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UNITED STATES OF AMERICA
 
BEFORE THE FEDERAL TRADE COMMISSION
 

Washington, D.C. 20580
 

) 
In Re: Petition to Amend Guidelines For ) 
the Jewelry, Precious Metals, and Pewter ) 
Industries. ) 

---------------) 

I. Introduction. 

The Jewelers Vigilance Committee (hereinafter, the "JVC") petitions the Federal Trade 

Commission ("FTC"), pursuant to 16 C.F.R. § 1.6, to amend the Guidelines for the Jewelry, 

Precious Metals, and Pewter Industries (hereinafter, the "Guides"), 16 C.F.R. Part 23, to address 

the use of the term "cultured" in conjunction with lab-grown gemstones. The proposed 

amendment would add the term "cultured" to the list of other terms in Section 23.24 of the 

Guides that the Commission has already determined are unfair or deceptive to use in conjunction 

with manufactured products. I The JVC, as well as ten (10) other jewelry industry trade 

associations, believe this amendment is needed to protect consumers from the deceptive or unfair 

business practices that occur with the use of the term "cultured" in conjunction with jewelry 

industry products other than pearls. 

This amendment is needed because a legal analysis of current marketing claims for lab,. 

grown diamonds, in conjunction with the regulatory, technological and industry history 

regarding synthetic products, indicates that when the term "cultured" is used with synthetic 

diamonds, consumers are likely to be misled about the nature of the product. Consumer survey 

data obtained by the JVC indicates that consumers widely and erroneously associate the phrase 

"cultured diamond" as meaning a natural product or gemstone grown naturally with human 

intervention. Specifically, the use ofthe term "cultured" in the context of a lab-grown product 

incorrectly implies that the product has been created in an organic process, with humans simply 

initiating the natural diamond growth process, rather than artificially replicating it in a 

laboratory. The historical high regard consumers have for cultured pearls, combined with 

I See 16 C.F.R. § 23.24 and n. 50, infra for the text of the proposed amendment. 



current consumer interest in natural and organic products, make it particularly critical that the 

Commission amend the Guides as requested to prevent consumers from being misled into 

believing lab-grown diamonds are similar to cultured pearls or created in a process that is like the 

one used for pearls.2 

Nearly 50 years ago, the FTC addressed concerns regarding the use of the term 

"cultured" for materials other than pearls, when it charged a seller of synthetic emeralds with 

deceptive advertising for describing its products as "Cultured Emeralds.,,3 Today, technological 

innovations and market changes make the concern a pressing one in connection with marketing 

practices in the synthetic diamond industry. The synthetic diamond industry, once known 

exclusively for the manufacture of diamonds for industrial purposes, is now producing jewelry 

quality diamonds in significant quantities and further significant growth is expected in the years 

to come. These technological innovations and the growth of production in this market from a 

novelty to a mass-produced product have occurred since the completion of the last 

comprehensive review of the Guides in 1996 and the completion of a separate proceeding in 

2000 addressing treatments to diamonds. Thus, the Commission has not previously had an 

opportunity to fully consider the issue, and the consumer perception data that is now available. 

As explained below, there are substantial and material differences between the natural 

and organic process that creates cultured pearls and the manufacturing process that creates 

synthetic diamonds. Because of these differences "cultured" and "synthetic" are not terms that 

can be used interchangeably.4 Additionally, empirical data, consisting of three recent surveys of 

consumers (conducted in 2002, 2005 and 2006), show that consumers understand "cultured" to 

be a natural growth process with some human intervention, and that they value cultured products 

more than synthetic ones. These data show that consumers are likely to be misled or at best 

2 The culturing process for pearls, as explained in detail in Part IILC, is largely a natural one involving organic 
materials. Consumer preference and demand for "natural" and "organic" products of all types (e.g., food, cleaners, 
cosmetics, textiles) is growing exponentially. See "Industry Stats," at http://www.organicexpo.com. With this 
growth the need for standards and government intervention to ensure that these terms are used appropriately in 
marketing also has grown, particularly in the organic food context. See 7 C.F.R. Part 205 (USDA/Agricultural 
Marketing Services National Organic Program, setting, for example, definitions for "organic," and "made with 
organic ingredients"). The need for standards is also present in the jewelry industry. 
3 See Chatham Research Laboratories, 64 F.T.C. 1065 (1964). 
4 Indeed, the Guides prohibit the use of the term "synthetic" to describe cultured pearls because cultured pearls do 
not meet the Guides' definition of synthetic (16 C.F.R. § 23.20(k)). The FTC should similarly admonish against the 
use of the term "cultured" for synthetic products as they are not formed through the traditional organic process that 
is referenced in the Guides. See 16 C.F.R. § 23.18(b). 
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confused about the nature of the product they are purchasing when the term "cultured" is used to 

describe a lab-grown diamond or the process that created that product. Thus, representations that 

such diamonds are "cultured" products are likely to mislead consumers to their detriment. 

Synthetic diamonds, when truthfully represented, are a welcome addition to the jewelry 

marketplace, which provides consumers with a vast array ofjewelry products at every price 

point. However, when such manufactured products are represented as "cultured" products, a 

term historically used to describe the natural and organic process for producing pearls, and which 

is defined in the Guides in conjunction with pearls, consumer deception may occur. Because of 

this, and the industry's need to foster consumer confidence in the industry and their desire to 

maintain high ethical standards, all of the leading trade associations in the jewelry industry 

support the proposed amendment. Additionally, the proposed amendment would be consistent 

with recent or newly-issued standards and definitions set by other countries that have considered 

this issue, by international standard-setting bodies, and other respected organizations. 

For all of these reasons, FTC guidance at this point in time is necessary to help this 

emerging industry to grow while ensuring that consumers are not misled about the characteristics 

of its products. As the Commission is aware, the industry assigns great importance to the Guides 

and because of this and their importance to jewelry consumers the Commission has devoted 

significant time and resources to drafting and updating the Guides. It is crucial that the Guides 

continue to be adjusted to reflect changes in the market place and for the Commission to be 

cognizant ofthe view ofleaders in the industry who are devoted to preserving consumer 

confidence in the industry by developing and maintaining standards to avoid deceptive practices 

and to promote ethical practices. Our goal is to create a set of standards that, when universally 

applied, will justify continued consumer confidence in our industry. The lVC strongly believes 

that the requested amendment is in the public interest and would facilitate a more widespread 

and equitable observance of the FTC Act as it applies to advertising and marketing practices in 

the jewelry industry. 5 

In Part II, we provide information about the lVC, its role in educating and policing the 

industry, and about the other associations that support this Petition. In Part III, we explain the 

5 The purpose of FTC Guides is to provide the basis for voluntary and simultaneous abandonment of unlawful 
practices by members of the industry. See 16 C.F.R. Part 17. 
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important differences among synthetic, natural and cultured products. In Part IV, we discuss the 

current production of and marketing for lab-grown or synthetic diamonds. Part V describes the 

consumer perception data that we are submitting, showing how consumers interpret the terms 

"synthetic" and "cultured." Part VI describes how the FTC now addresses the term "cultured," 

and Part VII explains why the Guides need to be amended. In Part VIII, we explain how the 

proposed amendment would be consistent with the regulatory approach taken in other countries 

and by leading standard-setting and other relevant organizations. Part IX presents our 

conclusions and summarizes why FTC action is needed now. 

II. Background on the JVC and the Associations Supporting This Petition. 

A. The JVC and Its Mission. 

The lVC is a trade association, founded in 1917, whose nearly 10,000 members come 

from all sectors of the jewelry industry. Its central mission is to uphold and maintain the 

integrity and ethics of the jewelry industry through the promotion of compliance with the legal 

standards that apply to its trade practices. It enjoys the support not only of every sector of the 

industry, but also a wide array of service providers in the industry, including banks, insurance 

companies, accountants, legal professionals, gemological laboratories and more. The lVC is the 

main recipient of complaints from consumers and from members of the trade regarding instances 

of non-compliance with accepted trade practices. The lVC investigates and resolves these 

allegations through its Alternative Dispute Resolution Service or through close cooperation with 

federal, state and local law enforcement agencies. The lVC also works closely with government 

regulators to help them understand the industry and to provide them with up-to-date information 

regarding industry practices. 

One of the lVC's main missions is to ensure that the industry understands and complies 

with applicable laws. In this regard, the industry looks to the FTC Guides as the primary source 

of industry standards and regulations. The Guides are universally cited as the "Bible" for all 

levels of industry because all industry segments are acutely concerned about regulatory 

requirements that apply to their businesses. Accordingly, the lVC dedicates a considerable 

portion of its resources to disseminating and policing compliance with the Guides. Also 

reflecting the industry-wide importance of the Guides, other industry educational institutions, 

such as the Gemological Institute of America, the American Gem Society, and other jewelry 
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trade associations (including those undersigned), offer training on the Guides. It is no surprise 

then that most jewelers keep the Guides handy at their retail and manufacturing locations for 

easy reference, and the decisions they make about the language they use to sell and promote their 

products are sourced in these Guides. 

B. Other Associations Supporting the Petition. 

All of the leading jewelry industry trade associations, representing all sectors of the 

industry, endorse an amendment to the Guides prohibiting the use of the term "cultured" in 

connection with non-pearl products. In reaching a consensus favoring this amendment, the 

jewelry industry is seeking to protect consumers from misleading descriptions. 

The specific trade associations that endorse this clarification of terminology in the FTC 

Guides are: 

•	 The American Gem Society ("AGS"), founded in 1934 by Robert M. Shipley, is a 
trade association dedicated to proven ethics, knowledge and consumer protection 
within the jewelry industry. Members are held to the highest ethical standards in the 
industry and are re-certified annually to maintain their AGS titles. AGS'membership 
consists of 1,600 firms and 3,500 credentialed jewelers. 

•	 The American Gem Trade Association ("AGTA") is an association of natural colored 
gemstone and cultured pearl industry professionals in the United States and 
Canada that is dedicated to promoting the natural colored gemstone and cultured pearl 
trade. AGTA pursues its aims through the combined use of educational 
programs, industry events, industry relations and publicity to the trade and consumers 
while promoting and maintaining the highest ethical standards among its members 
and within the industry. 

•	 CIBJO is the international jewelry confederation of national trade associations. 
CIBJO's purpose is to encourage harmonization, promote international cooperation in 
the jewelry industry and to consider issues that concern the trade worldwide. 
CIBJO's chief mission is to protect consumer confidence in the industry. 

•	 The Cultured Pearl Association is the leading association of dealers in cultured pearls 
dedicated to the education of consumers and members of the trade about the qualities 
and characteristics of cultured pearls. 

•	 The Diamond Council of America is an association representing 6,200 jewelry stores 
that provides quality, affordable education t6 its members and associations enhancing 
their ability to sell fine jewelry with expertise, integrity and professionalism. 

•	 The Diamond Manufacturing and Importers Association of America represents 
hundreds of diamond professionals including cutters, polishers, dealers, traders, 
manufacturers of diamond jewelry and more. The commitment of the organization is 
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to ethical business practices in compliance with all legal standards applicable to the 
sale and manufacture of diamonds. 

•	 The International Diamond Manufacturers Association is a confederation of diamond 
manufacturing organizations from around the world. Its thousands of associated 
members agree to a code of conduct pertaining to the manufacture and sale of 
diamonds. The organization sets standards of conduct and ensures the highest ethical 
conduct among its members in the diamond trade. 

•	 The Jewelers of America ("JA") is the national trade association of the retail jewelry 
industry. JA represents nearly 14,000 jewelers nationwide and serves as a center of 
knowledge and as an advocate for professionalism and high social, ethical and 
environmental standards in the jewelry trade. 

•	 The Manufacturing Jewelers and Suppliers of America is a national trade association 
with over 1,750 members, which includes finished jewelry manufacturers, designers 
and industry suppliers. 

•	 The World Federation of Diamond Bourses ("WFDB") was founded in 1947 to unite 
and to provide bourses trading in rough and polished diamonds and precious stones, 
with a common set of trading practice. The WFDB provides a legal framework and 
convenes to enact regulations for its 26 member diamond bourses around the world. 
Ethics, good business practices and morality are paramount and these are protected 
vigorously by the Constitution ofthe WFDB which provides for Arbitration and 
Disciplinary procedures against any bourse member who transgresses the code. The 
purpose of the WFDB is to promote understanding and closer co-operation between 
peoples all over the world who earn their livelihood in the diamond and precious 
stones trade. 

The above trade associations represent tens of thousands of companies from all sectors of 

the jewelry industry, with potentially significant differing interests and perspectives. Despite 

these potential differences, there is a strong consensus among all sectors on this issue. All of the 

above trade associations believe the term "cultured" is appropriate only to describe pearls that 

are created through the traditional, organically-based culturing process described in the Guides. 

This consensus speaks both to the propriety of the requested amendment, and to the urgency of 

its incorporation into the Guides. 

III. The Differences Among Synthetic, Natural and Cultured Jewelry Products. 

Before discussing why an amendment to the Guides is needed to promote non-misleading 

advertising, it is important to understand the significant differences among synthetic, natural and 

cultured products, and how the production and marketing of synthetic diamonds have changed. 
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A. The Industrial History of Synthetic Diamonds. 

In the past few years the technologies· capable of producing laboratory-created 

diamonds of gem-quality have improved dramatically. There are now several different methods 

for creating large (one carat or larger) and high quality (colorless to near colorless) products 

and for producing relatively large quantities of these products. These include the High 

Pressure High Temperature ("HPHT") method6 and the Chemical Vapor Deposition ("CVD") 

method.7 These methods8 currently are being employed by several companies, including the 

Gemesis Corporation (hereinafter, "Gemesis"), Chatham Created Gems Inc. (hereinafter, 

"Chatham") (both use HPHT),9 and the Apollo Diamond Corporation (uses CVD).IO This has 

resulted in the unprecedented production and sale of synthetic diamonds. II 

B. The Properties of Synthetic Diamonds. 

Natural diamonds and synthetic diamonds have very similar chemical composition, 

physical properties and structure; they are both made of a very dense form of pure carbon and 

have a very similar degree of hardness, refractive index, and dispersion. Because of this, to the 

unaided eye, synthetic diamonds have all the same optical, chemical and physical characteristics 

of a natural diamond. Indeed, distinguishing whether a diamond product is made from natural or 

synthetic diamonds often requires training and sometimes the use of sophisticated and expensive­

6 The HPHT process, which was developed by General Electric in the mid-1950s, uses high heat and high pressure
 
inside a ceramic vessel, where small synthetic crystals are used as seeds that act as templates for further crystal
 
growth. See Gemological Institute of America (GlA), James E. Shigley, GEMS & GEMOLOGY IN REVIEW,
 
SYNTHETIC DIAMONDS, Preface, at X (2005).
 
7 CVD takes place in a low-pressure hydrogenlhydrocarbon gas environment inside a metal reactor with a vacuum
 
system, gas injectors, and counter electrodes, and under only moderately high temperatures. In this process, single­

crystal synthetic plates are used as substrates, which act as templates for further crystal growth. This technology
 
was first developed in 1952. GlA, James E. Shigley. GEMS & GEMOLOGY IN REVIEW, SYNTHETIC
 
DIAMONDS, Tomorrow's Challenge: CVD Synthetic Diamonds, at 231 (2005).
 
8 It is important to note that the HPHT and CVD processes are very distinct from the manufacture of imitation or
 
simulant diamond products, which merely have an appearance similar to that of diamonds and are produced using
 
fairly simple and unsophisticated techniques. These imitation products include cubic zirconia, synthetic rutile,
 
YAG, synthetic moissanite, and even glass.
 
9 See, e.g., Martin Rapaport, A Diamond Is A Diamond? RAPAPORT NEWS, Diamonds.net, Oct. 8,2003, at 5.
 
10 BBC Horizon, Diamond Labs Transcript, BBC 2, March 4, 2004, at www.gemesis.com. "News and Contacts;"
 
see also Jennifer Mulrean, Man-Made Diamonds: A Girl's New Best Friend?, at
 
http://moneycentral.msn.com/content/SavingandDebt/P97816.asp,andGlA,JamesE.Shigley, GEMS &
 
GEMOLOGY IN REVIEW, SYNTHETIC DIAMONDS, at 246 (2005).
 
II For example, Gemesis currently claims to produce at least 10,000 stones per year. See also n. 21, infra. Chatham
 
claims it supplies at least 12,000 carats of HPHT synthetic diamonds per year. Apollo may be making 5,000 to
 
10,000 carats available. W. Boyajian, Tomorrow's Challenge: CVD Synthetic Diamonds, GEMS & GEMOLOGY,
 
Editorial, Vol. 39, No.4, 267 (2003).
 

- 7 ­



to-develop-machinery that is available mainly at laboratories and main cutting and polishing 

centers. 12 

However, there are significant differences between natural and synthetic diamonds. First, 

natural diamonds crystallized over a very long period of time naturally from carbon-based 

elements deep within the earth. 13 In contrast, synthetic diamonds are produced in a matter of 

days or weeks in a chemical environment under controlled factory or laboratory conditions. 14 

Second, a close examination of synthetic diamonds reveals that they have different growth 

patterns from natural diamonds, different fluorescence distribution, and also contain different 

impurity and inclusion types. In addition, synthetic diamonds grown under HPHT conditions 

can contain metallic inclusions from the metallic melt in which they were grown. 15 

Third, natural diamonds are a diminishing resource, and sometimes it requires highly 

technical mechanical means to find and extract them, whether from the earth, from rivers or from 

under the ocean. Natural diamond prices tend upwards on an annual basis. On the other hand, 

synthetic products are not rare and their costs are driven by the materials and increasingly 

efficient technology used to produce them. Thus, they can be and are marketed at substantially 

lower price points, such as 30% of what would be charged for a comparable mined diamond. 16 

As technology improves, the supply of synthetic products presumably will increase, thereby 

increasing the price differential between natural and synthetic products. 

12 Analytic equipment such as DiamondSure (a device that analyzes the stone's spectroscopic characteristics), and
 
Diamond View (a device that uses ultraviolet radiation to reveal the stone's fluorescence and phosphorescence
 
patterns) can be used to identifY whether a diamond is natural or synthetic. GIA, James E. Shigley, GEMS &
 
GEMOLOGY IN REVIEW, SYNTHETIC DIAMONDS, at 251 (2005).
 
13 The first known deposition of diamonds occurred 3.3 billion years ago; the most recent was 990 million years ago.
 
"Integrated models of diamond formation and craton evolution," Shirey Richardson & Harris; Lithos 2004, vol. 77,
 
No. 1-4, pp. 923-44.
 
14 It takes approximately 80 hours to produce a single synthetic diamond crystal of up to 3.5 carats. GIA, James E.
 
Shigley, GEMS & GEMOLOGY IN REVIEW, SYNTHETIC DIAMONDS, at 178 (2005).
 
15 See GIA, James E. Shigley, GEMS & GEMOLOGY IN REVIEW, SYNTHETIC DIAMONDS, Box A: A
 
Practical Guidefor Separating Naturalfrom Synthetic Diamonds, at 130-31 (2005); see also Jennifer Mulrean,
 
Man-Made Diamonds: A Girl's New Best Friend?, at
 
http://moneycentral.msn.corn!content/SavingandDebt/P97816.asp.
 
16 See, e.g., Diamonds: Made in the US.A., CBS NEWS, May 12,2004 at
 
http://www.cbsnews.com!stories/2004/05/l 0/6011/main616666.shtml.
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C.	 How the Culturing Process for Pearls Differs From the Process For Creating 
Synthetic Diamonds. 

In the process of "culturing" pearls the only human intervention that occurs is the placing 

of an organic seed into a mollusk. The seed typically consists of a small piece of tissue from 

another mollusk and a bead, made of shell. Importantly, both the tissue and the bead are organic, 

natural materials. The introduction of an organic seed then prompts a living organism - the 

mollusk - to produce pearls through a biological process. During this process, the pearl grows at 

its own natural pace, in a manner exactly similar to the growth of a natural pearl. I? Notably, 

unlike the process for manufacturing synthetic diamonds, the culturing process for pearls takes 

place in the same habitats where natural pearls grow: natural bodies of water such as oceans, 

lakes and rivers. 

The organic series of events that produce cultured pearls are clearly distinguishable from 

the manufacturing process for synthetic gems. The creation of a synthetic or lab-grown product 

is not an organic process; rather, the entire process is technologically directed in a factory 

setting. Although a so-called seed is used in the synthetic production process, this seed is 

commonly made from a tiny piece of synthetic material and is removed from the final product. 

Unlike the pearl culturing process, human intervention in the manufacturing process for synthetic 

gems extends far beyond the planting of a seed and then simply letting nature take its course. A 

combination of chemicals, chemical engineering, sophisticated machinery, advanced technology 

and science is necessary to produce synthetic diamonds and gems. 

IV.	 The Production and Marketing of Synthetic Diamonds. 

The demand for (natural) diamondjewelryl8 in the U.S. is substantial and rising. In 

2006, the diamond jewelry market was measured at over thirty-three (33) billion dollars, up from 

twenty-eight (28) billion dollars in 2005. 19 Against this back drop, the production of synthetic 

diamonds also has experienced dramatic growth in recent years and further significant growth is 

expected and planned. Some companies report that their current production is not meeting 

17 GIA, COLORED STONES, Course material, Life's Gems, Assignment 5, at 6 (1997).
 
18 Diamond jewelry includes any jewelry piece that includes at least one natural diamond, no matter how small.
 
Jewelers of America, THE COST OF DOING BUSINESS SURVEY (2005).
 
19 Diamond Promotion Service, April 2006.
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demand20 and others, such as Gemesis, have stated that they are increasing their production.21 

Products that were once a novelty are now fairly readily available. 

Since 2000, when the production of synthetic diamonds began growing, the producers of 

synthetic, laboratory-created diamonds have actively marketed and promoted their products as 

"cultured diamonds." For example, by 2002, both Chatham and Gemesis had begun selling 

synthetic HPHT gem quality diamonds through marketing that described these laboratory-created 

diamonds with the term "cultured diamonds" or through comparisons to cultured pearls. These 

marketing efforts represent a clearly purposeful attempt to associate these products with cultured 

pearls, despite the vast differences in their origin and production, and to transfer high consumer 

regard for cultured pearls to lab-grown diamonds. These efforts have resulted in media reporting 

on this emerging sector of the jewelry industry using the term "cultured diamond" to describe 

these new synthetic products. 

Current marketing for lab-grown diamonds include the following statements from the 

websites of the leading synthetic diamond manufacturers. 

•	 Gemesis' website for "Gemesis, The Cultured Diamond" included the following 
statements: "One of the most common questions we are asked is 'What is the 
difference between a Gemesis Cultured Diamond™ and a mined diamond?' The 
answer is simply only where it came from. Diamonds are usually mined from 
underground, ours come from above the ground.,,22 

•	 Chatham's website asks and answers the following question: "Is a Chatham Created 
Gemstone like a cultured pearl? Yes. Just as man provides the natural 'seeds' and 

20 1. Shigley, Ch. Breeding, A. His-tien Shen, An Updated Chart On The Characteristics ofHPHT-Grown Synthetic 
Diamonds, GEMS & GEMOLOGY, Vol. 40, No.4, 303 (2004). 
21 Gemesis predicts it will soon produce 20,000 carats of gem-quality synthetic diamonds annually, up from 4000 
carats annually in 2002. J. Shigley, R. Abbaschian, and C. Clarke, Gemesis Laboratory-Created Diamonds, GEMS 
& GEMOLOGY, Vol. 38, No.4, 301 (2002) and Sanjiv Arole, Cultured Diamonds Are Here To Stay, BUSINESS 
STANDARD, New Delhi, March 31, 2004. 
22 http://www.gemesis.com. "About Our Diamonds."(visited March 2,2006). See also 

"Gemesis wants to be absolutely certain that it distinguishes diamonds grown by man from those grown 
in nature. 'Cultured' is a term that has been used for many years to describe pearls that are engineered by 
man. That is, where man has found a way to recreate nature's process, so Gemesis uses 'Cultured' and 
'Laboratory-Grown' to describe accurately the origin of these diamonds. The term 'synthetic' is 
sometimes used to describe diamonds grown by man. However, it is often incorrectly interpreted as 
meaning 'fake' and, thus, is misleading. Even worse, the term 'synthetic' may be used by some to 
describe stones that aren't actually diamond. However, both 'Cultured' and 'Laboratory-Grown' fairly 
and clearly describe this unique jewelry product. " 

Id. (visited Nov. 15,2006) (emphasis added). For the reasons discussed in Part III, supra, the term "cultured" does 
not fairly or accurately describe this product. 
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controlled environment to help grow a cultured pearl, Chatham provides the natural 
elements and controlled environment to grow crystals.,,23 

•	 Apollo's website contains the following statement: "Just as Mikimoto and Akoye 
introduced cultured pearls [... ] Apollo has harnessed the natural growth process to 
bring you a cultured yet 100% pure diamond.,,24 

The data from three consumer surveys, discussed below, show that the use of the term 

"cultured" is likely to be misunderstood by consumers, who associated "cultured" with an 

organic process. The Commission always has been sensitive to the effect on consumers of 

marketers' efforts to insinuate that their products have the same benefits or characteristics of 

other products, and the FTC's challenges to such practices, even when the practices are implied 

or subtle, have been upheld by the courts.25 We ask that the FTC similarly respond to "cultured 

diamond" marketing by providing industry guidance on the use of the term "cultured" to help 

ensure consumers are not misled, directly or indirectly, when it is used in marketing for synthetic 

diamonds or other gemstones. 

V. Consumer Survey Results. 

Since 2002, the JVC has overseen one consumer survey and been provided with two 

others on this topic. Each of these surveys, described below, indicates a high level of confusion 

among consumers concerning the meaning and true nature of "cultured diamonds." This 

confusion likely results in consumers being materially misled about the origin and characteristics 

of cultured diamonds. Notably, and in stark contrast to this confusion, consumer understanding 

of the term "cultured pearl" is very good. The Commission has relied upon similar consumer 

research in making other regulatory guidance decisions, such as its 1997 Enforcement Policy 

Statement on Made in USA and Other Origin Claims26 and its Guides for the Use of 

Environmental Marketing Claims.27 The research submitted with this Petition similarly provides 

a basis for further Commission guidance on the term "cultured." 

23 http://www.chatham.com/faq.html. "The Chatham FAQs." (visited Feb. 24, 2006).
 
24 http://www.apollodiamond.com/gemstones.html. "Gem Quality Diamond Crystals."(visited Feb. 24, 2006).
 
25 See Telebrands Corp. v. Federal Trade Commission, 2006 WL 2243584 (4th Cir. Aug. 7,2006).
 
26 62 Fed. Reg. 63756 at 63763-64 (Dec. 2, 1997).
 
27 16 C.F.R. Part 260. In particular, consumer perception data on consumer expectations for a "recycled" claim
 
played a key role in the standard the Commission established for unqualified claims of "recycled content."
 
16 C.F.R. § 260(7)(e). The Commission also has cited its past reliance on such data in comments to other agencies
 
recommending that they too set standards or create definitions for terms - in conjunction with consumer perception
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2002 JVC Research 

In 2002, the lVC conducted consumer research among sophisticated jewelry 

consumers. 28 Research indicated that thirty-six percent (36%) of all respondents recalled hearing 

the term "cultured" applied to diamonds in product advertising or promotions. However, when 

asked the meaning of the term "cultured diamond," over sixty-six percent (66%) of respondents 

had an incorrect understanding or no understanding of the term. Specifically, over forty-one 

percent (41 %) of respondents believed that a "cultured diamond" is a gemstone grown naturally 

with human intervention; another fourteen percent (14%) of respondents indicated that they did 

not understand the meaning of the term; eight percent (8%) of respondents believed "cultured 

diamonds" are found naturally in the earth, but enhanced or improved by man using chemicals or 

artificial substances; and three percent (3%) believed the phrase referred to a gemstone found 

naturally in the earth. Only one-third (33%) of respondents understood that the term described a 

laboratory-created product. In contrast, over ninety percent (90%) understood the term 

"synthetic diamond" to mean a laboratory-created product. 

Quite unlike consumers' misunderstanding of the term "cultured diamond," sixty percent 

(60%) of respondents to the survey correctly understood that cultured pearls are naturally grown 

with human intervention,z9 Furthermore, over fifty-four percent (54%) of consumers understood 

the independent term "cultured," when used without qualifying the term "pearl" or any particular 

noun, to mean "naturally grown with human intervention." At the same time, when asked to 

identify which items describe "synthetic" in connection with fine diamond jewelry, over eighty 

percent (80%) of consumers believed "synthetic" to mean "artificially created" while close to 

forty-two percent (42%) understood "synthetic" to mean "laboratory grown.,,30 

Of particular interest, and likely related to the above understandings, when respondents 

were presented with a choice of five descriptive terms, including "genuine," "cultured," 

data - to assist consumers in evaluating ad claims. See Comments of the Staff of the Bureau of Consumer 
Protection, the Bureau of Economics, and the Office of Policy Planning of the Federal Trade Commission, before 
the Department of Health and Human Services, Food and Drug Administration, "In the Matter of Draft Guidance for 
Industry and FDA Staff: Whole Grains Label Statements." Docket No. 2006-0066, April 18,2006 at n. 23. 
28 JVC's research study was conducted using MVI Marketing Ltd.'s Jewelry Consumer Opinion Council ("lCOC"). 
The JCOC uses a demographic sampling to gather respondent feedback to a questionnaire that is completed via 
email. The survey is attached as Exhibit A. 
29 lCOC survey, Exhibit A. Note that for this question as well as some similar questions, respondents were given 
the opportunity to choose all applicable responses. 
30 [d. 
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"synthetic," "treated," and "enhanced," respondents ranked "cultured" products as the third most 

valuable, and "synthetic" products as the least valuable of the five. In addition, the Jve survey 

indicated that nearly all respondents (95%) would expect to pay less for synthetic diamond 

jewelry as compared to genuine diamond jewelry, while over twenty-five percent (25%) of 

respondents would expect to pay the same for cultured diamond jewelry, and four percent (4%) 

would pay more. 

These findings are particularly important because they indicate that consumers believe 

"cultured" products are more valuable than "synthetic" products, and consequently might be 

willing to pay more for "cultured" diamond jewelry than for "synthetic" diamond jewelry. In the 

context of this discussion of synthetic diamonds and/or gemstones, the products being sold and 

marketed as "cultured" diamonds or gemstones are in fact no different from those laboratory­

created products that are labeled as "synthetic." 

2005 TNS Survey 

In a second analysis of consumer perception regarding awareness and understanding of 

"cultured diamonds," TNS conducted telephone interviews with consumers in October 2005.3
\ 

One-thousand (1,000) respondents, a sample representative of the United States population, were 

asked the following questions: 

•	 "Have you heard of cultured diamonds?" (YesiNo/Don't Know) 

•	 For both "yes" and "no": "What do you think they are?" (Open ended question) 

•	 "Do you believe that cultured diamonds are a natural product?" (YesiNo/Don't 
Know) 

When asked whether they believed that "cultured diamonds" are natural products, 

astonishingly over one-in-four respondents (26%) believed that "cultured diamonds" are in fact 

natural products. This percentage of respondents who believed that "cultured diamonds" are 

natural was not significantly impacted by whether or not they had already been exposed to the 

term. Further, one out of every seven (14.6%) respondents was not sure whether "cultured 

diamonds" are natural. In sum, over forty percent (40%) of respondents either thought "cultured 

diamonds" are natural, or did not know whether they are natural or man-made. 

31 TNS is one of the world's leading market research firms with offices in 70 countries. Among other things, it
 
conducts customized market surveys for clients in a wide range of industries. This survey is attached as Exhibit B.
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Further, over thirty-four percent (34%) of the total respondents answered "don't know" 

when asked for their understanding of the term "cultured diamond." In fact, only thirty-two 

percent (32%) of all respondents had ever heard of the expression "cultured diamonds." For 

these respondents, over eight percent (8%) claimed that they still did not know the meaning of 

the term. Ofthose who had never before heard the expression "cultured diamond," almost half 

(47%) said that they did not know what they are. 

Furthermore, those respondents who did provide an answer regarding their belief as to the 

meaning of the term gave a wide array of mostly inaccurate answers. Only about nine percent 

(9%) of the responses approached a fully accurate understanding of the term.32 Even if all 

respondents' answers suggesting that "cultured diamonds" were understood to be generally non­

natural are included,33 only a total of thirty-five (35%) percent of respondents could be judged to 

hold even a basic understanding of the terminology. 

2006 TNS Survey 

In June 2006, TNS again surveyed consumers of fine jewelry through telephone 

interviews.34 The study, which had over one thousand respondents, revealed that nine percent 

(9%) of respondents did not know the meaning of "cultured diamonds" and that forty-one 

percent (41 %) of respondents believed that "cultured diamonds" are a natural product. In sum, 

this newest survey indicates that use of the term "cultured diamond" misrepresents, for a 

significant percentage of respondents, the origin of the product or how they are created. 

VI. How the FTC Has Previously Addressed the Term "Cultured." 

The Commission or its staff has addressed the appropriate use of the term "cultured" in 

cases, the Guides, and in staff opinions, as discussed below. However, none of the 

Commission's prior actions definitively address this issue. Since this issue was last considered 

by the FTC staff, the marketplace has changed further. Additionally, there is now information in 

32 Specifically, about five percent (5%) of respondents described "cultured diamonds" as "manufactured diamonds;"
 
about 2 percent (2%) described "cultured diamonds" as "synthetic;" and about two percent (2%) described "cultured
 
diamonds" as "lab-made."
 
33 Such responses would not exhibit any specific understanding of the difference between synthetic, or laboratory­

created diamonds, and simulated diamonds, such as moissanite or cubic zirconia.
 
34 Respondents consisted of persons 18 or older whom either (1) reported purchasing or receiving as a gift fine
 
jewelry in the past three years; or (2) expected to purchase or receive as a gift fine jewelry in the next year. This
 
survey is attached as Exhibit C.
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the form of consumer surveys, as discussed above, that demonstrate that Commission action to 

amend the Guides is critical. Finally, other countries and standard-setting entities have now 

addressed this issue and their conclusions support the need for an amendment to the Guides. 

A. The Guides' Standards for the Description of Non-Natural Gem Materials. 

Background 

The FTC Guides, as they currently exist, are the result of a comprehensive review that 

was completed more than 10 years ago.35 The FTC initiated this review in 1992 in response to a 

Petition the lVC filed in 1986, and supplemented in 1989, and pursuant to a program to review 

all FTC rules and Guides periodically to ensure that they remain relevant and useful in light of 

any changed technological, marketplace or other conditions. As a result of this review, the 

Commission updated the language in the Guides to reflect the legal terminology used in the 

Commission's Deception and Unfairness Policy Statements and made numerous substantive 

revisions to the Guides to reflect technological developments. Certain issues relevant to this 

Petition also were discussed during this proceeding, as noted below, but were not definitively 

resolved. 

Relevant Sections of the Guides 

The FTC Guides advise, in § 23.1, that it is unfair or deceptive to misrepresent any 

industry product in any material way, including the type, origin, preparation or production of an 

industry product. The Guides also highlight that to prevent deception any necessary 

qualifications or disclosures should be clear and prominent, and specifically emphasize the 

importance of clear language.36 

The Guides also provide specific guidance on various industry products, such as 

diamonds and pearls, as noted below. Section 23.11(a) of the Guides defines a diamond as "a 

natural mineral consisting essentially of pure carbon crystallized in the isometric system" 

(emphasis added). Section 23.23(a)-(b) states that it is unfair or deceptive to use the unqualified 

name of any precious or semi-precious stone to describe any product that is not in fact a natural 

stone. To describe such material, a qualification must be included so that the name of the stone 

35 61 Fed. Reg. 27178 (May 30, 1996). 
36 16 C.F.R. § 23.1, second "Note." 

- 15 ­



is immediately preceded by the word "laboratory-grown," "laboratory-created," "(manufacturer 

name)-created," "synthetic," "imitation," or "simulated" (depending on the nature of the 

material) in order to disclose clearly the nature of the product and the fact that it is not a natural 

gemstone. 

In addition, § 23.23(c) states that it is "unfair or deceptive to use the word 'laboratory­

grown,' 'laboratory-created,' '(manufacturer-name)-created,' or 'synthetic' with the name of any 

natural stone to describe any industry product unless such industry product has essentially the 

same optical, physical, and chemical properties as the stone named." In connection with cultured 

pearls, § 23.20(k) states that "it is unfair or deceptive to use the word 'synthetic' or similar terms 

to describe cultured or imitation pearls" since cultured pearls do not have the same optical, 

physical and chemical properties as natural pearls.37 

Unresolved Issues Regarding the Term "Cultured" 

During the 1992-1996 review of the Guides, the lVC proposed amending the Guides to 

restrict the application of the term "cultured" to pearls and pearl products. The lVC believed, 

based on historical usage of the term and consumer familiarity with the term when used with 

pearls, that use of the term "cultured" to describe laboratory-created gemstones was misleading. 

Other participants in the proceeding took a contrary view and requested that the Commission 

specifically allow the term "cultured" for some or all of the then-used processes for 

manufacturing such products.38 

The FTC concluded that there was insufficient evidence concerning relevant consumer 

perceptions to explicitly allow the use of the term "cultured" with synthetic gemstones.39 At the 

same time, while it recognized the Commission's decision in the Chatham Research 

Laboratories case, which indicated that the word cultured as in "cultured emerald" is misleading 

(discussed below), the FTC decided not to explicitly prohibit the use of the term "cultured" with 

synthetic gemstones, again finding there was insufficient evidence on consumer perceptions on 

the term.40 There is now, however, overwhelming evidence showing that the term "cultured" 

37 See also 61 Fed. Reg. 27178, at 27204 (May 30, 1996).
 
38 1d. at 27208 and nn. 321-23.
 
39 1d. at 27208-09.
 
4° l d. at 27209-10 (but adding the words "precious" and "semi-precious" to the list of words that are deceptive when
 
applied to synthetic or imitation gemstones because they falsely imply rarity) (16 C.F.R. § 23.24).
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when used with synthetic diamonds misconveys the nature of the product. This evidence should 

establish to the Commission's satisfaction that consumers consider "cultured" and "culturing" as 

reflecting a largely organic, natural process. Because the use of such terms in conjunction with 

lab-grown diamonds implies they too result from a natural and organic process, the Commission 

should restrict use of the term "cultured" for the same reason that the Commission restricted use 

ofthe terms "precious" and "semi-precious" in 1996 -- to prevent consumer deception. 

B. The Chatham Research Laboratories Case. 

In 1959, the Commission brought an enforcement action for deceptive advertising against 

Chatham Research Laboratories regarding its use of the designation "Chatham Cultured 

Emeralds.,,41 In that case, Chatham Research Laboratories advertised synthetic emeralds it had 

manufactured as "Chatham Cultured Emeralds (as well as through other phrases)." The 

Commission ruled that the use of the phrase "Chatham Cultured Emeralds" was deceptive 

because it "misrepresented that ... said synthetic stones or synthetic emerald products had been 

cultured ... when in fact they ... were not cultured." The Commission also concluded that the 

phrase "Chatham-Created Emerald," when used with the advertiser's name "Cultured Gem 

Stones, Inc.," created an ambiguity and implied that the emeralds are possibly cultured rather 

than synthetic and that this ambiguity was deceptive. The trade name, in the Commission's 

opinion, "destroyed the reasonable inference that a 'Chatham-Created Emerald' is a synthetic 

emerald.,,42 

Even though the order against Chatham has sunsetted under the Commission's "Sunset 

Policy," the principles the Commission applied in that case have not. 43 The Commission's 

analysis of the advertising and its finding that the term "cultured" is misleading when applied to 

synthetic gemstones is as relevant today as it was in 1964.44 

41 Chatham Research Laboratories, 64 F.T.C. 1065-74 (1964). 
42Id.
 

43 See 16 C.F.R. § 3.72(b)(3).
 
44 See also Advisory Opinion No. 260, Regarding Synthetic Emeralds (1968)(using "grown" in conjunction with
 
synthetic emeralds is improper as consumers likely to associate "grown" with its commonly accepted meaning of
 
natural growth and thus inaccurately conclude the product is a "cultured" stone).
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C. Subsequent Proceedings at the FTC. 

In July 2001, the JVC, prompted by technological developments making the production 

ofjewelry quality lab-grown diamonds a viable commercial enterprise,45 solicited a staff opinion 

letter on the issue of the use of the term "cultured" in connection with the marketing of these 

products.46 In October 200 I, the resulting FTC staff opinion letter stated that it was unclear 

whether consumers would understand that a "cultured" diamond was created in a laboratory and 

was not natural.47 The FTC, however, unequivocally stated that because a synthetic diamond is 

not a natural diamond, the term "diamond" must be qualified so that consumers purchasing the 

product are not misled into thinking that the product is natural.48 

It is noteworthy that the staff letter emphasized that because the term "cultured" had not 

been widely used to describe synthetic gemstones in the past, it would be the seller's obligation 

to ensure that claims about its products were truthful and not misleading. The seller also would 

be obliged to ensure that customers notice and understand qualifying information about products 

described in this manner. The opinion letter concluded that consumer survey evidence was 

necessary, and that advertisements and marketing material needed to be evaluated in order to 

determine whether the term "cultured," when describing synthetic diamonds, adequately 

qualifies the word "diamond," or whether the term as a whole is instead deceptive.49 

VII. The Current Petition and the Need for an Amendment to the Guides. 

Since the FTC last considered this issue as part of its review of the Guides and in the 

context of a staff opinion, the JVC has obtained consumer perception data, described above, 

which indicates that the term "cultured" is misleading when used with synthetic products. This 

evidence and the recent growth in this market make full FTC consideration of the issue now even 

more imperative. It is important to note that neither the JVC nor any of the other associations are 

requesting that the FTC bring law enforcement actions to address this situation at this time. In 

45 See Part IV, supra.
 
46 J. Sperano, Letter from Jewelers Vigilance Committee to Bureau of Consumer Protection, FTC, July 18,2001.
 
47 R. Spector, Letter from the Division of Enforcement, Bureau of Consumer Protection, FTC, to Jewelers Vigilance
 
Committee, Oct. 3,2001.
 
48Id. See also L. DeMartino letter from the Division of Enforcement, Bureau of Consumer Protection, FTC, May
 
I 1,2000.
 
49 R. Spector, Letter from the Division of Enforcement, Bureau of Consumer Protection, FTC, to Jewelers Vigilance
 
Committee, Oct. 3, 2001.
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addition, neither the lVC nor any of the undersigned associations have any intent to restrict the 

sale or marketing of laboratory-created diamonds. This Petition merely asks the FTC to expand 

the guidance on nomenclature that it already provides in the Guides about practices that are 

unfair or deceptive when marketing synthetic products. Although representing, directly or by 

implication, that synthetic diamonds are comparable, contrary to fact, to cultured pearls in terms 

of their "production," "preparation," and the "manufacturing" process used and that they have 

the same type of "value" as cultured pearls may already be actionable as unfair or deceptive 

claims under § 23.1, the lVC and the supporters of the Petition believe that specific Commission 

guidance on the use ofthe term "cultured" is needed. 

Specifically, we propose that the Commission amend § 23.24 of the Guides to include 

misuse of the word "cultured."so This section already states that it is unfair or deceptive to use 

the word "natural" to describe synthetic or imitation products. Because the survey results show 

that consumers overwhelmingly interpret "cultured" to mean a "natural" product or a product 

grown naturally, it is appropriate and logical to revise this section to include the related word 

"cultured."sl The practical effect ofthis amendment would be to limit the use of the term 

"cultured" to pearls, as set forth in § 23 .18(b). 

Additionally, in considering this issue it is important to recall that the Commission has 

already determined that "cultured" and "synthetic" are not interchangeable terms. In its review 

of the Guides in 1996, the FTC specifically addressed the difference between a synthetic product 

and a cultured pearl. The FTC explained that the term "synthetic" may be used to describe 

laboratory-created stones only if they have "essentially the same optical, physical, and chemical 

properties as the stone named." Because cultured pearls do not have the same physical and 

optical properties as natural pearls, the FTC concluded that it would be deceptive to use the term 

"synthetic" for "cultured pearls." The reverse also should be true. The proposed amendments 

would inform the industry that the FTC considers the use of the term "cultured," a unique natural 

50 We recommend amending the title ofthis section to include the word "Cultured," and to further amend the section 
as follows: 

It is unfair or deceptive to use the word "real," "genuine," "natural," "cultured," "precious," "semi­
precious" or similar terms to describe any industry product that is manufactured or produced artificially, 
except as provided for cultured pearls in §§ 23.19 and 23.20. 

51 See also Commission Advisory Opinion at n. 44, supra. 
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and organic process long associated exclusively with the pearl industry, deceptive when used in 

conjunction with products created in an entirely dissimilar way. 

A. Deception Analysis. 

In determining whether marketing is deceptive, the Commission analyzes whether there 

is a representation, omission or practice that is likely to mislead a consumer acting reasonably 

under the circumstances to his detriment. 52 The lVC believes that current marketing materials 

disseminated by synthetic diamond manufacturers contain statements that are likely to mislead 

consumers to their detriment. Specifically, as described above, marketing materials for these 

products use the term "cultured" in a variety of ways that imply that synthetic diamonds are 

comparable to cultured pearls in terms of how they are produced and in other ways. 

The results of the consumer surveys regarding consumer understanding of the term 

"cultured" support the conclusion that these uses of the term are misleading. No specific ads 

were copy tested because there is no intent to single out any marketer. Instead the research 

assesses how the term is understood by consumers and thus the likely impact of the use of the 

term in advertising generally. This is the type of data the Commission has used before when 

issuing guidance to the public. 53 These data evidence the need for Commission action to assist 

marketers by providing additional guidance on how to nondeceptively market lab-grown 

products. 54 

These data show that over forty percent (40%) of consumers understand "cultured" to 

refer to a natural process involving human intervention, which is not the process that is used to 

manufacture synthetic products (see Part III). Additionally, a large majority of respondents to 

the October 2005 survey did not have an accurate understanding of the term "cultured" when 

used in the phrase "cultured diamonds." These respondents either stated that they didn't know 

what "cultured diamonds" are, or incorrectly described the nature and/or provenance of "cultured 

52 Deception Policy Statement, appended to Cliffdale Associates, Inc., 103 FTC. 110, 174 (1984).
 
53 See Part V, nn. 26 and 27 and surrounding text.
 
54 The Commission's staff have advised other agencies, such as FDA, to provide guidance on terminology such
 
as "100 whole grain" and "whole grain" so that marketers can use the terms without misleading consumers. See
 
FTC comment to FDA in Docket No. 2006-0066, at n. 27, supra. See also FTC staff comments for Department
 
of the Treasury on "Labeling and Advertising of Wines, Distilled Spirits and Malt Beverages" (recommending,
 
e.g., standardization of terms such as "drink" because of the wide variety of alcohol levels in various beverages)
 
(Sept. 26, 2005).
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diamonds." In fact, over one-in-four respondents believed that "cultured diamonds" are natural 

products. The results from the June 2006 survey are even more probative. Specifically, the 

study showed forty-one percent (41 %) of respondents believed that "cultured diamonds" are a 

natural product. Thus, the empirical data regarding the term "cultured" when applied to a lab­

grown diamonds indicate that its use in marketing is likely to mislead consumers about the 

nature, characteristics and value of the product, while a term, such as "synthetic," accurately 

conveys the nature of the product. 55 

Even if marketing for a lab-grown product were to also describe the product as 

"synthetic" or "created," or otherwise mention a manufacturing process, the use of the term 

"cultured" is highly likely, at a minimum, to introduce ambiguity about the nature of the process 

used to create the product. This ambiguity is likely to mislead consumers to their detriment, as 

the Commission previously determined in the Chatham case. 56 The Guides also recognize in § 

23.1, note 2, that to prevent deception clear language is necessary for any disclosures and 

qualifications that may be necessary, as well as an absence of contrary claims that could 

undercut the effectiveness of any disclosures. Thus, even if marketing for synthetic diamonds 

stated, for example, that they were synthetic, created, or lab-grown, the use of the term 

"cultured" in the same marketing materials is a contrary claim. The very powerful associations 

created by the term "cultured" are very likely to overcome the other descriptors and to create a 

contrary impression or to create a misleading, deceptive ambiguity about the nature of the 

product. Under the proposed revision marketers of synthetic diamonds or other gemstones could 

continue to use the following terms, "synthetic," "laboratory-grown," "laboratory created, 

{manufacturer-name}-created, or "artificial," which the Commission has already determined are 

clear and unambiguous disclosures that the products are not natural stones. Similarly, the terms 

"man-made" and "machine-made," which unambiguously convey the origin of the product could 

be used. 

55 See Question 7 of July 2002 survey data. 
56 See discussion of Chatham at n. 41. Although the Commission focuses on the "net impression" of advertising 
rather than the individual pieces of an advertisement, the Chatham case makes clear that the use of a term such as 
"cultured" by itself to describe a synthetic product is a false statement that cannot be cured by other statements in 
the ads. Additionally the use of the term may introduce so much ambiguity into the ad that other statements that 
may be non-deceptive on their own are now called into question, leaving the consumer with a misleading 
impression. 

- 21 ­



In any event, appropriate disclosure pre-sale is necessary to avoid harm to consumers. If 

consumers are misled about the nature of a product, they are deprived of the opportunity to make 

informed choices, including whether or not to buy a lab-grown versus a natural stone or what 

price to pay. The data indicate that consumers are willing to pay more for products that are 

created by a generally natural process than they are for synthetic products. Thus, adequate, 

appropriate and unambiguous disclosure about the fact that a product is synthetic and not natural 

is crucial. 

Additionally, Commission guidance is likely to ensure that the product category is 

nondeceptively marketed at all levels of the trade, including at resale where original marketing 

materials or other information about the manufacture of the product may not be available. It also 

is not improbable that retailers may be confused about the nature of such products toO.57 With 

two market-place levels vulnerable to confusion, a scenario in which a retailer mistakenly sells a 

laboratory-created diamond to the ultimate consumer as a natural diamond is not unrealistic. 

This points to the need for adequate and clear disclosure of the nature and provenance of 

synthetic diamonds and gemstones in all contexts. 

In short, amending the Guides as requested will encourage an environment of non­

misleading advertising that does not obscure the nature of these products. It is particularly 

important that representations about these products be truthful and nonmisleading because most 

jewelers in the United States do not have specialized equipment on hand to identify synthetic 

diamonds from natural ones. This equipment is typically available at independent gemological 

facilities (not retail jewelry stores) with the appropriate resources. 58 

B. The Unfairness Analysis. 

In determining whether a practice is unfair under the FTC Act, the Commission analyzes 

whether there is an act or practice that causes, or is likely to cause, substantial injury to 

57 This potential for confusion has been acknowledged by producers of synthetic gemstones. For example, Gemesis 
is adding tiny nickel particles to the production process in order to make it easier for laboratories to identify the 
nature of the stones. In addition, all synthetic diamonds weighing 0.25 carats or more have a unique serial number, 
bearing a laser inscription as to the Gemesis-origin of the stone on the girdle of the synthetic diamond. See 
http://moneycentral.msn.com/content/SavingandDebt/P97816.asp, "Man-Made Diamonds: A Girl's New Best 
Friencl?" Jennifer Mulrean. It is not clear how consistently such efforts will be applied on a voluntary basis, or the 
degree to which they will benefit the ultimate consumer. Further, such techniques can be contravened. 
58 See Diamonds: Made In the US.A., CBS NEWS, May 12,2004, at 
http://www.cbsnews.comlstories/2004/05/1 0/60II/main616666.shtml. 
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consumers that is not reasonably avoidable by consumers themselves and not outweighed by 

countervailing benefits to consumers or competition.59 

In this regard, the research indicates that marketing for synthetic diamonds that invokes a 

connection between the process for creating cultured pe'arls and the ones used for creating 

synthetic diamonds or that likens a laboratory or factory-production setting to the process for 

culturing pearls in natural settings is likely to cause considerable consumer injury. Marketers 

that evoke imagery of the organic process used for cultured pearl production, or the positive 

reputation attributed to cultured pearls, would benefit from consumers pre-existing beliefs, to 

consumers' detriment. In essence, such marketing practices impute consumers' existing beliefs 

about cultured pearls and the high regard consumers have for such products to markedly different 

products.6o Specifically, the consumer survey results show that consumers place a higher value 

on cultured diamond jewelry than on synthetic diamond jewelry and are willing to pay more for 

cultured jewelry than synthetic jewelry. 

Thus, consumers are likely to be substantially injured economically from a practice of 

using "cultured" in marketing because of their preexisting beliefs about "culturing" that make 

them willing to pay more for such products. Consumers cannot avoid such harm because most 

consumers do not know (as shown by the survey data) what cultured diamonds are or that the 

processes used to create synthetic products are dramatically different from those used for 

cultured pearls. A practice of invoking consumers' positive views about cultured products for 

the purpose of transferring those beliefs to entirely different products does not have offsetting 

benefits to consumers or competition. Sellers of synthetic diamonds have many truthful and 

laudatory statements at their disposal to market their products and thus competition and the 

benefits that competition brings to consumers is not affected by a restriction on one unfair 

marketing term. 

C. Other Equitable Considerations. 

Another consequence of a long-term misuse of the term "cultured" in connection with 

synthetic diamonds may be to alter consumers' understanding of the term as it applies to pearls. 

The cultured pearl industry has dedicated enormous resources over many decades to help 

59 15 U.S.c. § 45(n). 
60 See Telebrands, n. 25, supra, 
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consumers understand that the process by which cultured pearls are grown is largely a natural 

one. Consumer regard for such natural processes results in consumers valuing cultured pearls 

greater than synthetic products. These efforts to truthfully inform and educate consumers about 

the cultured pearl process could be undermined by allowing the term "cultured" to be applied to 

synthetic products. Specifically, such inappropriate and misleading use might lead to an 

erroneous consumer belief that a "cultured pearl" is a synthetic product. As noted previously, 

the Commission has already indicated that cultured pearls should not be marketed as "synthetic" 

products because they do not have "essentially the same optical, physical, and chemical" 

properties as natural pearls. 61 Thus, the Commission should take action to also help ensure that 

consumers are not inadvertently misled about the nature of cultured pearls. Allowing the terms 

to be used interchangeably would create, in essence, exactly the kind of consumer confusion and 

deception that the Guides attempt to prevent. 

Moreover, allowing the synthetic diamond industry to apply the term "cultured" to their 

products may set a dangerous precedent for other industry segments that may also seek to benefit 

from a lack of awareness among consumers. For example, if the laboratory-created diamond 

industry is permitted to describe its products as cultured, the simulated diamond industry may 

similarly feel that it is permissible for them to use the term "cultured" to describe its products. 

Companies that are now using the terms such as "cubic zirconia," "moissanite," "synthetic 

rutile," and "YAG" may come to believe that it is appropriate to call their products "cultured 

diamonds." Clearly, this would adversely affect consumers. It is therefore imperative that the 

FTC act now to highlight the importance of clear and accurate language in describing all jewelry 

products. 

VIII.	 Harmonization with Other Countries, International Standards-Setting Bodies and 
Other Respected Bodies. 

The Commission has long been aware of the need for and the benefits of harmonizing 

regulatory requirements, when possible, with those in other countries and with best practices 

established by reputable standards-setting organizations.62 As a result, a number of FTC 

61 16 C.F.R. § 23.2I(d). 
62 The Trade Agreements Act of 1979 states that no federal agency "may engage in standards-related activity that 
creates unnecessary obstacles to the foreign commerce of the United States and that federal agencies must, in 
developing standards, "take into consideration international standards and shall, if appropriate, base the standards on 
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regulations incorporate or reflect standards used in other countries or standards issued by the 

International Organization for Standardization ("ISO,,).63 In the jewelry industry, the 

Commission has reflected this view through, for example, its consideration of ISO standards for 

gold plating and platinum when it reviewed the Guides and its incorporation of certain ISO­

based standards into the Guides.64 With respect to the term "cultured," internationally there is a 

strong movement towards restricting use of the term to cultured pearls, and Commission action 

to amend the Guides as proposed would be consistent with the actions of other governments and 

other highly regarded international and domestic organizations. 

A. Actions by Foreign Countries. 

In August 2005, the Australian Competition & Consumer Commission ("ACCC") 

published a Guide to the Trade Practices Act for Advertising and Promotion in the Jewelry 

Industry. The Deputy Chair of the ACCC announced when the guides were issued that they 

were designed to give the jewelry industry the basic information they need to comply with the 

Trade Practices Act and similar provisions in state and territory fair trading legislation. These 

guides expressly advise the jewelry industry that the use of the term "cultured" to describe 

laboratory-made gemstones risks being misleading and deceptive because "it may be inferred 

from the word 'cultured' that the gemstone has been produced from a predominantly organic 

process.,,65 

Similarly, in 2002, the French government issued Decree No. 2002-65. This decree 

requires that the term "synthetic" be used when describing a laboratory-created gemstone, and 

international standards." 19 U.S.C. § 2532(2)(A). A "standard" is defined as "a document approved by a recognized 
body that provides, for common and repeated use, rules, guidelines, or characteristics for products or related 
processes and product methods, with which compliance is not mandatory. Such term may also include or deal 
exclusively with terminology, symbols, packaging, marking, or labeling requirements as they apply to a product, 
process, or production method." 19 U.S.C. § 2571(13). 
63 See, e.g., Textile Act regulations at 16 C.F.R. Part 303 at § 303.7 (Generic names and defmitions for 
manufactured fibers; ISO-approved generic names permitted); Care Labeling Rule, 16 C.F.R. Part 423 (symbols 
permitted in lieu of words to present care instructions to ease burden on international commerce; permitted symbols 
based on ISO symbols). See also Appliance Labeling Rule, 16 C.F.R. Part 305 at § 305.11 (a)(5)(i)(K) (allowing 
Canadian and Mexican Energy labels to be adjacent to U.S. EnergyGuide). 
64 See 61 Fed. Reg. at 27188 (gold plating) and 62 Fed. Reg. 16669 (April 8, 1997) (platinum products) (FTC Press 
Release dated April 7, 1997 states "FTC Revises Guide For Platinum Jewelry Marketing: New Guide Simpler, 
Better Reflects International Standards, Agency Says"). 
65 A Guide to the Trade Practice Act: Advertising and Promotion in the Jewelry Industry, AUSTRALIAN 
COMPETITION & CONSUMER COMMISSION (Aug. 2005) at 17-18. 
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expressly prohibits the use of the term "cultured" (and the terms, "grown," "cultivated," and 

"natural") to describe synthetic stones.66 

Also of interest is decision from a court in Germany involving the company Gemsmart 

GmbH, the German distributor of Gemesis diamonds. In that case, the court ordered that 

Gemsmart cease using the word "zuchtdiamond," which translates to "cultured diamond," when 

marketing its product in Germany.67 

B. International Standards-Setting Decisions. 

The prestigious World Jewelry Confederation, also known as "CIBJO," also has 

addressed the issue of nomenclature for synthetic diamonds. CIBJO is a confederation of dozens 

of international jewelry associations representing all sectors of the international jewelry industry, 

including manufacturers, retailers, diamond dealers, colored gemstone dealers, mining 

organizations (precious metals and gemstones), gemological laboratories, and more. CIBJO is a 

member of the UN Economic and Social Council ("ECSOC"), a UN-based gathering of 

approved trade associations with which the UN consults on matters pertaining to international 

trade. CIBJO develops and publishes nomenclature standards applicable to jewelry products as 

its member associations reach consensus on standards. These standards are then published in the 

CIBJO "Blue Book," widely regarded as the most comprehensive guide to nomenclature in the 

international jewelry industry. To the extent that these standards are consistent with each 

member's national laws, members of CIBJO agree to apply these standards to their trade 

practices.68 In fact, some nations have adopted CIBJO standards into their respective legal 

systems. 

The CIBJO Diamond Book is one portion of the Blue Book. It sets nomenclature 

standards specific to the diamond trade. Among the standards included in the Diamond Book is 

a provision that laboratory-created diamonds can only be described as "diamonds" if the phrase 

is immediately preceded by the terms "synthetic" or "artificial." Furthermore, the 2006 Blue 

Book explicitly states that the designation "cultured" is not an acceptable description of 

66 See http://www.legifrance.gouv.fr/WAspad/UnTexteDeJorf?numbj 0=ECOCO 100 13 8D.
 
67 Landgericht Muenchen I (Regional Court for Munich 0, 1. Handelskammer (First Chamber of Commerce), Case
 
Number lHK 09640/04.
 
68 The CIBJO Blue Book essentially is the international voluntary equivalent to the FTC Guides for the United
 
States jewelry industry.
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laboratory-created diamonds, as it is not an adequate or accurate description of the product. In a 

similar vein, another section of the Blue Book, the CIBJO Pearl Book, specifically states that the 

term "cultured" should only be applied to pearls. 

C. Other Organizations' Best Practices Determinations. 

Other leading jewelry organizations also have considered what terminology is appropriate 

for describing synthetic diamonds. Most recently the World Diamond Congress, which is the 

official forum of the general assemblies of two of the most influential diamond industry groups, 

the World Federation of Diamond Bourses and the International Diamond Manufacturers 

Association, addressed this issue. At its June 2006 conference in Tel Aviv, the 32nd World 

Diamond Congress passed a resolution stating that only the term "synthetic diamond" should be 

used for laboratory produced diamonds. 

This issue also has been addressed domestically by the highly regarded Gemological 

Institute of America ("GIA"). This group maintains the leading gemological research facility in 

the U.S. It also provides laboratory reports on diamond characteristics and quality. Further, its 

, educational institute has trained thousands of gemologists who practice around the world. In 

June 2006, after extensive consultation with every sector of the diamond industry, GIA 

announced that it would grade laboratory-created diamonds (previously GIA only graded natural 

gemstones). In its announcement, the GIA stated, however, that it would only use the term 

"synthetic" to describe these products in its grading reports. 

In sum, the U.S. and international jewelry community have reached a general consensus 

that the use of the term "cultured" when applied to synthetic diamonds is misleading and 

confusing. To avoid contradictory and confusing business practices, and to promote consistent 

and harmonious standards that ensure that U.S. consumers are as equally protected from 

misleading terminology as consumers elsewhere, the FTC should amend the Guides as requested. 

IX. Conclusion. 

The evidence shows that the designation "cultured diamond" tends to confuse and
 

mislead U.S. consumers about the nature of the product. Consumers mistakenly believe that
 

cultured diamonds are created by a process that is similar to the process that creates cultured
 

pearls - in essence, that they are grown naturally, and with minimal human intervention. As
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more and more laboratory-created diamonds are produced and sold every year, marketing that 

incorrectly calls synthetic diamonds, "cultured diamonds" or that otherwise likens the process of 

the creation of this product to the cultured pearl process is likely to cause even greater consumer 

confusion and harm to consumers. 

In a time of fast-moving change and growth in the synthetic gemstone industry, it is 

imperative that today's jewelry consumer be fully informed regarding the origins and material 

properties of any synthetic diamonds and gemstones that they are considering purchasing. 

Requiring clear and unambiguous terminology to describe the true nature of all jewelry products 

is consistent with the expectations and best interests of consumers. Given the industry's ongoing 

efforts to achieve credibility and honesty in jewelry transactions, the industry's faith and reliance 

on the FTC Guides, and the importance of protecting consumers' interests as the synthetic 

gemstone industry sector grows, the proposed amendment is critical to protect consumers and to 

promote fair competition. 

Respectfully submitted this December 11, 2006. 
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Executive Summary 

The Jewelers Vigilance Committee (JVC) commissioned this study to assess 
consumer perceptions regarding terminology used by the jewelry trade in diamond 
and pearl products and product marketing. 

The objectives for this study were: 

1.	 To find out if the use of the word "cultured" in conjunction with the 
word "diamond," was deceptive for the consumer and created a mistaken 
impression and/or meaning. 

2.	 To determine if the use of the word "cultured" in conjunction with the 
word "pearl" caused a change in perception of value of pearl products by 
consumers. 

3.	 To understand if consumers perceived a difference between the words 
"cultured" and "cultivated" as related to the pearl products. 

4.	 To find out about consumer awareness of lVC in general. 

The study collected opinions from some 565 individual consumer respondents, 
nearly 72% of whom stated that they had purchased at least one diamond jewelry 
product in the past three years and nearly 40% of whom stated that they had 
purchased one piece of pearly jewelry in the past three years. 

Results of the study show that respondents are confused about the meaning of the 
term "cultured diamond" and that there may exist a semantic comparison between 
the meaning of"cultured diamond" and "cultured pearl." 

,{4\\t'l'U~~J'l~~y Qt' r~stl,Ql1<4en~' beJiev~ a '~~~~Ji~' diamond" to h'~ eith¢.r '~a ~emsto$ 
X : ,,-', ' ·na:turaUywith ~tlman intervention" ~~'I%~'\simHar to "cldtuted peaf}") or "a; 
. g~Jn.st~n~'g~ownili ala~orat()fy using natural s\l\)sta,nces" (27%);' 

.;" :. 

The term "cultured diamond" IS clearly not communicating that the product is 
synthetic or artificial. 

Wfthtcgard:s topeatls and· pearl jewelry the study. shows respondents <have a very 
91~ YJlderstanding of tke word "cultur:ed·"andmake a distinctionhetween the 
I1leal'iings of "cultured" and "cultivat~d." Additionally respondents have a strong 
sense of value differentiation and relative value between the different descriptive 
words. (see page 33, Q15). 

There is very little awareness (either prompted or unprompted) of NC as an 
organization that protects consumers against fraud in the jewelry industry (see page 
32). 
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Description of the Methodology and Sampling 

The NC research study was conducted using the MVI Marketing Ltd.'s Jewelry 
Consumer Opinion Council (JCOC). This approaches uses demographic sampling to 
gather respondent feedback to a questionnaire they complete via email. 

....... _-.,
 
The sample included men and women aged 21 years and older and resident in '; 
mainland USA. No other demographic quotas were applied. __J 
Some 565 responses were received over an eight-day period form April 11- April 
19, 2002. The respondents were skewed towards being female (83%), had a median 
age of 41 - 45 with 44% being college graduates. Respondents had a medium 
income of between $35,000 and $75,000. 

The JCOC offered participation In a sweepstakes draw as an incentive to 
participation in the study. 

The responses to demographic profile questions begin on page 33 of this report. 
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Analysis of Response to Questions 

Question 1: Respondent Diamond Jewelry Purchasing Experience 

i Ho\~ many pieces offinediainond jewelry have yOU :b~ugbtfor. \'ourselfcir for others in thep~st thfe~(3):tlumoer of iResponse I 
~. yem?(selectone only)-RespQr.dents: Ratio' ; 

~~m::!:~~:r:~~:'!'~~
 
: ONE ;.'. : <11 : 1q 8% I
i···· '" ~ -~ - ~ : ~ ~ ~.: ~ 
! TWO· THREE : 199 : 35,2% i 
j···F;)Lip~·~·siX·····················.-·······································,··,·················l.f"'·""··· .-.., .- -. .- .. ················.. :·········6·2··········.,.·····ii~·,:,i:·····1 

wr·~3E\;E~i·OR···MO·R"E··w .. w .•., •..•....••.....,··.w.··.·.·.·.·.·.···.··.··.···.···.··.·.····.· .. ···.ww··rl'······w ,w ,..w ........••...•.•.•....·.·.····.··w·w.·.·.··.·····.··.·.··.·w···.·····w.·,······j··········· ..3·3···..········ r········i·S%u····l 
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Question 2: Respondent Diamond Jewelry Purchasing Outlet 

i Which of thefeil!oifir\9 bestd~scr!b~$ the tv~iec;f stote yoU tJslj~lI~blJyy()tjr Hne dlamondje'iieilry prduct :. NUh-!b~r of' \ ReSpi)!1Se .i 
\ from? (sej~ct one onl;i)­ . . .. !Respondentsj .Ratio I 

: NCln~1 I donlt eyer bu~' fine diamond je~:elrJI :IB· ; 48 : 8.5% j
r'nT~h'~ppi~g"d;~'~~~'i7~:'g':"'HS~~:""QVC)"""wN ww··li~vN ,.·..·.·..·.w."•.·.·.·.·..·.· ·.•...· , ;..N··,······26 ; w :·6w.·w.·.·.w.· ·%·<·w1

4
r··L~~~ri;,'J~p~~d~~tj~~~·i;;·~;~~··<· .. ·· ..,······..·····..·..··· ..·······'..r·~~· ..·...v • ..~ .. · ...."' .. ••• .., .. •...... ·"'···~..,···· •······••••· · .. • ,·····..1"91··· ,·].. ·,··33.'8'%·····1 

"7
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Question 3: Respondent Diamond Jewelry Terminology Recall 
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!column belo\1 +'0 mean. Seh;ct all that appi~:! mUltiple choices are permitted. ~ Cu!bied . ...•.. ~R~spondenk RatiQ ) 

: Natural. :.. : . 4& : v.1%: 

•• :-:~ ~ •••••••:.: .::-: ••• : ••• -::-: -:'. '.' '. -: • Xo 
'.. . .~.. 
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: Thinkingabaut fine diah10ndje\ile!ry! please te!lus what youurlderstand eath6f the '.'ords in the left har.d~Number of : Response ! 
: column be!o\\' tomeafl, Select all thatappl)'! n"lultiple choices are permitted.• Synthetic . .. jREspondents~ Ratio ~ 

I Natut'al ·i . 3 ; 0.5'10 ~ 
; : ~; .- : .-;.- ;..... . ~. ·········::~:·:~:·¥:1:€~1~~~:::· ··~ 

: Laboratory ufCll;l11 . ~ : t3t. : '41';~%Y j 
; : '" :- : :;~,:~;;~~~,~.-.-: \ : 

i Mjficially Created j : 455 i 8tij~W£~' : 
rArti'fi·~i~iiy"i~p';~·~';Tw"' w... w •••••wN····················TlyV,w w " .• ,.w..•.•w,w.' wNvm 'w.., , ,.,w........'w···r·········42·············7:·4·%· ··1
 

[.H~~~.!.~.!.i.~.:.·~~~:i..~iL~L8.:~~~~·~,~·.·.!:~~·i..~;~ .~·~.~·ii.~.·.·.· :.:.~:.:.:.·.:.·.:.·.::.:.·.·.··.:.·.:.·.:.·.:.·.J.I.:.·.·.·.·.:.· ··.·.:.:.:.:.·.·.·,~~ ~ :~~ : :.:: ~ :.: : :.: : : : : ::.:.:..:.:..~.:.:~ :.:~..~ :.:..,:.: ,:.:~;.~~ :.:.:.:.::: ·.·~:.·.·I~~~: :.] 
j Don't Knot! : g : 1.4% j
: : _ ~ : : 

:. Thinking about finediamo·nd jelJiel!'\'; please teil us \ilhat \louunderstand eacnof the ·wards in t1€! left hand!NlJmberof : R-espcmse.~ 
jcolumn bekt'i! tiirrieari, Select all thatappiYi mulliple mtdcesare penT-lilted.• ~ Treated> .[Respondents: Ratioj 

27 

.......................,......................................................................... •• .- " ...; ,.....,. "' _ ~••y ,. ; •• ••.••••• • • ·N.·.· ·.- ·.·.:.... . .
 

L~1i~£~~:~=:=~=::::=,==~=~=LL=,:==L:=,:::L=tL~:=:l@
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IThinking aooutnne diamond je~elry;please teiLus ~h~t yOU understand each ofthe words in the left hand' Number of IResponse i 
i collJmnbelo~ to mean, Select ail that apply! miJltivlechoicenrepern"litleoi "Enhanced . Respondents: Ratio : 

: Natural ~ . : 60 [10.6%: 

i.Mjfidall~ improved i : 398 i 70.4% : 
r'N~t~;~II;"G;:;;~""~;TH'~;~'~"i~t;;~;'~'~ti~'~""" .....WhW•••••••••v •.•.•...•.•••w,...-r_,..w.,',.'w.,'.WhV.'·.W.w..·.·.·.·.· ·.·.·.' ,·,.·.·.·.,·.·..·.·.····,····..·,········r'······wi69'·······w···'r···'····2"9:9%'"'''' 

r·r;~~!\·K~~·~-·,····,,·······,·····,···················,,··················,···,,··········"·····11'''·'''·_···· ..".,.-.' , "." " ·····················i·········2·i'····..··'j'···· "4:8%""'1 
'......................................... ' '.' '..- -..' - ' - '..' ' .
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Questions 11-12: Respondent Valuation of Diamond Jewelry Terminology 

. : .' . '.. :: ':.: .: .: ::.......... : . ." .'. '" :. '" .,.' . . :: .. :.:: :.' . :. :~: :.. :.'::: '. : .;: :.:: :.. '~ :',' ;'. '.. '. .' .... .:; .' .:. . .....:... 

~ 1 ~ 
: Thinking about diamonds: and diam.o:nd jewelry and based on:yqurunderS'tanding.• pie:ose tell us how yOU : Number of ~. Response j
 
r l;/ould rank each of the fQllo\\llng~!ords in terms of your perception of its product value..Please allow the ·lRespondent::! . ·R~tio . :
 
:nlirnber ito repr~i~nt y6urperceptlonof the most:va!u'able product andtner\umber 5to represent ~Iol!r
 
: perception of the ieast 'JailJable.. · .Genuine . . . . . .
 

~~~~:W~~,~~:~j~~:=~\~~,~
 
.~~••..••~..w .••..••....•...~~..w ••~"._ •••w-.......w •••..•·~·.w.w.·,._~v....·.·•.·.-·.·.·.w.·.w.·.·.·~·.w.·.·.·.·.·.w.w .•·.,.·.·•.·.·N.·.-·•.·.w.·.•·.w~w-...w ....·~·•.·.·.w.·~·.•·.w._w.·•.·•.·.•.·.·.·.·.-.·.·~· •.·.w.·.w.•·.w.·.·.·.·.....w.·..)..·.·.·.·.·.·~·.~.· .••.•·~·~"l ...·.,,·..·.~·~·.~.~w .•...]
 

3 1 ! 0.2%: 
:..4··~·················· ..··············.. ···········.. ~· : " ····························'(··.. ·····3··········..!···..···ii§·%·····: 
i..5·········· ..······ .. ··· .. ·· ······ ..·················· ], ······················r·········2·3········.. ~ .. ·······4:'1% : 
rDo·~rK~~~; ~·······..·..··············· ······.. ···· , ············ ..·.. ···:···..····'13 ····1'..······2:·3%:··..·1 
: : .: : 

:: Thihklngabout diambnd~ ~r:d dt~n~or:d j~~el~' ~h:dba~ed on~i6urunderst~ridihg.~ p!~~setelius ho~( you: : Niimber bfl Re~por.se 
t 'O'ould rank each oHhe follow.ingJ,foraS .in:termsof. 'jour perception of:its product ~<llue.P!ea$e all~~1 the lRespondentsl. Ratio .: 
rriumber i to repr:esent yout-perceptbn Of ttierrwsf,ialiJible product and the number ~. to represent your : . ! 
I: ~ief{!!ptiCin {Hhe !e~st !JCiiuable,~ CU~(Jred. •. . .! 

: 1 : : 11 i i.9% ::.'2" ············· ·· ..····· ···i_· ·············..··· ..··· ..···················..····r·..···i8·2..·· .. ·· ..~ ··32~i%·· ..·: 
:-··3··..········..·.. ·· .. ···· ..·.. ···· ..·············..···························..··· .. ····..·· ..·..·..·1_ ..······· ·.. ··,········i'i·6·· T······22:-3O;',' ..··] 
:····4···········...-·,·""·············,,···················.·.·.•·.·.·•.·.·.·.·.·.w.· ·.·.·.·.w.·.·.·.·.·.·.·.w.·.·.·.·.·.· ·.·.·..·.·.·.·.·•.·.·.WNOW.·OW.·.·.·.w.·.· ~_.~_.n.::.:W::: .."" " w ·.·.·.·.·.w.·.·.·.·.··.·.·.·.·.·.·.·.·.·.·.·.·.· ················:·················1·..~·~··.. ········(··~2··q·;;· ·..·: 
i i. ~ ... v~ . . .. ~~7\) i 

[~~i~-:~=[[:=::_:::_[-_-[::_:::-::=]'=:=[-=:[:_-::_:==I]EI]~
 

http:��..��....�
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!. Thinking about diamonds and diamond jewelry and based.::!') YQufuderstanding} please tell us now you 1Number of ! Response 
:. would ·rankeach .of tnefolloli'ingll'ords in terms ofy.ourperc~ptjon of its produdva!ue,Plea::e a!!ow the ;})r·'~.Jo'~p'nde"~~':ll""~~ ·R·'t'o

}Q ..'Q 

!. number lto rapresent~Q.lnperception 9fthe rn.ost valuable product and the number 5to represent ~o.ur 
j perception oftheleasbaluabie, •S'inthetic . 

t!~~~~!!!~:~~~~~~
 
t1:::::::::::::::::::::::::::::]I::::::::::::::::TJ~:I~3~:1
 
~ 4 ~. •• t.~ • 11.2% ; 

~ Dcmt Kno~ '. •• 21 • 3.1% •.........................................................- ; : ..
; ­

.:'.: :: >..:.:.... " ':.: ." . :.. -: :: :.:. :':. :::: > " :.:::.: .:., ,. ::: :.... .> ;:- .:/; 
jrhrnking about diamonds and diamcndjewelry. and:basedQI"i youfundmtanding; please tell us hOi!l you '1 Number.of IResponse 
: would :rank each "f t.h:dC!lIo.'A'jn9~iordsin terms ofYQurperception of its pfClduct\iaiue.•P!ease. al!o~1 the iRespr:iOde!1ts~ .Ratio 
~. numbE!r Ho r.epresent~oljr perception of the rnost valuable produ,:t ar:dthe number 5to represent your 
j. pefce~tk!i:l oftheleart\'aJueb!e.' Treated 

~ 1 ~ 6 . 1.1% 

, '" ; ! ..09 : .:lJ.O% : 
r-·4····.wmN~wA"-' W .••' ••v~"-'m .w.ww.•.m '.w..~.,.w ...•w"".•..w••m .•.•.._•.,...w~..w.w'r~~~·~·~,..~_w.~.w ·.·.w.·.·.·~·,.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.· w •••w.w.•......................w•....y-" ,.."206······,··~····,····,·······3'6:·5·%·w \
 

~~§~:~:==:==:":~=::=~=:::]r=:==:=~=~·~=::~~:"lE~~~j
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IThin1dng abol.i~ diamonds a.rld di;:mlondje\lelr~ and based Qil ~()UI' understanding, please tell us h(l~! you ; Nurr,bN of ~ Response
 
~ would rank. each (Ifthefoll6witl9 words interh;lsof ~iour perception of ~s product Yaiue, Please cilioil' the IResporiMntsi' Rat!c;'
 
~' number 1to t'epresentyeur p~rceptioriof th~ m~st\la!(jab!e pi'oduct dndthe nurriber 5to represent yeur
 
~ p~rcept!Oh ofthelearl valuable.• tnh:antedi.
 

~ 1 . .. ~ 3 : 'J :1% :
1···2··········· ,..;;y.; :..::.:.:.. :: ,.:.: ::.:.:: ; ;;~:; ·:.i·········~··· ..····~.'.~..: : 
• "'~I . 41.9% : 
~."?"".' ; : ····i·:: : :..?.~ : 
: " :...54 . 34....% :1"·4· ··· ..····················..···..·········.. ·· ·..··· ..·..·········..·..·········· ··· ··..r.················ ··········l'·········B2··········~······i4~·S% ..···: 

lli~~~~=~::~:=<~~~.==:I==~~==.=:~=~==:~=~:~"=I:~~~J 

I: Iri ea~ of thec~tegoriesof diamondje\I~lry bej~wl tell us ·~vo:u ~l~ti!d ~ou expect to pa;/ morel the same INumbe~of 1 Response 
j. Of less compared to genuine diamond jeYlelrv? - Synthetic Diamond Jewelr~1 !Responder:ts~ Ratio 

~ More : i 7 : 1. 2% ~ 

L!.~.~:·.?·i6:~.·.·.::·.·.·.·.:·.·.·.·.·.·.:·.·.:·.:·.: : : : :..: :..: ::..: : : :1." : : : : : : : : ·.·.·.·.·..·.·.·.·.·.·.·.·.·.·.·.L·.·.·.:·.·.·.·.iX· : .r : ~.;.?.~ J 
i.. ~~.~~ ~ " j _ ~ ~.._ _..L ~~.? l _~.~-~~.~ J 
~ Don't Know j •• ~ 0 : 1.8% ~ 
: , ...,." _ ,.. ".". : ·.·.·.·.· · ·.· · · ·.·.·.· · ·.·.·.· · ·.v.· ..:: : : ; 

. . . . ' '.' : '.: . 
. "". ..... . .... .. . . '. . , . ., ' '.,'.. : '. 

~: In ~~ch of tbl:;c:a~e90ri~sof di..mondjewelry b:e!O\~1 tE;!l USifVOIJ ~Iouid you expect to pay more, the same! Nwoberof.: P-E;s:pClnSE; .. 
)flass: tOtnpared t6g~ntiinediamorij~~eil'y?.; Tfedt.e:d Didrr,6nd )e\l!elt~1 . . •. • .. 'lResporidents; <Ratici . 

~ More ;ij i 38 : 6.7%: 
~' : : ~" .. " : : 
1The Same 1_ i 114 : 20.2% : 
: ~ : ~ : .; 

i Less ~ 1 384 : 68.0,*, )
: ..,. ~.~ ~ ~ ,..•.•.•.•.•••••~ , _ :: ~ ••·•·•• ·.·.·.·h·...,.·: 

~.. P.~~.I~.~~~.~ 11 : ~.9 ,[ ~.1.~.~ : 

I. ttl e~ch of t}.,~categ~d~s :of diar:i~nd je~;elt); beio~ I. t~!i ;Jsjf~,ou ~'oi,;td i/t,iJ expeCt hi pa'l n-foie/ the same INUh~ber ~f' \ Respor;se : 
1or less compared to genuine diamond je~.lelfl,'? • Cultured Diamond Je\'!elr\' lRe;;pondents! Ratio ~ 

~li;;r]ilili;tI!jli[lj!jllilIi;i~!i;:I!:i~!j!;Ijil:jilii;;i~;!;ii;i;li;~;j1i;!;i!!:jI;I:I;j:I;:lj·j;l;i;;~11Ii;jij;i·:;j:j~j:;~;;:;i~i;li;l:~;j~i;:i;:;ilij;!!i;ij;;li:iIi;l ;~;::iii;i:i·i~:;j;i;ili::::!;j;;~;·i!:i·i;;·i:~:ii:::i; ;:i~m;;i;;il;~i:::i;;:i;i·:I:i;i·l!·i::Im:·i:iii:E!:i:::i·;~ff.l!lli·!:i:i;j;;i;I~~iJi!!:;;ji:I:·;!:j~;![qjQI!,t:::i:!
 
j MOle :. 1 24 : 4.2%; 
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IIn eacn ofthe categories ofdiamondje~IE:lry belo'Ii.; tell us if 'iOU~:ouldyou E:Xpectto pal{ _more/the sarne 1Number or ~- Response : 
f or less compared to genuine Oiamcndje\I'elr\'? ~,4.uthentit DiamondJe\~e!r}l· -. !R.espondents~ Ratio . 

~!~~~~~~~~~~r~~~~~~~~~r~~~~
 
[ Less ~. 1 60 : 10.6% : 
....• •.• ·_·.· •.• ••• ·.·_·~·.· ·.·.·_v.·.A..• ••• _·.·.· ·.V.A·.·.•.• ,. _· • •.•••.·_..• ·,N_·.·.•...•.• • •.......•••.•.·.v • ·_•.• • _ • _ _ • ·.•.•.•.•.·.·_._· ·A·_..•••.•_· ·_..•.•.·.•.•.•.•_._ .,.•.•.•.•_•.•.•.:t..•••_•.- _•••••••""" ..,. ;
 

~ Don't Kno\~ ~iI 1 19 : 3,4%: 
.............." - "'•..- ·.· ·•·.· ·.·.·.-,.·.· · ·.·.·.v.·.·.·".·.· · ·•."...•.•.•- "•."'•..- -"' .., -"••..•.....•-•.•••-••: -•.•.••.•......•-.••••- - ..,.. -•..•........•- - - - - :..- - ;._.•..." -........•- ..
 

IIn ea~luith.e.c~tegories l:lfdi~n·;ond·je~elry~,el()vi, tell us ·if YGu:wouldyt:;u· expect·to paym':lt·e j thesarmdNumberd i R·esponse
i orlesscor'{lpared to genuine diariltmdje'lJelrv? '>Created Diamorid Jelleh":' -. _.•.. - • .. - >•.-.. . ·IRespondentsi Ratio :­

i More : 8 1.4% 

[§~~L~~==~~~======L======~===1=~==h¥eF 
: .."••••••••••./'0 ."•••- - - -".. - ,.••- "....- .., ".. - -•••••••••-:- ..,.. - ". """""'••"'" - - _ -••••~.-.-•••-•••••••••••- -•••••-••••••••••••••; "'.-.- , "'" : 

L.~,~~.:~_~~.~~ .v••••••••••••••••••••••" ••••__ •__•••••••• , •• ~ ••••••••••••••• _ •••• .J. __ __ _ _.<- •••••••••••••••••••••••<-. __ •• <-•••••••••••• <- •••••••••••••~~••••••••• , ••: •• , •• __ •• ~:.?_~ : 

: In e~dl·ofthecategories ofdlarrim\dje~elt)'belOi~, tell iJsif YGIj·~lolild:I/OU expecttQ pa~1 more, thesilme!Numberof .1 Response. 1 

iod~ss(Qmparc:d to genuine diamol'l~djewelr\,?·EnhancedDiamond Jewelry. . _. - !Respor;dent:: Ratio: 

i More ~.. j 77 j 13.6% : 
rTh;····S;~e .w'··· .w········.w_······AW .w .w..A.WA·.·..·.·.·.·..· ·.·..·.·.·,"'..·,.·.·.w.w.•·A·~·'A·.w ~ AW.~.AW.~V ..~ W •••.wA ~W."~ w ••.•.•.v.w-w.w v ••.••.•.--.w..Aw····''''r········-i66··· ·~A···T·w~·29:4%" 

: -.., " ••••"' .,yo. "..." • • " • • ..."..· • -.v ·.·.-"'.·.· -"' ·.·.·.·.·.·"..· ·.· - ·.·.·.-.v. ..·.·.·.· ·.- ·•·.·•· -.._..·.·.·.v.-.·.· · -.-.· ·•·.- -•......-.Y.N" .;., _.""••••- - •••••••- : "' - ..,..•••••••"": 

~ Les< 1 ! ?q4 : 52,0% ~ 

r§i.~\~~·~.~~.~.·.:·.:·.·.~.·.·~.~.·.·.·.·~.·.·.··~.·.· ~..~.:: _ _~ : ~ ~ JI.·.·:.·:.·.:·.·.·.·.·:.~:.·.·.·::.:·.·.·:.~.· · ~..: : ~ ~: : -: ·.··.··.· :· ·.·.· ·: ·.·.·.··.l.·.·.·:· :.·~~~ ~ : :.~.:~~ ~ : 

http:�..�........�-----:..--;._.�
http:�.�.��.�......�-.����
http:��..�.....�-�
http:�."...�.�.�-"�."'�
http:�.�.�.�_�.�.�.:t..���_�
http:�.......���.�
http:N_�.�.�...�
http:V.A�.�.�.�
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Question 13: Respondent Pearl Jewelry Purchasing Experience 

!. HOII' :rriany. pieces of pearl je~elry have:youboughtforYCJurielfc,doF.)thers in the pastthrae (3) y~at'>? 'Number of·.1 Respo'~,~~"1 
ns~lectl~,neohl~)· jRespondents! .Raijp .~ 

: NONE ! : 344 ! 60.9% : 
i"O't~E"""""""""""""''''''''''''''''''''''''·· ..·..· ·..····································I_..· ·· ···':'·····.. ·124··········I··..··2·1:·9%..···l 
(T~i'O·~·TH·R·E·E········ ····· ········· ······· "! , , , , ······;·········7'4··········!·····'ii'1%·····j~ 

~~~~=~~=fL~ 
:••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••• _•••••• _••••••• :•••••••••••••••••••••••••••••••••••••.••••••••••• _•••••••••••••••••••••••.•••••••••..•••••••••.•••.•• ; .•••••.•.••••.•.••••••••• 5•••••••••••••••••••••.•••: 

Question 14: Respondent Pearl Jewelry Purchasing Outlet 

l.wbich:of the following best describes the type of st(l(e :YOU uSlJaUyhlJYyout' pearl ~welrVPt'IJd~ct from? !tiumbe!' of IResponse I 
! (select onE! ~nl'f)-;' . :RE!s~(!!ldents: .• Ratio· .. 

I Nc,ne, I don1t eyer buy pearl jewelry:_ : 176 : 31,2% l 
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Question 15: Respondent Valuation of Pearl Jewelry Terminology 

iPlease choose how expenii~'e ~IOU feel e~chcategory of pearl je\~elryisasyou underst~ndthem, . : Numherofi ResP6ri~el 
[Cultured pearl je\1elrll . :Respc,ndents: Rat.iQ.: 

: . : : 

: Exoensive : : 301 : 53.3% : 
r,\!;~~;'E~·p·;;;i~;·········'··'···w.".""""w",w, ww w.w~ wN.w,.,.~., w···.w·l_···w.w.·.w~w.w·.·.·.w.·.·.· · ·.WN.·.·.·.·.·.., · w······~·····,····Iw····'i6i·······w w··i8~8%·""'1 

r·i~~~p·~·~;i~~·······,··,--···········--·,·"'··,,·,,·,,·_·········--...········--·······----·'·r ··'·,·--,,····..,······· ".. -- , , "..·..·r···..···70······.. ··:······i2~4%······i 
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rPleasechQo.se how experisi~ieyou feet eachcate~oi~1 of pearlje\~elryiiasyolJ lInderstandtnem, - .: Number or rResponse I 
!CIJ~ivatedp.eatiHweji'il· . .[ResP::,odeht$: .Ratio :.: 

: Expensive . : 252 : 44,6% : 
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i f)on't!<fIO~1 ill i 67 . 11.9% 1 
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1Please .chdose ho~ experisi~'e~io'J fee! e~chcategQr~' of pearl je\~elryis .asyou uhdersbnd therrt. ~NaturaIIN,jmberof IRespdnse I 
~: pea:rl jet;'elt'~i . ... ~.esporidei\ts: ... R~~iQ .:: 

i Expensive j ~ a9 : 40,5% : 
:.-.·.·.·.·.v.·.· •.· • •.·.· ·.·.·•·.·.·.·.• •.·.· _.~ ~ ~ ~ ·.·.·.·.·.·.·.·.·~.·.·.:.· · · ·.·.v.·.·.·.·.·.· - : ; : 

j Ver~1 Expensi~e 1 : 291 : 51.5% j 
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:..'." ...,"..,' ",' ., ...".' ..: 

1pleasem(lose ho'.' e>:pensiveyoli feel each category of pearl je~.'elr}lis~s you understand them, . : Numberc1f! Response j 
~. Freshwater pearlj~\'ielry . .. .. . . :Respondents: Ratio: 

: Expensive ~ ; 205 ; 36.3% : 

~~~~=:~~~~~~~~~;~~;~~~~~~~~~~tt1~
 
Iplease(hoo~e nOli expensiV8y'O·U fe~ e~(hcategory. of pearl jewelryisai ¥IJU understand them, . . ·lNlJmberof IRespc1nse! 
i Imitiltion pearf~\felfY •• .•. :Responderrh: Ratio· .: 

_ ....JlIIIJIr~
 
:.l:,<pen:m'e ! . 4 ~ 0... % : 

~l~~~~~~;~:~~~~~~_~;~~~~=~~~~~~;~fj
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Questions 16-21: TruelFalse Valuation Statement 

I [Culti,ated Pe"he more ,aluable than Cultured Pean,·<· Number of f ReSjlon" : 

1.!£mf~•.JEr*"JIIB£"?~§2;gIrr€£21I1i;_
 
~ True .134 j 23,7% :i_
: - ' ). ' - : : ' ' :I !.. ~.~!~~ 1 ~~.~ J !.6.~.~~ 1" 

I 
j 

:' CulturedPearlsarenlore valuable th.anNatural·p·earls '" .:Number of! Respome:.
~. . Re$PQndentsIRatio:

I 
I ~ True ~_ . 122 : 21.6% : 

I
I : '••••••- - jo - - : :•••••••• '••••••••••••••••••••••-•••-••; 

1Fal~e j' 4li':l ~ '784% :»»""WHHhW"·. 

L ~ E... ••..................................................................•........_.: ~ : .. ~.~ ! ~..~.~ ~
 

I I· Cultivate.d Pearls are rnore valuabte than Natural-Pearls· . . .j Number of I Response i
I : . . Respondents~ Ratio· i 
I 

~ True 1. : 57 j 10,1% : 
; ' :- ' : ·•·.. • ···v..··· •·•··.. · ..· ··.. · ..···.. ··I 

I j False . . 508 : 89,9% : 
I ~ ,.. _ ~v.""' _ ; = ;.N\I'o' -N' 
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. '. '.' ::. 

'Freshwater Cultured Pearlsaremo!'elJaiuablethanFreshlolater~learl$ . .!Number of: Response. 
!Responderits! Ratio . 

~-W.".1It4tll!i~..rlll."'~
 
~ True i •• 163 : 28.8% • 
: - - - - - - - "(.,..•.;,,.""' """ - - -.-....•...•...•.•.•...•...•.•..- :; - '.',...•...,.-•.......•.•...•..._ ':
 

~ Hce I . 40? . '1 n . 
L ~ : _ t _ _;~ : : : ~._ :.~ ~ 

2J . '. :..:::: .::.;:'. ': ." ' ..:: .:.::. ::' '. .. '. .'; ':::" . '.. '': '.:i":. . ;. ::..;./::..... '. .. ::::.:.:..:::..... t.: .::: ..,.: :.': :;::::. :..::.' '. . :: .:;':::. ".. :: : 
. . 

., South Sea Cultured Pear.lsare more valuable tnanSoutnSea Pearls· .. .. '.. \Nu.mberof .: Respc1nse 
IRespond~nts: '. Ratio 
.~.' . . ~ 

j True 1_ I 143 : 25.3% : 
;h~V.w.·.w.w.·.·.·.,·.,·.,·.·.·.·.·.·.·.·.·.·.·.·.,·.·.·,.'w.·.·..•·h.•.'.·,.·.·,.·.·.·.·.,·.w.,·.w.,·OW.,·•...•.•.•.•...•·•......,..,.....•...•, .•.•w ..•.•.h'.."J,W.W.WAW.w~·.whW.·.'·.·.w.·.·.,·".w.w,.w.·.w·.·.·'.·.w·h·.W.WU.·.·.-.·.-.·.·.-.·.·.·.w.-.·,.·,.·.·.·.-.·.-.-.'·hV.~·.,·.·.·.wOW.w.,·.w'"· ...·.,·.·.:."w...w.·.·.·.WhW.W."~ 

~ FalcQ i I 4'"l? : 71:. 7(/!o : 
~ _ :.: 1. " -_ _ 1 ••••t :.:.._ L :~..: )_

21 '. .' .:"':'. '., .. ' .:: ":. . '. :.... .':. ":::": .. : ":::.: :.-. :: ..' .'. '. ' .' ' .::' .
 

IBlack cultured Pear/sare more valuable than 'Black Pearls· . . .. . . l~lumber :oH Response i
r: .'IRespond~nts! •. Ratio : .: 

j True ! 146 : 25.8% :1_
;.·.·,v.·.v · ·•...•· ·.·".· ·•· ·.·.·.- -.- - -..".- "•..." - - ,,, · - · · · ~· · · · · V>·M· • • ••• ·(' ..,., - - - - ~: " •••." ~ " : 

~ Falc~ 1. 419 : 7a. "% : 
~ :.: _ - .? , •.,.1v · •.·.• ·.·.·.·.·.·.·.·.·.v.·.·.·.·~·.·.· ..· • } : ~ ~.~•.: )A _ 
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Question 23: Additional Respondent Valuation of Pearl Jewelry Terminology 

! Thinking about peat/s end: peadjeweli'yand based or, 'lour u~"Iderstaridirig, pleaie tell :Lis ho\qou ~ciuld' ~ t~u:r;1berot Response
 
: rank each of the following \'lords in terms of 'lour perception of its prod'Jct value. Please aiiol'! the number ~R';sponcientsi Ratio
 
! ito rep(esent ~our percEipl:itin oft'-ie most valliabfeproduct and the: nuriiberS: l;or.epresent'lour . . • ~::: :::.'
 
: p~rception oftbe .Iea~t ~I~il,la.ble•• (~ultur~d
 

~~~~~~~~~~~~~~~~~~~~~f~~~l'~~j
 
: ~. j. : L.9 : 24.6% :r··4···················································· ·..·..·..·.. ··..·..· ·..·..· ···1.·..······· ·.. ·· ..· ~ ·······67··········T·· 1i:9·0j,"····~
 

[··s ..·..·..· ·· .. ····..····················.. ············.. ····..·..·· · ·..·· ..·· .. ······ ·..Tliif· ····· ·· · 1' ..·······4i··········r···.. ···8:·3~~ .. ····:
 
r~6.~······.·~·:.·.· ..·.·.·.·.·~.·.:·.·.·.:.·.··.· ·.· ~ ~ ~..: ~: : ~..~ : ~ : ·~·.·:·.·.·.·1~·.·.·.~·.~·.· ·~·.··.·.·~.:·.·.·~·.· ~..: ~ ~ :..: ~ ·.·.·.:·.~·.·.···.·.·~.2.·.··.···:.·.~·.I~.·.·.·.··.·.?j.§ :
 
: 7 ~ . 4 ~ 0.7%:
 

. "': .. :. ';::.. ". '.' .' ". ',,': ' ,. ., .,'. .' ". . . ':,',: ."".'.. " " 

! T~ink!ng' about peatl~ an<J: p~arlje~e:lfy ·ahd based orz: your U;"l~~t'standirl9., ple:as.e ten .us: ho'd' 'iou. would: ~Ni.Jmbehjf ••~. RespO:rlse 
j rank each of the following \;lords in terms of your perception of its product value. PleClse aiio~ the number ~Responcienti: Ratio 
Fi to represer,t ~our percepl:lcin orthe. most ~;'Iuaiile.pr,jdud: ancf:th~ nur~bere torepreser,t,!our> < .. :' ..( .. 
:. perception of the least valuable. -Treated: : 

~:F~,==~·::::~:·:·:~:~:::·:·:~:~·:::~:~·:~:·:··~:~::.:::==:~~~::~:·::~==:::~:~:~::·:·~:·~::·::::~:~:~::·IIi~:~~==:.::~:.::.~~.:~:.::.~:=~::.::::::~:~.~.:~:~:~:~::.::..~:::.::·::::~~~::::~~:=::l::~: .. ::~~~::~:~::~:F~·:=~~~t~::·:·:·l 

i 6 l' : 112 1 i9.8% : 

[I~~:.=.:~:~:~:.:.:.:.:~:~~~:~::.:~~::.:~:.:.:~.:.:~:~:.:.:.::.:::.:.:::::~:~:~:~:~.:::.:::~::::~::.:~::.:::::.:::~.JI::.::~:::::.:::·:.:.::.::.::.:~:.::~,~:::::::.:~:.::::::~.: ::::.:.:::..:::::::::::.::.::..~::::.::,:r:.::::::~~~:::::~:.:.:I.:~:~~=§~:~?I::.·~1 
L.~ .1 ~ ~.~ l }:.!..~ : 
j Don't K.llO'i i 55 j 9.7% ~1_............................................................................................................................................., .
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.btJtt.illt .!. J.!..l tJ.J. .lltJi.... UlkmJJl... £. ; !. j M.....!..t ! u&t.. ... .!. .. ! .l.... ...Xl ..l.J. ;.. . ....2.&...1; 

:Thinki~,ga:bout~ea~l~and peafr;~welryanJ baiedonvourunde{·;;tanding,please t!':lIus hO~IVc;u wc.uid. : Number of i Response 
: rank each of the follo1iling I.~ords in terms of your perception of its: product ~Ialue. Ple"se allc'~1 th~ number [Respondents! Ratio 
: 1 to represent ~'our p~rcept!CJn of the most vallJab!e prodJJd and the number Sto represent ~'our 
: perception of t'heleast i,ialuable. c Enhanced . 

::1::1i:::::!:i:i'fJ;;:IIE:1i:i:it:i:i;:::::i:~r::1j:r::i:j::j:i::I:::i:i:~;!:11jljri:!mi;I;:i:::II::i::i:::!:j:i;:i::i;:jI:i:!:jlii:IIJt:j:ii:j:!iI:Ji:::i:i:!:j:ii::::ii:i:i:Ii:li::i::i:!':i!;:i:i:i:i:!:Ii:j:ij:i:!:j:iI;i:i:::ii::;j'i:i:i;:j:i:i:j:m:i;:;i:i;;:i!~~li:i:i:i:i:mi§§~Jj}i::::i:il:i:i::tQg~~:Ii:ii:i:::il 
: 1 : . :j ! 0.5%' 
!'.'.'.~'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.'.' 1~.iJ}?··· ·············· ······· .. ···· .. ··· ..·.. ························..······ ..·.. ·· ..··:······.. ··4·4····· ..···:·········7'.. 8·*:· .. ··: 
; 3 : ··.. ·· .. ··· .. ·······,····· ..·iis·· ····;··· .. ·ii.i:·4%·····, 
:···4·········· .. ······ ···················· .. ······.......................................................... . ····· ..······· .. ······:········i2:~·· ..······j····· ..22·:iisi·····' 

.............................................................................: ~ i 

,F;~:-;~:~;:;:_:;~;::::~~;-~:I(l.~::_:::~-:~]~~1{i:t:in~J
 
r·D~·~;t·K;:;~·,~ .. ···· ··· ·· ·· ··· ·..··· .. ·····..·· ..···· ··· ·.. ·····..f·liiiifir ·· ··· .. ·· · ····· ···· ..· ·..···· ..·..·· ..·..···.. ·:· ..· 50..·.. ····..1· ··s:·S%· ! 
......................................................................................................................................................................................................................... •••••••• •••••• •••••••••• b •••• ••• •• ••• ••••••••••••
 

~:tbinkiiigab(jut:p.earl~andpearUewelr.yarid base<J:onyourunderstandihg;please tell :us ho~y'oi.i woUfd : Number of! Response 
~ rank eacnof the folloli'ing\'iords 'in tern'is of your perception of its product ~Ialue. Please allow the r,urnber Respondentsl .Ratio' 
[: 1 to :r~present yqur p.er~ptiQn of the :mos~vah.J:abie pro~J~ct .and the number: 8ta repre~~nt ~'OUr. : ..'f. . . 
j perceptJon: oftheleast vafuable: c NatUral' .. . . .. .. .. ..... ... . >r· ) 

tt~~~~i~~~~~~~:~0~0~J~:1~~1~1(i~
 
: 4 : : 9 ; 1.6%: 
r,-.i.·.·.·.·.·.·.·.·.·.·.···.· ···.·.·.·.·.·.·.·.·.·.· : ~ :-.- ~ ; · ·.· ·~.:f~.·.·.·.· ..j 
: b : : .., : 0.5% 
[j:..:::::..: :: :..::: :..:: :: : : : : ::'1' : :: : : : : · ······ ···I ···~· ·· ··..·T ~·~'i.fr······ ·: 
; s : : 4 O. 7,~ ;l..D~·~;t·K;;~·,; ..······ ·····..· ····· ·· ..·· ..· -r 2'9· ·..···!i ..·······5:-1%··..·: 
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i rhinkingabout pearls and peatUewek~1 and based ~n'{(jur ur:qetit~nding .. pleaieteHus hOlf VO~I~61JId iNlJrhherof: Response 
: rank each of the following words in tern-IS of your petception of its product value. Please alio\! the number' [Respondents~ Ratio 
!Ho represent yourperception of the. rnost valuab.leproductandthe number eto represent ~'OUt '. : 

rperception of: the least yaluable,· Cultiliated' .. :: 

: 1 .,. : 2z : .... 9% ~ 

[f:~~·==:~=======·=~~~:J::=·,·~·=·==~=~==:~===I~~~=:i~!fff:~]
 
~ "'5"'~""""""""'-""""""'''''''''''''''''''''''' , " -.._.- - -.~ - '!', -~ ..~: "': -." - - - - - - - -..- - ~ - -..- : - ·····SI'.. ·-··-···· t·-· "'-'1'4':'3'%"'--"1 

L?~.··:.·~:~:.::~:~:::~.::.:.:.::·.:.:~:~~.:.:~~:~.·.:.~:.::_:.~:.:::::.:.~: ~~~::.:~~.::~::::: ..::.:.. :.::~.:~·~~~·:~~:~.:.L_:~:_:·~:~.:::~:::~.:.:~:~.:.:·.::~._.~ ..::~~:::.:::~::.::- ..~.:.~ ..:..:.. :~ ..:.~.:::~~:.:.·~:~.::_·.::_·.:~:.:.:::·_I:.::~·~~.:~:::·.:~·~.:~~r.·.::::·~:.;.:.I~::~.·J 
j Don't Know :. : 49 : 9.7% ~ ..............................................................................................................: , : :
 

... ' .'. .:: : .. ' '. . . ':" .' '.' . :~'.': : : . "; ;'.: '.' ':.: '; :':." ::: :~:: : .}';:.: .. :..:::.: ' ':::::.': ':': ..,: .,::, '.: .:::..: ::.. '. . ) 

: Thinking about pearisandl'earljel!'elry and based on .your understanding, please teli IJsho'il you would .l Number or ~ Response 
: rank eacn :ofthe: fqllotiing tlOrosln:terms :of~our: perception :of Itspro~ud: ~allJ~, rile<tse alioifthe nuri1ber. ~esp'oriaents: .' Ratio· 
rHo represent ~IQ(ji' :pe:rception ofthe most ·jaluable:prQdudanclth:e nfJinber 8to repH:sel1t YOIJr . . ': . '>: 
! perception of the I@ast Ilaluable. - Imitation . 

[~~~~~~~~!Ii
 
L~,:.:·.:.:::.:.:.:.:.:~.~:~.:.::.:.:·.:~.:.::.·.:.:.·~~:~:.:~:~~.:.: : ~..~:.::: : :~:.:.: :..~:.:~·.:·~.:~.:~::~:.:·.·.:~.·.~.:.·.·.:~.:.:.:·.JI.:.:.:.:.~.:.: :.~~ ::~:~.:.:.::~:.:~: ..~~.:.::.:.:~:.:.~~ :~.:.::~.: : :.:.:.:.:.:.: ::..:.:.:.:.:.:.~.:.:.:.~:.:.::.:.:.::J.:.: ..~.~:.:.I?:.: ~:~.:.·~.t:~.::.:.::I?~:.:~.J 
: f, :8 : "0 ' 5 3% : 
f··:;·················································· {.: ::: ~ ···;·?··········i·········.~·:···0······1 
: I :. : ,J... : ,,4%: 

[E::.::~:~~:~:.::~.:.::.:.::.::.:.~.:.:::.:.:.:·~:.:.:.:.:.:.:.::..:.:.::.~.:.:..~.::.~ ..::.:.:.:.:.:~:: .....:.:.::~::.:.::.:~:.:.:.·.·.:.:.:.::.:.:.:.·:.· ...·...I:'.::.:.:.:.::.:.::.:.:." ..... ~~:.::~:~~:~~~.:.:.:~ ..::::.:.:.:.::.:.:.:::~:.::~:.:.:.::.:.:.:.:·.:.·: ...:::.:.:.:.:.:.:·.:·.:·.:...I.·.·.:.:.:.:.:.~:iI:·:·:·:·:·: ..···r·:·:·:j¥I§·::·:~··1 
: Don t Kno!'! ,lilif, 34 , b,O%:; :.W : . 
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:Thinking about pearls and pearl je'.le!ry and based on ~'our understandingl.please teH us now ~'OU ~:ould j Number or i Response 
: rank each or the following fJords in terms of your perception of its product value, Please allow the nurfiber !p.:espondel1h[ Ratio 
! 1 to represerityour perc€pti6riof the most o;a"Jable prodiJct and the humbe!' atorepresent '/'OUf . 

:perceptioobfthe>leashi::iluable, : Created 

: 1 ~ i 4 : O. 7% ~ 1'.2'" ······ ..·.. ····· ..·..·.. ·· ..·· ..·..··· i·· .. ··· ..·· ..·..·..·..··· ·····················..·· .. ····· ..(..·· ..··10····..······:··········i:·8·%··.. ··: 
:··3·····.. ··········..· ····..···········..·······..····· ~ ············..·.. ····················1'······..···9······.. ····r·········i·:6·~~,· .. ···[ 
1..4····· .. ·······..·..·· .. ··· .. ······.. ··· ·..·.. ·······..·..·······..··················.. ··· ··· .. ·· ·· ..1.·······..· ······ .. ········· .. ·· ..······:········.. ·4·7···········'1'·········8:·:3·%.. ····1 

IL::.::.:::::::.::::::::::.:::.lIl::::::::.::::::....:::.::]..I.I..~H;l
 
! 7 : '. 223 ~ 39.5% ! 
[f:::::::::::::::::::::~::::::::::::::::::::~:::::::::::::.::::::::::::::::::::::::::::::::::~:~:::~:::::::l_:::::~:~::::~~::~:~:::::::::::::::::::::::.:::::.::::::::::.::::::::::::::::~:~::I::::::::?~:~::::::::I:::::I~~:§.~::::]
 
! Don't KMW ~. ! 50 : 8.8%! 
:." ~ "" •.••••.••••,. - """" ~ .: ;.. ,... J- "" ~ ~."" . 

. . :. :.,';' .' :'. '.:. ". .'," ..,". . ..' :........ . :::.' .: ".':.,' :.:.:, ,":.::.:. :/ ,','. ::" : :.'::' ::
 

:ThinkingahoGt. pearls ahdpea~ljewehy and hased {Iny·our ilncler5tanding.. :please tell us howyc'(J would .j Numbe~' Of ·1· Response 
·1 rank each of the foHo\~jng ~'ords<in terms of yo,jr perception of its product ~ialue; Please allo~1 the nlJmber !ReSPQr'ldents! <Ratio·' 
!:1 to repres-elit'/ouY: perceptiMbf the most iJahlabie prcidiJct and the- number 8totepresent }'I)ur ' . , 
j.~(erceptionoHhe<le~~t:valuable,· A.uthentic •< . . ; . ~ .' 

~ 1 ~ i 2<:10 : 51 1% ~ 
~ , ~ .: ·i········ .~..~. ~ _+ ~ .'.~.: ~ 
j2 40 : 25.8% ji_ ;.. 
II:::::::=:::::=::::=::::::::::::::::::I:::::::::::=:::::=:::::::::].JE:EJ~~:J
 
: 5 . l 8 : .1.,,,%: 

CF::::::::::::::::::::::::::::::::::::::lI::::::::::::::::::::::::::'::::::::F::fF:r{~~~:J
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Question 24: Unprompted Awareness of Jewelers Vigilance Committee 
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Question 25: Prompted Awareness of Jewelers Vigilance Committee 

IHave yC:U el,lerheard of an ':'h~~nft~titrn calied the Jev~l~fs Vigilance Committee PVC), which protects :Number of : Respons!: ~ 
(consumers against fraud and deception in the jewelry industry?- ~,espondent~Ratio· : 

!.f.~~ .11 1 ~~ ; },'.?.~ 1 
i No ! ; 548 . % 8% [
t '..' ' ' _ t " " " '. _..'..' " " " : ' ' : '.: ~ : : 

Question 26: Respondent Gender 

1$. '. : >:J.; '.; .:.'.' . :.. ....: t··: '. ,. ....::: .....: ..f:::.. .:": .-. . ":.. ,:. :" :··::i.. :::\:':'::'.:-' . :;·i.:: .'.; :. :::f: . . ..;. '.: '. ..' 
. . . . . . . ....... ..... 

Question 27: Respondent Age 
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Question 28: Respondent Education 

!What is the highest levelrif education you have attainEid? (select orieonll') •	 It~t1mberof IRe:,pl:tns~.1 
jResponQentsf Ratio ~ 

~ High School Gt'aduate ~_	 ! 99 j 17.5% 1 

r~:~~~~~~~~:=::::=:=:::===]_====:=:·:==:r:::nR~}f:J
 
[~~?.~~:.~i:~·~~~j,~::::.,.:.:.: :~~.:.::.::~.:::.:.:.:.:: :::::.:.:.:.~.:: ..::~:.:.:: :.::,:.::: ::.:.::.::,:.::1.::.: ·:::.:::::::.::.::.:.:::.:.:::.::.:.::.. :.:.:::"':~::::::.::::.~:.::.'::.:':::::".:·:~::·:J::.::.:~: .. ~~::· ..:·:.. ::I.:.::.::~.~·;i~::.·.::1 

Question 29: Respondent Household Income Level 

IVjhat is. you current housenoldincome? (select Oneorl~) ..:'Number:of IKesporrse . 
I!Re.spofldents! . Ratio .' 

; $0' $25/000 1.	 :69 : 12,2% : 

, "~5 orl" $C'C: OU'O :_	 : ~ : ~/~ ,,0.' :'l'l
i~I,i'/:ul' ~I<JJ I ~	 : !Jl : L,.,;J~ : 

tl~I~~~f~~f~:t~~~~~f

I $150;001 . $2001000 j	 : 10 : 1.8%. 
t······..···,· ··,·..··..·,..······..···..···..· · ··..·..··...,	 "" : - : : "" "" ;

I $200JOOl . $250,000 ~	 : 1 ! 0,2% .• 

rI?~.~;.Q~(:~I~Iq~~QQ.::::.:::::.~~.:.:.:::.:::·~.~:~:::::.::·:::~~:.~:.:::.:.~::::::::::::::.::::::::::I::::::.::.:: ..~:.::.:.:.~~.~~:'..::::~.~~:::::::::::~:~::::~:.~:.::.:~~~.:::::~:::::.:.::::'.:::::~:~::~::~:::::~:.·::~::I.:::·:::::·I:::.~:::::·]::::::::~::g:~~~:·:J 
lOver $300,000 ~	 ~ s 1 0,9%· 
~ " :-,. """	 ~ : 

J Decline to arlswer j8	 ! S3 . 9.4%' 
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Question 30: Respondent State of Residence 

':.' .:~. : ;: .':: :..:.:. ··/i·····::;":·:··.;: : '. ;/ .. ,".. ' .. :.: ; ·-:·.:·)·..i:; ':'.:: " :.. 

:. PIIH,~e ·$ele!d: the State 11'1 \o1hich ·you·live. - [Opel'l'En'ded]'8tata	 : Number crRnponzl!
 
:~espondent:;: Ratio
 

:iiM;m:g::E:;HE:::::I::;::r:::::::l&:::::mm::}]I:&rm;::f;:;U::::f::::::;f)::I:::);:;:Er:W;:WllfJ:J6I:iHlr;::rm::g:::t::I:::::;:;t;I:fI:m:n;XEM::;;m;m:::::TmIIf#NX!:l::;;:n~~:?::lX:::;;:tf:@Qg@}~mc! 
: .A.L :	 : 8 : 1. 4~*.. 

('CA · · ·	 ..: TC ·..· ·..· ·· .. 7'1 .. ·· ..·:· ..·..i2:5·%· .. : 
,-.v ~••" ••••""._._ ·..-.v•.~ ..:.~wrC·O·~w , ~,..-.- " ,_., , w.w · ~_ ""' · · ,·.·.w.·.·,,·.· · ·,,·.· ·._· ·.·."".·.·., .·.· · ·.·.·.·.· ·.·.·.·.·.·•.· ·.·.w.·.w.·. ····"'······:··""""········..6········,····"'···,..·;·..··..··..·.."i:"i9i,""·······:·
 

;···~:::T ···..· ~ . : ····_··T··.. ·····~····9·· ····· ·..···~· ..······.. ···i~..6'%'
 
i···~c ······.. ··· .. ·· .. ·······..········ ·· ..·..···..···· -:- ; ,:; : C··4·Q: .. ····, 

.
 

.........................................................................:	 : ~ + :: ~ ~
r·DE..·..················..·········· 2 0.4% 

i" FL···· ..··············· " ::~::~:': :.:::~::: ::::::.~:~:~'.: :~: ~.::.~:. ~:.~.~: ~ :~::~: ~:i~:::~::::: :::::::: :~:.~::~ :~~:~:.: :_~:::.:::::~::: :~::. ~:~'.::~:.~ ~~:::: ~::~.~: ~~.. :::~'~:~ .::~:~: ~::: ~:~ :~~::: :~~:: ~:~~. '1;· ..;.:;·A···" ' --	 r. 1 4'" --" 
j.. ::>." " _ _ ~ :	 "..: :: :... : ~ ; 
: IA :	 : 7 : 1.2%! 
r.x§.·.·.·.·.·.:·.·.·.·.·.·.·.·.·.·.·.·.·.·.·.·:.·.·.·.· : : :....-r	 ~ ? .t' §;.~.~ J 
~ IL ~. : 27 : 4.8%. 

F~~~~:::::: ::::::::~ ::~::: ::::::~::::~:~::: ~~::: :::~:~::: :~~ ~ ::::~:~::: ::~ ~.:: :::.~:: ::~ ~:.::~:: I::::~::: :~::~::~ :~::~::: :~:::::~ :~::~::::~ ~::: ::~:~::: :~:::::: :~:::: :::::~:::: ~ ::::: ~~.::.::.: :·I:~ ::::~: ~ ~~::~ :~::: :::r::::::~ft~:: ~ ::1 

: MA :.	 18 : ,),.:% .. 

l~t~·:-::~-~_:__:::_::·~·f_~:::--:~-_:·:;·~~r.;.l~·~~J :1![r
 
~ .. !:"!~ -.._.......................... . :	 L ~.~ L ?:.3.~ ;
 
: r>10	 : 12 : 2.1%; 

~·:B~.~:.~.:·.·.·.·.: :·.:.·:.·:.·.· · ·.·..·:: :.: : ~ : , : : :: ; : : :: : : - : : : : ;..: ? : ~ :~~.:.~..~ : 
: MT	 : : 3 : 0.5%,
:	 : " -: -: ~:

t..~~·.··.·.·.·.·.·.· ··.·.·.· ··.·.·.·.·.·.·.·.·	 J~ ·· ·.·· ·.··.·.·.·:.··.·.·.··.· ·.·..··.·.t· · \~ I- ~.;..~.~ j 
~ NE	 4 : 0.7%, 
~· Nj:i ·~····· ..~ ~ - ~.~ ~ ~~	 ~ ~ " " - ~ , ~.............. : ··········4 ··············.. ··T ..···.. ···.. ·0:·7% ···..:
 

[·i~:::.:_:;-~;·__ :;:;::;_:_;~:;;: .. ·.::~;:··:;:·.;=;:=~·:=.:=;~:;:;:·.·~;;::.·:I;··{~·:;I;·l;i~~
 

E~;~~~:~.~:.~;:~:~;~-;:3~;;=~~;~~;~-~~;:~;·~·:r:=!~4_~J]i.~i
 
: sc	 ; : 7 ; 1 2SI$,f··so· ..· ···· ·· ·· ..··..······.. ·· ····.. ···.. ·· .. ·· · · · ··· ·· ..·..·..f ·.. ·· ..·..· ····..· ·····	 : ·· ..·;·· ..·· ·1·· ·..C·:4·9i..····j 
~ ..T~j · ··· ·..····..·..···· ..·····.. ··· ..···· ·· ···· ;	 ········ ·;.. ······.. '11··· .. ···· .. -;-··· ··1:·9%·····\ 

LjE:::.:·:::~:.·:::·:::::.:: .. ·· .:::.:::::::::::::::::::::::.:...... . ··:::::·:.:::·LiiiHri::·:::::::.::~:::·::·:::.::.:.::::':'::::::::	 "'43':T::::::::!::~:~':::J 
~ UT ~	 3 . 0.5% 

r~:-·::··:::::::.:::-E:::·=:=·::.:::···::··:··E:·f::·i:·t!~·i
 
f.-.}~t.~..:.~~~:..~.: :.: :.::.:.:.:.:.:.:.:.:.:.:.:..:.:.:.:..:.:.'.:.:.:.:.:.:.:.:.:.:.:'.:.:.:.:.:.:.::.:'.:.:::.:.: :.:..:.:.:.:.:.:.:.:.:.:.:.:.::.::.:.:.:..:~.:.:: :.:.:.: :.:.-;: :.:.:.:.:.:.:.:.:.:.:.~.: ..:.: :.:.:.:.:.:.:.:.:.:..:.: :.:.:.:.: :	 :::.·..:.:.:.:.:.:..: ~ ~2 : J;};:.::.: : 
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Significant Cross Tabulations 

! ~ 
! ;
I . 

II-o---,.J _ 
i ~ ~ j ! j ~ TWO -! 1 SEVEN OR ~ 
! : :.: l : : ! ' :
! ~ : :TOTAL: ... ,.• BASEl NONE ~ ONE ~ THREE ( FOUR - SIX l MORE:i r-""·~'·"'·"''''':'''-'''·<·''··~····'·'''':~''<'·~'''··''~··''''''''····''''·..,...,....,....:-.,."',..,.,....,:..,;....;"'•.;.:,.:.~.;':.; .."-.;.'-....:..,.:.-:.-t-.,,...w.,....,...,..,,,..,~: ...,.~...•.,..,,.w,...,..•~....., __.,.•,_.....,,...,.",...·,..·j..···..,....,·,.--··..········..,:,··"·I"·",··"'..,..,-.,·....,,....,...,,,,·.,.j 
Ii. .. . . Count: 567!.. 567; 160j 112; 199i 621 .. 341I~~.U,.._.j.LU,,_...,. __...j.v..__.;.•:..L.."-Lj.'"~S~\~Tn~Jl~,~~2.~ILJ~tO. o~~.Uj~El O~,I·_···~opp,~··f-··_····;·_1~~!,~~-I···-..,·~,···~P~~~q~;1·L~J._1q~,~~.1; 
j j j : .. ,1,8~lS1 9i 0j 6; 31 0 ~ I: Agemstonefoundnaturallyintheearth~~,~%F3.i%1 5.6%: O,O%! 3.0%! 4.8%1 O.O%!! ~~ -.- ~~ - ~ · ·.~ ·.-.v - ·.v.·.·.· · · · · · ·.·.·•· ··t···..~···..·..··..··-..·..·· 1..·· · ·..·· ···· · ·· · ·t ···..-·· ···· Yn..~ r· ·..-oIV ~··· •••• •••••••••••••..•..••..•••• ••• ••••••..··t·..·· - ~ -. ~ 

! !Agemstone created ?y man in a laboratory: : ,146( ,1461 45 j 32: 56l 10! 3: 
i i uSing natural substanceSj 25,7%~ 25,7%1 28,l%j 28.6%j 28,1%1 16,1%1 8,8%~
i ; ~.~ ~ ······:·······················r·······················t·······················r·····························..r··~·························5 ..··..··················· ~~ : 

! : Agemstone created by man in a laborator( . .4fF •.42:1 13 ~ 5 ~ 191 3! 2. 
! i using chemicals or artificial substances: . 7,4%j .. 7,4%1 8,1%~ 4,5%! 9,5%! 4,8% 1 5.9%: 
I r·······~··~~~~~~·~~··f~~~·d··~·~~~·~~·ii~··i·~··~h~··~~~·h·I········· ..······l:·······:················r···················l·····················t·······························\···························1·········· ~ 

i 1 but enhanced or improved by man using: .. ·45:·· 45! 111 12: 16; 31 3 j 
i 1 chemicals or artificial substances ~ . 7.9%\ ],9%1 6,9% 1 10, 7% ~ 8,0% I 4,8% 1 8.8% \I r·····················································............................................•..;..:..;·~~r·;;·:;··:··;··:~;r···············~·;l···············~~r·······················;;l························~r ..·······················..··~·1 

I ~~onl.t unde~tandv~~at.!~s term_~:~~~: J4,~~1' .. 14,~~1 __25,6%L~.:~:.:!6~ _".,_~12.6~L.,., __V"_.?:,~~L- ..:O,6~j 
r : : -: ~ : : ~ ~ ~ 

! : Agemstone grown naturally with human ~ . . 234[ ..... .2341 56: 45: 77! 37! 19 \
I: intervention:41.~~:.41.3~:1 35.0%j 40.2%: 38.7%\ 59.7%\ 55,9%:I f---·--~·__·w.._~..v~ __ -~r-'~-'"·--·T~"-'·--~'"'·r~···---·_'-,·..·'·r-··_·'·..··---·-'~'"r· ..·'~'··~··,-'~-· ..~lv •.m __wu·_-~_·~··'t~-·'~~-r··-~ ..·
I : :.1... . 1 1 1: 0: 01 i : 

11 Other,pleasespecifv!0.Z%j::O,2%:1 0.6%\ 0,0%1 0.0%1 0.0%1 0.0%] 
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1-~-~--'-'~---~-~-1 

r=·~··=~~+~=~~~.,..
 
I I ... TOTA~j ... . ..BASE! Male i Female j 

r_mmc~-J~~~·'·-~i6'";r---561r~'--~93r-·,m'-4;m
 
iColumn% 1 .. 1000%~ 1000%1 laO 0% ~ lOO 0% i 
Ic.w,.» ~,w.~ ..~•....,Y •.•m,·~··y·;..I·vm,>--._ :Y.•, :.;.,.•":vm _»,~.»w~,;.,.;;,. ..~;,.:.,w,·~····4··,-· ,v.: " ..•_".~~~•., ..•~j.w»,w.~_.».'~"~m.'n·:~··"i 

~ F... ··'1221· ...•• 1221 17 ~ 105! 
, True L· .2.1.5%1 ··21.5% l 18.3% 1 22.2% I 
i~w"w"""""""",w"""w"""WN"'W"~'I""'" ..,:.>:.••••".:w..:~•.,..:;~w.>:.: ..,.; +..".:w.,.:.:w~:.; ........•;....•~:w..,."w,d··············'-w·w ~..w......•wu.w -l- '-w~.u., " w...•....•..w,,~w"i
 

I r .'·445::':. •• ::. 445J 76 j 369\ 
1 False! ·7a!5%~.. :7Bi5%1 81. 7% l 77.8%! 
~"'''''''''''''''''''''''''''''''''''''''''''''''''''''''.''''''''''.''......-.J'''''''''' J..:.; ;;.: :.:; :.;.; : : ; :..) ;.;:; _ ..;., ~.;.~ ;.; ;.; :.;"t ; ~ 

~ ~ 
1~ 1

~ .A........~.~........y".~• ........,_.........._ ..............v......~.........:
l ., 

I . 

r"-~=--·h-~,~~I~
 
l L : :.: TOTA~:: . ::: ::.BASE.; Male: Female! 
1··=....~··,,·::~~····~wC·6 J~rl.rt···<~~:·· :5....~1J<m:.:.w·~'"7··'5·6;"t'···~···,·~·~:·······: ...~·~·.w'~·;··r~··~.w·~·~:w ..:.:'.......:w,r;4·1 
i···· ...••.....••. s· . .'.:, .:. ... ... : .:l ... :: : .:: ! 
:= ·'·cl ".'% I .. 1000%~ 10DO%I. 100 0%; ... "lOa 0% I

r·Lil~iT~L+--..-1--F.;2m4~---_·:"d~----~.;4
 
~ i· 58:·· . 58~ 7 : 511
i I:. : .. ... .'. i .• .••.. ••• ···l I ! 
~ Truel:10.2%~ 1D.2%i 7,5%~ 10,8%i
I········mm ,w , ,w.w ,wh···,·f·, ~~~ ':N······:··~;~·····;·:·:·······:·~,l····:.;.: .....•;.,.~.;.:;.w.;h~ ..w : ~w·l··· ··.....•..........w ,w.•..........•.,w.wj-....•...,...•...m,w.••., w •...•w.w! 

l 1 ..• ··509 ~ ..... 509! 86 ~ 4231 
I F I [. ··.89:8%:1.·.•·•• 898%1 92 5% i 89 2%!1 a se I·· ::: ::: .. : :1, :.: .::: :.: ::: :: .:. ': ... ·:l • ~ • I 
}:-'».~w...:-x«OOOO'v.-x<'V~.««-J>>>:-.,~,.l;.;..w..;«...~:.-...ooW~;.;.:-:-...:.;.:O>;...;.: ...M.»x...... ....v»»...y..:<"*:.».:'4
...~,,:-;.:..;.,">>~.;.c..:....~:Q,.;.x.c...:.:.:i.""«.: "'Joo.X-'.«-::.:<v)o»»»:<¢;.:....'«-oG.x·:o:~;.o.;;<)oXo'..o<.« 
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MVI Recommendations and Conclusions 

Our conclusions based on the above detailed research and relating to the original 
objectives of the study are as follows: 

1. Tofind out if the use of the word "cultured" in conjunction with the word 
"diamond," was deceptive for the consumer and created a mistaken 
impression and/or meaning. 

Respondents to this study suggest significant confusion about this term and certainly 
give no indication that they believe the term to mean the diamonds are either 
synthetic or artificial. 

2. To determine if the use of the word "cultured" in conjunction with the 
word "pearl" caused a change in perception of value ofpearl products by 
consumers. 

Respondents to this study have a good awareness of the use of the word "cultured" 
in conjunction with the word "pearl." It is MVI's belief that these two words have 
become generic as a description of the pearl product category. 

Responses suggest that the use of the word "cultured" does not change respondent 
perception of pearl value. 
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3. To understand if consumers perceive a difference between the words 
"cultured" and "cultivated" as relates to the pearl products. 

Responses suggest that respondents do perceive a slight difference between the 
words "cultured" and "cultivated" with the latter being less well known and 
perceived as less valuable. 

To find out about consumer awareness ojJVC in general. 

There is little to no awareness ofJVe among the respondents to this study. 
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Addendum 

The Jewelry Consumer Opinion Council's June 2002 Omnibus Study was conducted 
between 30 June and 11 July. 

As part of this study the JCGC re-ran a single question on behalf ofthe Jeweler's 
Vigilance Committee in an effort to further substantiate the initial findings of JVC' s 
proprietary research study above. 

That re-run question was a repeat of question 9 in the study above with the addition 
ofa response pinpointing the use of the word synthetic. 

The results of the re-run question support the initial findings and further suggest that 
there appears to be very little understanding, among consumers, of what the term 
"Cultured Diamond" means. 

The JCGC June 2002 Omnibus study results were as follows: 



Jf;;Wf;;lf;;l:S v I !>1lC1w..a::: \",VIIIIUlllt::C 

Jewelry Consumer Opinion Council 
Research Study 

12 July 2002 

Methodology 

The Consumer Purchasing Predictions for 2002 research study was conducted using 
MVI Marketing Ltd.'s Jewelry Consumer Opinion Council (JCOC). 

This approach uses demographic sampling to gather respondent feedback to a 
questionnaire they complete via email. 

The sample included men and women aged 18 years and older and resident in the 
USA. No other demographic quotas were applied. 

502 responses were received over a twelve-day period from 30 June- 11 July 2002. 
Respondents not likely to participate in fine jewelry purchasing before the end of 
2002 were screened out. 

The JCOC offered participation in a sweepstakes draw as an incentive to 
participation in the study. 

Complete results may be viewed at the following link: 

http://jcoc.net/clientJ)ortallreports/consumerpredictions.htm 
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Page Table Title Base	 Total 

dial. Have you heard of cultured diamonds? Total Respondents	 1000 

2 2 diala. What do you think they are?	 Those respondents who have not heard of cultured 659 
diamonds 

5 3 dialb. What do you think they are?	 Those respondents who have heard of cultured 341 
diamonds 

8 diala/dialb. What do you think they are?	 Total Respondents 1000 

11 5	 dia2. Do you believe that cultured diamonds are Total Respondents 1000 
a natural product? 

12 6	 Q.906 What is the last grade of school you Total Respondents 1000 
completed? 

14 7	 Q.9l2 Age of respondent Total Respondents 1000 

17 8	 Q.926 Marital Status Total Respondents 1000 

18 9	 Q.93l Employment Status Total Respondents 1000 

19 10	 Q.936 Counting yourself, how many adults live in Total Respondents 1000 
your household? 

21 11	 Q.936a Of those adults, how many are males? Total Respondents 1000 

22 12	 Q.936a Of those adults, how many are females? Total Respondents 1000 

23 13	 Q.941 Presence of children Total Respondents 1000 

24 14	 Q.941A Thinking about all the people living in Total Respondents 1000 
your household related to you or not, how many 
are between the ages of 5 years or under? 

26 15	 Q.941B Thinking about all the people living in Total Respondents 1000 
your household related to you or not, how many 
are between the ages of 6 to II? 

28 16	 Q.941C Thinking about all the people living in Total Respondents 1000 
your household related to you or not, how many 
are between the ages of 12 to 17? 

30 17	 q981. Are you or is someone else in the Total Respondents 1000 
household the person who does most of the 
shopping for groceries and household items? 
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Page Table Title 

31 18 q982. 00 you have internet access or e-mail? 

32 19 q983. Do you own or rent your horne? 

33 20 Children by age groups 

35 21 Q.956 Are you White, Black or African American, 
or some other race? 

37 22 q960a. Thinking about your household's total 
investable assets, please INCLUDE all stocks, 
bonds, mutual funds, COs, 
IRAs, SEPs, Keoghs, checking and savings 
accounts. Please EXCLUDE any company sponsored 
retirement accounts such as 
401Ks or Pension plans, and also EXCLUDE the 
value of your home? 

38 23 Q.96l If you added together the yearly incomes, 
before taxes, of all the members of your 
household for the last year, 
2004, would the total be ... ? 

41 24 Q.971 Do you consider yourself to be the head of 
household? 

42 25 Gender of respondent 

43 26 Deluxe Banner by Standard Banner 

Base 

Total Respondents 

Total Respondents 

Total Respondents 
Those with children in the household 

Total Respondents 

Total Respondents 

Total Respondents 

Total Respondents 

Total Respondents 

Total Respondents 

Total 

1000 

1000 

305 

1000 

1000 

1000 

1000 

1000 

1000 
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Table 1
 
dial. Have you heard of cultured diamonds?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) (C) (D) (EI (F) (G) (HI (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 
-** 

260 
100 

585 
100 

146 
100 

8 
100 

Yes 320 
32.0 

320 
100.0C 

-
-

-
-

-
-

76 
29.2 

219 
37.5 

21 
14.3 

4 
52.1 

No 676 
67.6 

-
-

676 
100.0B 

-
-

-
-

184 
70.8 

363 
62.0 

125 
85.3 

4 
47.9 

Don I t know 4 
0.4 

-
- -

4 
100.0 

-
-

3 
0.6 

1 
0.4 

Refused 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 2 
diala. What do you think they are? 

Base: Those respondents who have not heard of cultured diamonds 

Heard of Cultured Diamonds Believe A Natural Product 

Total Yes No 
Don't 
Know Refused Yes No 

Don't 
Know Refused 

(AI (B) (CI (D) (El (F) (G) (HI (I) 

Total Unweighted 659 655 4 159 369 125 6 
100 100 100 100 100 100 100 

Total Weighted 680 
100 

-** 
-** 

676 
100 

4** 
100** 

-** 
-** 

184 
100 

366 
100 

125 
100 

4 
100 

Man-Made 70 
10.4 

-
-

68 
10.1 

2 
55.8 

-
-

8 
4.4 

60 
16.3 

2 
1.6 

1 
14.4 

Jewel/Jewelery 39 
5.7 

- 38 
5.7 

1 
15.0 

-
-

18 
9.8 

15 
4.0 

6 
5.1 

Artificial 37 
5.4 

- 36 
5.3 

1 
29.2 

-
-

4 
2.4 

24 
6.7 

8 
6.3 

Diamonds 34 
5.0 

- 34 
5.0 

-
-

-
-

16 
8.6 

12 
3.2 

6 
5.0 

Something related to 
health 

21 
3.1 

21 
3.1 

-
-

-
-

9 
4.6 

11 
3.0 

1 
1.0 

Manufactured 
diamonds 

15 
2.2 

- 15 
2.2 

-
-

-
-

1 
0.4 

14 
3.9 

Gem 14 
2.0 -

14 
2.0 

-
-

-
-

3 
1.9 

8 
2.3 

2 
1.5 

A company 10 
1.5 -

10 
1.6 

-
-

-
-

2 
1.0 

6 
1.6 

3 
2.2 

Stone 10 
1.5 

10 
1.5 

-
-

-
-

2 
1.3 

8 
2.2 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - B/C/D/E 
(under 30) ineligible for sig testing 
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Table 2
 
dia1a. What do you think they are?
 

Base: Those respondents who have not heard of cultured diamonds
 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 
---­ ----­ -----­ --­ ----­ ------­

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Synthetic 10 10 10 
1.5 - 1.5 2.6 0.3 

CZ/Cubic Zirconia or 9 9 8 
simulant 1.3 1.3 0.2 2.3 

Expensive 6 6 3 3 
0.9 0.9 1.5 0.9 

Investment company/ 5 5 2 3 
firm 0.7 0.7 1.1 0.8 

Lab-Made 3 - 3 3 
0.4 0.4 0.7 

Colored diamonds 3 3 3 
0.4 0.4 1.4 

Cut diamonds 2 - 2 1 1 
0.4 0.4 0.7 0.3 

Something that is 2 2 1 2 
made in a mine 0.3 - 0.3 0.4 0.4 

Carbon/Carbon 2 2 1 1 
Compressed 0.3 - 0.3 0.8 0.2 

Natural or real 1 1 1 
Diamond 0.2 0.2 0.7 

Like a cultured 1 - 1 1 
pearl 0.2 0.2 0.5 0.1 

Branded diamond (new 1 - 1 1 
brand) 0.1 - 0.1 0.5 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 



Page 4 
EXPRESS 

TN5 
October 17, 2005 
Job #U5-80041 

Table 2 
dia1a. What do you think they are? 

Base: Those respondents who have not heard of cultured diamonds 

Heard of Cultured Diamonds Believe A Natural Product 

Diamond 
People 

for Cultured 

Something that 
builds on nature 
enhances nature 

or 

Other 73 
10.7 

73 
10.7 

-
-

- 20 
11. 0 

42 
11.4 

11 
8.4 

None/Nothing 7 
1.0 

7 
1.0 

- 1 
0.7 

4 
1.2 

1 
1.2 

Don't know 319 
46.8 

319 
47.1 

-
-

88 
47.8 

143 
39.1 

84 
66.9 

3 
85.6 

Refused 5 
0.8 

-
-

5 
0.8 -

- 2 
1.2 

2 
0.6 

1 
0.9 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 



Page 5 
EXPRESS 

TNS
 
October 17, 2005
 
Job nUS-80041
 

Table 3
 
dia1b. What do you think they are?
 

Base: Those respondents who have heard of cultured diamonds
 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 341 341 81 235 21 4 
100 100 100 100 100 100 

Total Weighted 320 
100 

320 
100 

-** 
-** 

-** 
-** 

-** 
-** 

76 
100 

219 
100 

21 
100 

4 
100 

Man-Made 100 
31. 2 

100 
31.2 

-
-

-
-

24 
32.0 

73 
33.2 

3 
14.3 

Artificial 44 
13.6 

44 
13.6 

-
-

-
-

-
-

5 
7.1 

37 
16.9 

1 
6.2 

Manufactured 
diamonds 

36 
11. 3 

36 
11.3 

-
-

-
-

7 
8.6 

27 
12.1 

3 
14.1 

Lab-Made 20 
6.2 

20 
6.2 

-
- -

-
-

3 
3.3 

17 
7.9 

Carbon/Carbon 
Compressed 

16 
5.0 

16 
5.0 

-
-

- -
-

5 
5.9 

12 
5.3 

Synthetic 13 
4.2 

13 
4.2 

-
-

-
-

1 
1.1 

13 
5.7 

Diamonds 10 
3.1 

10 
3.1 

-
-

-
-

3 
4.1 

5 
2.3 

2 
44.4 

Natural or real 
Diamond 

10 
3.0 

10 
3.0 

-
-

-
-

5 
7.1 

3 
1.1 

2 
8.0 

Stone 8 
2.5 

8 
2.5 

-
-

- -
-

3 
4.4 

5 
2.1 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - B/C/D/E 
(under 30) ineligible for sig testing 
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Table 3
 
dialb. What do you think they are?
 

Base: Those respondents who have heard of cultured diamonds
 

Heard of Cultured Diamonds Believe A Natural Product 

Don't 
Total Yes No Know Refused Yes 

(AI (B) (CI (D) (E) (F) 

CZ/Cubic Zirconia or 7 7 
simulant 2.2 2.2 

Gem 6 6 1 
1.8 1.8 1.6 

Cut diamonds 5 5 4 
1.6 1.6 5.1 

Expensive 4 4 1 
1.4 1.4 1.6 

Jewel/Jewelery 3 3 2 
1.0 1.0 2.8 

Like a cultured 3 3 
pearl 1.0 1.0 

Something that is 2 2 1 
made in a mine 0.6 0.6 1.6 

Un-cut diamonds 1 1 
0.4 0.4 

Colored diamonds 1 1 
0.3 0.3 

Branded diamond (new 1 1 
brand) 0.3 0.3 

A company 1 1 
0.2 0.2 

Something related to 
health 0.1 0.1 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 3 
dialb. What do you think they are? 

Base: Those respondents who have heard of cultured diamonds 

Heard of Cultured Diamonds Believe A Natural Product 

Total Yes No 
Don't 
Know Refused Yes No 

Don't 
Know Refused 

(A) (BI (C) (D) (E) (F) (G) (HI (I) 

Something that 
builds on nature or 
enhances nature 

Investment 
firm 

company/ 

Diamond for 
People 

Cultured 

Machine-made 

Other 32 
9.9 

32 
9.9 

-
- -

- 11 
14.2 

16 
7.3 

3 
16.3 

1 
32.5 

None/Nothing 

Don't know 27 
8.4 

27 
8.4 

- 7 
9.8 

15 
7.0 

4 
19.9 

Refused 1 
0.3 

1 
0.3 -

- - -
-

1 
23.1 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - B/C/D/E 
(under 30) ineligible for sig testing 
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Table 4 
diala/dialb. What do you think they are? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Total 
----­

(A) 

Yes 
----­

(B) 

No 
-----­

(C) 

Don't 
Know 
----­

(D) 

Refused 
------­

IE) 

Yes 
----­

(F) 

No 
----­

IG) 

Don't 
Know 

(H) 

Refused 

II) 

Total Unweighted 1000 
100 

341 
100 

655 
100 

4 
100 

-
-

240 
100 

604 
100 

146 
100 

10 
100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 
-** 

260 
100 

585 
100 

146 
100 

6 
100 

Man-Made 171 
17 .1 

100 
31. 2C 

66 
10.1 

2 
55.8 

-
-

32 
12.5 

133 
22.6 

5 
3.4 

1 
6.9 

Artificial 80 
6.0 

44 
13.6C 

36 
5.3 

1 
29.2 

-
-

10 
3.7 

61 
10.5 

9 
6.2 

Manufactured 
diamonds 

51 36 
5.1 11.3C 

15 
2.2 

-
-

-
-

7 
2.8 

41 
7.0 

3 
2.0 

Diamonds 44 
4 .4 

10 
3.1 

34 
5.0 -

-
-

19 
7.3 

17 
2.6 

6 
4.3 

2 
23.1 

Jewel/Jewelery 42 
4.2 

3 
1.0 

36 
5.78 

1 
15.0 

-
-

20 
7.7 

16 
2.7 

6 
4.3 

Synthetic 23 
2.3 

13 
4.2C 

10 
1.5 

-
-

-
-

1 
0.3 

22 
3.6 0.2 

Lab-Made 22 
2.2 

20 
6.2C 

3 
0.4 

- -
-

3 
1.0 

20 
3.4 

Something related to 
health 

21 
2.1 

* 
0.1 

21 
3.18 

- -
-

9 
3.3 

11 
1.9 

1 
0.8 

Gem 19 
1.9 

6 
1.6 

14 
2.0 

- -
-

5 
1.6 

13 
2.2 

2 
1.3 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - 8/C/D/E 
(under 30) ineligible for sig testing 
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Table 4 
diala/dialb. What do you think they are? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Total 

(A) 

Yes 

(B) 

No 

(C) 

Don't 
Know 

(D) 

Refused 
------­

(E) 

Yes 
----­

(F) 

No 
-----­

(G) 

Don't 
Know 

(H) 

Refused 

(I) 

Stone 18 
1.8 

8 
2.5 

10 
1.5 -

-
-

6 
2.2 

13 
2.2 

Carbon/Carbon 
Compressed 

18 
1.8 

16 
5.0C 

2 
0.3 

-
-

6 
2.3 

12 
2.1 

CZ/Cubic Zirconia or 
simulant 

16 
1.6 

7 

2.2 
9 

1.3 
-
- -

* 
0.1 

15 
2.5 

1 
0.5 

A company 11 
1.1 

1 
0.2 

10 
1. 6b 

2 
0.9 

6 
1.0 

3 
1.9 

Natural or real 
Diamond 

11 
1.1 

10 
3.0C 

1 
0.2 

- 7 
2.6 

3 
0.4 

2 
1.1 

Expensive 11 
1.1 

4 
1.4 

6 
0.9 

4 
1.5 

4 
0.7 

2 
1.6 

Cut diamonds 8 
0.8 

5 
1. 6c 

2 
0.4 - -

5 
2.0 

2 
0.4 

Investment company/ 
firm 

5 
0.5 

5 
0.7 

2 
0.8 

3 
0.5 

Like a 
pearl 

cultured 4 
0.4 

3 
1.0 

1 
0.2 

1 
0.4 

2 
0.3 

2 
1.1 

Something that 
made in a mine 

is 4 
0.4 

2 
0.6 

2 
0.3 -

- 2 
0.8 

2 
0.4 

Colored diamonds 4 
0.3 

1 
0.3 

3 
0.4 

- -
-

4 
1.3 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - B/C/D/E 
(under 30) ineligible for sig testing 
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Table 4
 
diala/dialb. What do you think they are?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 

Don't 
Know Refused 

(H) (I) 

1 
0.9 

Diamond for Cultured 
People 

Something that 
builds on nature or 
enhances nature 

Other 104 32 73 - 31 58 14 1 
10.4 9.9 10.7 - 12.0 9.8 9.6 16.9 

None/Nothing 7 7 1 4 1 
0.7 1. Db - 0.5 0.7 1.0 

Don't know 345 27 319 - 95 158 88 3 
34.5 8.4 47.lB - 36.7 27.1 60.2 41. 0 

Refused 6 1 5 - 2 2 1 1 
0.6 0.3 0.8 - - 0.8 0.4 0.8 12.0 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 5
 
dia2. Do you believe that cultured diamonds are a natural product?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 

-** 
260 
100 

585 
100 

146 
100 

8 
100 

Yes 260 
26.0 

76 
23.7 

184 
27.3 

-
- -

260 
100.0 

No 585 
58.5 

219 
68.4C 

363 
53.7 

3 
85.0 

- - 585 
100.0 

Don't know 146 
14.6 

21 
6.5 

125 
18.5B 

1 
15.0 

-
-

-
-

146 
100.0 

Refused 8 
0.8 

4 
1.4 

4 
0.6 

8 
100.0 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - B/C/D/E 
(under 30) ineligible for sig testing 
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Table 6 
Q.906 What is the last	 grade of school you completed? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total	 Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

Not High School	 101 16 85 36 44 19 1 

Graduate (Net) 10.0 4.9 12.6B - 14.0 7.4 13.2 14 .1 

8th Grade or Less 25 5 20 - 11 8 5 1 
2.5 1.7 2.9 4.2 1.3 3.7 14.1
 

Some High School 76 10 65 26 36 14
 
7.5 3.2 9.78 - - 9.8 6.1 9.6 

Graduated High 365 112 250 2 104 198 62 1 
School 36.4 35.1 37.0 61. 2 39.9 33.8 42.4 13 .1 

Some College (Net) 524 190 334 1 118 337 63 6 

52.4 59.1C 49.4 23.8 - 45.4 57.7 42.7 72.8 

Trade or Technical 27 8 19 - 6 18 3
 
School 2.7 2.4 2.8 - 2.3 3.0 1.7 4.4
 

Some College 190 63 126 1 - 51 113 23 2
 
19.0 19.6 18.7 23.8 19.7 19.4 15.8 23.0
 

Graduated College 193 72 122 45 126 21 2
 
19.3 22.4 18.0 - 17.2 21. 5 14.2 18.1
 

Post-graduate 115 47 67 - - 16 80 16 2
 
11.5 14.8C 10.0 - - 6.1 13.7 11.1 27.3 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 
Q.906 

6 
What is the last grade of school you completed? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

(A) 

Total 

(B) 

Yes 

(C) 

No 

(D) 

Don't 
Know 

(E) 

Refused 

(F) 

Yes No 
-­

(G) 

Don't 
Know 
----­

(H) 

Refused 
----­

(I) 

Refused 11 
1.1 

3 
1.0 

7 
1.1 

1 
15.0 

2 
0.7 

7 
1.1 

2 
1.6 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 7 
Q.912 Age of respondent 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 
---­ ----­ -----­ ----­ ----­

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

18-24 (Net) 142 21 121 - 61 67 14 

14.2 6.6 17.9B - - 23.6 1l.5 9.3 

18 - 20 83 13 70 38 39 6 
8.3 4.2 10.3B - 14.7 6.7 4.2 

21 - 24 58 8 50 - - 23 27 7 
5.8 2.4 7.4B 8.9 4.7 5.1 

18-24 Unspecified 1 1 - - 1 
0.1 0.1 - - 0.2 

25-34 (Net) 170 50 120 49 94 26 

17 .0 15.5 17.8 - 18.9 16.1 17.4 12.0 

25 - 29 67 10 57 - - 19 36 10 1 
6.7 3.3 8.4B - 7.5 6.2 7.1 12.0 

30 - 34 96 37 60 - - 30 54 13 
9.6 11. 5 8.8 - - 11. 4 9.3 8.6 

25-34 Unspecified 6 3 4 - 4 3 
0.6 0.8 0.6 - 0.7 1.7 

35-44 (Net) 182 57 123 2 - 56 102 21 3 

18.2 17.8 18.2 55.8 - 21. 6 17.5 14.1 35.4 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 7 
Q.912 Age of respondent 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) (C) (D) (E) (F) (G) (H) (I)
 

35 - 39 89 28 61 25 52 12
 
8.9 8.8 9.0 9.6 8.9 8.0
 

40 - 44 90 27 62 1 31 47 9 3
 
9.0 8.4 9.2 23.8 12.0 8.0 6.1 35.4
 

35-44 Unspecified 3 2 * 1 3
 
0.3 0.6 0.1 32.0 0.6 

45-49 (Net) 93 45 47 - 19 59 15 

9.3 14.2C 7.0 7.3 10.1 10.1
 

45 - 49 86 40 45 - 19 52 15
 
8.6 12.6C 6.7 7.3 8.9 10.1
 

45-49 Unspecified 7 5 2 - 7
 
0.7 1. 5C 0.3 - - 1.1 

50-54 (Net) 119 42 78 21 78 18 2 

11. 9 13.0 11.5 - - 8.1 13.4 12.4 21.3
 

50 - 54 116 41 75 - 21 75 18 2
 
11. 6 12.7 11.2 8.1 12.8 12.4 21. 3
 

50-54 Unspecified 3 1 2 3
 
0.3 0.3 0.3 0.5 

55-64 (Net) 145 52 92 1 26 96 24 

14.5 16.4 13.6 29.2 9.8 16.3 16.3
 

55 - 59 76 29 47 14 50 12
 
7.6 9.0 6.9 - 5.5 8.5 8.3 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 7 
Q.912 Age of respondent 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
====================~=-============================= 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 
---­ ----­ ----­ ------­ ----­ ----­ ------­

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

60 - 64 65 23 41 1 - 11 42 11 
6.5 7.1 6.0 29.2 4.4 7.2 7.5 

55-64 Unspecified 5 1 4 - 4 1 
0.5 0.2 0.6 - 0.7 0.5 

65+ (Net) 145 51 93 1 28 86 28 3 

-­
14.5 16.0 13.8 15.0 - 10.6 14.8 19.2 31.2 

65 - 69 42 13 29 - 11 23 7 1 
4.2 4.0 4.3 - - 4.2 3.9 4.8 9.1 

65+ Unspecified 7 2 4 1 2 4 1 
0.7 0.7 0.6 15.0 0.6 0.6 0.9 

70 - 74 39 14 24 - 5 26 7 1 
3.9 4.5 3.6 - 1.8 4.5 4.5 9.1 

75+ 58 22 36 10 34 13 1 
5.8 6.8 5.3 4.0 5.7 8.9 13.1 

Refused 4 2 2 - 2 2 
0.4 0.6 0.3 - - 0.4 1.2 

Mean 45.14 48.28C 43.62 51.67 - 40.14 46.42 48.58 52.11 

Standard Deviation 17.23 15.77 17 .71 15.95 - 16.72 16.89 17.80 16.55 

Standard Error 0.55 0.86 0.69 7.98 1. 08 0.69 1. 48 5.23 

Median 45 48 42 40 - 38 47 48 53 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 8 
Q.926 Marital Status 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don 1 t 
Total Yes No Know Refused Yes No Know Refused 

(AI (B) (C) (D) (EI (F) (G) (HI (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 
-** 

260 
100 

585 
100 

146 
100 

8 
100 

Married 587 
58.6 

218 
68.2C 

367 
54.3 

1 
29.2 

132 
50.8 

368 
62.9 

81 
55.1 

5 
64.4 

Separated 27 
2.7 

6 
1.9 

19 
2.9 

1 
23.8 

8 
3.0 

16 
2.7 

3 
2.0 

Divorced 75 
7.5 

25 
7.8 

50 
7.4 

22 
8.4 

44 
7.5 

10 
6.6 

Widowed 72 
7.2 

23 
7.1 

50 
7.3 

- 13 
5.0 

36 
6.2 

21 
14.5 

2 
21. 6 

Never married 229 
22.9 

44 
13.6 

184 
27.2B 

1 
32.0 

-
-

83 
32.0 

115 
19.6 

30 
20.2 

1 
14.1 

Refused 11 
1.1 

4 
1.4 

6 
0.9 

1 
15.0 -

2 
0.7 

7 
1.1 

2 
1.6 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - B/C/D/E 
(under 30) ineligible for sig testing 
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Table 9 
Q.93l Employment Status 

Base: Total Respondents 

Total 

(A) 

Heard of Cultured Diamonds 
========================== 

Don't 
Yes No Know Refused 

----­ -----­ ----­ ------­

(B) (C) (D) (E) 

Believe A Natural Product 
========================== 

Don't 
Yes No Know Refused 

----­ -----­ ----­ ------­

(F) (G) (H) (I) 

Total Unweighted 1000 
100 

341 
100 

655 
100 

4 
100 

-
-

240 
100 

604 
100 

146 
100 

10 
100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 
-** 

260 
100 

585 
100 

146 
100 

8 
100 

Employed Part-Time 125 
12.5 

31 
9.7 

93 
13.7 

1 
32.0 -

42 
16.2 

75 
12.8 

7 
4.9 

1 
10.4 

Employed Full-Time 491 
49.1 

176 
54.8C 

315 
46.6 

1 
23.8 

-
-

118 
45.2 

295 
50.4 

75 
51. 0 

4 
47.4 

Unemployed 58 
5.8 

16 
5.0 

42 
6.3 

- -
-

20 
7.8 

30 
5.1 

7 
5.1 

1 
11. 0 

Laid off 6 
0.6 

1 
0.3 

3 
0.5 

1 
29.2 

- * 
0.1 

2 
0.4 

3 
2.1 

Retired 202 
20.2 

67 
20.8 

136 
20.1 

- 42 
16.0 

120 
20.5 

38 
26.2 

3 
31. 2 

Full-time homemaker 49 
4.9 

17 
5.2 

32 
4.7 

14 
5.5 

29 
4.9 

6 
3.9 

Student 24 
2.4 

3 
0.9 

21 
3.lb -

- 11 
4.1 

8 
1.4 

5 
3.2 

Unemployed due to 
disability 

33 
3.3 

6 
2.0 

26 
3.9 

-
-

- 9 
3.6 

21 
3.5 

3 
2.0 

Refused 12 
1.2 

4 
1.3 

8 
1.1 

1 
15.0 

- 4 
1.5 

6 
1.0 

2 
1.6 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 10 
Q.936 Counting yourself, how many adults live in your household? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Total Yes No 
Don't 
Know Refused Yes No 

Don't 
Know Refused 

Median 

(AI 

2 

(8) 

2 

(CI 

2 

(D) 

2 

(E) (FI 

2 

(GI 

2 

(H) 

2 

(I) 

2 

Proportions/Means: Columns Tested (5%, 10% risk level) - SIC/DIE 
** very small base (under 30) ineligible for sig testing 
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Table 11
 
Q.936a Of those adults, how many are males?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 
---­ ----­ -----­ ----­ ------­ ----­ -----­ ----­ ----­

(A) (B) (CI (D) (EI (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

0	 134 31 101 2 - 36 64 33 1 
13.4	 9.7 15.0B 47.0 13.7 11. 0 22.6 11. 3 

690 235 453 2 - 175 425 85 5 
69.0 73.4c 67.0 53.0 67.2 72.7 58.1 60.8 

2 147 46 100 39 83 22 2 
14.7 14.4 14.9 - - 15.1 14.1 15.3 27.9 

3 21 5 17 - - 9 8 5 
2.1	 1.4 2.5 3.4 1.4 3.2 

1 1 - - - 1 
0.1 0.4 - - 0.2 

Refused 7 2 4 - - 2 4 1 
0.7 0.7 0.6 - - 0.6 0.6 0.8 

Mean 1. 06 1. 09 1. 05 0.53 - 1.08 1. 06 0.99 1.17 

Standard Deviation 0.61 0.57 0.63 0.58 0.65 0.57 0.72 0.64 

Standard Error 0.02 0.03 0.02 0.29 0.04 0.02 0.06 0.20 

Median 1 1 1 1 1 1 1 1 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 12
 
Q.936a Of those adults, how many are females?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
=============~~==================================~c= 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 
---­ ----­ -----­ ----­ ------­ ----­ -----­ ----­ ------­

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 - 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

0 80 25 55 - 17 48 14 1 
8.0 7.7 8.1 - - 6.6 8.2 9.4 6.2 

730 243 484 3 - 177 439 108 6 
73.0 75.8 71.6 68.0 - 67.8 75.1 73.5 76.9 

2 150 46 102 1 - 55 74 19 1 
15.0 14.5 15.1 32.0 - 21. 2 12.7 13.1 16.9 

3 32 4 28 - 10 17 5 
3.2 1.2 4.18 - 3.7 3.0 3.2 

3 3 - - 3 
0.3 - 0.4 - 0.5 

Refused 6 3 3 - - 2 3 1 
0.6 0.8 0.5 - - 0.6 0.5 0.8 

Mean 1.14 1. 09 1.17 1. 32 - 1. 22 1.12 1.10 1.11 

Standard Deviation 0.61 0.51 0.64 0.54 - 0.62 0.60 0.59 0.50 

Standard Error 0.02 0.03 0.03 0.27 - 0.04 0.02 0.05 0.16 

Median 1 1 1 1 - 1 1 1 1 

Proportions/Means: Columns Tested (5%, 10% risk level) - SIC/DIE 
** very small base (under 301 ineligible for sig testing 
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Table 13 
Q.941 Presence of children 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

IA) (B) IC) ID) (E) IF) (G) IH) II) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 
-** 

260 
100 

585 
100 

146 
100 

8 
100 

Yes 369 
36.9 

112 
35.1 

256 
37.8 

1 
23.8 

116 
44.7 

206 
35.2 

42 
28.6 

5 
56.7 

No 631 
63.1 

208 
64.9 

420 
62.2 

3 
76.2 

144 
55.3 

379 
64.. 8 

104 
71. 4 

4 
43.3 

Proportions/Means: 
** very small base 

Columns Tested 15%, 10% risk level) - B/C/D/E 
lunder 30) ineligible for sig testing 
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Table 14
 
Q.941A Thinking about all the people living in your household related to you or not, how many are between the ages of 5 years or under?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
=========~-=====~-~======================~========== 

Don't Don't
 
Total Yes No Know Refused Yes No Know Refused
 

(A) (BI (C) (D) (E) (F) (GI (HI (I) 

Total Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 - 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

a 838 274 562 2 - 209 489 134 7 
83.8 85.4 83.2 61. 2 - 80.2 83.5 91. 5 85.2 

105 28 76 1 - 25 73 6 1 
10.5 8.8 11. 3 23.8 9.6 12.5 4.2 14.8 

2 39 14 26 - - 22 14 3 
3.9 4.2 3.8 - - 8.5 2.4 2.3 

3 3 3 - 1 1 1 
0.3 0.4 - - 0.4 0.1 0.8 

1 - 1 - - 1 
0.1 0.2 - - 0.5 

5 1 1 - - 1 
0.1 0.2 - - 0.3 

Refused 12 4 8 1 - 2 9 2 
1.2 1.3 1.1 15.0 0.7 1.5 1.2 

SIGMA 1000 320 676 4 - 260 585 146 8 
100.0 100.0 100.0 100.0 - 100.0 100.0 100.0 100.0 

Mean 0.20 0.19 0.21 0.28 - 0.31 0.18 0.11 0.15 

Standard Deviation 0.54 0.53 0.54 0.54 - 0.72 0.45 0.44 0.38 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for Si9 testing 
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Table 14
 
Q.941A Thinking about all the people living in your household related to you or not, how many are between the ages of 5 years or under?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ~================a===_==== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

-- ­ -----­ ----­ ------­ ----­ -----­ ----­ ------­

(A) (8) (C) (D) (El (t) (G) (HI (II 

Standard Error 0.02 0.03 0.02 0.31 - 0.05 0.02 0.04 0.12 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 15
 
Q.941B Thinking about all the people living in your household related to you or not, how many are between the ages of 6 to 11?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
====_======~=========_=====._=======A============~== 

Don't Don't
 
Total Yes No Know Refused Yes No Know Refused
 

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 - 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

0 814 271 541 2 - 211 474 122 7 
81.4 84.5 80.0 61. 2 - 81. 0 81. 0 83.0 85.9 

131 31 99 1 - 37 74 19 1 
13 .1 9.6 14.7B 23.8 - 14.4 12.6 12.9 14.1 

2 34 10 24 - 9 23 3 
3.4 3.1 3.6 - - 3.3 3.9 2.2 

3 7 2 5 - - * 6 1 
0.7 0.7 0.7 - - 0.1 1.0 0.7 

1 1 - - 1 
0.1 0.3 - - - 0.2 

5 2 2 - 2 
0.2 0.6c - - 0.7 

Refused 11 4 7 1 - 1 8 2 
1.1 1.2 1.0 15.0 - 0.5 1.4 1.2 

SIGMA 1000 320 676 4 260 585 146 8 
100.0 100.0 100.0 100.0 - 100.0 100.0 100.0 100.0 

Mean 0.24 0.22 0.24 0.28 - 0.25 0.24 0.20 0.14 

Standard Deviation 0.58 0.66 0.55 0.54 - 0.64 0.58 0.50 0.37 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 15
 
Q.94lB Thinking about all the people living in your household related to you or not, how many are between the ages of 6 to II?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

--­ -----­ ----­ ------­ ----­ -----­ ----­ ------­

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Standard Error 0.02 0.04 0.02 0.31 0.04 0.02 0.04 0.12 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 16
 
Q.941C Thinking about all the people living in your household related to you or not, how many are between the ages of 12 to l7?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't
 
Total Yes No Know Refused Yes No Know Refused
 

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 - 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

0 809 258 548 2 - 202 481 122 5 
80.9 80.6 81.1 61. 2 77.5 82.1 83.1 58.0 

1 114 37 77 - 37 64 11 1 
11. 4 11. 4 11. 4 - 14.2 11.0 7.5 16.9 

2 57 21 36 1 - 15 29 11 2 
5.7 6.5 5.3 23.8 - 5.8 4.9 7.8 25.0 

3 7 1 6 - - 4 3 1 
0.7 0.3 0.9 - - 1.4 0.4 0.5 

1 1 - - 1 
0.1 0.2 - 0.5 

5 1 1 - 1 
0.1 - 0.2 - 0.2 

Refused 11 4 7 1 1 8 2 
1.1 1.2 1.0 15.0 - 0.5 1.3 1.2 

SIGMA 1000 320 676 4 260 585 146 8 
100.0 100.0 100.0 100.0 - 100.0 100.0 100.0 100.0 

Mean 0.26 0.26 0.27 0.56 0.32 0.24 0.25 0.67 

Standard Deviation 0.63 0.58 0.65 1. 08 - 0.69 0.59 0.61 0.91 

Proportions/Means: Columns Tested 15%, 10% risk level) B/C/D/E 
*. very small base (under 30) ineligible for sig testing 
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Table 16
 
Q.941C Thinking about all the people living in your household related to you or not, how many are between the ages of 12 to 17?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) IC) (D) IE) IF) IG) (H) (I) 

Standard Error 0.02 0.03 0.03 0.62 0.04 0.02 0.05 0.29 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 17
 
q981. Are you or is someone else in the household the person who does most of the shopping for groceries and household items?
 

Base: Total Respondents
 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

-- ­ ------­ ----­ ----­ ------­

(AI (BI (C) (D) (E) (FI (GI (HI (I) 

Total Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

Respondent 567 184 379 3 151 333 80 3 
56.7 57.5 56.1 85.0 - 57.8 57.0 54.5 40.5 

Someone else 259 84 176 67 154 37 1 
25.9 26.1 26.0 25.7 26.3 25.5 16.9 

Respondent and 162 49 114 - - 41 92 26 4 
someone else 16.2 15.2 16.8 15.7 15.6 18.0 42.6 

Don't know 1 1 - - - 1 
0.1 0.1 - - - 0.4 

Refused 11 4 7 1 2 7 2 
1.1 1.1 1.0 15.0 0.7 1.2 1.6 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 18 
q982. Do you have internet access or e-mail? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) (CI (D) (E) (F) (G) (H) (II 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 
-** 

260 
100 

585 
100 

146 
100 

8 
100 

At home 339 
33.9 

105 
32.9 

231 
34.2 

2 
61.2 

- 85 
32.7 

203 
34.7 

49 
33.6 

2 
20.0 

At work 60 
6.0 

16 
4.9 

44 
6.5 

13 
5.0 

35 
5.9 

12 
8.1 4.4 

Both 306 
30.5 

122 
38.0C 

183 
27.0 

1 
23.8 

70 
27.0 

205 
35.0 

27 
18.6 

3 
39.3 

Neither 286 
28.6 

74 
23.0 

213 
31.5B -

90 
34.6 

139 
23.7 

55 
37.2 

3 
36.2 

Don It know 1 
0.1 

1 
0.1 

-
-

-
-

-
-

-
-

1 
0.4 

Refused 9 
0.9 

4 
1.1 

5 
0.7 

1 
15.0 

2 
0.7 

4 
0.8 

3 
2.0 

Proportions/Means: 
** very small base 

Columns Tested (5%, 10% risk level) - B/C/D/E 
(under 30) ineligible for sig testing 
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Table 
q983. 

19 
Do you own or rent your home? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Total Yes No 
Don't 
Know Refused Yes No 

Don't 
Know Refused 

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

-** 
-** 

260 
100 

585 
100 

146 
100 

8 
100 

Own 741 
74.1 

260 
81. 2C 

479 
70.8 

2 
53.0 

171 
65.5 

455 
77.8 

110 
74 .9 

5 
64 .4 

Rent 238 
23.8 

51 
15.9 

186 1 
27.5B 32.0 

85 
32.7 

116 
19.8 

34 
23.1 

3 
35.6 

Don't know 7 
0.7 

4 
1.3 

2 
0.4 

-
-

3 
1.0 

4 
0.7 

Refused 15 
1.5 

5 
1.6 

9 
1.3 

1 
15.0 

-
-

2 
0.7 

10 
1.7 

3 
2.0 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 20 
Children by age groups 

BASE: Those with children in the household 
Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

- ----­ ------­ ----­ -----­ ----­ ------­
(AI (SI (CI (D) lEI IF) (G) (H) II) 

Total Unweighted 305 97 207 1 - 95 174 32 4 
100 100 100 100 100 100 100 100 

Total Weighted	 356 104* 251 1** -** 116 195 40 4 
100 100* 100 100** -** 100 100 100 100 

Under 1 year old 39 9 30 - 15 18 5 1 
11. 0 8.9 11.9 - - 13 .1 9.3 12.4 19.8 

1 year old 26 9 18 - - 13 10 3 
7.4 8.2 7.0 11.2 5.2 7.5 

2 years old 36 6 30 15 18 2 
10.1 5.8 11. 9 13.3 9.5 4.7 

3 years old 31 8 23 - - 8 18 5 
8.8 8.1 9.1 7.1 9.3 12.1 

4 years old 35 11 23 1 15 19 1 
9.9 10.5 9.3 100.0 13.3 9.7 1.7 

5 years old 19 9 10 - - 7 11 1 
5.4 9.2c 3.9 - 5.8 5.9 2.9 

6 years old 29 8 21 - 7 13 8 1 
8.3 8.2 8.3 6.4 6.8 19.0 26.9 

7 years old 29 8 20 10 14 5 
8.0 7.8 8.1 8.7 7.0 11. 6 

8 years old 49 12 37 - 14 30 5 
13.9 11.5 14.9 - 12.1 15.4 13.2 

Proportions/Means: Columns Tested 15%, 10% risk level) - B/C/D/E 
* small base; ** very small base (under 30) ineligible for sig testing 
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Table 20 
Children by age groups 

BASE: Those with children in the household 
Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
======~~=================_=~:===================G~== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 
----­ ----­ -----­ ----­ ------­ ----­ -----­ ----­ ------­

(A) (B) (C) (D) (E) IF) (G) IH) II) 

9 years old 39 8 31 - 15 22 2 
11. 0 7.8 12.3 - - 13.2 11. 2 4.5 

10 years old 25 8 16 1 - 7 17 1 
7.0 8.2 6.2 100.0 - 6.2 8.5 2.9 

11 years old 44 18 25 - - 10 30 4 
12.3 17.7c 10.1 - 8.5 15.4 9.4 

12 years old 39 8 31 - 14 21 4 
11.1 8.2 12.3 - 12.3 11.0 9.2 

13 years old 40 11 28 - 16 18 5 1 
11. 2 11. 0 11. 3 - - 13.7 9.2 12.3 21. 0 

14 years old 43 13 31 - 14 21 8 
12.2 12.2 12.2 - 12.3 10.7 20.0 

15 years old 44 19 25 1 - 14 24 3 3 
12.5 18.0c 9.9 100.0 - 12.2 12.4 8.6 59.2 

16 years old 31 12 18 1 - 9 15 6 1 
8.6 11.4 7.1 100.0 - 7.7 7.6 14.2 26.9 

17 years old 45 10 34 - - 17 18 8 1 
12.6 10.0 13.7 - - 15.0 9.4 20.3 21.0 

Proportions/Means: Columns Tested 15%, 10% risk level) - B/C/D/E 
* small base; ** very small base (under 30) ineligible for sig testing 
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Table 21 
Q.956 Are you White, Black or African American, or some other race? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 
----­ ----­ -----­ ------­ ----­ ----­ ------­

(A) (BI (CI (D) (EI (F) (G) (HI (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

White 701 246 451 3 - 166 437 93 5 
70.0 76.8C 66.7 85.0 63.6 74.6 63.6 64.8 

Black or African- 98 23 75 - 29 50 19 
American 9.8 7.2 11.0b 11. 2 8.5 12.9 

Hispanic (Netl 124 26 98 41 58 24 

12.4 8.1 14.5B 15.8 10.0 16.7 

White Hispanic 56 20 36 - 20 27 9 
5.6 6.1 5.3 - 7.5 4.6 6.3 

Black Hispanic 17 3 14 - 6 10 
1.7 0.8 2.1 - 2.5 1.8 

Hispanic (No race 51 4 47 - - 15 21 15 
given) 5.1 1.2 7.0B - 5.8 3.6 10.4 

Asian 9 5 4 - 4 3 2 
0.9 1.5 0.7 - 1.4 0.5 1.6 

Native American 13 5 8 - 4 6 1 2 
1.3 1.7 1.2 - 1.6 1.1 0.6 23.1 

Other Race 31 5 26 - 11 17 3 
3.1 1.6 3.8b 4.3 2.8 2.1 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/DIE 
** very small base (under 30) ineligible for sig testing 
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Table 21 
Q.9S6 Are you White, Black or African American, or some other race? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

----­ ------­

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Refused 25 10 14 1 5 14 4 1 
2.5 3.1 2.1 15.0 2.1 2.5 2.6 12.0 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 22
 
q960a. Thinking about your household's total investable assets, please INCLUDE all stocks, bonds, mutual funds, CDs,
 

lRAs, SEPs, Keoghs, checking and savings accounts. Please EXCLUDE any company sponsored retirement accounts such as 
401Ks or Pension plans, and also EXCLUDE the value of your home? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) (C) (D) IE) (F) (G) (H) II) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 
100 

320 
100 

676 
100 

4** 
100** 

260 
100 

585 
100 

146 
100 

8 
100 

Under $25,000 276 
27.6 

76 
23.8 

197 
29.2 

2 
55.8 

82 
31. 5 

163 
27.9 

29 
19.8 

2 
20.3 

$25,000 to $49,999 117 
11. 7 

29 
9.1 

88 
13.0b 

40 
15.5 

60 
10.3 

16 
10.8 

1 
11.0 

$50,000 to $99,999 102 
10.2 

30 
9.4 

72 
10.7 

24 
9.0 

65 
11.0 

14 
9.5 4.4 

$100,000 to $499,000 126 
12.6 

41 
12.8 

85 
12.6 

30 
11. 6 

78 
13.4 

18 
12.3 

$500,000 or more 51 
5.1 

22 
6.9 

29 
4.3 

10 
3.8 

33 
5.6 

8 
5.5 

1 
9.1 

Don't know 148 
14.8 

45 
14.0 

102 
15.1 

1 
29.2 

41 
15.8 

71 
12.2 

35 
23.9 

1 
6.9 

Refused 179 
17.9 

77 
24.0C 

102 
15.0 

1 
15.0 

33 
12.8 

115 
19.7 

27 
18.3 

4 
48.4 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table	 23 
Q.961	 If you added together the yearly incomes, before taxes, of all the members of your household for the last year, 

2004, would the total be ... ? 

Base:	 Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
========================== ========================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A)	 (B) (C) (D) (E) (F) (G) (H) (1) 

Total	 Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 - 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

Under	 $25,000 (Net) 164 39 125 - 58 70 35 

16.4	 12.3 18.4B 22.2 12.0 23.8 13.1 

Less than $12,000 55 11 44 22 21 12 1
 
($10K) 5.5 3.5 6.5b 8.3 3.6 8.2 6.2
 

$12,000 but less 26 5 21 - 8 14 3 1
 
than S15,000 2.6 1.5 3.2 - 3.2 2.4 2.2 6.9
 
($13.5K)
 

$15,000 but less 34 5 29 - 10 18 6
 
than $20,000 3.4 1.6 4.3B - 4.0 3.0 4.2
 
($17.5K)
 

$20,000 but less 40 16 24 - 15 16 9
 
than $25,000 4.0 5.0 3.6 - - 5.9 2.7 6.0
 
($22.5K)
 

Don't	 know 7 2 4 - 1 1 4 
0.7 0.8 0.6 - 0.4 0.2 2.9
 

Refused 2 2 - - 1 1
 
0.2 - 0.2 - 0.4 0.4 

S25,000 or over 720 238 479 3 180 437 95 

(Net) 72.0 74.1 70.9 85.0 69.2 74.7 65.1 86.9 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E
** very small base (under 30) ineligible for sig testing 
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Table 23 
Q.96l If you added together the yearly incomes, before taxes, of all the members of your household for the last year, 

2004, would the total be ... ? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
========================== =====================~==== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (BI (CI (0) (EI (F) (GI (H) (I) 

$25,000 but less 80 14 65 1 22 39 19
 
than $30,000 8.0 4.3 9.6B 32.0 8.5 6.6 13 .1 4.4
 
($27.5K)
 

$30,000 but less 46 16 30 8 32 5 1
 
than $35,000 4.6 5.0 4.4 - - 2.9 5.5 3.3 11. 0
 
($32.5K)
 

$35,000 but less 116 35 80 1 - 28 74 14
 
than $50,000 11. 6 11.0 11.8 23.8 10.9 12.6 9.4
 
($42.5K)
 

$50,000 but less 92 34 58 - 26 56 9 1
 
than $75,000 9.2 10.5 8.6 10.0 9.6 5.9 14.1
 
($62.5K)
 

$75,000 but less 217 72 144 1 - 62 124 29 1
 
than $100,000 21.7 22.5 21. 2 29.2 23.8 21. 2 20.1 16.9
 
($87.5K)
 

$100,000 or more 101 39 62 18 72 10 1 
($125K) 10.1 12.1 9.2 6.9 12.3 7.1 9.1 

Don't know 46 16 30 - 13 25 7 1 
4.6 4.9 4.5 - 5.1 4.3 4.7 10.4 

Refused 22 12 10 - - 3 16 2 2 
2.2 3.7C 1.5 1.0 2.7 1.5 21.1 

Don't know 38 13 25 - 8 23 7 
3.8 4.0 3.7 - - 3.2 4.0 4.5 . 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 301 ineligible for sig testing 
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Table	 23 
Q.961	 If you added together the yearly incomes, before taxes, of all the members of your household for the last year, 

2004, would the total be ... ? 

Base:	 Total Respondents 

Heard	 of Cultured Diamonds Believe A Natural Product 
=====~==~a~~======================================== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) IC) (D) (E) (F) (G) (H) II) 

Refused 78 31 47 1 - 14 S5 10 
7.8 9.6 7.0 15.0 S.4 9.3 6.S 

Mean S9.91 6S.93C 57.29 52.30 - 55.53 63.73 52.90 60.19 

Standard Deviation 36.25 35.93 36.1S 31.35 - 35.06 36.46 35.89 40.87 

Standard Error 1. 28 2.21 1.56 18.10 - 2.46 1. 66 3.33 15.45 

Median 43.8 5S.0 40.7 36.9 41.1 49.4 3S.5 SO.7 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 
0.971 

24 
Do you consider yourself to be the head of household? 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Total Yes No 
Don't 
Know Refused Yes No 

Don't 
Know Refused 

(A) (B) (C) (D) (E) (F) (G) (H) (I) 

Total Unweighted 1000 341 655 4 240 604 146 10 
100 100 100 100 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

Yes 600 211 387 1 151 351 93 5 
59.9 65.9C 57.3 23.8 57.9 59.9 63.8 54.5 

No 371 100 269 2 104 218 45 4 
37.1 31.1 39.8B 61.2 40.1 37.3 30.8 45.5 

Both partners 
equally 

Don I t know 2 
0.2 

1 
0.3 

1 
0.1 

1 
0.4 

1 
0.2 

Refused 27 
2.7 

9 
2.7 

18 
2.7 

1 
15.0 

4 
1.6 

15 
2.6 

8 
5.4 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 25 
Gender of respondent 

Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 
~~===============~q=~~=================-~=========== 

Don't Don't 
Total Yes No Know Refused Yes No Know Refused 

(A) (B) IC) (D) (E) (F) IG) (H) (I) 

Total Unweighted 1000 341 655 4 - 240 604 146 10 
100 100 100 100 - 100 100 100 100 

Total Weighted 1000 320 676 4** -** 260 585 146 8 
100 100 100 100** -** 100 100 100 100 

Male 484 168 316 - 123 286 69 6 
48.3 52.4 46.7 - 47 .1 48.9 47.1 65.7 

Female 517 153 361 4 - 138 299 77 3 
51.7 47.6 53.3 100.0 - 52.9 51. 1 52.9 34.3 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
** very small base (under 30) ineligible for sig testing 
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Table 26 
Deluxe Banner by Standard Banner 
Base: Total Respondents 

Heard of Cultured Diamonds Believe A Natural Product 

Total Yes No 
Don't 
Know Refused Yes No 

Don't 
Know Refused 

(A) (B) (C) (D) lEI IF) (Gl (HI (I) 

Total 1000 320 
100.0 100.0 

676 
100.0 

4'* 
100.0" 

_.* 
-** 

260 
100 

585 146 
100.0 100.0 

8 
100.0 

Heard of Cultured Diamonds 

Yes 320 
32.0 

320 
100.0C 

-
-

-
-

-
-

76 
29.2 

219 
37.5 

21 
14 .3 

4 
52.1 

No 676 
67.6 

676 
100.0B 

-
-

-
-

184 
70.8 

363 
62.0 

125 
85.3 

4 
47.9 

Don't Know 4 
0.4 

-
-

4 
100.0 

-
- -

3 
0.6 

1 
0.4 

Refused 

Believe that cultured diamonds are a natural product 

Yes 260 
26.0 

76 
23.7 

184 
27.3 

-
-

-
-

260 
100.0 

No 585 
58.5 

219 
68.4C 

363 
53.7 

3 
85.0 

-
- -

585 
100.0 

Don't Know 146 
14.6 

21 
6.5 

125 
18.5B 

1 
15.0 

-
- -

146 
100.0 

Refused 8 
0.8 

4 
1.4 

4 
0.6 

-
-

-
-

-
-

-
-

8 
100.0 

Proportions/Means: Columns Tested (5%, 10% risk level) - B/C/D/E 
*. very small base (under 30) ineligible for sig testing 
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Methodology
 

• Respondent households selected via Random Digit Dialing with quota 
sampling for nine census regions. 

• Selection of household member to be interviewed done via "gender 
rotated, last birthday" method. If that person is not available at the time of 
the initial call, up to two callbacks attempted. This approach minimizes the 
effects of "at home bias" and gives us a high quality approach to 
generating a representative sample. 

• Respondents screened for being 18 or older and relevant to the fine 
jewelry category: 

• reported purchasing/receiving as a gift fine jewelry in the past 3 years 
and/or 

• expect to purchase or receive as a gift fine jewelry in the next year 

• Significance testing was conducted at the 90% confidence level. 

TNS Report - Confidential 3 
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Summary of Findings
 

Key Finding #1: "Thinking about different kinds ofjewelry, which one kind of 
fine jewelry do you most associate with the word 'cultured'?" (open-ended 
question) 

• Over half, 50.4%, of respondents said they most associated 'pearls' most 
with the word "cultured". 

• That level is more than three times greater than is the case for 
'diamonds,' which was most associated with the world "cultured" by 
14.2%. 

·Other answers besides 'pearls' and 'diamonds' were given much less 
often..no one answer was given by more than 60/0 of respondents. 

TNS Report - Confidential 5 



Summary of Findings
 

Key Finding #2: IIWhich of the following kinds of fine jewelry have you ever 
heard ofbeing associated with the word Icultured'?" (closed-ended question) 

• 810/0 of respondents associate pearls with the word "cultured". 

• 450/0 of respondents associate diamonds with the word "cultured". 

• Between 320/0 - 340/0 associate rubies, emeralds and sapphires with the 
word "cultured". 

• The youngest age group, 18-34 year olds significantly are driving the 
thought that Diamonds (59%) , Rubies (47%), Emeralds (39%) and 
Sapphires (42%) are associated with the word "cultured", which are all 
significantly higher levels than the two older age groups 35-54 and 55-74 
year olds. 

TNS Report - Confidential 6 



Summary of Findings
 

• Key Finding #3: Of all of these different kinds of fine jewelry, which single one 
do you most associate with the term "cultured"? 

Answer: 

• 62% believe that Pearls are most associated with the term "cultured". 

• 22% believe that Diamonds are most associated with the term 
"cultured". 

• None of the other types of fine jewelry have more than 5%. 

TNS Report - Confidential 7 
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Thinking about different kinds of fine jewelry, which ONE kind of fine
 
jewelry do you most associate with the word "cultured?" (open-ended)
 

• Half of all respondents associate the word "cultured" with Pearls. 

• The next highest level is for Diamonds, at 14%. 

Pearls 50
 

Diamonds 

Gold 6
 

Necklace 5
 

Ring 

n=1019 

Watch 

Other answers with less than 2% included 
bracelets, earrings, rubies, sapphires,None/OK 10
 silver, emeralds, platinum, and turquoise 

o 20 40 60 80 100
 
Q1 Thinking about different kinds of fine jewelry, which ONE kind of fine jewelry do you most associate with the word "cultured?" 
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Which of the following kinds of fine jewelry have you ever heard of being 
associated with the word "cultured"? (closed ended) 

• More than 4 out of every 5 respondents associate Pearls with the word 'cultured', with less than 50°,10 
associating Diamonds with being 'cultured'. 

• Almost a third of respondents relate Rubies, Emeralds or Sapphires with the being 'cultured'. 

Pearls 

Diamonds 

Rubies 

Emeralds 

Sapphires 

None/OK 

81 

n=1019 

o 20 40 60 80 100 
Q2 Which of the following kinds of fine jewelry have you ever heard of being associated with the word "cultured"? 

TNS Report - Confidential 10 



Pearls 

Diamonds 

Rubies 

Emeralds 

Sapphires 

None/OK 

~ 

Which of the following kinds of fine jewelry have you ever heard of being 
associated with the word "cultured"? 

• The youngest age group, 18-34 year olds, had a significantly higher level of association of the word 
'cultured' with diamonds, rubies, emeralds and sapphires than both the older age groups. 

• A: 18 - 34 Yr olds 

B: 35 - 54 Yr olds 

III C: 55 -74 Yr olds 

n=1019 

o 20 40 60 80 100 
Q2 Which of the following kinds of fine jewelry have you ever heard of being associated with the word "cultured"? 
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Of all of these different kinds of fine jewelry, which single one do you most associate 
with the term "cultured"? (net of Q2 'single associations' and "most" in Q3 among 
those with multiple associations in Q2) 

• 62% respondents most associate the word "cultured" with pearls. 

• The next highest level is for diamonds, at 220/0. 

Pearls 

Diamonds 

Rubies 

, 
I 
I·' ­Emeralds 
I'

II"~''., ,'. 4 
" 

l'~ 

Sapphires I~~ 3 
.~ 

None/OK 5 

62 

Sample size is "net" 
of those who associated 
only one kind of fine 
jewelry with "cultured" 
in Q2 and the "single most 
associated" in Q3 for those 
who associated multiple kinds 
of fine jewelry with the word 
"cultured"in Q2. The "net" 
sample size is n=1019 

o 20 40 60 80 100 

Q2 Which of the following kinds of fine jewelry have you ever heard of being associated with the word "cultured"?
 

Q3 Of all of these different kinds of fine jewelry, which single one do you most associate with the term "cultured"?
 

TNS Report - Confidential 12 



Of all of these different kinds of fine jewelry, which single one do you most associate 
with the term "cultured"? (net of Q2 'single associations' and "most" in Q3 among 
those with multiple associations in Q2) 

- 740/0 of 55-74 year olds, and 660/0 of 35-54 year olds most associate the word 'cultured' with pearls. 

-The youngest age group, 18-34 year olds, had a significantly higher level of "most associated" with 
the word 'cultured' for diamonds, rubies, emeralds and sapphires than both the older age groups. 

38 
Pearls 

74AB 

Diamonds 

.. A: 18 - 34 Yr olds 
Rubies 

1I1 B: 35 - 54 Yr olds 
Emeralds 

Sample size is "net" 
of those who associated 
only ~ kind of fine III C: 55 - 74 Yr olds 

Sapphires 
jewelry with "cultured" 
in Q2 and the "single most 
associated" in Q3 for those 
who associated multiple kinds 
of fine jewelry with the word 

None/OK "cultured"in Q2. The "net" 
sample size is n=1019 

n=1019 

o 20 40 60 80 100 
Q2 Which of the following kinds of fine jewelry have you ever heard of being associated with the word "cultured"?
 
Q3 Of all of these different kinds of fine jewelry, which single one do you most associate with the term "cultured"?
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Open-ended question: "What do you think a cultured pearl is? Please 
describe." (coded answers) 

• The most common answers (coded) was that a "cultured" Pearl was "irritant/naturally implanted 
into an oyster to form a pearl." Next most common answers:e 16% of respondents thought it was a 
'man-made' substance, while 15% thought a "cultured" pearl came from an oyster or clam. 

Irritant I Naturally implanted into oyster to form a Pearl 20 

Man Made I Manufactured I Made in a Lab
 

Oyster I Carne from a Clam
 

Farm produced I created
 

Artificial I Fake
 

Natural I RealI Original Pearl
 

Round
 

White
 

Necklace I Kind of Jewelry
 n=828 
Respondents who had 

Don't Know I None heard of 'cultured pearls' 

o 20 40 60 80 100 
Q4A_1 What do you think a cultured pearl is? Please describe 
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Open-ended question: "What do you think a cultured diamond is? Please 
describe." (coded answers) 

• The most common answer( 280/0 of respondents) was "don't know." 

• The next most common answers were that a cultured diamond is (coded) "man-madel artificiall 
manufactured" 

Don't Know 28 

Man Made' Artificial'
 
Manufactured
 

Fine Cut' Specific Cut 

Clear' Clear Diamond' 
Clarity 

Shiny' Polished'
 
Sparkle
 

Expensive 

Cubic zirconia 

n=458 
Respondents who had 
heard of 'cultured diamonds' 

o 20 40 60 80 100 
Q4~2 What do you think a cultured diamond is? Please describe 
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Do you believe that a cultured pearl I cultured diamond is a natural product? 
(Among respondents who have heard of either) 

• 67% believe that the cultured pearl is a natural product compared to 41 % who believe a cultured 
diamond is a natural product (difference significant at 900/0confidence). 
• There are age differences: over half of 18 - 34 year olds believe that a cultured diamond is a natural 
product. At 900/0confidence that is significantly higher than the proportion of 35-54 & 55-74 year olds. 

Cultured Pearl - A natural product? Cultured Diamond - A natural product? 

5%
 
DYes
 

.No 
29% 

50%[;] Donlt Know 

167%1----
41%) 

Pearls are seem as 
n=828 ",-. significantly more 9% ~ n=458 

natural than
 
diamonds.
 

Cultured Pearl - A natural product? - by age Cultured Diamond - A natural product? - by age
 

A:18-34 8:35-54 C:55-74 A:18-34 8:35-54 C:55-74 

BC
 
Yes 62% 64% 72%AB Yes 550/0 34% 360/0
 
No 350/0c 31%c 23% No 42% 56%A 49%
 
OK 30/0 60/0 5% OK 3% 10%A 15%A 

Q4B Do you believe that a cultured pearl I cultured diamond is a natural product? 
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Age Distribution of Respondents
 

Respondents who qualified were age 18+ and recent/anticipated acquirers of fine jewelry. 
The qualified respondents spanned all age groups as shown below. 

18 - 34 year55 - 74 year 
aids 
23% 

aids 
42% n=1019 

aids 
350/0 

35 - 54 year 

QC What of the following age categories best describes your age? 
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Current Employment Situation of Respondents
 

• 65 percent of respondents are employed. 20 percent are retired. 

• Not surprisingly, younger respondents are more often students and older respondents are 
more often retired. 

100
 

80
 

60
 

40
 

65
 

20
 

o I
 I I I
 

75­ 80.
 

• Other 

• Not 
Employed 

• Student 

I&] Retired 

41
 

o Employed 
I I I I I I I I I
 

Total (n=1019) A: 18-34 Yr Olds B: 35-54 Yr Olds c: 55-74 Yr Olds 
(n=236) (n=428) (n=355)

Q5 What is your current employment situation? Demographics 
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Highest Level of Education of Respondents
 

• The education levels of respondents spanned all levels. 

• Not surprisingly, older respondents have more often completed higher levels of education. 

100 
II Post 

Graduate 
I 

80 I 

• Graduated 
College 

I 
60 I 

.Some 
College 

I 
40 

~ Graduated 
High 
School20 

o Less than 
High

o I I I i I I I I I I I ~ I I School 
Total (n=1019) A: 18-34 Yr Olds B: 35-54 Yr Olds C: 55-74 Yr Olds 

(n=236) (n=428) (n=355) 
Q6 What is highest level of education you have completed? Demographics 
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