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“Technological solutions for 

sustainability and 

responsible sourcing
in the Jewellery industry”



“The challenge of our unknown future is so much more exciting 

than the stories of our accomplished past.”

Responsibility…Technology…Marketing





• 66% of consumers are willing to spend more on a product if it comes from a 
sustainable brand. -Nielson’s annual Global Corporate Sustainability Report, 2015

• 73% of surveyed millennials indicating a similar preference. 
• Additionally, 81% of millennials even expect their favorite companies to make 

public declarations of their corporate citizenship. --Nielson’s annual Global 
Corporate Sustainability Report, 2015

• Four Major Qualities in Socially Responsible Companies:
• Invested in the betterment of society and the solution of social problems
• Prioritize “making an impact” on the world around them
• Open and honest about efforts 
• Involve customers in good works / give back

• Nine in ten millennials would switch brands to one associated with a cause

WHY RESPONSIBLE MATTERS?

http://www.huffingtonpost.com/ryan-rudominer/corporate-social-responsi_9_b_9155670.html
http://www.forbes.com/sites/larissafaw/2014/05/22/millennials-expect-more-than-good-products-services-to-win-their-loyalty/
http://cmr.berkeley.edu/blog/2017/1/millennials-and-csr/


World Luxury Jewelry Market

“It will become increasingly 
important for luxury brands to be 
completely transparent about their 
ethical stances and show that they 
care about the planet and its 
people.”

EUROMONITOR INTERNATIONAL (2018) 

73%
MILLENNIALS WILLING 
TO PAY MORE FOR 

“SUSTAINABLE GOODS” 
NIELSEN (2015)

“Blockchain technology will serve as a key 

component in ensuring the sustainability of 

consumer demand for luxury jewelry.”



Future World Jewelry Market



Tracked…Traced…Transparent…Truthful…Trusted

Responsible Supply Chain



Most of us want to write poetry…..
If you can’t measure it, you can’t manage it…
Humans wired to find the easy way…
Never enough time or money to do it right….
Define success:

Outcome…end justifies the means
Process….means justify the end

Make the next choice the right choice.
Control not cure..
Business behavioral change need culture first
The first casualty of emotion is reason
Not suggesting that you become a ……
Just More____ = Gooder

Mindfullness
Why To..Books

Make Next Choice a Good One (right One)
Purpose 

Conscious Culture
Tipping Point

Motivation doesn’t last,,nor does bathing...recommended daily
Define GOOD

https://www.facebook.com/IBM/videos/10215616441229106/

https://www.facebook.com/IBM/videos/10215616441229106/


TrustChain™ 
This blockchain collaboration 

between The Richline Group and 
IBM will track and authenticate 

diamonds, precious metals 
and jewelry at all stages of the 

global supply chain, 
from the mine to the retailer.

This is a unique collaboration that 
leverages IBM’s technology and the 

UL, independent third-party 
verification

1. The TrustChain™ collaboration is well positioned to engage with the wider industry on a solution that will 

improve efficiency in managing the movement and provenance of diamonds and precious metals.



TrustChain™ Positioning 

By leveraging distributed ledger technology to track jewelry from origin to customer 
end, we can not only deliver a transparent, trustworthy and ethical gold and 
diamonds to our customers, but also tell the story and unveil meaning behind the 
gold and diamonds that went into making the special piece. 

· What: TrustChain is a distributed ledger technology-based responsible sourcing    
verification solution

· How: that delivers transparent, trustworthy and ethical diamond jewelry

· For: socially-conscious consumers through retailers 

· Why: Economics not only Ethics



A simple overview of blockchain

In essence, blockchain is a technology which facilitates the 

exchange of trust. within the context of a business network (tracking the 

provenance of a supply chain)

However, at its core blockchain is a distributed ledger.  A ledger being the system of 

record.  And distributed being a common view of the ledger held by a number of parties, 

with multiple versions of the truth.

The are six key aspects to blockchain

1. Provenance; enable any asset to be secured to a ledger, physical or virtual

2. Consensus/Inclusion; all parties agree to a network verified 

3. Finality;  once an operation is completed, that operation is completed for good

4. Permissions;  ensure appropriate visibility, transactions are secure and 

authenticated 

5. Immutability;  once data has been written no one can change it

6. Smart Contracts;  dynamic agreements on how to execute transactions 



https://www.youtube.com/watch?v=lD9KAnkZUjU

A simple overview of blockchain

Understand the fundamentals of Blockchain

BlockChain Technology presents 
opportunities for disruptive innovation in global business.

https://www.youtube.com/watch?v=lD9KAnkZUjU


Chain of Custody

Know your Counterparty



Trust but 

Verify



DEVELOPING TECHNOLOGY: 

The Responsible Gold Supply Chain Applications provide immutable 
records of gold’ provenance and automates transfer of custody

For the first time, jewelers can access certified conflict-free, responsibly sourced gold with 

irrefutable assurance of provenance









A Trusted, 
Risk-Mitigated 
Supply Chain

An Industry Must
For 

Future Viability



Private, Permissioned Tracked and Transparent



TrustChain™: “Verified by blockchain”



TrustChain™: “Verified by blockchain”

The True Key: 
Responsible organizations and people are the foundation….

…..and the blockchain process is the verification. 

Trustchain™ diamond and jewelry collaborators already employ best practice in management of their supply 
chains, with Trustchain™ linking the parties together to provide a new level of assurance to consumers regarding 
the traceability of their jewelry and trust that they know where their product has come from.



Consumer experiences have been grouped into 5 categories:

• Telling to story of the product, now and in the future

• The shopping experience

• Insuring the ring

• Upgrading the ring

• Selling the ring

In conjunction with the core focus of the initial POC, we have explored potential consumer 

experiences that could be developed to demonstrate the provenance and authenticity of jewelry.

The concept work has focused on developing an example of a 

consumer experience relating to telling the story of the ring from 

mine to retailer, and letting the individual record the story of the 

ring once they’ve received it. 

A simple clickable prototype is available here:

https://xd.adobe.com/view/a422cf91-6c57-

49a9-5753-46cdcc598b23-d213/

Development of Marketing Concepts

https://xd.adobe.com/view/a422cf91-6c57-49a9-5753-46cdcc598b23-d213/


TrustChain™: “Verified by blockchain”

Telling the Story



Surveying 498 of our peers at Wharton helped us to 
understand further that the young generation 
represented opportunities to the diamond industry 
especially in three areas: 
• their passion for online digital retail experience, 
• deep concern over the jewelry’s origins
• a paramount focus on individuality. 

What we found very interesting and consistent with what 
TrustChain is trying to deliver is that millennials are not 
only set to be the largest consumption power by 2020 but 
also are willing to pay a premium for authenticity, 
individuality, and self-expression. 

TrustChain can bring unique value, especially to those 
young generations to not only validate the authenticity of 
jewelry but help them memorably express their stories. 











One adjustment we plan to make for our survey is to qualify the 

ethically-conscious respondents by incorporating an ethically 

minded consumer behavior (EMCB) scale. EMCB scores 

exemplify consumers consideration of ethics when making 

purchasing decisions. The important test will be a 

demonstration of the additional level of verification that the 

blockchain backbone can provide and measurement of the 

impact it has on perceived trust towards the product traced 

from the source. 



Next Steps

1. Focus on consumer concepts and retail presence
Drawing on the results of the abovementioned online surveys we will test the results by 

organizing six focus panels (3 for Generation Z and 3 for Millennials) before we even launch 

holiday PoC in 2019.

2. Expanding consortium for wider group of industry participants:

Banks, Miners, Refiners, Fabricators, Manufacturers, Distributors, Retailers

3. Commercialization and scaling to a full production platform







But jewelry is more than just beautiful –

it can also do good in the world.

There’s the joy of finding and wearing a beautiful thing that fed a 

family, educated a child, or supported an artist. 

It isn’t easy, but more and more jewelry companies are doing the work 

of creating ethical, responsible jewelry. 

And as long as consumers continue to ask for it, responsible jewelry 

options will continue to grow.



Contact:
Mark.Hanna@richlinegroup.com






