		
The Move toward Ethically Mined Gold:  Creation of Standards
Gold is different from diamonds.  A diamond, in its one-piece entirety, can be traced back to its origins; flecks of gold can be distracted from rock and smelted together to form a piece of jewelry, a conductor in a computer chip, a filling in a cavity, the protective surface of a spacecraft, or bullion blocks in a vault of a bank.  Gold is difficult to trace back to its origins, its mine, its miner, its community.  However, because of increased attention to the environmentally destructive and socially disruptive nature of mining, various movements toward ethically mined gold have surfaced.  There is no comprehensive standard for ethical gold worldwide, but various communities and organizations have implemented their own sets of standards or certification requirements, from jewelers demanding a certain environment from which their gold comes, to a push for Fair Trade labeling.
I. Retailer and Consumer Awareness
Since gold is predominantly known for its use in jewelry, a significant effort from the jewelry industry has shaped the movement toward ethical gold.  The No Dirty Gold Campaign drafted a set of standards called The Golden Rules, to which major jewelers signed on, creating market pressure on the mining industry.  The Golden Rules call on mining companies to meet the following basic standards in their operations:
· Respect for basic human rights outlined in international conventions and law 
· Free, prior, and informed consent of affected communities. 
· Safe working conditions 
· Respect for workers' rights and labor standards (including the eight core ILO conventions) 
· Ensure that operations are not located in areas of armed or militarized conflict 
· Ensure that projects do not force communities off their lands. 
· No dumping of mine wastes into the ocean, rivers, lakes, or streams 
· Ensure that projects are not located in protected areas, fragile ecosystems or other areas of high conservation or ecological value 
· Ensure that projects do not generate sulfuric acid in perpetuity 
· Cover all costs of closing down and cleaning up mine sites 
· Fully disclose information about social and environmental effects of projects 
· Allow independent verification of the above
To date, twenty-one major retailers have signed on to The Rules, including Tiffany & Co., Fortunoff, Cartier, Piaget, Zale Corp., Michaels Jewelers, Brilliant Earth, QVC, Wal-mart, and Whitehall Jewellers.  The No Dirty Gold Campaign continues to target laggards who refuse to sign The Rules:  Sears/Kmart, JC Penney, Rolex, and Target are currently the primary campaign focus.

Various jewelry companies who have signed The Golden Rules pledge have also pursued their own alternatives to the global supply of dirty gold.  Brilliant Earth is a jewelry company who markets and prides itself in being an eco-friendly source for jewelry such as wedding bands and engagement rings.  “Wherever possible,” their website reads, they strive to use recycled and renewed metals from pieces of existing jewelry or industrial products.  The precious metals are “reclaimed and then re-refined” to produce gold and platinum of identical value to raw, newly mined metals.  Their goal is to reduce the need for mining of new gold, but if the need exists, they pledge to buy from a sustainable source such as Oro Verde (discussed below).  Brilliant Earth emphasizes an alternative to mining for new gold:  re-using what already exists so that the environment and poor communities in which mines are typically built might be spared further exploitation.  

The “largest portion” of gold used by Tiffany & Co. comes from a single U.S. mine, which allows the company to trace exactly where (the bulk of) its metal comes from, and that the mine abides by the standards Tiffany & Co. requires of its suppliers.  “Strict control and absolute transparency” standards have pushed Tiffany & Co. to the forefront of the ethical gold movement, encouraging other jewelers to follow suit.

Ethical Metalsmiths is an organization that was formed to inspire demand for responsibly sourced materials.  “‘Clean gold’ will become available when mining companies are sure that there is a ‘demand’ for it,” says the Ethical Metalsmiths website, and so they have drafted a set of standards, similar to No Dirty Gold’s, to stimulate demand from consumers, as well as the appropriate response from mining companies.  Ethical Metalsmiths insists that ethical mining companies must: 
· Respect basic human rights.
· Provide safe working conditions.
· Respect worker’s rights.
· Operate only with the prior consent of communities affected by a mine.
· Disclose all information on the environmental and human impacts of mining.
· Do not forcibly evict communities from their land.
· Do not operate in national parks, fragile ecosystems or other protected areas.
· Do not dump mine waste into oceans, lakes, rivers, and streams.
· Do not generate sulfuric acid in perpetuity.
· Cover all costs of closing down and cleaning up mine sites.
· Do not mine in war zones or areas of armed conflict.
· Allow independent verification of all of the above.
II. Industrial Initiatives
While governments on the regional, national, and international level have committed to regulations for mining, several initiatives have been undertaken by mining companies to enhance social responsibility and sustainable development.  Published by the major mining companies worldwide, ResponsibleGold.org is a website that lists the various codes and initiatives in existence:
International Compacts 
	Initiative
	Sponsor
	Scope
	Endorsements

	Global Compact
	United Nations
	10 principles. Annual reporting on progress required.
	AngloGold Ashanti Ltd., Barrick Gold Corporation (Peruvian Subsidiary), Newmont Mining Corporation, Placer Dome Inc.

	International Cyanide Management Code
	Six gold mining companies and producers (code developed with UNEP, NGO, labor and financial institutions participation)
	Best practices and management standards for cyanide use in gold mining. International Cyanide Management Institute finalizing implementation protocols, standards of practice, and certification process.
	AngloGold Ashanti Ltd, Barrick Gold Corporation, Kinross Gold Company, Newmont Mining Corporation, Placer Dome Inc, Rio Tinto, CyPlus, DuPont, Orica

	Mine Certification Evaluation Project (MCEP)
	World Wildlife Fund, Oxfam Community Aid Abroad and other NGO's, organizations and mining companies
	Research project to investigate potential for certification of mining industry based on the 10 principles and 46 elements of the International Council for Mining and Metals (ICMM). Initially focused on Australia. Draft criteria developed, being tested at 5 sites in Australia.
	BHP Billiton Ltd., Newmont Mining Corporation, Placer Dome Inc, Rio Tinto Ltd and WMC Resources Ltd

	Voluntary Principles on Security and Human Rights
	US and UK governments, NGO's and mining companies
	Likely to be incorporated into WB safeguard policy and Equator principles. Program being implemented.
	Freeport McMoRan, Rio Tinto Ltd and Newmont Mining Corporation


Mining Industry Initiatives 
	Initiative
	Sponsor
	Scope
	Status or Endorsements

	Minerals Council of Australia (MCA) Sustainability Framework
	Minerals Council of Australia and member companies
	Sustainability performance standards. Reporting required. Framework replaces the MCA Environmental Code.
	Members of MCA including AngloGold Ashanti Ltd., Barrick Gold, Kinross, Newmont, Placer Dome, Rio Tinto and others @ www.minerals.org.au 

	Global Reporting Initiative
	GRI and ICMM member companies
	Develop mining sector sustainability reporting indicators (Mining and Metals Sector Supplement). Closely linked to ICMM charter principles. Indicators being developed by multi-stakeholder task force.
	Members of ICMM including AngloGold Ashanti Ltd., Freeport McMoRan, Newmont, Placer Dome, Rio Tinto and others @ www.icmm.com

	Towards Sustainable Mining
	Mining Association of Canada and member companies
	Sustainability performance standards. Reporting required. Condition of membership.
	Members of MAC including Barrick Gold Corporation, Kinross, Newmont Mining Corporation, Placer Dome Inc. and others @ www.mining.ca

	Sustainable Development Principles
	National Mining Association (NMA), USA
	Commitment to integrate 20 environmental, social and economic principles in mining operations from exploration through reclamation and post closure.
	Members of NMA including Barrick Gold Corporation, Kinross, Kennecott, Newmont Mining Corporation, Placer Dome Inc. and others @ www.nma.org

	ICMM Sustainable Development Charter* 
(*discussed below)
	ICMM
	Commitment to 10 high level principles covering ethics, integrating sustainable development, human rights, risk management, health and safety, environmental performance, biodiversity and land use, product stewardship, community development, and disclosure.
	Members of ICMM including AngloGold Ashanti Ltd., Freeport McMoRan, Newmont, Placer Dome, Rio Tinto and others @ www.icmm.com

	Protected Areas
	ICMM/International Union for the Conservation of Nature (IUCN)
	Agreement not to mine or explore in UNESCO designated world heritage sites. Plans to discuss other protected areas and biodiversity.
	Members of ICMM including AngloGold Ashanti Ltd., Freeport McMoRan, Newmont, Placer Dome, Rio Tinto and others @ www.icmm.com

	Community Development Good Practice Tools
	ICMM and World Bank
	Community Development Best Practice Guidance.
	Members of ICMM including AngloGold Ashanti Ltd., Freeport McMoRan, Newmont, Placer Dome, Rio Tinto and others @ www.icmm.com

	Good Practice Website
	ICMM, UNEP, DFID and UNCTAD
	Under construction
	Members of ICMM including AngloGold Ashanti Ltd., Freeport McMoRan, Newmont, Placer Dome, Rio Tinto and others @ www.icmm.com

	Emergency Response APELL Project
	ICMM and UNEP
	In Development.
	Members of ICMM including AngloGold Ashanti Ltd., Freeport McMoRan, Newmont, Placer Dome, Rio Tinto and others @ www.icmm.com


Financial Sector Initiatives 
	Initiative
	Sponsor
	Scope
	Status or Endorsements

	World Bank (WB) Safeguard Policies and Guidelines
	World Bank and International Finance Corporation
	Updates and new safeguard policies or guidelines expected on cyanide, tailing disposal, waste management, closure, ARD and submarine tailing disposal, security and human rights, community roles in monitoring projects, core labor rights, and indigenous peoples rights. Application in developing countries. Policies being drafted by World Bank staff.
	Projects with World Bank or International Finance Corporation funding. Application to other projects through Equator Principles (see below).

	Equator Principles
	Major international banks.
	Incorporates WB safeguard policies for all projects greater than $50 M. 
	Leading financial institutions are signatories to these principles. Program being implemented.


Other Initiatives 
	Initiative
	Sponsor
	Scope
	Status or Endorsements

	Extractive Industries Transparency Initiative
	UK government along with other institutions (WB etc.)
	"Publish what you pay" guidelines developed on payments made by companies to governments. Initial implementation underway. Expected to be included in Mining and Metals Supplement of GRI.
	Members of ICMM including AngloGold Ashanti Ltd., Freeport McMoRan, Newmont, Placer Dome, Rio Tinto and others @ www.icmm.com

	International Standard on Social Responsibility
	International Standards Organization (ISO)
	Developing a standard for social responsibility. Working group and task force to be established to develop standard.
	ICMM monitoring initiative development

	WEF Anti-Corruption Initiative
	World Economic Forum (WEF)
	Set of business principles to counter bribery and corruption. Two codes of practice developed.
	ICMM monitoring initiative development


Corporate Initiatives 
	Initiative
	Sponsor
	Scope
	Status

	Environmental, Safety and Corporate Social Responsibility Reporting
	Corporate and site level sustainability reporting.
	Companies issuing annual reports
	AngloGold Ashanti Ltd, Barrick Gold Corporation, Freeport McMoRan, Kinross, Newmont Mining Corporation, Placer Dome Inc, Rio Tinto, Goldfields


Jewelery Sector Initiatives 
	Initiative
	Sponsor
	Scope
	Status or Endorsements

	Council for Responsible Jewelery Practices (CRJP)
	Jewelers of America
	Promotes responsible ethical, social and environmental Practices throughout the diamond and gold jewellery supply chain from mine to retail.
	Fourteen founding members include bhpbilliton, Newmont, Rio Tinto, ABN-AMRO, Cartier, DTC, rosyblue, Signet, Tiffany and Zale
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According to charts like these, it appears that major steps have been taken in increasing corporate, industrial responsiveness to the growing demand of the public for more ethically mined materials.  Newmont’s website, for example, includes “social responsibility” on its homepage, and the link connects directly to the latest “Beyond the Mine” sustainability report.  “Beyond the Mine:  The Journey Towards Sustainability 2006”[footnoteRef:0] notes that the corporation strictly upholds the ten principles for sustainable development performance outlined by the International Council on Mining & Metals (ICMM), to which Newmont is a signatory.  The criteria, much like those listed elsewhere, include respect for human rights and cultures, conservation of biodiversity, and engagement in transparent policies with all stakeholders.  Corporations like Newmont have firmly latched on to positive, popular language to project an image of responsible, ethical mining.  Whether or not they fundamentally uphold their commitments to protect environmental and human health and sustainable development in impoverished communities, however, is not the purpose of this report; a critical examination of industrial mining practices is an entirely separate (and crucial) pursuit. [0:  www.beyondthemine.com] 

III. Community Initiatives
What is left out of ResponsibleGold.org’s list, comprehensive as it may appear, is any type of community-driven initiative, and it is essential to note that the participants in these initiatives are major mining corporations.  Gold does not just come from major multi-million dollar mining corporations, however; small-scale artisanal gold mining employs an estimated 13 million people worldwide, 30% of whom are women, many of whom are children[footnoteRef:1].  Over 30 developing countries and an estimated 80-100 million people further depend on the livelihoods of artisanal miners[footnoteRef:2]. [1:  “Women, mercury, and artisanal gold mining:  risk communication and mitigation.”  J.J. Hinton, M.M. Veiga, and C. Beinhoff, 2003, www.edpsciences.org/articles.  ]  [2:  http://casmsite.org] 


The first community-driven pilot project arose in Choco, Columbia, where the Certified Green Gold program, or Oro Verde, provides a “sustainable development alternative to underprivileged mining communities”[footnoteRef:3] by adhering to fair trade-like standards and certification criteria.  The certification assures buyers that the gold from Choco has been mined in an environmentally and socially respectful way, and certified miners receive a bonus from a social premium placed on the market value of the gold.  The gold is sold on local and international “green markets”, and the passing of fair trade standards is currently being pursued.  The certification criteria are as follows: [3:  www.communitymining.org] 

· There is no ecological disruption. (This state being defined by changes to an ecosystem that places it beyond a possibility of recovery.)

· No toxic chemicals like mercury and cyanide are used in the extraction process. 
· The mined areas gain ecological stability within three years. 
· Topsoil removed from the site is replaced during the exploitation process. 
· Tailings and pooling do not exceed the local ecosystem capacity for rehabilitation. 
· The silt load into stream, river or lake systems is controlled in quantity and frequency, such that the native aquatic ecosystem is not disrupted. 
· The mining operations are conducted with the agreement of the local Community Councils. 
· The origin of gold and platinum (for royalty purposes) is declared in favour of the corresponding municipality. 
· In forested areas mining activities do not exceed 10% of a hectare in rotation periods of two years. 
· Local, regional and national regulations are followed. 
The Association for Responsible Mining (ARM) was formed based on the success of the Green Gold/ Oro Verde experience in 2004 in Quito, Ecuador, by a network of independent small-scale miners, environmentalists, business people and certification specialists.  ARM is currently in negotiations with the Fair Trade Labeling organization (FLO) to transform the certification criteria into Fair Trade standards that might be replicated worldwide to assure a global standard for ethically mined gold.
The Certified Green Gold program is currently the only community initiative to settle on a set of standards for ethically mined gold, however other organizations and individuals are striving toward their own sets of criteria and/ or supporting the overall effort toward more ethical and sustainable mining.  Communities and Small-Scale Mining (CASM), for example, supports and promotes the reduction of poverty through integrated sustainable development strategies in communities affected by or involved in artisanal and small-scale mining in developing countries[footnoteRef:4].  Chaired by the UK government’s Department for International Development and situated at the World Bank in Washington, D.C.,  CASM was created in 2001 and aims to contribute to the growing body of knowledge regarding responsible small-scale mining strategies. [4:  http://casmsite.org] 


A burgeoning community in Madagascar is attempting a similar strategy to that of Choco’s, but without the stringent and exclusive standards to which Certified Green Gold adheres.  Small-scale artisanal miners pay a fee of US$0.15[footnoteRef:5] to the local mayor, registering to pan (mine) within the boundaries of a certain region.  They then sell their gold to a licensed buyer[footnoteRef:6].  That buyer, registered for US$500 within the region, is responsible for paying the local royalties and taxes.  According to project founder Tom Cushman, the system has run quite smoothly and is widely accepted by the pilot area in which it was implemented not more than 6 months ago.  The tax monies are locally controlled and the use of the funds is also determined locally.  No mercury or cyanide is used, and the community calls itself “fair trade”.  At present, the community is trying to link with a jewelry retailer who will buy this ethically mined communal gold.  The purchase of their gold will help to support the community wherein, as asserted by Cushman, all ethical standards are and will be upheld.  Money (from the social premium) reinvested in the community will contribute to development projects. [5:  “Fair Trade or Ethical Gold from Madagascar,” by Tom Cushman, from Cushman directly]  [6:  According to Cushman, these buyers are crucial components to the local economic and social systems, and are most often women.  “These buyers (usually women shop owners) supply the needs of their clients for kerosene, candles, cloth, beer, etc. and make sales on credit when times are tight.  If they are taken out of the [fair trade] gold buying program someone else will have to fill their role of paying cash for daily production…”  Cushman argues that ARM’s standards for certification in Choco essentially could not be replicated in the Madagascar community because it would strip these local women of their role as buyers.] 

IV. Summary of Standards
Overall, standards for ethical mining seem to repeat four main priorities:  
· environmental protection, 
· respect for human rights, 
· safe working conditions, 
· and sustainable economic development for small-scale communities.  
The complication, of course, is that the web of stakeholders and actors directly and indirectly involved in gold mining at every level is so complex.  To outlaw industrial mining would affect millions of jobs; to mine more ferociously would forever destroy the environment; to reduce demand for gold would affect miners’, producers’, retailers’ and millions of others’ livelihoods; to increase demand for gold—“ethical” or not—places pressures on communities and ecosystems, to point at which there might seem to be no answer.  
Whether at the industrial or artisanal scale, millions of human lives are affected by irresponsible, irrevocable damage done to the ecosystem in which the mine is situated.  While demand for more ethically mined gold increases, it will be essential for communities and companies to come up with a supply of ethically mined gold to meet that demand.  So far, as mentioned above, only Choco, Colombia provides that supply.  As NGOs worldwide continue to pressure both corporations and communities, measures must be taken internationally, nationally, regionally, and at the village-level to address the necessary reforms and commitments to sustainability that might begin to supply the ethical gold that society deems necessary.  
The next section will address the move toward Fair Trade Gold, and the obstacles in the way.




Ethical Mined Gold Event:  Proposal for Multi-Stakeholder Conference

Goal
The event should make jewelers, designers, metal smiths, goldsmiths, refiners and consumers aware of the environmental and humanitarian realities of gold mining, both in industrial and artisanal mining practices, and advocate for positive change. The event will give NGOs and campaigns such as Make A Ripple, Blacksmith Institute, Ethical Metalsmiths, No Dirty Gold, and Association for Responsible Mining the opportunity to address potential buyers of and investors in ethically mined gold and explore possibilities for cooperation, support and marketing of ethically mined gold.  Ideally, the event will lead to greater involvement of the jewelry industry in the promotion and implementation of the principles and standards for fair trade artisanal gold, and stimulate strategic support for the mining communities engaged in “ethical gold” mining. 

Overview
A comprehensive conference addressing the complexity of the gold industry and the ways in which “ethical” gold mining might be supported and expanded should include the following:

I. Introduction:  the role of gold in society
II. Overview of gold mining industry
III. Introduction to “ethical” gold mining and the drive toward Fair Trade/ certified gold
IV. What options exist now (recycled gold; “responsible” jewelers and associations; investment in small communities)
V. Options for certifying gold
VI. Critical discussion:  Can gold mining be sustainable and beneficial to the mining communities?
VII. Stakeholders: who are they and how can they cooperate?
VIII. Markets: demand for ethical products, fair trade, responsible investments, marketing of fair trade products, consumer profiles
IX. Markets:  supply of ethical/ certified gold
X. Bringing supply to meet demand, and increasing demand:

a. Toward the future:  marketing ethical gold
b. How jewelers can help
c. The role of investors
d. The role of industrial corporations
e. The importance of the consumer

Sample program
· Introduction: overview of the efforts (different campaigns) to clean up the gold industry
· Presentation Meredith Block – Blacksmith Institute - on artisanal mining communities in Sub-Saharan Africa
· Presentation Devin Stewart  – Carnegie Council for Ethics & International Affairs – on consumer demand for fair trade and involvement profit and nonprofit sectors
· Presentation PIA-team – The New School – Map (an overview of mining)
· Presentation by NGO campaigns – i.e. No Dirty Gold, Ethical Metalsmiths, ARM
· Presentation by Tom Cushman, representing mining community, or miners/panners
· Q&A
· What can you do (as a designer/jeweler, as a consumer, as a student)
· Drinks, networking, information exchange


A day-long conference should include all stakeholders:  miners, jewelers, investors, designers, and consumers, as well as economists, environmental specialists, advocates, NGOs, and community organizers.

The following documents are those we used to begin planning an event in April 2007, which ended up not occurring.  Beyond those are lists of invitees and other sources which we suggest for future conference planning.

The following documents include:
1.  Event proposal/ description
2.  Working calendar we used for beginning preparations of April event
3.  Invitation lists




(1.)
What:		Ethically Mined Gold Event
When:		April 16, 2007, 3 pm – 6 pm (week 16)
Where:	Theresa Lang Community and Student Center, 55 West 13th Street, 2nd floor

Goal
The goal of the event is first of all to make jewelers, designers, metal smiths and consumers aware of the environmental and humanitarian realities of gold mining, both in industrial and artisanal mining practices. Secondly, the event will give NGOs and campaigns such as Make a Ripple, Blacksmith Institute, Ethical Metalsmith, No Dirty Gold, Association for Responsible Mining the opportunity to address potential buyers of and investors in ethically mined gold and explore possibilities for cooperation, support and marketing of ethically mined gold. Ideally the event will lead to greater involvement of the jewelry industry in the promotion and implementation of the principles and standards for fair trade artisanal gold put forward by the Association for Responsible Mining.

Participants
· All jewelers, designers and metal smith/jewelry schools in the New York Area will receive an invitation by email (week 11) and will be invited again during the survey, which will be done over the phone (week 12 & 13).
· NGOs involved in the movement for fair trade gold will receive an invitation by email (week 11) and will be contacted over the phone (week 12 & 13) and asked to bring any educational/advocacy material they have on the issue and possibly to give a short introduction.
· Other organizations involved in fair trade issues will be invited and asked to promote the event (via listserv, website etc.)
· Students at The New School (and other local universities) will be invited to come and educate themselves on the issue of ethically mined gold and possibly get involved in the movement for fair trade gold, via posters and emails.

Program
· Presentation Janet MacGillivray – Make a Ripple - introduction, what’s happening
· Presentation Meredith Block – Blacksmith Institute - on artisanal mining communities in Sub-Saharan Africa
· Presentation Devin Stewart (?) – Carnegie Council for Ethics & International Affairs – on consumer demand for fair trade and involvement profit and nonprofit sectors
· Presentation PIA-team – The New School – Map
· And more? (someone from No Dirty Gold, Ethical Metalsmiths or ARM)
· Q&A
· What can you do (as a designer/jeweler, as a consumer, as a student)
· Drinks, networking, information exchange

(2.)
Green Gold Event:  To Do List
Hosted by Make a Ripple and The New School PIA consultants
Where:  The New School
	  Lang Student Center, 55 W 13th, 2nd floor
When:    Monday, April 16th
	  2-5pm conference OR 1-3pm conference with a 3-5pm networking “happy hour”  
	   (room is booked from 12noon-6pm for set-up, break-down, prep time)
To Do

February-March-April
	Sunday
	Monday
	Tuesday
	Wednesday
	Thursday
	Friday
	Saturday

	18



	19 

	20
submit paperwork for room 
	21
submit A/V & facilities requests
	22
	23
meet with Janet to review ToR; get insurance certificate
	24
* by the end of this week: room stuff done

	25



	26

	27
decide on “campaign slogan” and “so what?”
	28
	March 1
	2
decide on panelists/
participants
	3
* by the end of this week:  the goal of the event is determined

	4



	5
contact potential participants/ send invites this week
	6
discuss format of email invites/ posters
	7
	8
	9
	10
* by the end of this week:  participants have been invited

	11



	12
invite/evite/
send out flyers to audience (save the date)
	13
discuss food/drinks/
“gift” donations
	14
	15
	16
one month marker:
review format, discuss pwrpt.
	17
* by the end of this week:  drinks/ etc. planned for

	18



	19
solicit food/drink
sponsors this week
	20
confirm water donation
from Janet
	21
	22
	23
design program layout *
	24
* by the end of this week: confirm food & drinks



	25



	26
brainstorm publicity strategies
	27
review pwrpt.
	28
	29
	30
implement strategies to get people to event
	31
* by the end of this week:  written materials planned for

	April 1




	2
send evite/invite to audience
	3
write presentation out; pwrpt.(s)
	4
	5
	6
	7
* by the end of this week:  audience invited/ chased

	8



	9
print programs for event
	10
	11
	12
send reminder evite/invite

	13
make nametags/ info signs
	14
* by the end of this week:  audience reminded again

	15



	16
EVENT
	
	
	
	
	







*will we have some type of program/ brochure? Maybe something from Make A Ripple? Maybe something with info on us, the team, or The New School?

Will we have audience RSVP?

*** Can we make the entire event Fair Trade?? Organic and fair trade papers, snacks, drinks, etc…

*** Post event on Metalcyberspace.com:  complete listing of metalsmith and jewelry-making industry events




To Do:  
· Reserve room:  Lang 
· Reserve A/V:  powerpoint, DVD, audio, microphones 
· Reserve Facilities: podium, table at front, chairs in semi-circle, etc. 

· Get certificate of insurance from Janet for NS room booking
· Brainstorm “campaign slogan”
· Brainstorm the “so what?” of our event

· Determine event participants (speakers, panelists, etc.)
· Invite event participants

· Design format of event (panels, lectures, powerpoints, etc.)

· Design/ print posters and email 

· Will we be able to do this at school? Can Janet have posters printed? Programs?  

· Invite audience
· How will we send invites? Via email? Poster? Evite? Will there be an RSVP required?
· Order snacks and drinks
· Can we get food & drink donated? How much can the NS/GPIA budget offer? Can Janet provide some? 
· Confirm MAR water donation from Janet

· Prepare “goody bags” or other gifts for participants and/or audience
· Can we get donated stuff?  This will only be fun and/or possible if we can.
	
· Brainstorm publicity strategies to actually get people there
· Who is our target audience???
· Invite audience

· Design/ print programs or other brochures for event

· Finalize our PowerPoint presentation or advocacy/ educational video

· Review format of event

· Confirm participants

· Rally the audience 

(3.)
Invitation lists

NGOs:
Make a Ripple
Blacksmith Institute--Meredith
Oxfam
Earthworks
Ethical Metalsmiths—Jennifer
IUCN
WWF
Mines & Communities. Org (UK—but with links)
Friends of the Earth
ICMM (International Council on Mining & Metals—London)
IRMA (Initiative for Responsible Mining)

Jewelers/ Designers:
Council for Responsible Jewelry Practices (CRJP)
[see next attachment]

Mining Associations:
National Mining Association
Mining Association of Canada

Universities:
(with a focus on/ with IA, advocacy, campaigning)

The New School GPIA/ SR/ GF
NYU Global Affairs
Barnard
Columbia SIPA
Hunter
Rutgers
Drew

Schools:
(jewelry, metalsmithing, design) 

92nd Street Y Art Center - NY, NY USA 
C. Bauer Studio, Inc. (granulation and chainmaking workshops) – NY, NY
Buffalo State College - Design Programs - Jewelry/Metal Design – Buffalo, NY 
Diablo Glass and Metal – Boston, MA
Fashion Institute of Technology – NY, NY
Fred de Vos Wax Workshops - NY
Fredricka Kulicke- School of Jewelry Art- NJ 
Jewelry Arts Institute – NY, NY
Munson Williams Proctor Arts Institute – Utica, NY
New Jersey City University - NJ 
Parsons New School for Design - NY, NY

Pennsylvania State University School of Visual Arts – Phil., PA
Pratt Institute – Brooklyn, NY 
Skidmore College - Saratoga Springs, NY  
Snow Farm - The New England Craft Program – Williamsburg, MA
Studio Jewelers, Ltd. – NY, NY
SUNY New Paltz - State University of New York - Metals Art Department - New Paltz, NY
Syracuse University – Syracuse, NY  
Syracuse University School of Art and Design – Syracuse, NY 
Temple University - Tyler School of Art - Metals/Jewelry/Cad-Cam – Phil., PA 
Valentin Yotkov Studio - chasing & repoussé – Brooklyn, NY 
YWCA NYC – NY, NY
 

Fair Trade
Lessons for the Movement Toward Ethically Mined Gold

Introduction
The current movement toward ethically mined gold and Fair Trade jewelry has much to learn from the experiences with other Fair Trade products such as coffee, chocolate and bananas. This report gives an overview of Fair Trade practices that inform and support the development of the Ethically Mined project of the non-governmental organization Make A Ripple. It will focus on the following questions:

· Which are the main Fair Trade organizations to partner with?
· What are successful ways to advocate and campaign for Fair Trade?
· Who is buying Fair Trade products (consumer profile)?
· What are the best ways to market Fair Trade products (marketing tools)?

By looking at best practice stories of Fair Trade products and the different roads towards achieving Fair Trade certification, it will become clearer what the movement toward ethically mined gold should focus on. 

Fair Trade definition and main actors

Fair Trade:

“a trading partnership, based on dialogue, transparency and respect, which seeks greater equity in international trade. It contributes to sustainable development by offering better trading conditions to, and securing the rights of, marginalized producers and workers - especially in the South. Fair Trade organizations (backed by consumers) are engaged actively in supporting producers, awareness raising and in campaigning for changes in the rules and practice of conventional international trade”[footnoteRef:7] [7:  FINE October 2001: http://www.fairtrade.net/about_fairtrade.html (accessed on April 21, 2007)] 


The main idea behind Fair Trade is to establish a more equal power balance between the different trading partners and to achieve an outcome of trade that is advantageous for all parties involved. The idea of partnership is central in the concept of Fair Trade. “Fair Trade is part of the “ethical consumption” movement; purchasing power is used to promote moral ends, goals that serve the material interests of others often at a cost to the consumer.[footnoteRef:8]” [8:  Levi and Linton, 2003, p. 407] 


The above quoted definition comes from FINE (the name is made up of the first letter of the name of each member organization), which is the umbrella organization of the four main Fair Trade networks: Fair Trade Labelling Organizations International (FLO), International Fair Trade Organization (IFTO)[footnoteRef:9], Network of European Worldshops! (NEWS) and European Fair Trade Association (EFTA). These four organizations, each a federation of different smaller groups in itself, started FINE in 1998 to “harmonize Fair Trade standards and guidelines, increase the quality and efficiency of Fair Trade monitoring systems and advocate Fair Trade politically.”[footnoteRef:10] The FLO is the most important and most recognized certifier of Fair Trade products, while the IFAT certifies Fair Trade organizations with a FTO (Fair Trade Organization) Mark. These organizations include Fair Trade producer cooperatives and associations, export marketing companies, importers, retailers, national and regional Fair Trade networks and Fair Trade support organizations. The NEWS! encompasses 15 national Worldshop associations in 13 different European countries. The Worldshops were among the first shops to start selling Fair Trade products in Europe in the 1960’s. The EFTA is network of European Fair Trade organizations which import products from some 400 economically disadvantaged producer groups in Africa, Asia and Latin America.  [9:  FLO member organizations are: Fairtrade Austria (http://www.fairtrade.at/), Max Havelaar Belgium (http://www.maxhavelaar.be/ ), TransFair Canada (http://www.transfair.ca/), Max Havelaar Denmark (http://www.transfair.ca/), Reilun kaupan edistämisyhdistys ry. Finland (http://www.reilukauppa.fi/), Max Havelaar France (http://www.maxhavelaarfrance.org/), Transfair Germany (http://www.transfair.org/), Fairtrade Mark Ireland (http://www.fairtrade.ie/), Fairtrade TransFair Italy (http://www.fairtradeitalia.it/), Fairtrade Label Japan (http://www.fairtrade-jp.org/), TransFair Minka Luxembourg (http://www.transfair.lu/), Stichting Max Havelaar Netherlands (http://www.maxhavelaar.nl/), Fairtrade Max Havelaar Norway (http://www.maxhavelaar.no/), Asociación para el Sello de Comercio Justo Spain (http://www.maxhavelaar.no/), Rättvisemärkt Sweden (http://www.rattvisemarkt.se/), Max Havelaar Stiftung Switzerland (http://www.maxhavelaar.ch/de/), Fairtrade Foundation UK (http://www.fairtrade.org.uk/), TransFair USA (http://www.transfairusa.org/), Fairtrade Labelling Australia & New Zealand (http://www.fta.org.au/) ]  [10: http://en.wikipedia.org/wiki/Fair_trade] 


The different Fair Trade organizations have been working on one universal Fair Trade label, which is provided by the FLO and inspected and monitored by FLO-CERT[footnoteRef:11], which ensures that producers comply with the FLO International Fairtrade Standards and that producers invest the benefits received through Fair Trade in their development. This International Fairtrade Certification Mark (see figure 1) has been introduced in 2002 and replaced 12 different Fair Trade labels. In the US and Canada however, there is still an older label in use, the so-called Fair Trade Certified Mark (see figure 2). The plan is to replace this label with the new one in the near future as to harmonize all Fair Trade labels worldwide.  [11:  FLO-CERT had been part of FLO until 2004, when they became an independent organization for reasons of objectivity] 


[image: International Fairtrade Certification Mark]

Figure 1: International Fairtrade Certification Mark

[image: Fair Trade Certified Mark (USA & Canada)]

Figure 2: Fair Trade Certified Mark (US & Canada)

There also exists a universal mark for all the Fair Trade organizations that are certified by the IFAT (see figure 3). 

[image: IFAT Fair Trade Organization Mark]

Figure 3: Fair Trade Organization Mark

Fair Trade certification guarantees not only fair prices, but also the principles of ethical purchasing. These principles include adherence to ILO (International Labor Organization) agreements such as those banning child and slave labor, guaranteeing a safe workplace and the right to unionize, protection of human rights, a fair price that covers the cost of production and facilitates social development, and protection and conservation of the environment. Fair Trade covers thus human rights, including labor rights, environmental protection and social development.[footnoteRef:12] If we want to work towards a Fair Trade Mark for golden jewelry[footnoteRef:13], we would have to take the FLO standards as guidelines toward more ethical gold mining and trading practices. The Green Gold Corporation in Choco, Columbia, is at this point in time probably closest to attaining a Fair Trade Mark for the gold being mined in the mining communities they work with. They claim to adhere to fair trade-like standards and certification criteria. The certification assures buyers that the gold from Choco has been mined in an environmentally and socially respectful way, and certified miners receive a bonus from a social premium placed on the market value of the gold. The Association for Responsible Mining (ARM) was formed based on the success of the Green Gold/ Oro Verde experience in 2004 in Quito, Ecuador, by a network of independent small-scale miners, environmentalist, business people and certification specialists.  ARM is currently in negotiations with FLO to transform the certification criteria into Fair Trade standards that might be replicated worldwide to assure a global standard for ethically mined gold. [12:  For more information on the fair trade standards see the FLO website: http://www.fairtrade.net/standards.html (accessed April 22, 2007)]  [13:  80% of all gold mined is made into jewelry] 

The incremental implementation of these standards will be a very slow and costly process, which demands the dedication, time and investment, of many different stakeholders in the gold industry. Establishing a Fair Trade Mark for gold will be extremely challenging on both the supply- and demand side. On the supply side many obstacles have to be removed before we can come close to the kind of standards FLO uses to certify Fair Trade products. Gold mining involves so many environmental, social, labor and health risks that it will be hard to implement Fair Trade standards. One might even wonder if gold mining can be ever made into an ethical and fair industry, due to the irrevocable damage it does to the environment. But even if a full-fledged implementation of Fair Trade standards is not feasible, current mining practices can most certainly be improved. The mining communities in Choco, Columbia, are the living proof of this. 
In the remaining part of this report I will focus on the demand side and put forward some ideas about how to organize the marketing and sale of jewelry that has been made from ethically mined gold, based on the experiences with other Fair Trade products. However, it has to be made absolutely clear that demand is only one side of the Fair Trade story: “Changing consumer preferences may be important, but it is complementary to corporate campaigns, political mobilization, and unionization.”[footnoteRef:14] The bulk of the change has to be made at the gold mines all over the world.  [14:  Levi and Linton, 2003, p. 408] 

Marketing Fair Trade Products
Fair Trade started off as an initiative of mainly faith-based, grass-roots groups and development organizations such as Oxfam and Ten Thousand Villages in the 1940’s and 1950’s and had a strong “charity shop” image. These activities were uncoordinated and happened in both the US and Europe.  The so-called Alternative Trade Organizations (ATO’s) and the Worldshops, also called Fair Trade shops were important actors in this first phase of the Fair Trade movement as they were the main distributors and retailers of Fair Trade products. It was not until 1988 when the certification of Fair Trade commodities began in the Netherlands, with the “Max Havelaar label.”[footnoteRef:15] A lot has changed since this time and Fair Trade has moved away from its original niche market position for the socially-aware and middle-class Northern consumer into more mainstream markets and distribution channels. Nowadays Fair Trade products are carefully marketed with a lot of attention for brand awareness, advertisement and quality.  [15:  For more info see: http://www.maxhavelaar.org/pages/default.asp?rID=4 (English translation available)] 


Distribution
Initially Fair Trade products were primarily being sold through dedicated retail outlets, such as the Worldshops, churches, solidarity groups, but more and more Fair Trade products are being sold in supermarkets. The certification of commodities with a Fair Trade Mark has accommodated this shift into mainstream markets. The Fair Trade label had earlier always been connected with the retailer, such as Alternative Trading Associations and other Fair Trade Organizations that sold the Fair Trade products directly to consumers. Once the products became recognizable as Fair Trade with the Fair Trade Marks it became possible to start selling them in mainstream shops. In Europe Fair Trade products available in 56,700 supermarkets in 2004, which means an increase of 32% since 1999. The mainstreaming of distribution channels of Fair Trade products means that a larger group of consumers has access to the products, which has increased the potential demand enormously. 

There are some drawbacks of the mainstreaming of Fair Trade. One is the risk of dilution of the Fair Trade image by granting “not-always-ethical corporations opportunities to engage in image-laundering.” An example is Starbucks, which under threat of a campaign by ethical trade activists started carrying one fairly traded coffee in its range and subsequently benefited hugely from its improved “ethical image”. A related risk is that “the space that exists for alternative trade will be subverted by profit seeking corporations as they try to bolster their legitimacy by adopting the rhetoric of environmental and/or social responsibility.” Corporations are constantly seeking to capture these ethical initiatives and redefine them in ways that advance not progressive agendas, but their own private profits. Chocolate producers Nestle and Cadbury claim that “Nestle cocoa is fairly traded” and “Yorkie and all our other chocolate products are produced fairly”. This shows how the language of Fair Trade is being appropriated without being supported by the rigorous standards and certification of actual Fair Trade. The Fair Trade movement can respond to this by educating consumers through awareness campaigns, increasing the brand recognition of the Fair Trade Mark and strengthening the brand recognition of specific Fair Trade brands (such as Max Havelaar coffee in The Netherlands).[footnoteRef:16] [16:  Moore, 2004, p. 83] 


Consumer profile
It is difficult to determine the profile of the typical Fair Trade consumer, especially since the mainstreaming of Fair Trade has opened doors to a more diversified consumer potential. In general though, consumers have become more aware of the ethical dimension of their purchasing behavior. This trend is known as ethical consumerism. One study by Hines and Ames (2000) shows that 51% of the population had the feeling of being able to make a difference to company’s behavior and 68% claimed to have bought a product or a service because of a company’s responsible reputation. On average, 46% of European consumers also claimed to be willing to pay substantially more for ethical products (MORI 2000). Nicholls (2002) finds that a third of the public now sees themselves as strongly ethical. Although the percentages diverge from one study to the other, it is clear that ethical consumerism has increased substantially over the last few decades. There has been a shift from pragmatic, price and value driven imperatives towards “real values” – the bundle of meanings that suggest a brand is adopting a definable position in an understood moral or ethical framework.[footnoteRef:17] This shift has been an important driver behind the development of Fair Trade. But what kind of person is most inclined to buy Fair Trade? Who should be targeted in Fair Trade advertisement campaigns? The data is often contradictory, but some characteristics of the ethical consumer include: [17:  Nicholls 2002, p. 9] 


· Highly educated
· More likely to be female
· Middle-income and higher-income groups
· Age between 30-50
· Large number employed in non-profit sector
· Values these people are most likely to identify with: dogmatism, conservatism, status consciousness, cosmopolitanism, personal competence, idealism and alienation[footnoteRef:18]  [18:  De Pelsmaecker, 2005] 


The large group of self-defined ethical consumers has not massively switched to buying Fair Trade products yet. One survey revealed that just 16% of the consumer understood he meaning of Fair Trade and only 14 % claimed actively to seek Fair Trade products (Co-op, 2000). Another problem is the attitude-behavior gap. While on the one hand consumer perceptions and attitudes have changed, these changes are poor predictors of actual buyer behavior. People tend to give socially desirable answers in these kinds of surveys. Besides, price, quality, convenience and brand familiarity are often still the most important factors affecting the buying decision. And consumer attitudes toward ethical products are often measured without explicitly taking the higher prices of these products into account. To sum up, the discrepancy between the percentage of ethical consumers and the market share of Fair Trade is caused by a combination of the following factors:

· Lack of information about and awareness of the concept of Fair Trade
· Lack of availability of Fair Trade products
· Lack of brand recognition of certified Fair Trade products
· Disbelief of ethical claims made about Fair Trade products
· Assumed low-quality of products
· Unwillingness or inability to pay the social premium
· Unattractive image of Fair Trade products: “crunchy/tree-hugger/granola”, only for “goody-goody” people

This last factor is very interesting and has been a concern for the Fair Trade movement for a while now. The trend of ethical consumerism has made people more aware of the larger meaning of products and the way this meaning reflects the kind of person they would like to be or to convey.[footnoteRef:19] This has been a crucial trend for the Fair Trade movement, as the story of a product is the most distinguishing aspect of a Fair Trade commodity and thus the most marketable. This might backfire however when the Fair Trade story/image/meaning only appeals to a very specific group of consumers and puts off the majority of the people. In The Netherlands this has lead to the very successful campaign for the Dutch Fair Trade Mark “Max Havelaar” (recognizable by the FLO Fair Trade Mark) whereby an almost hedonistic side of their Fair Trade products is being emphasized. The slogan “Max Genieten” means ‘Max (imum) Pleasure’ which refers to the quality, comfort and convenience of their Fair Trade products. It also moves away from the image of the Fair Trade consumer as laborious, self-righteous, Calvinistic/protestant[footnoteRef:20] and sober. The people in the advertisements are good-looking, having fun, being lazy and are still buying Fair Trade products (see figure 4 & 5). [19:  An example would be the many different internet-based friend networks especially young people are party of (MySpace, Friendster, Facebook), where in some cases the personal profiles include the category ‘brands’ which gives you the option to make clear which brands you use, thereby constructing and confirming a certain identity. ]  [20:  The fair trade movement has always had connections with the church and in the protestant Netherlands the image exists of the sober, Calvinistic, hard-working, self-righteous person who would buy fair trade products to confirm his goodness and perhaps even God’s grace.  ] 


Figuur 4 & 5: examples of the Dutch Max Havelaar advertisement campaign
[image: Klik met je rechtermuisknop en kies voor: als achtergrond gebruiken] [image: Klik met je rechtermuisknop en kies voor: als achtergrond gebruiken]

This kind of advertisement addresses one of the factors that might keeps people from buying Fair Trade products. Other responses to the issues listed include:

· Continuous campaigning, advocating and educating to increase the awareness and knowledge of Fair Trade
· Improving access to Fair Trade products,  by a more widespread distribution of Fair Trade products through all different kinds of mainstream distribution channels
· Brand building: both of the recognition of the universal Fair Trade Mark and by developing strong brands within (coffee or bananas are successful examples of branding)
· Focusing on the quality of products and communicating high-quality as an explicit characteristic of Fair Trade products (specialty-coffee for example) 

Market research into Green Gold

The international consumer, media and market research firm Mintel has done some research into the potential market and consumer demand for green gold as part of the larger research project Green Living – US (published September 2006). The term “green gold” comes from The Green Gold Corporation in Choco, Columbia and stands for largely the same thing as “ethically mined gold” and “fair trade gold”, but is more focused on the environmentally friendly nature of ethically mined gold rather than its humanitarian aspects. Mintel came up with the following results[footnoteRef:21]: [21:  The complete report is available for $4.000 at Mintel. This is a short summary, provided by Make A Ripple] 


Luxury Market
· Gold belongs to the luxury goods market.
· The luxury market has grown by over 30% in current prices between 2000 and 2005.
· The luxury goods retailing market in the U.S. is forecast to grow 36% in current prices between 2005 and 2010, reaching $604 billion.
· Gift giving behavior—in terms of price points selected—tends to be more generous than self-purchases in luxury markets.
· Luxury-conscious consumers define the concept of luxury in terms of price, status, celebrity and image.
· Consumers also display social anxiety over status-based luxury purchases—the tendency to avoid being thought of as an elitist or “snob”.
· With this in mind, consumers may want to be given other incentives.
· i.e. their ability to create a positive impact on the environment
· For luxury consumers exclusivity and personalization run supreme.
· The “bling” phenomenon demonstrates how a premium goods sector can become a fad that spurs growth in lower-end, mainstream sectors such as fashion jewelry.
· i.e. opportunity for green gold in discount retailers
· The concept of luxury is approached by consumers in various ways—including activism. In some instances, consumers who are passionate about social or environmental issues may be motivated to purchase premium-priced goods to satisfy lifestyle preferences or to support certain industry sectors, such as Fair Trade products

Green Living
· Adoption of green gold depends critically on four issues:
· cost
· availability
· consumer knowledge
· actual belief that purchase will create a positive impact.
· Older consumers (45-54) will be more likely to purchase green gold because they are more aware of green issues and more likely to recognize that their lifestyles affect the environment.
· Younger consumers will be less likely to purchase green gold because of their lower incomes.
· Younger consumers do represent a prime potential for market growth because they perceive green goods to be “hip”.
· Younger consumers will also be motivated by status, celebrity and image.
· i.e. there is a significant opportunity to create strong brand/celebrity associations for green gold.
· Younger consumers are an important, if not the most important, market to capture because of their potential to create long-term loyalties as well as their ability to drive future consumption.

The Mintel research shows that there is certainly a potential demand and thus a market for green gold. This can be partly explained by the increased environmental awareness and current trendiness, hipness and hotness of all that is green, as opposed to the former “not so hot” image of green living. It is also part of the larger trend of ethical consumerism in which the choice consumers make for certain products has become a political statement. Consumers can vote with their feet when they boycott certain products for whatever reason. But consuming is not only a political tool, it is also a way of expressing who you are: “you are what you buy.” The Mintel research shows how important image, status and lifestyle are in the decision making process of consumers. 

Golden jewelry is an outstanding candidate for ethical consumerism, as the meaning of gold is a complete social construction to begin with. Gold in and of itself has no utility for man, as opposed to for example corn which is nutritious or other kinds of metals which can be used as tools. The value of gold is derived from its exclusivity, but more importantly from its significance in all kinds of different cultures throughout history. The precise meaning of gold differs from one culture to the other, but gold always represents something related to beauty, wealth and love. All of this comes into play in the act of purchasing golden jewelry. Fair Trade jewelry can take advantage of this by emphasizing the ‘added value’ of an ethical piece of jewelry, which encompasses a positive story of human rights and environmental protection rather than a story of exploitation and pollution. Because jewelry is a luxury product, consumers are more likely to take time to think about their purchase and inform themselves, which gives the Fair Trade movement the opportunity to jump in and educate people. Especially in the case of wedding-rings, people will be interested in the story behind these pieces of jewelry, which should symbolize their love and commitment for each other. The ad “No Dirty Gold Campaign” published to engage jewelry retailers nicely illustrates this. It shows two golden rings with the text: Love. Romance. Commitment. Destruction.[footnoteRef:22] The ad utilizes the stark contrast between the cultural meaning of gold and the reality of gold mining to make consumers aware of the gold industry’s two-facedness and hypocrisy: on the one hand exploiting people and environment, on the other hand preaching love and luxury.  [22:  To see the add: http://www.nodirtygold.org/pubs/RetailersAd.pdf, accessed April 27, 2007] 


All marketing research reveals that although price might have become just one factor among many others in the consumer decision-making process, it is still a crucial aspect. The social premium consumers will be paying for their Fair Trade jewelry might therefore be a serious obstacle. Strategies to tackle this issue include:

· Passing the additional costs (i.e. the social premium) on to the jewelry retailers
· Subsidizing the product (e.g. government subsidizing green energy)

These strategies are unfortunately not feasible, because for retailers profit will remain decisive in the possible switch to Fair Trade and although governments might subsidize green energy or green cars, they are not likely to subsidize Fair Trade gold as there is not so obviously a collective good at stake.[footnoteRef:23] The best strategy would probably be to convince the consumer that he or she might be paying a little extra, but will receive a lot of additional though rather intangible and symbolic value in return: supporting sustainable community development, a feel-good feeling, gaining insight in the personalized and happy story of the piece of jewelry purchased, representing yourself as an ethical person. The ethical consumerism trend shows that people care a lot about the symbolic value of products. Hopefully this will counterbalance the disincentive of the social premium.  [23:  In the case of green energy and hybrid cars one might argue that the collective good of the environment is at stake, which justifies government intervention and public spending. After all, the whole public will profit from cleaner air. In the case of gold it is not as clear why tax money should be spend to motivate consumers to purchase fair trade jewelry. ] 


Lessons for Ethically Mined Gold

· Consumer demand is only one side of the coin. Actual social change has to occur at the supply side: in the mining communities and industrial mining companies. International non-governmental organizations and activists in the West will have to cooperate with local actors to promote, support and finance social change locally. Focus on fundraising for local development in mining communities so that ethical mining will become a possibility in these communities. 

· Continuous campaigning and educating is necessary to raise awareness and adequately inform consumers. This is also crucial for building trust, legitimacy and authority: consumers have to believe the ethical claims the non-governmental organizations make about Fair Trade gold and jewelry. Therefore cooperation with an established Fair Trade organization such as FLO is crucial as is official certification by this organization.  

· You are not just selling a piece of gold: you are selling a story about mining and miners, about the environment, inequality, solidarity, love, partnership: this has to be reflected in advertisement and the marketing of Fair Trade jewelry. Take advantage of the trend of ethical consumerism. 

· Be protective of the language used in the ethically mined gold movement: attack companies that adopt the language but not the accompanying practices and examine ethical claims made by these companies. 

· Make sure the quality of the gold and the jewelry is compatible if not surpasses that of other gold: control quality standards and use talented designers. Consumers will not want to pay a social premium when the jewelry is not of high quality. 

· Make sure consumers will know where to find your product: make it available through more mainstream distribution channels (Target, Macy’s, Wal-Mart, Bloomingdale’s)

· Try to get jewelry retailers involved in the movement in a way that goes further than just public statements of their support. Think of creative ways to use their connections, consumers and other resources to further the movement, such as to offer jewelry retailers the possibility to “adopt” a mining community, or to use celebrity clientele of certain jewelry designers to generate publicity. 

· Never lose the larger goal of Ethically Mined: it is the miners, their communities and the environment they live in we want to support and to offer more and better options to lead the lives they choose to live. It is not about giving consumers a feel-good feeling by offering them the option of Fair Trade jewelry. 

Critical reflections

The goal of the Ethically Mined project is to change gold mining practices in order to protect the environment and improve working- and living conditions of miners and their communities. However, “ethical gold mining” might in fact be a contradiction in terms, i.e. gold mining is by definition a destructive enterprise. Ethical gold mining can therefore not exist. It is especially the more extremist environmentalists who would make this argument, but considering the reality of gold mining we should ask ourselves if this position is really that extreme. The environmental damage, the health hazards and dangers miners are facing are all serious and obvious. Alternatives are scarce and only limit damage, rather than completely avoiding it.[footnoteRef:24]  [24:  One example of an alternative way of extracting gold in small-scale artisanal mining is the retort, which reduces the discharge of mercury and makes it easier to recycle mercury. Even with the retort mercury emissions are substantial and continue to hurt both miners and the environment. ] 


Should we perhaps advocate for “No Gold” rather than “No Dirty Gold” if there is dirt stuck to all gold? This perspective becomes all the more compelling when we consider the lack of value gold essentially has for people. A movement that is concerned with livelihoods of miners and environmental pollution should perhaps focus on the constructed meaning and value of gold and design campaigns to change the public perception of gold, i.e. diminishing the value of gold. As long as there is demand for gold, mining will continue to disrupt landscapes and displace and poison people. A Fair Trade status might improve the exploitative labor relations that characterize this industry and address some of the environmental aspects, but it can not change the nature of gold mining: dig the ground to extract a metal that people have decided they want to possess. Perhaps it is time to reflect upon this human need to possess gold and think about ways to change this perception and reduce the demand for gold and in turn its supply. 
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Supply & Demand for Ethically Mined Gold:  A Case Study of Me & Ro and Choco


At the onset of our work this semester with the New York-based NGO Make a Ripple, our team was asked to follow the real-time evolution of a project undertaken by Me & Ro, a New York jeweler.  Me & Ro was interested in developing a line of jewelry that supported economic and environmental sustainability for the mining community from which the gold would come.  Me & Ro would buy from that community, and then be able to market their finished gold product as both ethical and sustainable.  This type of marketing approach and sustainability initiative is new within the gold industry, but it echoes other retailer-community partnerships, like those utilizing conflict-free diamonds.  

As we were introduced to the details of this arrangement, we were informed that the gold to be used by Me & Ro would be supplied from a community in Colombia called Choco.  The Choco community’s pilot project, the Certified Green Gold Program, is an effort to develop the standards for ethically and economically sustainable gold.  At present, Choco uses the following parameters to formally certify their gold and put on the world market as both “green”[footnoteRef:25] and sustainable: [25:  “green” refers to the worldwide movement toward environmentally-friendly, human rights-based, sustainable and responsible products and markets] 


1. There is no ecological disruption.  This state being defined by changes to an ecosystem that places it beyond a possibility of recovery.
2. No toxic chemicals like mercury and cyanide are used in the extraction process.
3. The mined areas gain ecological stability within three years.
4. Topsoil removed from the site is replaced during the exploitation process.
5. Tailings and pooling do not exceed the local ecosystem capacity for rehabilitation.
6. The silt load into stream, river or lake systems is controlled in quantity and frequency, such that the native aquatic ecosystem is not disrupted.
7. The mining operations are conducted with the agreement of the local Community Councils.
8. The origin of gold and platinum (for royalty purposes) is declared in favor of the corresponding municipality.
9. In forested areas mining activities do not exceed 10% of a hectare in rotation periods of to years.
10. Local, regional and national regulations are followed.[footnoteRef:26]   [26:  Complete background information detailing this initiative in the Choco region of Columbia can be accessed at 
www.communitymining.org/pilotoeng.htm
 ] 


This pilot project is the first of its kind for the gold industry.  These standards used to certify gold as “green” and sustainable apply only to the gold coming from this one community, but the ten points are intended to be easily replicable in other parts of the world.  

As conversations between Choco’s mining community and Me & Ro developed, however, the jewelry company became increasingly concerned about the certification standards, as well as the cost of the gold.  In short, Me & Ro concluded that the certification process has not yet evolved enough to ensure verification of quality and sustainability, and that third-party enforcement of standards is still questionable.  Additionally, they felt that the social premium added to the gold was beyond what they were willing or capable of paying for the metal.  They ended the deal in mid-Spring of 2007 after many months of negotiations.

Me & Ro’s Concerns  

The following is an excerpt from a statement made by Tracy Stewart, the head of production for Me & Ro, on March 21st, 2007.  The statement detailed the concerns of the jeweler and the steps that must be taken for them to reengage in conversations to develop their ethically mined jewelry project.  

“Let me begin by making two very important points:
 
· We are not in a position to purchase ethically mined gold as our circumstances have changed and our caster will not allow us to supply gold (ethically mined or not). 
· Through the research we have done we have concluded that the certification process is still very new and there is a large grey area as to what "ethical gold" means. We as a company are not comfortable with communicating what we cannot effectively verify. Therefore, we opt to pass on the project at the current time, until such standards for "ethical gold" are established and recognized by international authorities, much in the same was as the Kimberly Process has developed. 
 
Me & Ro has devoted a lot of time to this endeavor and the guidelines we have created and have chosen to work within are based on the answers to the questions below.  Please be advised that it is important that the answers are concise, straightforward and leave no room for doubt. 
 
1.    Is the cost of the gold based on the daily gold market price?  Are there any increases in price for funds that go back to the community?  Are there any other fees incorporated into the price of the gold? 
2.    Shipping details will need to be worked out. Can the gold be shipped directly to our caster?
3.    Method of payment – do we pay the gold source directly?   
4.    Are there import taxes, duties, insurance etc?
5.    What is the cost of refining and who incurs that cost?
6.    What is the purity of the gold?
7.    What form does the gold come in...sheet, bar, grain, flake etc.?
8.    Criteria: THIS GOLD MUST BE CERTIFIED.”


Ways Forward

As Stewart mentioned on behalf of the jewelry company, the primary causes for concern were cost, quality, and verification of standards.  Moving forward, both for this case as well as for the industry as a whole, the standards for the gold’s certification must be more clearly defined and articulated in order for gold to be marketed and sold as “green” and economically and environmentally sustainable.  This type of evolution in the certification standards is a process that will take place in the coming years and must involve as many stakeholders as possible.  Of course, the standards must be replicable for other communities, as Choco cannot supply the world’s only “green gold”.

While the Choco community is the first and only to certify its gold at all, other movements toward ethical gold mining have arisen around the globe.  They have largely focused more on increasing consumer demand for ethical products, as well as a pressure on industrial mining corporations for more responsible practices.  What is only beginning to emerge is the small-scale, artisanal supply of ethically-mined gold.  The following document reveals some of the notable examples but, because many small communities do not have the capability to share their methods in the public domain (i.e. they do not have websites or are not linked with an NGO), the document is most likely far from exhaustive.


 
 




















Alphabetical list of jewelers in New York
Aaron Faber Gallery
666 Fifth Ave., nr. 53rd St.; 212-586-8411; aaronfaber.com 
This shop sells an eclectic mix of contemporary jewelry from around the world. You'll find everything from vintage engagement rings (from $750) to platinum wedding bands from Christian Bauer and Michael Bondanza (from $950).
Asprey
723 Fifth Ave., nr. 56th St.; 212-688-1811; asprey.com 
For aristocrats-and those who merely aspire to live the British luxury lifestyle-Asprey's A-cut diamond ring ($5,200) makes a very glam engagement ring. And if that doesn't suit the lady of the manor, Asprey also does custom-design work.
Barneys New York
660 Madison Ave., at 61st St.; 212-826-8900; barneys.com 
You won't find a traditional prong-set ring here, but if you're looking for a cool contemporary style, you'll love their selection from hip designers. Standouts include platinum and gold rings from Brit Malcolm Betts, bold designs by Linda Lee Johnson, vintage-inspired rings by Renee Lewis, and feminine floral ones from Cathy Waterman, a favorite among celebrities. Most styles are priced between $5,000 and $30,000.
Belenky Brothers
151 Wooster St., nr. Houston St.; 212-674-4242; 800-764-6436; belenky.com 
The owners of this sixth-generation family jeweler sell high-end custom and designer pieces with a downtown feel, like a ring with intertwined paintbrushes carved on the inside for an artist couple. They can even duplicate your handwriting when engraving. Engagement rings are $1,500 to $500,000; wedding bands are $200 to $40,000.
Buccellati
750 Madison Ave., at 65th St.; 212-308-2900; buccellati.com 
Buccellati is Old World Italian craftsmanship at its best. Its handmade, finely detailed gold wedding bands are popular among women who want a traditional, feminine look but also want something they won't see all over town. Rings start at a very reasonable $500. 
Bulgari
730 Fifth Ave., at 57th St. (various locations); 212-315-9000; bulgari.com 
Italian jeweler Bulgari's bold signature style makes for classic engagement rings and wedding bands with a glamorous, modern twist. The Corona collection features simple, graphic diamond rings set in gold or platinum. Some couples go for snake-shaped Tubogas bands in place of traditional wedding rings. Wedding bands are $300 to $15,000; engagement rings, $6,000 to $200,000.
Cartier
653 Fifth Ave., at 52nd St.; 212-753-0111; cartier.com 
One of the best places to peruse classic and contemporary engagement rings in all shapes and sizes, Cartier offers an aptly named Love collection of contemporary designs. Its signature gold Trinity ring, introduced in 1924, makes a great wedding band. Engagement rings start at $4,200.
Catherine Angiel's Gallery Eclectic
43 Greenwich Ave., nr. Seventh Ave.; 212-924-4314; catherineangiel.com 
Take a break from the ordinary at Gallery Eclectic, which has the classics (rounds, three-stones) as well as some very chic, well-priced reproductions of covetable vintage styles, all designed by talented owner Catherine Angiel. Those in textured gold, set with multicolored or rose-cut diamonds, are especially interesting. Engagement rings start at $3,000. Custom ordering is also available. 
Cellini
509 Madison Ave., nr. 53rd St.; (various locations); 212-888-0505 
For a great selection of bridal jewelry with colorful flair, check out this shop. Cellini specializes in Elara-cut diamonds in micro-pavé diamond settings, and it also has diamond eternity bands and engagement rings. Prices for stones in one to ten carats from $6,500. 
Chanel Fine Jewelry
733 Madison Ave., at 64th St.; 800-550-0005; chanel.com 
The crème-de-la-crème French fashion house offers an equally stylish line of fine jewelry. Bridal favorites include the company's signature "quilted" gold bands and camellia-shaped diamond rings. For a serious fashion statement, check out the men's and women's sleek Ultra Noire black ceramic bands set with diamonds in either white or yellow gold. Prices upon request.
Chopard
725 Madison Ave., nr. 64th St.; 212-218-7222; chopard.com 
Romantics adore Chopard's ultrafeminine baubles. There are signature Love rings-heart-shaped gold rings-and wedding bands embellished with diamond, ruby, or sapphire accents (from $3,000). A particularly striking Chopard classic: the Ice Cube, a diamond grid ring without any visible metal (from $3,275).
The Clay Pot
162 Seventh Ave., nr. Garfield Pl., Park Slope, Brooklyn; 718-788-6564; 800-989-3579; clay-pot.com 
This Brooklyn favorite has fans in all boroughs who come here to check out contemporary designs from more than 100 American craftsmen. They also offer resetting services for heirloom diamonds. Engagement rings are $1,000 to $8,000.
David Yurman
729 Madison Ave., at 64th St.; 212-752-4255; davidyurman.com 
Fans swear by David Yurman's classic cable jewelry. He recently expanded his popular collection to include wedding bands for men and women. Many styles feature antique cushion-cut diamonds. Bands start at $550.
David Webb
789 Madison Ave., nr. 67th St.; 212-421-3030; davidwebb.com 
David Webb's jewelry collection only begins with his one-of-a-kind animal-inspired clips. It also includes a creative full line of women's jewelry, including luxe baguette-diamond bracelets and semiprecious-stone collections. Customized engagement rings are a hot item as well, with an eclectic variety of precious stones, enamel, diamonds, and crystals to choose from. Prices of customized engagement rings are available upon request, but general jewelry prices start at $1,200.
David Yurman
729 Madison Ave., at 64th St.; 212-752-4255; davidyurman.com 
Fans swear by David Yurman's classic cable jewelry. He recently expanded his popular collection to include wedding bands for men and women (he also offers great cuff links for grooms). Many styles feature antique cushion-cut diamonds. Bands start at $550. 
De Beers
703 Fifth Ave., at 55th St.; 212-906-0001; debeers.com 
De Beers is known for its collection of iconic diamond jewels, available in an array of shapes, cuts, and sizes. De Beers recently introduced a new signature engagement ring, Forever Two, featuring a two-prong setting in platinum (starts at $825 for 0.20 carats). And they also offer a service that sets them apart from other jewelers: The "Beauty Scan," which gives customers a kaleidoscopic image of their diamond so they can be assured of its symmetry. Prices for other Bridal Collection wedding bands, engagement rings, and eternity rings are available upon request. 
DeNatale Jewelers
400 Madison Ave., nr. 47th St., Ste. 406, (various locations); 212-317-2955; denatale.com 
By appointment only
Longtime New York jeweler DeNatale keeps his upscale, unintimidating showroom on Madison Avenue filled with classic rings in all the traditional styles. You'll find some pricey things here, but the diamond engagement rings start at an affordable $2,000.
The Diamond Co.
62 W. 47th St., nr. Sixth Ave., Ste. 1208; 212-819-0336; thediamondco.com 
By appointment only
This third-generation jeweler should be one of your first stops-whether to buy or to window-shop. The Diamond Co. sells to the trade as well as to the public, and stocks all the classic bridal styles in every size, shape, and price range, from as little as $500 to as much as $150,000. 
Di Modolo
635 Madison Ave., at 59th St.; 212-644-6564; dimodolo.com 
Italian jewelry designer Dino Modolo's corner boutique features engagement rings in platinum and eighteen-karat yellow and white gold (with or without diamonds). A platinum band with a one-carat diamond solitaire costs $14,500. Wedding bands come in eighteen-karat white, yellow, or pink gold, and range from $350 to $1,100.
Dior Fine Jewelry
17 E. 57th St., nr. Madison Ave.; 212-207-8448; dior.com 
Instead of taking the traditional route, many fashion-forward New Yorkers are wearing Dior's chunky, graphic designs as engagement rings and wedding bands. Among the favorites: an eighteen-karat-gold band with dangling diamond (from $1,500) and a white-gold diamond band with pavé-diamond lily-of-the-valley charms ($4,800).
Doyle & Doyle
189 Orchard St., nr. Stanton St.; 212-677-9991; doyledoyle.com 
One of our favorite sources for estate and antique jewelry, this store has some divine bridal pieces at prices that are lower than you might expect. Current standouts: a 2.41-carat old European side-stone ring in platinum for $35,700 and an onyx 0.8-carat diamond ring for $6,500.
DVVS
263A W. 19th St., nr. Eighth Ave.; 212-366-4888; dvvs.com 
This warm, friendly Chelsea shop sells arty modern jewelry from contemporary designers. Many of the styles-like Alex Sepkus's textured designs in gold and platinum and George Sawyer's Japanese mokume gane folded-metal wood-grain wedding bands and engagement rings-are unusual but very cool. Most bands range from $1,000 to $2,000.
Eric Originals & Antiques, Ltd.
4 W. 47th St., nr. Fifth Ave., Booths 2 and 3; 212-819-9595 
Eric Originals is an oasis for beautiful pieces from the Georgian, Victorian, and Art Deco periods. You'll find a range of cushion- and old mine-cut diamond rings starting at $2,000, as well as the real treasures: signed originals from designers like Cartier, Van Cleef & Arpels, Tiffany & Company, and David Webb.
Escada
715 Fifth Ave., nr. 56th St.; 212-755-2200; escada.com 
This glamorous fashion house has created its very own diamond cut that sparkles with a whopping 97 facets. The twelve-sided Escada diamond rests in a scooped-out heart-shaped mounting. Prices are $28,000 and up.
Fortunoff
681 Fifth Ave., nr. 54th St.; 212-758-6660; fortunoff.com 
An unpretentious alternative to some of the grand jewelry houses along Fifth Avenue, Fortunoff has a huge assortment of engagement rings, starting at just $695. The bonus: If you decide to upgrade your ring later, the store's trade-up policy allows you to apply what you originally paid toward the cost of a larger or finer diamond.
Fragments
116 Prince St., nr. Wooster St. (various locations); 212-334-9588; fragments.com 
The fashion crowd swears by this hip downtown jewelry shop's selection of contemporary styles by both emerging and established designers. For weddings, we like Marian Maurer's textured eighteen-karat-gold and platinum bands for men and women (from $350) and a made-to-order Ray Griffiths eighteen-karat-gold or platinum wedding band (starting at about $2,000).
Frank Pollak & Sons
608 Fifth Ave., nr. 49th St., Ste. 903; 800-342-3878; diadust.com 
By appointment only
For a selection of high-end classics at insider prices, check out this "upstairs" jeweler, where you'll find a range of fine diamonds in all shapes and sizes. Their current best sellers are round and fancy-cut diamond engagement rings. Prices start at $4,000.
Fred Leighton
773 Madison Ave., at 66th St.; 212-288-1872 
Chances are, you associate Fred Leighton with the estate jewels the stars parade around in on Oscar night. But Leighton also designs delicate diamond and platinum engagement rings. The current trend is to buy several of his super-skinny diamond wedding bands and stack them. The store's selection of antique-cut diamonds is particularly impressive, and some even have original antique mountings. From $10,000.
Gingko New York
344 E. 59th St., nr. First Ave.; 212-400-7823; ginkgonewyork.com 
In addition to its chic semiprecious bead necklaces and stones (from $150), this recent addition to the jewelry scene also has a host of lovely cultured-pearl creations and, yes, engagements rings. The tasteful options come in all shapes and sizes-an intricate, diamond-crusted band runs $3,420; a gorgeous diamond-and-Colombian-emerald dazzler will set you back $43,000.
Graff
721 Madison Ave., nr. 64th St.; 212-355-9292; graffdiamonds.com 
Even the most jaded brides-to-be will be wowed by Graff, a tiny store packed with some of the most impressive white and yellow diamonds around (it also carries natural pink and blue diamonds as well as natural gemstones like rubies and sapphires). If the sky's the limit, Graff is one of the few places where you'll find a 40-carat, D-flawless diamond-but rest assured, you can also buy a two-carat here. Prices upon request.
Harry Winston
718 Fifth Ave., at 56th St.; 212-245-2000; harrywinston.com 
This Fifth Avenue landmark may look intimidating, but the salespeople are friendly and helpful-and the calm atmosphere is a dream. The store has more than twenty wedding-band styles and diamonds in an exceptionally wide range of sizes, shapes, and prices. With its own workshop upstairs, Winston can easily customize rings to satisfy almost any whim. Full-circle diamond wedding bands start at $3,500. 
H.Stern
645 Fifth Ave., at 51st St.; 212-688-0300; hstern.net 
An appealingly low-key, no-nonsense source for clean, contemporary designs, H.Stern has all the classic bridal styles. There's a strong selection of princess-cut and radiant-cut diamond rings; white- and yellow- gold wedding bands start at $95. Engagement rings start at $6,000 and go well into the six figures.
Jacob & Co.
48 E. 57th St., nr. Madison Ave.; 212-719-5887; jacobandco.com 
Jacob the Jeweler may be the notorious king of bling for rap stars and high-end stylists, but his family-owned business still caters to noncelebrity clients. Operating out of a "mine-inspired" storefront on the East Side, he specializes in unusual diamond cuts and modern designs. Jacob & Co. can also create custom designs, with customers choosing diamonds of any size, shape, or color. Prices start at $12,000 and go up to more than $1 million.
Jelena Behrend Studio
188 Orchard St., nr. Houston St.; 212-995-8497; jelenabehrendstudio.com 
Since 1998, Jelena has worked in her studio creating handmade, one-of-a-kind designs. She creates fashion-forward styles in platinum and yellow, rose, white, or green gold and combines them with details like precious stones and hand engraving. Prices from $300.
Jennifer Miller
972 Lexington Ave., nr. 70th St.; 212-734-2299; jewelsbyjen.com 
Jennifer Miller has been in business for several years, working with Upper East Side fashionistas by appointment only. She specializes in altered versions of classic and estate jewelry-from delicate to dramatic, fine to faux. Wear the Jen Estate Earrings: diamond drops ($295 in white or yellow fourteen-karat gold) in lieu of plain studs.
Jeri Cohen Jewelry
1036 Third Ave., at 61st St.; 212-750-3172; jericohenjewelry.com 
This Upper East Side jewelry boutique carries beautiful Italian watches, earrings, and necklaces, but it's the selection of engagement rings and wedding bands that is most stunning. Designer Jeri Cohen hand-selects diamonds from Canadian mines and then crafts your dream ring. Engagement rings are from $5,000; diamond wedding bands from $900.
Jewelers on Fifth
578 Fifth Ave., at 47th St.; 212-593-7171; jewelersonfifth.com 
A good place to start your shopping, Jewelers on Fifth houses 40 different vendors, each set up in its own booth. Expect to find some great buys in every imaginable style, from estate pieces to very modern, custom-made styles. Wedding bands cost anywhere from $250 to $25,000; engagement rings start at just $500.
J.J. Marco
1070 Madison Ave.; 212-744-3202; jjmarco.com 
By appointment only
The husband-and-wife design team that owns this downtown secret creates finely detailed gold and platinum engagement rings and very sweet wedding bands, embellished with diamonds and sapphires. Pretty, ultrafeminine stackable bands with diamond accents range from $500 to $2,000.
Kentshire at Bergdorf Goodman
754 Fifth Ave., at 57th St., first fl.; 212-872-8653; kentshire.com 
People come to Kentshire for its elegant selection of Victorian, Edwardian, Art Deco, and estate jewelry. This very high-end vendor is a good bet for all kinds of old-fashioned solitaire engagement rings, with an emphasis on cushion, Asscher, and round diamond cuts in finely detailed mountings. Prices start at $2,000.
Little King Ltd.
319 E. 9th St., nr. Second Ave.; 212-260-6140; littlekingjewelry.com 
More than 90 percent of Little King's exquisite jewelry is custom-made. Men, especially, will appreciate the platinum ergonomic ring: The inner dimension is elliptical, so it follows the true shape of your finger (about $1,100). Prices vary by metal; platinum pieces range from $500 to $7,000, and yellow- and rose-gold rings range from $300 to $750.
Lockes Diamantaires
Time Warner Center, 10 Columbus Circle, nr. 58th St., fourth fl. (various locations); 212-823-9511; lockesdiamonds.com 
With walls shimmering in diamond dust and a ceiling quilted in silk fabric, this shop is designed to look like the inside of a jewelry box. Lockes specializes in diamonds, and you'll find a broad array of pink, blue, and yellow stones, as well as traditional white. You can design your own engagement ring or wedding band (to fit your budget), or you can pick something out of their finished collection. Engagement-ring prices for the finished collection range from $5,000 to $550,000. Diamond-studded wedding bands range from $1,500 to $30,000. 
Louis Vuitton
1 E. 57th St., nr. Fifth Ave.; 116 Greene St., nr. Prince St.; 866-884-8866; vuitton.com 
Louis Vuitton and its creative director, Marc Jacobs, created a one-of-a-kind engagement ring: a D-color, three-carat, $252,000 ring of VVS clarity (yes, the utmost). If you simply must have it, but another ambitious fiancé has beaten you to the punch, you'll have to special-order it (allow up to four months). You'll also find strong jewelry from the Emprise Collection, such as the large 140-carat cocktail rings shot in Vuitton's ad campaign (in amethyst, smoky quartz, lemon citrine, and aquamarine; from $25,000).
Marisa Perry Atelier
154 Prince St., nr. W. Broadway; 212-566-8977; marisaperry.com 
The warm husband-and-wife team is reported to offer the best micro-pavé work around, and specializes in the thinnest micro-pavé diamond eternity band on the market. Shop their Vintage Collection, composed of newly made vintage-style mountings. They'll find any shape, size, color, and clarity of diamond at what many say are unbeatable prices. If you have a stone in the family or one purchased elsewhere, they can mount it. Plus, they offer expert consulting at no charge.
Martin Katz, Ltd.
437 Madison Ave., nr. 49th St., 32nd fl.; 212-759-7900; martinkatz.com 
By appointment only
A showroom that feels more like a penthouse than a retail space, Los Angeles sensation Martin Katz's New York digs offer fashion-conscious brides a mix of vintage and contemporary designs. Highlights: an exceptional selection of various cuts-Asscher, cushion, round, and emerald-and delicate settings studded with tiny diamonds called micro-pavé. Engagement rings start at $15,000.
Me & Ro
241 Elizabeth St., nr. Houston St.; 917-237-9215; meandrojewelry.com 
Julia Roberts is not the only celebrity who has succumbed to the joys of these minimalist jewelers, who are best known for hand-inscribing Tibetan and Sanskrit calligraphy onto their gorgeous creations. Wedding bands abound, from an eighteen-karat-gold five-stone band with Indian diamonds ($1,830) to an exquisite eighteen-carat Indian diamond pavé design ($5,520).
Michael Ashton
933 Madison Ave., at 74th St.; 212-517-6655 
This elegant neighborhood boutique, furnished like a gentleman's library, has a large selection of estate jewels from the Art Deco era, including a wide selection of diamond, ruby, and sapphire wedding bands. One standout in this high-end mix is a 7.06-carat cushion-cut diamond ring for $150,000. The true princess-at-heart will swoon over Ashton's antique diamond tiaras.
Michael C. Fina
545 Fifth Ave., at 45th St.; 212-557-2500; michaelcfina.com 
This Fifth Avenue department store has a wide selection of wedding bands (more than 25 brands) that range from about $65 to upwards of $50,000 and include simple gold and platinum styles, like the Scott Kay platinum semi-mount ($1,060) and a hand-engraved Daniel K diamond band ($55,200).
Michael Eigen
1200 Madison Ave., nr. 88th St.; 212-996-0281 
One-stop shopping for more than 40 of the hottest jewelry designers, Eigen stocks a smattering of classic engagement-ring styles as well as a strong selection of modern designs. Eigen will even reset old diamonds in a new designer mounting. Prices range from $250 to $50,000.
Mikimoto
730 Fifth Ave., nr. 57th St.; 212-457-4600; mikimotoamerica.com 
In 1893, Kokichi Mikimoto created the first cultured pearl, and 113 years later, pearls are still what Mikimoto does best. As an alternative to the traditional engagement ring, Mikimoto uses a pearl as the centerpiece and embellishes with diamonds or other gems (from $1,400). 
Mimi So International, Llc.
580 Fifth Ave., nr. 47th St.; 212-354-1407; mimiso.com 
Hip-hoppers like Eve and A-listers like Sarah Jessica Parker and Jennifer Lopez flock to this intimate boutique for some serious bling. Brides can have So, a third-generation jeweler, custom-design a piece, while grooms can pick up dazzlers right off the rack. Her signature Anzia collection is a perfect alternative to the formal wedding band (platinum-and-diamond floral rings start at $2,620). But if you want to splurge on a traditional engagement ring, there's always the round, 1.26-carat brilliant-cut, set in platinum for $12,000.
Mish New York
131 E. 70th St., nr. Lexington Ave.; 212-734-3500; mishnewyork.com 
Socialites-and others with 10021-caliber bank accounts-adore designer Mish Tworkowski's statusy but non-stuffy creations. And while you won't find any cushion-cut diamond rings or plain gold wedding bands in this inviting townhouse, you will see sweet eighteen-karat-gold bamboo-shaped bands and eighteen-karat-white-gold ones with a circling row of raised stars. Prices upon request.
Movado
138 Spring St., nr. Wooster St. (various locations); 212-431-0249; movado.com 
When you think of Movado, the first thing that comes to mind is its signature gold dot-dial watch, but the watchmaker also boasts its own jewelry collection. Engagement rings are modern and simple, with one or three of Movado's patented 114-facet diamonds set on platinum or eighteen-karat-gold bands (starting at $3,995).
Niwaka
464 Broome St., nr. Greene St.; 212-941-5410; niwaka.com 
Since landing in Soho in 2000, Niwaka-the Tiffany of Japan-has developed a loyal following. Its rings are the ultimate symbol of femininity, elegance, and prestige. The sleek designs come in white, pink, or yellow gold or platinum, and you can even design your own. Prices begin at $300 for a simple yellow-gold band and top out at $15,000 for a one-carat diamond engagement ring with platinum setting.
Norman Landsberg
66 W. 47th St., nr. Sixth Ave.; 212-391-1980; normanlandsberg.com 
In business for 58 years, this lively 47th Street veteran has something for everyone-at just about every price level. There are more than 1,000 styles of engagement rings to choose from-and there's a huge selection of wedding bands to match. Contemporary designers whose wares are sold here include JB Star, Richard Landi, and Martin Flyer. Engagement rings start at $3,500.
Peipers + Kojen
1023 Lexington Ave., nr. 74th St.; 212-744-1047 
Elizabeth Locke at Peipers + Kojen
968 Madison Ave., at 76th St.; 212-744-7878 
These boutiques house several high-end designers and cater to special tastes. There's Kuki Seth's yellow-gold Indian jewelry, Locke's nineteen-karat hammered gold with stones and pearls, Xing Fei's gold-filled chandelier earrings, Turkish designer Gurhan's 24-karat gold and colored gems, and Mark Spirito's sterling and gold gems. Prices range from $100 to $20,000. Customization available in four to six weeks.
Piaget
730 Fifth Ave., nr. 57th St.; 212-246-5555; 877-874-2438; piaget.com 
Best known for its diamond watches, Piaget also has a selection of similarly snazzy wedding jewelry. Romantics will like the symbolism of the popular Piaget Possession collection, which features a pair of intertwined gold bands that are meant to signify love. Wedding bands start at $800.
Regency Diamonds
36 W. 47th St., nr. Fifth Ave., Ste. 706; 212-398-1885; regencydiamondsinc.com 
By appointment only
This third-generation diamond-district jeweler buys rough-cut diamonds directly from overseas, taking out the middleman to help save on price. Cutters polish the diamonds in the store's cutting room, and jewelers let you design your own engagement rings and wedding bands. They'll even show you how diamonds go from rough to bling. Engagement rings start at $1,000, simple gold wedding bands at $50.
Reinstein/Ross
29 E. 73rd St., nr. Madison Ave. (various locations); 212-772-1901 
Walk by the windows filled with gold and brightly colored gemstones, and you'll be seduced. The store's distinctive, handmade matte wedding rings (eighteen-, twenty-, and 22-karat gold and platinum) have an old-world quality but are funky enough for brides with exotic or offbeat aesthetics. Check out the pink-, orange-, green-, purple-, and yellow-sapphire rings, too. Gold wedding bands start at just $395.
Roslyn
276 Columbus Ave., nr. 73rd St.; 212-496-5050; roslynjewelry.com 
Specializing in re-creating vintage jewelry, for over five years Roslyn has offered unique engagement rings for the timeless bride. Custom design is available, along with classic Art Deco pieces. Simple gold bands start at $500, while more complex settings can range up to $50,000.
Saks Fifth Avenue
611 Fifth Ave., at 49th St.; 212-753-4000; saksfifthavenue.com 
Come here to choose from a wide range of styles and possibilities from several different vendors. You'll find a variety of rings from designers like Graff, Kwiat, Rand, and Cento in a wide range of prices. In addition, vendors have solitaires as well as wedding bands that are either at the store or can be supplied upon request. Prices range from $5,000 to more than $200,000.
Sharon Alouf
212-941-7172; sharonalouf.com 
By appointment only
Sharon Alouf crafts delicate engagement rings with canary-yellow and natural, cognac-colored diamonds set in platinum or gold (from $7,500). Her wedding bands (from $1,500) are platinum or twenty- or 22-karat-gold bands (plain or studded with white, yellow, or pink round diamonds). Prices range from $1,500 to $35,000.
Soho Gem
367 W. Broadway, at Broome St. (various locations); 212-625-3004; sohogem.com 
Opened eight years ago by two sisters, this friendly and relaxed boutique has since expanded to the Upper East Side. Its collection features classic styles as well as more modern designs. Wedding bands (from simple platinum to antique-style diamond rings) are priced between $700 and $8,000. There is also a wide range of engagement rings starting at $3,500.
Stardust Antiques
38 Gramercy Park, at 21st St.; 212-677-2590; stardustantiques.com 
This cozy neighborhood antique store has a terrific selection of one-of-a-kind engagement rings and wedding bands. Highlights: turn-of-the-past-century, Edwardian, and Art Deco styles, and antique and antique-style platinum settings for engagement rings; don't miss the wedding-jewelry selection while you stare at the finger-candy. The husband-and-wife owners frequently travel to Europe to source merchandise. Rings range from $1,000 to $20,000.
Stephen Russell
962 Madison Ave., nr. 76th St.; 212-570-6900; stephenrussell.com 
Home to some of the most beautiful period jewels we've seen, this tiny Madison Avenue store is full of rare signed pieces from the Victorian, Edwardian, and Art Deco periods as well as the house collection. Standouts: a selection of Edwardian-style platinum wedding bands and engagement rings. Prices start at $1,000 and soar to $1 million.
Stuart Moore
128 Prince St., at Wooster St.; 212-941-1023; stuartmoore.com 
The downtown art crowd can't get enough of Moore's architectural, just-edgy-enough designs, all hand-fabricated in eighteen-karat gold or platinum. The top-notch designer lineup here includes Henrich & Denzel, Niessing, Steven Kretchmer, and Christian Bauer. The average price for an engagement ring is $10,000; $1,200 for a wedding band.
Tanagro
450 Park Ave., at 57th St. 877-826-2476; tanagro.com 
Popular among celebrities and once available by appointment only, Tanagro jewelry has become much more accessible since its Upper East Side retail store opened recently. The Bridal Collection includes round brilliant cut diamond rings set in platinum and intricately designed diamond earrings. Bridal Collection prices start at $500.
Ted Muehling
27 Howard St., nr. Broadway 212-431-3825 
A popular destination with design connoisseurs, this small store offers more unique, understated pieces. There is one design by Ted himself, which is a simple band available in a wide range of golds, as well as a selection of Gabriella Kiss's rings. Prices range from $350 for Ted's fourteen-karat-gold band to $10,000 for a larger diamond piece by Kiss.
TENTHOUSANDTHINGS
423 W. 14th St., nr. Ninth Ave.; 212-352-1333 
Ron Anderson and David Rees collaborate on all their designs to create handmade refined and minimal jewelry that is inspired by the natural elements of the materials they use. They are also the exclusive dealer of eighteen-karat-gold rings by Lola Brooks ($1,500-$4,000). Eighteen-karat-gold double-cabochon diamond rings are $1,000 to $1,500, depending on diamond weight.
Tiffany & Company
727 Fifth Ave., at 57th St.; 212-755-8000; tiffany.com 
Nothing beats the cachet of Tiffany's famed blue box, and for many couples this is a customary first stop on the way to the altar. The store's classic, the Tiffany six-prong-setting diamond engagement ring, has become an industry standard; the new Lucida diamond cut is fast becoming a status symbol. You'll also find all the usual classic cuts and styles. Diamonds set in six-prong settings start at $1,070; a Lucida starts at $2,060.
Van Cleef & Arpels
744 Fifth Ave., at 57th St.; 212-644-9500 
This legendary jeweler's landmarked Fifth Avenue store is packed with glamorous, classic engagement rings as well as a selection of lighter but equally feminine rings that appeal to younger, less traditional tastes. Prices on engagement rings begin at about $11,000.
Vera Wang
991 Madison Ave., at 77th St.; 212-628-3400; verawang.com 
Vera Wang uses the modern notions of silhouette and proportion for which she is renowned in her dresses and infuses them into her ring designs. As you'd expect, her engagement and wedding rings are elegant and contemporary with an eye for detail. She updates the classic emerald-cut diamond with an unconventional east-west setting. Prices start at $300 for wedding bands and $5,760 for engagement rings.
Verdura
745 Fifth Ave., nr. 58th St., twelfth fl.; 212-758-3388; verdura.com 
Verdura, a Fifth Avenue jeweler since 1939, is known for colored stones, but they can also go classic on special-order engagement rings. Their most popular of such settings is Lace (starting at $9,000). Clients interested in something beyond diamonds and platinum will be attracted to the wide range of innovative designs. Final price depends on gem size. 
Vivid Collection
592 Fifth Ave., nr. 48th St., fifth fl. 212-688-3088; 888-484-8434; vividcollection.com 
By appointment only
Vivid's diamonds are mind-boggling and beautiful-and not for the faint of heart (or light of wallet). The store specializes in colored diamonds and rare white diamonds and owned the world's first certified fancy vivid-blue flawless diamond. Beyoncé won't have anything on your 58-carat D-flawless emerald-cut diamond ring, but she can always "settle" for the 3.22-carat purplish-pink diamond ring. Prices upon request.
Wedding Ring Originals
674 Lexington Ave., at 56th St.; 212-751-3940; 800-522-1175; weddingrings.com 
This midtown jeweler stocks more than 2,000 engagement and wedding rings (from Martin Flyer and Christian Bauer, for example), including a selection of vintage-inspired designs. Wedding rings (which can be customized) range in price from the low hundreds to around $12,000.
Zales, The Diamond Store
142 W. 34th St., nr. Seventh Ave.; 646-473-0727; zales.com 
You'll find the full gamut of wedding-ring options at Zales, though you'll have to stay focused to avoid being overwhelmed by the huge number of vendors and price points. Thrifty couples can go for plain bands of white gold or platinum ($60-$800), while those looking for some sparkle can add diamonds ($100-$3,000)-or even plunk down $4,285 for the 1.5-carat three-stone (past, present, and future) ring.
Zingale & Co. Jewelers
509 Madison Ave., at 53rd St., Rm. 1212 212-371-8282 zingalejewelers.com 
By appointment only
Celebrities and high-profile clients who don't like the hustle and bustle of storefront shopping visit this serene showroom for custom-made and designer jewelry. Zingale specializes in engagement rings, so there's no question you'll have anything less than the best. 
More jewelry designers and retailers in New York


	Biba Schutz Jewelry Design
345 W 35th Street - New York, NY 

	212-947-3903 

	Chelsea 


	Ben Moses Jewelry Design
15 W 47th St # 3 - New York, NY 

	212-221-1017 

	Clinton 


	Cojo Creations In Jewelry
15 W 47th Street - New York, NY 

	212-354-0297 

	Clinton 


	Craftwork Jewelry
42 W 48th Street - New York, NY 

	212-719-3978 

	Clinton 


	Gems For Classic Jewelry Ltd
43 W 46th Street - New York, NY 

	212-354-8470 

	Clinton 


	Ilton Jewelry Co Exclusive
578 5th Avenue # M3 - New York, NY 

	212-575-5440 

	Clinton 


	J & M Jewelery
64 W 48th Street - New York, NY 

	212-944-0838 

	Clinton 


	Jan Jewelry Designs Inc
64 W 48th Street - New York, NY 

	212-840-4300 

	Clinton 


	Jewels By Procopios
25 W 45th Street - New York, NY 

	212-719-0242 

	Clinton 


	M J Jewelry
1200 Avenue Of The Americas - New York, NY 

	212-382-2724 

	Clinton 


	Mari's Fine Jewelry
55 W 47th Street - New York, NY 

	212-768-2669 

	Clinton 


	Michel Angelo Jewelry Inc
580 5th Avenue # 811a - New York, NY 

	212-719-9898 

	Clinton 


	Mish Jewelry
37 W 39th Street - New York, NY 

	212-575-0700 

	Clinton 


	One Of A Kind Jewelry Creation
58 W 47th Street - New York, NY 

	212-302-0808 

	Clinton 


	Pauls Fine Jewelry
42 W 48th Street - New York, NY 

	212-302-2575 

	Clinton 


	Sonya Jewelry Design
48 W 48th Street - New York, NY 

	212-398-1291 

	Clinton 


	Towley Jewelry
53 W 36th St Floor 7 - New York, NY 

	212-244-1516 

	Clinton 


	Tri-Star Diamond Setters Co
37 W 47th Street - New York, NY 

	212-764-8937 

	Clinton 


	Rage Metalworks
190 E 2nd Street - New York, NY 

	212-982-2484 

	East Village



	The Village Goldsmith 
	1497 Weaver St.  
	Scarsdale, NY  10583 

	(914) 472-0161
	http://www.thevillagegoldsmith.com/
	(800) 525-9561


	
Walker Metalsmiths 1-800-488-6347 http://www.celtarts.com/Metalsmiths.htm




List of metalsmith schools in New York
92 St Y
92nd Street Y, 1395 Lexington Avenue, New York, NY 10128, 212.415.5562, http://www.92y.org/default.asp
School of the Arts, Arts Center, Jewelry & Metalsmithing
SUNY New Paltz
State University of New York at New Paltz, 1 Hawk Drive, New Paltz, NY 12561, 845-257-SUNY (7869), http://www.newpaltz.edu/metal/
School of Fine & Performing Arts, Metal
The Jewelry Arts Institute
2180 Broadway, (Between 77th and 78th Streets), New York, NY  10024  (212) - 362 – 8633, http://www.jewelryarts.com/contact.htm
Fred de Vos Wax Workshop

Prince Street Station, P.O. Box 13, New York, NY 10012 , Tel: 212-598-9364, freddevos@earthlink.net, http://www.freddevos.com/

New York University, Steinhardt School, Department of Art and Art Professions

34 Stuyvesant Street, New York, NY 10003-7599, US, 212-998-5700, www.steinhardt.nyu.edu/studyart2007 

Pratt at Munson-Williams-Proctor Arts Institute

310 Genesse St., Utica, NY 13502, US, (800) 755-8920, www.mwpai.edu/, admissions@mwpai.edu   

Rochester Institute of Technology, College of Imaging Arts and Sciences

55 Lomb Memorial Drive, Rochester, NY 14623-5604, US, (585) 475-2968, www.rit.edu/~660www/



Studio Jewelers Ltd.

[bookmark: EBLink]32 East 31st Street, New York, NY 10016, US, (212) 686-1944, www.studiojewelersltd.com,  Info@studiojewelersltd.com

Art In Us, Inc.

145 Palisade Street, Dobbs Ferry, NY 10522, US, 914-591-5377, www.artinusonline.com/, art@artinusonline.com

Art League of Long Island

330 Cuba Hill Rd, Huntington, NY 11743, US, (631) 368-0018 , www.artleagueli.org/, artleagueli@aol.com

Buffalo State College, Art Program
	Upton Hall 502
Buffalo, NY 14222, US
(716) 878-6014    Fax: (716) 878-6697
	[image: Inquire Now]
	 


www.buffalostate.edu/depts/arteducation/programs.html | bakossd@buffalostate.edu
Courses and/or Programs Sample*:  3D Design,  Advertising,  Art Administration,  Art Education (C,B,M),  Art History (B),  Art Therapy,  Art-General (B),  Book Arts,  Ceramics (B),  Communication Design (B),  Computer Art/Design,  Costume Design,  Design (B),  Drawing,  Exhibit Design,  Fashion Design,  Fibers/Textiles/Weaving,  Fine Arts (B),  Furniture Design,  Graphic Design,  Illustration,  Industrial Design,  Interior Design,  Jewelry,  Painting (B),  Paper Making,  Photography (B),  PrintMaking (B),  Sculpture (B),  Silkscreen,  Studio Art (B),  Web Site Design,  Wood

Buffalo State College, Design Department
	Upton Hall 212
1300 Elmwood Avenue
Buffalo, NY 14222, US
(716) 878-6032    Fax: (716) 878-4231
	[image: Inquire Now]
	 


www.buffalostate.edu/depts/design/ | admdes@buffalostate.edu

Courses and/or Programs Sample*:  Advertising,  Animation,  Art-General,  Ceramics (B),  Commercial Art,  Design,  Drawing,  Fiber/Textile Design (B),  Furniture Design (B),  Graphic Design (B),  Illustration,  Interior Design (B),  Jewelry,  Jewelry Design (B),  Theater Design (B),  Web Site Design

Buffalo State College, Fine Arts Department
	1300 Elmwood Ave.
Buffalo, Erie, NY 14222, US
(716) 878-6014    Fax: (716) 878-6697
	[image: Inquire Now]
	 


www.buffalostate.edu/departments.xml?deptid=FNAR | jianglx@buffalostate.edu

Courses and/or Programs Sample*:  3D Design,  Advertising,  Architecture,  Art Education (C,B,M),  Art History (B),  Art Therapy,  Art-General (B),  Book Arts,  Ceramics (B),  Communication Design (B),  Computer Art/Design,  Costume Design,  Design (B),  Drawing,  Exhibit Design,  Fashion Design,  Fibers/Textiles/Weaving,  Fine Arts (B),  Furniture Design,  Graphic Design,  Illustration,  Industrial Design,  Interior Design,  Jewelry,  Painting (B),  Paper Making,  Photography (B),  PrintMaking (B),  Sculpture (B),  Silkscreen,  Studio Art (B),  Wood

Garrison Art Center, Art Classes
	23 Garrison Ldg.
Garrison, NY 10524, US
(845) 424-3960    
	[image: Inquire Now]
	 


www.garrisonartcenter.org/ | dir@garrisonartcenter.org

Courses and/or Programs Sample*:  Animation,  Ceramics,  Drawing,  Film/Video,  Jewelry,  Jewelry Design,  Multimedia,  Painting,  Photography,  PrintMaking,  Sculpture,  Silkscreen

Marymount College Of Fordham University - New York, Department of Art
	100 Marymount Avenue
Tarrytown, NY 10591, US
(914) 332-8258    Fax: (914) 332-8305
	[image: Inquire Now]
	 


www.marymt.edu/academics/art/ | mcenroll@fordham.edu

Courses and/or Programs Sample*:  Art Education (B),  Art History (B),  Art Therapy,  Art-General (B),  CAD,  Ceramics,  Commercial Art,  Communication Design,  Computer Art/Design,  Crafts,  Decorative Arts,  Design,  Digital Design,  Drafting,  Drawing,  Fashion Design (B),  Fashion Merchandising (B),  Fiber/Textile Design,  Fibers/Textiles/Weaving,  Fine Arts,  Graphic Design (C),  Interior Design (B),  Jewelry,  Lighting,  Lighting Design,  Painting,  Photography,  PrintMaking,  Sculpture,  Stage Design,  Studio Art (B),  Typography,  Web Site Design

Rochester Institute of Technology, Metals/Jewelry Design Master of Fine Arts
	58 Lomb Memorial Drive
Rochester, NY 14623, US
(585) 475-2229    
	[image: Inquire Now]
	 


www.rit.edu/~625www/programs_jewelry.html | gradinfo@rit.edu

Courses and/or Programs Sample*:  Jewelry (M),  Metals (M)

Syracuse University, School of Art and Design
	202 Crouse College
Syracuse, NY 13244-1010, US
(315) 443-2769    
	[image: Inquire Now]
	 


vpa.syr.edu/ | admissu@syr.edu

Courses and/or Programs Sample*:  3D Design,  Advertising (B,M),  Animation,  Apparel Design (B),  Architecture (B,M),  Art Criticism,  Art Education (B,M),  Art History (B,M),  Book Arts,  CAD,  Ceramics (B,M),  Cinematography,  Computer Art/Design (B,M),  Drafting,  Drawing,  Environmental Design (B),  Fashion Design (B),  Fiber/Textile Design (B),  Fibers/Textiles/Weaving (B,M),  Film/Video (B,M),  Graphic Design (B),  Illustration (B,M),  Industrial Design (B),  Interactive Media,  Interior Design (B),  Jewelry (B),  Layout and Production,  Liberal Arts (B),  Media Arts,  Metals (B,M),  Multimedia,  Museum Studies (M),  Painting (B,M),  Paper Making,  Photography (B,M),  PrintMaking (B,M),  Product Design (B),  Sculpture (B,M),  Silkscreen,  Stained Glass,  Toy Design,  Web Site Design

The Art Studio
	2704 Grand Avenue, Suite #9
Bellmore Village, NY 11710, US
(516) 781-0162    
	[image: Inquire Now]
	 


members.aol.com/miaart/arttherapypage.htm | miaart@aol.com

Courses and/or Programs Sample*:  Art Education,  Art Therapy,  Drawing,  Fibers/Textiles/Weaving,  Fine Arts,  Jewelry,  Multimedia,  Painting,  PrintMaking,  Sculpture,  Studio Art

Ywca Of The City - New York, Craft Students League
	610 Lexington Ave
New York, NY 10022, US
(212) 735-9731    
	[image: Inquire Now]
	 


www.ywcanyc.com/csl/ | csl@ywcanyc.org






























Newmont Publicity Piece


No one knows the price of gold like the Yayaso community of Akyem, Ghana. Mining operations have rendered the Yaya River - the only local source of free, fresh water - unfit for consumption.  The Yayaso community must now pay high prices for unreliable piped water.  The irregularity of the water supply has created severe health problems for the community and has lowered school attendance for youth, who now must walk miles to reach a secondary water source.  And the Yayaso are not alone – thousands of communities around the world deal with the dirty side of this billion dollar industry.

 While it is encouraging to see that the Denver-based Newmont Mining Corporation, North America's largest gold producer, has indicated that it will support the 2007 shareholders' resolution calling for investigation into local opposition to its mining operations, this resolution is only a first step toward reforming Newmont's dismal community and environmental record.  Industrial gold mining operations impact some of the world’s poorest inhabitants, those who are least able to defend their rights.  Newmont mining operations in Ghana alone have already displaced approximately 9,500 subsistence farmers while the expected total will reach 20,000.  In light of recent protests by local community members in Africa, Asia and the Americas against forced displacement, inadequate compensation for lost land and livelihood, and the pollution of the surrounding land, air and water, a coalition of non-profit advocacy organizations and socially responsible investment groups have pushed Newmont to create more humane and responsible mining operations. 

In order to mitigate the detrimental effects of its mining, Newmont not only must investigate community opposition to its operations, but must keep to the spirit of this resolution by pledging to clean up its mining practices, fairly compensate those displaced by mines, and work with local communities so that their voices may also impact future Newmont mining projects.  As consumers and concerned global citizens we must keep a vigilant watch to ensure that Newmont begins to respect both the environment and the local communities in its search for gold and profits in some of the poorest regions of the developing world.  
Jeweler’s Survey Proposal
“Ethical Mined”

A survey of jewelry retailers and designers would be a very useful tool for the movement toward ethically mined and fair trade gold. The survey would give insight in the awareness among jewelers and designer regarding ethically mined gold and would provide information on the willingness and interest of jewelers and designers to get involved in the movement. It would also provide the movement with an opportunity to educate jewelers and designers on the issue and to “get the word out.” However, to conduct a valuable survey you need sufficient funding and time investment. It might be worth it to pay a professional marketing research firm to execute the survey and analyze and present the results. The following documents could be used as starting points for a comprehensive, professional survey.

· Goals and objectives of a jeweler’s survey
· Survey questions
· Contact list of jewelers, designers and metal smith schools in New York

In the spring of 2007 we, a group of five students, have attempted to conduct this survey, but w encountered different problems that prevented us from successfully completing this survey. The problems include:

· Compiling an up-to-date and correct contact list of jewelers and designers in New York.
· Getting in touch with the actual buyers of gold rather than the sellers of jewelry, due to the many middle-men involved in the gold supply chain.
· Getting the right person on the phone within the business, someone who knows about the purchase of gold.
· Giving a short and clear explanation of the “Ethically Mined” project and the survey.
· Convincing people we are not trying to sell anything.
· Communicating in English, many jewelers were not native English speakers but originally Italian, Chinese or Russian.
· Dealing with a complete lack of knowledge of gold mining and its negative effects.
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