Women are redefining femininity, away from the ‘sweetness’ of 

previous generations to combine strength with an essential grace. 
Diamonds are consequently becoming symbols of a wider range of 
emotions, including pride, joy and achievement. Meanwhile, as 
success becomes more about ‘who I am’ than ‘what I have’, the 
experiential element of the diamond acquisition process also assumes 
greater importance.

T O D AY ’ S  W O M E N  A S S O C I AT E  F E M I N I N I T Y  W I T H  S T R E N G T H

Women around the world are sending a 
clear message – that they welcome and 
embrace their changing position in society 
and the family. They enjoy their increasing 
levels of economic power and social 
influence. And they are proud of their  
dual role as co-provider and nurturer.

In short, they are redefining what it means 
to be feminine.

In the 2015 JWT study, 76 per cent of the 
women polled felt that there has never been 
a better time to be a woman.20 

For modern women, empowerment and 
femininity are not mutually exclusive (Fig. 18). 

This is evident from an opinion shared  
by 86 per cent of women globally that 
femininity is a strength and not a weakness.21 

This shift in attitude is closely associated 
with changes in how they regard femininity 
itself. Unlike former generations,  
today’s women associate femininity with 
confidence – not with ‘sweetness’. 

Being feminine now includes characteristics 
such as confidence, independence, boldness 
and determination. It does not, however, 
sacrifice ‘traditional’ values such as caring, 
maternity and patience (Fig. 18).

F I G .  18 :  AT T R I B U T E S  M O S T  S T R O N G LY  A S S O C I AT E D  W I T H  F E M I N I N I T Y 
( %  O F  F E M A L E  R E S P O N D E N T S )

U S C H I N A I N D I A J A PA N

C O N F I D E N T I N D E P E N D E N T C O N F I D E N T C A R I N G
69 51 6 7 5 0

S T R O N G M AT E R N A L I N D E P E N D E N T M AT E R N A L
6 5 5 0 6 6 37

C A R I N G A G G R E S S I V E S T R O N G I N D E P E N D E N T
6 2 5 0 6 1 3 1

I N D E P E N D E N T E N E R G E T I C B O L D E X P R E S S I V E
6 1 4 8 5 5 3 1

D E T E R M I N E D A D A P TA B L E S E L F - D I S C I P L I N E D PAT I E N T
5 5 4 5 5 4 2 8

Source: JWT Women’s Index Study, 2015.
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The increasing significance of the  
mature single female is one aspect of  
the new femininity that’s particularly 
important for the diamond industry  
in developed countries. 

As discussed earlier, the over-sixties 
population in developed countries is 
forecast to grow by a third by 2030 and 
account for more than half of consumption 
growth in these locations.22

Marketers are thoroughly acquainted with 
the importance of mature women in the 
marital gifting of diamond jewellery. 
However, the unmarried woman in her 
fifties or sixties is less well understood  
and catered for. 

In the era of new femininity, this mature 
woman continues to be comfortable 
expressing her interest in relationships, 
dating and love. She is emerging as a 
specific non-traditional consumer segment 
in her own right.

Mature women in general already account 
for a considerable proportion of diamond 
jewellery sales in the mature nations of 
Japan and the US (Fig. 20). In Japan, older 
women are also heavier spenders than their 
younger counterparts – the value of their 
share of jewellery purchases far exceeds 
their volume share.23

In contrast, the role of the mature single 
woman as a consumer of diamond jewellery 
is less significant in China and India.  
In these emerging diamond nations, there 
are two main drivers of demand:

•	 Millennials, who are responsible for the 
majority of bridal demand.

•	 Middle-aged women who have attained 
higher levels of affluence and are 
increasingly repeat purchasers of 
diamonds. 

T H E  R I S E  O F  T H E  M AT U R E  S I N G L E  W O M A N

F I G .  2 0 :  S H A R E  O F  M AT U R E  W O M E N ’ S  D I A M O N D  J E W E L L E R Y 
P U R C H A S E S  I N  T H E  M A I N  D I A M O N D  C O U N T R I E S  ( % )

	VA LU E 
	P I EC ES 

	VA LU E 
	P I EC ES 

M AT U R E  C O N S U M E R  M A R K E T S E M E R G IN G  C O N S U M E R  M A R K E T S

24

9

29
21

3
6

37

10

Source: De Beers-commissioned diamond acquisition studies, 2014–2016.

J A PA N
( 5 5 + )

C H I N A
( 4 5 – 5 4 )

U S
( 5 5 + )

I N D I A
( 5 6 – 6 4 )

This has seamlessly moulded two previous 
generations’ visions of what it means to  
be feminine. 

One vision is that of the 1960s to the 1990s, 
when attributes like strength, determination 
and power were exemplified by figures such 
as Margaret Thatcher and Madonna. 

The other is that of the 1950s, when icons 
like Doris Day and Audrey Hepburn 
exhibited the qualities of grace and  
delicacy (Fig. 19).

So, with this alignment of strength and 
grace, the vision we see of today’s ‘new 
femininity’ is a balanced one. This balance 
gives the modern woman confidence and 
enables her to focus on personal growth 
and celebration of personal achievement.

F I G .  19 :  T H E  C H A N G I N G  FA C E  O F 
F E M I N I N I T Y  I N  T H E  U S

Source: Forevermark-commissioned research, US, 2016.

B A L A N C E , 
C O N F I D E N C E , 

P E R S O N A L  
G R O W T H

P O W E R F U L ,
S T R O N G ,

D E T E R M I N E D

S U B M I S S I V E ,
G R A C E F U L ,  

D E L I C AT E

2 0 0 0 s–
T O D AY

1 9 6 0 s– 
1 9 9 0 s

1 9 5 0 s
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The measures of a successful life for  
women across the world include financial 
independence, alongside personal 
happiness and a happy, healthy family.  
This is true in all four of the main global 
regions for diamond jewellery (Fig. 21).

But other aspirations differ between these 
countries. For example, a happy marriage  
is more important for Chinese women, 
while a balanced lifestyle is a bigger priority 
in India. And being loved is most highly 
valued in the US.

These findings are echoed by further 
research, which suggests that success is 
increasingly defined by the acquisition  
of knowledge and ideas – not material 
goods (Fig. 22).

F I G .  2 2 :  M A R K E R S  O F  P E R S O N A L  G R O W T H  
A R E  T H E  N E W  I D E N T I T Y  S Y M B O L S

S TAT U S

S U B S TA N C E

D R I V E N  B Y  
O T H E R S

M O R E  
S E L F - D I R E C T E D

S U P E R I O R I T Y :  
B E I N G  B E T T E R  

T H A N

U N I Q U E N E S S :  
B E I N G  D I F F E R E N T  
F R O M ,  C R E AT I V E  

A N D  O R I G I N A L

S O C I A L  
M AT E R I A L I S M

P E R S O N A L  
M E A N I N G F U L N E S S

F ROM

T O

Source: Forevermark-commissioned research, 2017.

F I G .  2 1 :  C H A R A C T E R I S T I C S  M O S T  C O M M O N LY  U S E D  T O  D E F I N E  S U C C E S S  ( %  O F  F E M A L E  R E S P O N D E N T S )

US C H I N A I N D I A JAPAN

H A PPY HE A LT H Y H A PPY HE A LT H Y

R A ISING H A PPY HE A LT H Y K ID S F IN A NCI A L INDEPENDENCE F IN A NCI A L INDEPENDENCE H A PPY
3 2 3 0 3 5 47

GOOD FA MILY REL AT IONSHIP S GOOD FA MILY REL AT IONSHIP S W EL L BA L A NCED L IF ES T Y L E GOOD FA MILY REL AT IONSHIP S
3 0 2 9 3 1 3 8

F IN A NCI A L INDEPENDENCE BEING H A PPILY M A RRIED HE A LT H Y F IN A NCI A L INDEPENDENCE
2 8 2 8 2 9 2 8

BEING L O V ED A N AC T I V E L IF ES T Y L E GOOD FA MILY REL AT IONSHIP S R A ISING H A PPY HE A LT H Y K ID S
2 7 24 24 2 7

N E W  M E A S U R E S  O F  S U C C E S S

Source: JWT Women’s Index Study, 2015.

41 4 0 3 5 5 3
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This shift from the external to the internal, 
from ‘what I have’ to ‘who I am’, is a strong 
trend among Millennials, as The Diamond 
Insight Report 2016 pointed out. It is 
something diamond marketers and brands 
need to address in their offering to the 21st 
century woman. 

While in the past, diamonds may have  
been purchased more frequently as a mark 
of status or wealth, consumers now seek 
purchases that offer an experience or 
reinforce the value of another experience. 

Diamond marketers therefore need to 
continue seeking the right values, occasions 
and images when promoting their products. 

However, the unique space that diamonds 
occupy in the luxury world – as a hybrid  
of product and experience – also offers 
opportunities. The acts of giving, receiving 
and self-purchasing diamonds already have 
a significant experiential element, enabling 
acquirers to share their diamond story with 
peers. The commercial potential of this 
experiential element of the diamond 
acquisition process could also be developed 
further, whether through the in-store 
experience, the use of online material that 
can be shared through social channels, or 
other innovations that enable the sharing  
of experiences.

C A S E  S T U D Y:  D I A M O N D  P R O D U C E R S  A S S O C I AT I O N  ( D PA )  –  
I N S P I R I N G  W O M E N  W I T H  ‘ R E A L  I S  R A R E ’
The DPA’s Real is Rare campaign 
celebrates the idea that authentic 
connection and emotional commitment 
are worthy of a diamond in and of 
themselves. The spirit of the campaign 
encompasses love and relationships of all 
kinds, not relying solely on ceremonies as 
occasions to gift a diamond. Real is Rare 
aims to present love and commitment in 
a modern context that is relevant to US 
Millennials. The tone of these alternative 
‘fairy tales’ is honest, the love is real and 

beautifully imperfect, and the rarity and 
preciousness of genuine connection is 
underscored.  Couples are presented as 
equals, and the narratives are glimpses 
of their journeys together during a 
moment in time. Because authentic 
relationships are something we choose  
to recommit to every day, they are not  
to be taken for granted.  Like a diamond, 
each is one of a kind, hard to find, and 
inherently precious.  

Image from the DPA’s ‘Real is Rare’ campaign.

T H E  R E TA I L  O P P O R T U N I T Y:  
H E L P I N G  T O  R E V E A L  T H E  I N N E R  P E R S O N
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A key aspect in this redefining of  
femininity – based on inner growth  
rather than external display – is finding  
role models who best embody it (Fig. 23).

Women actively want role models. They 
believe in the value the right role models 
give them, from their early formative years 
through to later life, when they continue  
to look for them in films and TV.24   

Currently, however, brands are falling short 
of women’s expectations. Three-quarters 
say that brands don’t represent them.25 

This weakens the competitive position  
of brands – their bonds with consumers  
can easily be broken, causing them to  
lose customers. 

But it could also be a great opportunity for 
those brands that find the right approach, 
as well as the role models who best embody 
the features of the new femininity and its 
ways of defining female success.

There are already good examples in the 
diamond category of brands using role 
models effectively to build emotional 
connections with female consumers  
(see Tiffany & Co and De Beers Diamond 
Jewellers case studies).

F I G .  2 3 :  T H E  I M P O R TA N C E  O F  R O L E  M O D E L S

C A S E  S T U D Y:  D E  B E E R S 
D I A M O N D  J E W E L L E R S  – 
C E L E B R AT I N G  TA L E N T E D 
W O M E N  W O R L D W I D E
The 2015 edition of De Beers 
Diamond Jewellers’ ‘Moments in 
Light’ project used photography by 
Mary McCartney of four iconic 
women – architect Zaha Hadid, 
model and actress Liya Kebede, 
musician Diana Krall and singer 
Karen Mok – to create a platform for 
sharing their unique stories with 
women across the world. In a series of 
four films, each woman revealed her 
personal ‘Moment in Light’: the 
particular instant that energised her 
to succeed. The project raises funds 
enabling women from war-torn 
countries to learn skills to rebuild 
their lives and inspire others.

Source: JWT Women’s Index Study, 2015; The Power of 21st Century Woman, Charlotte Wooding, Luxury Society, July 2017.

74%
O F  W O M E N  S AY  T H E Y  W I S H 
T H E Y ’ D  H A D  M O R E  F E M A L E 

R O L E  M O D E L S  T O  
I N S P I R E  T H E M  W H I L E  

G R O W I N G  U P

61%
O F  W O M E N  A C K N O W L E D G E 
T H E  I M P O R TA N C E  I N  T H E I R 

L I V E S  O F  R O L E  M O D E L S 
F R O M  F I L M S  A N D  T V

76%
O F  W O M E N  G L O B A L LY  

S AY  T H AT  B R A N D S  
D O  N O T  C U R R E N T LY 

R E P R E S E N T  T H E M

C A S E  S T U D Y:  T I F FA N Y  
&  C O  –  C E L E B R AT I N G 
I N D I V I D U A L I T Y  A N D  
S E L F - E X P R E S S I O N
In its autumn 2017 advertising 
campaign, ‘There’s Only One’, 
Tiffany & Co celebrates the power  
of individuality and self-expression. 

The campaign brings together six 
personalities from the areas of  
dance, music and performance,  
each chosen for her singular style, 
personal strength and imaginative 
vision to showcase Tiffany jewellery. 
Some of the faces of the campaign  
are actresses Elle Fanning and Zoë 
Kravitz, Oscar-nominated actress 
Janelle Monáe and supermodel 
Cameron Russell.

C A S E  S T U D Y:  D E  B E E R S 
D I A M O N D  J E W E L L E R S  – 
C E L E B R AT I N G  TA L E N T E D 
W O M E N  W O R L D W I D E
De Beers Diamond Jewellers 
“Moments in Light” project is about 
celebrating talented women who in 
turn share their unique and inspiring 
stories with women across the world.

Photographed and filmed by Mary 
McCartney, iconic women such as the 
late Zaha Hadid, architect, model and 
actress Liya Kebede, musician Diana 
Krall, actress and singer Karen Mok, 
photographer Chen Man and artist 
Cornelia Parker among others,  
each woman revealed her personal 
“moment in light”, the particular 
instant that energised her to succeed. 
The project raises funds enabling 
women from war-torn countries to 
learn skills to rebuild their lives and 
inspire others.

Architect, Zaha Hadid, for the ‘Moments in Light’ 
campaign.

Actress, Elle Fanning, for the ‘There’s only one’ 
campaign.
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ON For decades, diamonds have been marketed almost exclusively as gifts 
of love and symbols of marriage. While this universal and powerful 
motivation will remain the bedrock of the industry, new opportunities 
are clearly emerging as the position of women in society and the  
economy evolves.

The first of these opportunities lies with 
female self-purchase. This has experienced 
rapid growth as female spending power has 
increased, and it offers exciting potential 
for well positioned products. 

Self-purchasers are mainly married  
women, are generally over the age of 35  
and have medium to high income levels. 
While different approaches will be required 
in different countries – as motivations to  
buy and preferred jewellery types vary 
across the key diamond-buying markets – 
retailers who are able to encourage  
impulse buying through design, price or 
emotionally-driven marketing concepts  
will be likely to see success. 

Second, retailers will have increasing 
opportunities to connect diamonds to a 
wider selection of life ‘moments’, as women 
have greater confidence to celebrate all the 
key occasions in their lives – not just those 
connected to their relationship. Success  
at work, memories of a happy holiday  
or simply ‘ just because’ will become 
increasingly powerful reasons to buy.

Third, diamonds can symbolise a broader 
spectrum of emotions, and more can be 
made of the experience of acquisition, as 
the essence of womanhood is redefined. 
Alongside commitment and love, diamonds 
are being bought to represent emotions, 
such as optimism and pride. And providing 
younger consumers with more of an 
interactive buying experience, as well  
as a narrative they can share with friends, 
will bring further opportunities. 

Fortunately, with a highly symbolic product 
that lends itself to individuality of both 
design and experience, the diamond sector 
is well placed to benefit from the changing 
face of the female consumer. But a collective 
effort from all parts of the value chain  
will be required to capitalise fully on the 
potential offered by the increasingly 
multifaceted modern woman. 

27 T H E  D I A M O N D  I N S I G H T  R E P O R T  2 0 1 7 D E  B E E R S  G R O U P

O V E R V I E W VA L U E  C H A I N C O N C L U S I O N E N D  N O T E SI N  F O C U S



T H E  D I A M O N D  I N S I G H T  R E P O R T  2 0 1 7 D E  B E E R S  G R O U P28

O V E R V I E W VA L U E  C H A I N I N  F O C U S C O N C L U S I O N E N D  N O T E S

1.	� Speaking at the Accessories Council’s award 
ceremony when she received the ACE Media award 
on behalf of Marie Claire in 2016.

2.	� For a list of OECD countries, please refer to  
http://www.oecd.org/about/membersandpartners/
list-oecd-membercountries.htm. 

3.	� http://www.pewsocialtrending.org/2015/03/19/
comparing-millennials-to-other-generations.  

4.	� JWT Women’s Index Study, 2015, covering  
17 countries with a sample of 7,000 women.

5.	� OECD (2017), Adult education level (indicator),  
doi: 10.1787/36bce3fe-en (accessed on 21 July 2017).

6.	� JWT Women’s Index Study 2015, covering  
17 countries with a sample of 7,000 women.

7.	� De Beers-commissioned diamond purchasing study, 
India, 2014.

8.	� Elites in India are defined as consumers in 
socio-economic groups A and B who own a car 
costing more than US$15,000, are members of a 
prestigious club or take holiday or business trips 
abroad annually.

9.	� Socio-economic classes A and B in India are defined 
as households where the main income earner has at 
least a university degree and is a business owner, 
professional, corporate manager or performs skilled 
labour.

10.�	� Forevermark-commissioned qualitative research, 
2016.

11.	� Female Tribes, J. Walter Thompson Company 
Initiative report, 2017, based on JWT Women’s 
Index Study, 2015.

12.	� Millennials in Adulthood, Pew Research Center, 
March 2014.

13.	� For US, Lydia Anderson and Krista K. Payne. 
National Centre for Family and Marriage Research, 
Bowling Green State University, OH. Median Age at 
First Marriage, 2014. Family Profiles, FP-16-07, 2016. 
For Japan: Statistics bureau, Ministry of Internal 
Affairs and Communications, Japan, Statistical 
Handbook of Japan, 2014.

14.	� De Beers-commissioned diamond acquisition study, 
US, 2016.

15.	De Beers-commissioned research, US, 2016.

16.	� Urban World: The Global Consumers to Watch, 
McKinsey Global Institute, April 2016.

17.	� De Beers-commissioned diamond purchasing study, 
India, 2014.

18.	� Jill Wright, Gems by Jill blog, designer and 
manufacturer of custom beaded jewellery.

19.	� http://marketingtowomenonline.typepad.com/
blog/2006/05/why_women_buy_j.html.

20.	� Female Tribes, J. Walter Thompson Company 
Initiative report, 2017.

21.	 Ibid.

22.	�Urban World: The Global Consumers to Watch, 
McKinsey Global Institute, April 2016.

23.	� De Beers-commissioned Diamond Acquisition 
Study, Japan, 2014.

24.	 JWT Women’s Index Study, 2015.

25.	� The Power of the 21st Century Woman, Charlotte 
Wooding, Luxury Society, July 2017.

EN
D 

NO
TE

S



G L O S S A R Y
Definitions for terms and abbreviations used within this 
report can be found on our website:

www.debeersgroup.com/glossary

D I S C L A I M E R
Please note that the names and/or brands of third-party 
organisations referred to in this publication may 
include registered or unregistered trademarks of such 
brand owners.

De Beers UK Limited is a member of The De Beers 
Group of Companies and is a limited liability company, 
incorporated in England and Wales (Registered 
Number 02054170) with its registered office at  
20 Carlton House Terrace, London SW1Y 5AN.

© De Beers UK Limited 2017. De Beers™, 
Forevermark™ and Moments in Light™ are Trade 
Marks of The De Beers Group of Companies.  
All rights reserved.



DE
 B

EE
RS

 U
K 

LT
D 

20
 C

AR
LT

ON
 H

OU
SE

 T
ER

RA
CE

LO
ND

ON
 S

W
1Y

 5
AN

w
w

w
.d

eb
ee

rs
gr

ou
p.

co
m

/i
n

si
gh

tr
ep

or
t

@
de

be
er

sg
ro

up
#D

IR
20

17




