
Note: This sample paper doesn’t include graphics and subheadings, but yours must.  
“More than Just a Ring Thing: a Look at the Expansion of the Diamond Market”

by Keriam Engle & Emma England

1:40 TTh

“Nature has made a pebble and a female. The lapidary makes the diamond, and the lover makes the woman,” according to French author Victor Hugo in his poem Thoughts. Many diamond advertisements, however, seem to argue that the diamond that the lover buys in fact makes the woman. For many years the diamond has been a symbolic gemstone in our society, most notably in the form of the diamond engagement ring. As one studies advertisements for diamonds, similarities and differences emerge in ads from various decades. In close examination of three specific ads from 2001, 1988, and 1949, particular distinctions become apparent. Among these differences are target audience, consumer age, lifestyle differences, and individual values.


The first ad comes from a Newsweek magazine of September 2001. The setting for the modern diamond advertisement is outdoors, probably in a park or someone’s backyard, on a nice, clear day. It is very blurry and soft, which creates a romantic feeling in the ad. The bottom left corner appears to swirl up and to the right, suggesting motion. The overall effect of the setting is one of calm and solitude, which appeals to urban America’s fondness for natural surroundings. A man and woman in their mid-twenties to early thirties are the focus of the advertisement. They appear to be in a committed, loving relationship, and they may be married or engaged as it looks like the woman might be wearing a ring on her left hand’s ring finger. There is no special occasion portrayed, but rather it seems that they are simply enjoying the outdoors and each other’s company. They are embracing each other, and they look to be in motion, spinning around each other. The man is kissing the woman’s neck and she is looking down, smiling broadly. The woman is wearing either a button-down shirt with a long skirt or a dress. The man is wearing dress pants and a sport coat or dressy sweater. The look is definitely of a mature couple, and it appears that both the man and woman are perhaps business people. Their hairstyles also contribute to this maturated image. The woman’s hair has definitely been neatly styled and is smooth and sleek even though it looks like it is in motion. The man has a typical conservative male haircut. Both of these hairstyles suggest corporate America and fit well with the classic outfits the characters are wearing. By portraying the couple as being older and established in their careers, the ad appeals to similar people, who are the most likely individuals to have enough disposable income to buy diamond necklaces.


The characters appear on the right side of the image and the background of the image swirls up toward them. They are in clearer focus than the background but are still somewhat fuzzy, adding to the romantic air of the picture. The man and woman take up equal space in the picture, which lends an air of equality, but the man is definitely the aggressor in this relationship. He is passionately kissing her neck while she demurely looks away, demonstrating that traditional gender roles are definitely in effect in this advertisement. Although the man and woman are equal size in the picture, much more of the woman’s body is visible in the image; her head, right shoulder and arms, hands and hips are visible, while only a fraction of the man’s back and the left side of his head are visible. These traditional gender roles appeal to men, and since men generally buy diamonds for women rather than the other way around, this image works well to appeal to males in American society. The focus on the woman allows the males in the audience to envision themselves in this situation with the woman they love, and since the woman appears to be very happy and content, encourages men to buy the necklace in order to please their lovers. Overall, the soft focus and romantic pose contribute to the image of an idealized relationship.


The text of this advertisement works well with the image to create the romantic image of a mature, committed couple expressing their love for each other. Across the center of the picture, there is a timeline with arrows on both ends. There are diamond-shaped marks at various intervals on the timeline. Under these marks, the text reads “1st kiss…233rd kiss…4,115th kiss…butterflies haven’t gone away” in a light, italicized font. The font lends an air of elegance to the ad, while the words give the feeling of a long relationship, as clearly 4,115 kisses would have been shared over an extended period. The arrows on both ends of this timeline suggest that the couple has had a relationship since before their very fist kiss, and that their relationship will continue into the future, and the diamond-shaped marks are the first reference in the ad to the actual product being advertised, the diamond necklace. By saying that the butterflies haven’t gone away for this couple, the ad suggests that even though they have been in a romantic relationship for quite some time, they still are excited about each other and have the anxiousness of new sweethearts. This appeals to the desire of consumers to be in a stable, loving relationship and suggests that people who have been in long-term relationships can still enjoy each other’s company. This definitely would appeal to the target audience of this ad as they are of a similar age and have probably been in relationships such as this one. Below the image, on a black background, “celebrate your past, present and future together with the Three Stone Necklace” appears next to a small, clear image of a diamond necklace with three large diamonds. This clever choice of words lend meaning to the product by suggesting that the three diamonds on the necklace represent the past, present and future of the couple, and thus that by buying this necklace, consumers will demonstrate to their lovers their faith that their romantic relationships will continue. The focus is definitely on the couple, not the product, as this short reference to product is overshadowed by the huge image of the couple. The ad therefore uses emotional appeals to the consumer to try to convince them to buy the product based on its association with this loving couple.

Correlations and stark differences appear when this modern ad is compared to earlier advertisements, such as an ArtCarved Diamond advertisement printed in the September 1988 issue of Glamour magazine. In this advertisement, a man and a woman are sitting inside a red convertible on a ferry. This car portrays the image of an All-American sports car and adds to the casual and youthful atmosphere of the ad, as does the crisp focus. The characters appear to be in their young twenties. They are wearing loose white clothing and their hair is very natural and almost windblown. This gives an air of the spontaneous to the advertisement, and their white clothing suggests innocence and purity. Overall, the ad gives the audience the impression of fun and freedom, the American ideology. The woman is centered in the picture and looks down towards the man, which is unusual as advertisements of this type usually have the man higher above the woman. The woman is embracing the man, making the woman appear dominant, which demonstrates that although traditional gender roles operate in this ad as the man has just asked the woman to marry him, the woman is not merely a passive figure in the relationship. This appeals to men as it shows that their lovers will be excited to receive this ring and that their engagement will strengthen their relationship. As in the modern ad, males in the audience must be able to put themselves into the situation as they are the buyer, and since their focus is on women, making the woman predominant in the advertisement allows the men to associate the diamond with the woman they love. 

Everything is very much casual and to the point in this advertisement, especially the text. A strip at the top of the page reads "'We'll go far together,' I said. And I gave her a diamond that says we won't be traveling coach." This statement is important because its concentration is not on the length and commitment of the relationship as in the DeBeers advertisement, but the symbolism of the diamond and its appeal to status. 

Below the picture is a section of paragraphs that reads as follows:

Now that you've found the perfect person, make sure you find the diamond that suits her perfectly. Because, just as your love for each other is unique, no two diamonds are alike. Each one has its very own personality and sparkle.

Today, many people find that two months' salary is a good guide for what to spend on a Diamond Engagement Ring. So take your time to make sure you're buying the best quality. See the diamond experts at your ArtCarved jeweler. We'll help you understand the 4 C's: cut, color, clarity, and carat-weight, and explain how they determine a diamond's quality and value. For the ArtCarved jeweler nearest you and our free booklet 'Your guide to diamonds,' just call 800 922-9877. Choose a diamond as special as your love.

A diamond is forever.

This series of paragraphs uses the relationship as a gateway to selling the product. It states that a woman’s qualities should be reflected in the ring she wears, which makes men in the audience think about the type of diamond they purchase because, according to this company, a quality diamond reflects a quality woman, and why should their sweethearts not have the best? The focus, however, is not on the relationship, but rather on the diamond itself as much more of the text is devoted to discussion of diamonds rather than the couple’s love for one another.

The only picture of the product in this ad is a small insert in the lower right-hand corner across from the name of the company: ArtCarved. Below it reads, "Is 2 months salary too much to spend for something that lasts forever?" This also contributes to the materialistic focus of this advertisement. It talks about salary, the cost of the diamond, and the status brought by the ring, but only briefly mentions the couple. Even when the couple is mentioned, their relationship is described in terms of materialism; they don’t want to figuratively buy cheap airline seats on their journey of life. The reason for this is probably that the 1980s were a decade of materialism and success. There was a competition for status, and material possessions such as this diamond were the means to the end. This advertisement is bold and to the point, bluntly stating “see the diamond experts at your ArtCarved jeweler,” and even offering a free guide to buying diamonds to show that they are the diamond experts, and thus that their diamonds would be the greatest way in which to show one’s success. This also suggests that since company goes through the trouble of making sure the customer is knowledgeable about diamonds, they must really care about the customer and the quality diamond they receive, lending them credibility in the customer’s eyes. Furthermore, this company does not shy away from discussing the issues of price and quality as DeBeers does in its ad. This is also probably due to the materialistic nature of the 1980s, a time in which discussing monetary issues was more acceptable than in the relationship-focused modern day. In addition, since the goal of DeBeers’ advertising is expanding the market for diamonds as an industry, it cannot focus on pricing as it is not a retail company. ArtCarved, however, is a retail company that is able to set its own prices and wants to gain the loyalty of consumers, and thus discusses quality and pricing in its ads.

If we go further back to an advertisement in Photoplay of December 1949, similarities and differences between this and the more modern ads are still evident. This particular ad emphasizes diamonds specifically as used in weddings. In a picture cropped in the shape of a diamond cut are a man and a woman. They are obviously at a wedding as she is wearing a lacy gown and veil and two strings of pearls. He wears a fancy tuxedo with an ascot. It appears that they are already married as she has a ring on her hand. Their pose is strikingly unnatural; they look like they are posing for a wedding portrait. The woman is in front of the man and takes up most of the space in the picture, and her head is the exact center of the diamond cut. They gaze at each other with loving eyes, the woman smiling and the man with a serious look of authority on his face. The woman's hand is lifted to her head and curled just at her ear, showing the ring on her finger. This ad gives a sense of almost dreamlike perfection. The picture, in a soft focus without a background, is reminiscent of the classic Cinderella story. It is very idealized and traditional, appealing to the ideals of home and family. Next to the picture of the couple four sets of rings are shown, individually priced. Below the picture are the words "Everything we've hoped for" and a paragraph explaining the couple, then the company, using the relationship as a way to get to the selling aspect much as the 1980s ad does.


These ads can be analyzed by first considering their similarities. These ads all appeal to the same target audience: male outer-directed consumers. This group includes the belongers, who believe in family values and tradition, the emulators, who are status conscious and have at least moderate disposable income, and the achievers, who buy to show off status and wealth and want to buy items that show success. Looking at these three ads, it is clear that the woman is central in each. Typically most of her face is visible while usually profile of the man’s is shown. It is important for the advertisement to centralize the woman because the man must put himself into the situation in order to want to buy the product for his lover, and thus this trend continues through all the ads, regardless of their respective decades. These ads also all imply that women will be pleased with these material gifts as all the women appear very happy, and thus they appeal to these men’s need to impress others with their abilities to buy things for them. This focus on the woman in the ad also appeals to women as the target audience as women have influence on the goods that their lovers buy for them, and thus ads that appeal to women will also help sell diamonds to men. Another similarity between the ads from different decades is the idealized image that each of the relationships portrays. Although the relationships are different, these ads show a relationship to which the public from each era can relate. In this way, the ads try to make the public associate the product with the relationships. Since no one ever really needs a diamond, this is an effective way in which to encourage consumers to spend their disposable income on luxuries. The different types of relationships shown also serve to expand the diamond market by not restricting it to newly engaged couples, but also to unmarried lovers and couples who are already married.


Some key differences through the decades, however, are the ages of the target audience, their lifestyles, and family values. Age is a big factor in these ads, and the age of the couples has increased over time. This trend is mirrored by statistics from 1965 to 1995, which show that the average age for a first marriage has gradually risen from as young as 21 to as old as 31. Those that are marrying are not only older, but more educated. With the increase in the number of people who are attending college first and then marrying later comes a delay in the amount of time until individuals attain high salaries that are necessary to afford luxuries such as diamonds, and thus the people shown in the later ads look older and more businesslike as those are the type of people most likely to buy diamonds in the modern day. Also, in the past, beliefs in love at first sight and marrying of first loves were more widespread, while nowadays many people are open to having more relationships, even living with someone before marriage as a way of finding "the right person," their "soul mate." This is reflected in the newest ad, which does not completely concentrate on the diamond engagement ring as the earlier ads do, but on a three stone diamond necklace. This appeals to men who can buy the women in their lives a diamond as a sign of love, even if they are not ready for marriage or if they are already married, giving the companies a larger market than just newly engaged couples.


These three advertisements are very different in the way they portray the product. As time has gone by ads have focused less on the actual merchandise, and there is less mention of quality and price in the newer ads. In the ad from 1949, for example, the engagement rings are clearly and largely pictured at the left side of the ad, with prices and text explaining the quality of them below. Both the 1949 and 1988 ad mention "the four C's: color, clarity, cut, and carat weight," and both of these ads use the relationship in the picture as a way to introducing the idea of quality. The 1988 ad even gives a specific suggestion of how much money should be spent on a diamond engagement ring, repeatedly suggesting that “two months’ salary” is an appropriate expenditure. The 2001 advertisement focuses purely on the relationship, however. There is no mention of quality or pricing whatsoever. Like in the 1988 ad, the product is pictured quite small in the corner. The 1988 ad thus is the link between the 1947 and 2001 advertisements. It explains the company and quality like the 1947 ad does, yet it still has a strong focus on the relationship like the 2001 ad. The relationship is fun without the formal restraint of the wedding of the 1947 ad. One last similarity between the 1947 and 1988 ads is the offering of a guidebook to buying the right diamond. This might make the consumer feel more trusting in the company because they get the feeling that the company cares about them enough to help them see what a good diamond is, but the 2001 ad is totally devoid of this discussion of quality. 


Clearly, the evolution of the diamond advertisement has been quite complex over the past few decades. Both similarities and differences are visible in these ads, and societal changes can help explain the reasoning behind these changes. The diamond has always been a very symbolic item of society and its advertising is a reflection of the times. Parts of the ads can easily be related to values and lifestyles in society at the time of print. Whether it is for marriage or just a token of affection, the diamond has become a symbol of not only commitment but also love. 
 
A diamond is forever.
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