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ENCODING VALUES AND PRACTICES IN ETHICAL JEWELLERY

PURCHASING: A CASE HISTORY OF ITALIAN ETHICAL LUXURY CONSUMPTION

Abstract

The concept of ethical jewellery today includes certified Fair mined gold as well as conflict-free
and ethically mined diamonds; consumption of such products is soaring in tandem with evolving
consumer interest in ethical labour practices and sustainability. While previous studies
investigate ethical jewellery consumption, the literature is silent on such consumption by Italian
consumers. We aim to close this gap, through a case history of Italy’s first and currently most
popular ethical jewellery store, Gioielleria (Jewellery) Belloni in Milan. Through ethnographic
interviews with the owner and a representative sample of his clientele, we illuminate an ethical
jeweller’s practices and values, contextualized in the socio-cultural traditions unique to Italy. We
further examine how Italian ethical consumers interpret Canadian ethical diamonds and certified
Fair mined gold during their purchasing experiences, vis-a-vis their perceptions of the Made in
Italy brand. We employ Ethnopragmatic Theory (Duranti 2011) and the concept of

Territorialisation (De Martino 2008) in our conceptual framework.
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ENCODING VALUES AND PRACTICES IN ETHICAL JEWELLERY PURCHASING:

A CASE HISTORY OF ITALIAN ETHICAL LUXURY CONSUMPTION

1. Introduction

The concept of ethical jewellery today includes certified Fair mined gold, along with
conflict-free and ethically mined diamonds. Consumption of ethical jewellery has soared in
recent years, in tandem with rising consumer interest in fair labour practices and environmentally
sound manufacturing. The issue of ethics in jewellery production has gained equal weight to
sustainability; whether relating to global mining activities (Kjarsgaard and Levinson 2002),
supply chain management (Okatei et al. 2017), or labour practices, ethics has risen to the
forefront of consumer consciousness. Non-profit organisations, activist groups, and international
governmental institutions have drawn consumer attention to ethics in jewellery manufacturing
via campaigns addressing corporate social irresponsibility (Hilson 2008, 2015; Moraes et al.
2017), including lack of transparency, human rights abuses such as child labour, environmental
degradation from mining, and the role of conflict diamonds in funding terrorism. These
criticisms present fundamental challenges to the organisations of the global jewellery supply
chain, as well as corporate governance (Muskawa 2014). Many scholars (Kapferer and Michaut-
Denizeau 2013) note that most major mining companies and luxury groups have over the past
twenty years embraced ethical and sustainability positions; Tiffany and De Beers have long cited

social and environmental responsibility as intrinsic to their business models. Accordingly,



consumer criteria for fine jewellery purchase decisions are now likely to include ethical business

practices (Muskawa 2014), although research in this area remains scant (Moraes et al. 2017).

Most approaches to the issues of luxury consumption start from social theory and are
often based on an ontological perspective of dualism between the individual consumer and the
overall social structure. This dualism has been challenged by alternative sets of understandings
of human action in context (Schatzki 1997; Reckwitz 2002), which traverse individuals and
structures, and assume a societal framework comprising social practices produced and
reproduced across time and space (Giddens 1984). These different approaches can be inserted in
the common category described as practice theories (Moraes et al. 2017). While practice theories
are employed in a diverse range of topics related to consumption and marketing (Echeverri and
Skalén 2011), their primary application relates to research on consumption (Harvey et al. 2001;
Warde 2005; Arsel and Bean 2013) and studies on behaviours modified to reflect a commitment
to sustainability (Repke 2009; Shove and Walker 2010; Evans-Lacko et al. 2012; Rettie et al.

2012).

While economic models assume that human actions are dependent on individual
objectives, and other social theories tend to see actions as a form of compromise between social
norms and the need for some degree of consensus, practice theories seek to highlight action

through symbolic processes of interconnected meanings (Reckwitz 2002).

The proliferation of approaches attempting to overtake the implicit dualism in the social
science literature shares some commonalities whereby practice explanations are related to human
activities, knowledge, meaning, language, social institutions, and historical transformations
involved in the field of practice (Schatzki 2001). In many studies consumers are visualized as

practitioners rather than authors of their own actions; thus, they can execute actions according to



a shared social background of knowledge and understanding of normality, which in turn are
interpreted subjectively (Evans-Lacko et al. 2012). This conception implies that different forms
of consumption are embedded in the social underlayer and linked to individuals’ judgments of
what comprises normal actions (Shove and Walker 2010; Rettie et al. 2012).

Despite the significant corpus of works on consumption, no clear, unified practice theory
approach exists in extant literature regarding ethical and sustainability issues in consumption
studies, despite the urgent timeliness of understanding these issues (Fuentes and Martinez-Jurado
2014); indeed, the very definition of such issues is unclear. For example, some investigations
suggest that consumers’ meanings do not consider the potentially negative impact of luxury
consumption, since luxury products do not appear frequently in commodity consumption
practices. Moreover, consumers may perceive such products as unaffordable, thus rendering the
ethical issues related to such goods moot (Davies et al. 2012).

As suggested by Moraes et al. (2017), ethical issues in luxury consumption need new
processes to understand how people incorporate materials, knowledge, and meanings in their
ways of consuming. Moraes et al. suggest applying practice theories, not only to study routine
purchases, but also to examine non-habitual practices such as ethical luxury consumption.
Notably, they further propose linking norms and the consumption environment to consumers'
behaviours. Via this approach, scholars aim to explore how these practices are learned and
shared among consumers in their daily lives (Moraes et al. 2017: 532).

While previous studies investigate ethical jewellery consumption, the literature is silent
on such consumption by Italian consumers. In the present study, following Moraes et al., we aim
to close this gap, through the lens of a case history of Italy’s first and primary ethical jewellery

store, Gioielleria (Jewellery) Belloni in Milan. Through ethnographic interviews with owner



Francesco Belloni and a representative sample of his clientele, we illuminate the specifics of an
ethical jeweller’s practices and values, contextualized in the socio-cultural traditions unique to
Italy.

Rather than rely on a theory of social practices applied to studies of luxury consumption,
we furnish a completely new conceptual framework, applying Ethnopragmatic Theory (Duranti
2011 and referred to hereafter as ET), which has heretofore never been applied in an analysis of
luxury consumption. Through our methodology, we examine how Italian ethical consumers
interpret Canadian ethical diamonds and certified Fair mined gold during their ethical purchasing
experiences, including through comparisons with their perceptions of the Made in Italy brand. To
deeply understand the overlapping consumption spaces of Canadian jewellery products on the
one hand and their Made in Italy counterparts on the other—an overlap unique to Italian
consumers’ experiences--we further introduce, for the first time in a study of consumption

experiences, the concept of territorialisation (De Martino 2008).

2. Methodology
In terms of a theory of social practices, we not only include norms and consumption

environment to promote behaviours (Moraes et al. 2017), but also unconscious actions (Bourdieu
1977) and cultural values that locate habits in a particular cultural environment. While Bourdieu
(1997) emphasizes the importance of embodied habits for human actions, we follow Akrivou and
Di San Giorgio (2014) in considering human habits not only as reproductive actions of an
existing status quo, but also as a dialogical conception, which allows for new gradual co-
creations and co-evolutions of novel actions emerging between acting agents (e.g., jeweller and

clients). This dialogical perspective is particularly applicable to ET (Duranti 2011) and the



concept of territorialisation (De Martino 2008) in our luxury consumption analysis. Duranti
(2011)’s methodology, which represents the theoretical concerns driving our research approach,
gives pragmatic force to language, with insights taken from post-structuralist social theorists
such as Anthony Giddens (1979; 1984), Pierre Bourdieu (1977; 1990; 2000) and Charles Tylor
(Tylor 1985) as well as phenomenologists like Edmund Husserl and Emmanuel Levinas (Duranti
2009a). Duranti, referring to Bourdieu's concept of "habitus", also specifies that in the analysis of
the communicative performance between subjects, not only the said words must be considered,
but also the unconscious behavioural aspects (of which people are often unaware) must be
observed and interpreted, which are in any case effective in transmitting the agentive entities
related to communication and understanding of the aesthetic, moral, and practical contents
transmitted through language.

Thus, Duranti perceives the world as a context full of meanings (Duranti 2011) in which
subjects interpret their surroundings according to hermeneutic practices shaped through countless
previous normative values. Specifically, he asserts that in most cases people do not have
conscious control over their interpretations of the world, even if their interpretations, as well as
values and behaviours, are limited.

In the present study, Duranti’s ET is adapted to encode cultural values, as unconscious
and conscious thoughts emerged during our interviews with the jeweller and his clients. By
adapting ET, we can compare our participants’ comments to highlight their discrete intentions to
create common interpretations of ethical jewellery, Fair mined certified ethical gold (FCEG), and
Canadian ethical diamonds (CED), and their perceptions of unethical versus ethical mining

activities.



In the present research, we cannot ignore the important aspect of intersubjectivity, which
we use to understand both the relationship between subjects in the retail store, in which the
people interviewed evolve to experience direct sensory access to each other, indirect access with
imagined subjectivity (such as miners employed in the mines in other parts of the world and local
communities near the mines) and a connection, acquired through personal experiences and media
exposure, between consumers and an imagined environment related to mining activities.

Inevitably, perceptions of what comprises ethical jewellery given by our participants
embed global advertisement narratives that frame CED and FCEG, whose influence we must
consider. Nevertheless, we do not interpret transnational knowledge linked to minerals as a way
to impede people’s ability to be reflective in the context of commodities regimes. Quite the
opposite-- considering the wide advertisement discourse, we must both highlight and contrast the
cultural flexibility of interpretation that allows our participants to reshape the global messages of
CEDs and FCEG as applied to Italian fine jewellery. This process of malleability is concretized
through the comparisons of participants between their cultural comprehension of the idea of

Made in Italy products (which are perceived as a familiar concept) and ethical jewellery.

3. Ethnographic research

Our research aims to provide a deeper understanding of how Francesco Belloni engages ethical
clients who are exhorted to contribute, thanks to their virtuous purchases, to save the planet and
defend particular categories of people (such as workers and children) employed in mining
activities in other parts of the world. Our work is informed by the salient elements of an
ethnographic account (Joy and Sherry 2003, 2009) via in-depth interviews with the jeweller and

fifteen ethical clients, both male and female from diverse parts of Italy, and systematic data



collection, gathered through the integration of oral and written documentation on mining
activities, as well as on Fairtrade certification schemes, supply chain management linked to
ethical diamonds and gold, and various case histories of ethical purchases in fine jewellery
contexts (Le Billon 2008; Ghilani 2012; Moraes et al. 2017). A number of important documents
were collected at The Prince of Wales Northern Heritage Centre archive in Yellowknife in
Canada’s Northwest Territories in order to deeply examine the economic and historical process
of ethical certification and global narrative discourses linked to Canadian diamonds. We used a
phenomenological approach (van Maanen 2001) combined with ET in our interviewing process
with a questionnaire at the end of the ethnographic research, which allowed us to summarize the
most important emergent topics. All interviews lasted from sixty to ninety minutes, were
recorded with the permission of interviewees, and focused on individual experiences.
Participants were chosen on the basis of their consumption and frequency of visiting Gioielleria
Belloni_and their knowledge of CEDs and FCEG. Participant ages ranged from twenty-seven

through forty; most were affluent.

Thanks to the methodology adopted during the interviews, subjectivity was a key
component in eliciting the deeply embedded meanings of ethical purchases both in consumer
experiences and in the linguistic ways deployed to explain them, to draw out participants’
otherwise untapped responses. Among all interviews, commonly asked questions included: What
does the concept of ethics linked to diamonds and gold mean to you? When and why did you
choose to buy ethical jewellery instead of other kinds of jewellery? What does being an “ethical
consumer” mean to you? How do you imagine mining activities in the Northwest Territory of
Canada where ethical diamonds come from? How do you imagine mining activities in artisanal

and small mines linked to Fair mined certification? And lastly, how do you perceive mining



activity? All interviews were transcribed and analysed to identify emergent narratives and

cultural values.

Table 1: Participants divided into age classes (from 25 to 40 years old; and from 40 to 60 years
old)

Participants from 25 to 40 years old Participants from 40 to 60 years old
Marco (37, Office worker, Genoa); Filippo Francesco (59, Jeweler, Milan); Francesca
(33, Banker, Varese); Sara (37, Doctor, (42, Office worker, Milan); Manuela (42,

Brescia); Francesca (34, Art Director, Rome); | Manager, Torre del Greco); Mauro (51,
Giacomo (32, Geologist, Padua); Laura (37, Doctor, Milan); Carlo (42, Office worker,
Office worker, Pistoia); Giada (37, Office Piacenza); Letizia (40, Office worker,
worker, Lecce); Pietro (37, Engineer, Milan); | Bollate-Milan); Umberto (50, Architect,
Milan); Luigi (45, Doctor, Rome);

During our ethnographic research, we synthesized existing narratives about CEDs and
FCEG (from literature as well as mining companies’ and luxury brands’ reports and websites) in
nodes emerging from the findings. In accordance with Sippl (2015), we found that commodity
regimes targeting minerals include a range of transnational initiatives varying according to
different categories such as minerals (gold, diamonds, tin, tungsten); issues of interest (conflict,
environment, poverty, worker rights); producer scale (large versus small or artisanal scale);
program type (third-party certification, building projects, second-party labelling); and program
duration (one-off grant-funded pilots versus ongoing, self-sustaining initiatives) (Sippl 2015;
Van Bockstael 2014). To better understand how the global narratives on CEDs and FCEG
interacted with Italian ethical consumers' discourses, we focused on “minerals” (gold and
diamonds); “issue of interest” (conflict, worker rights, environment); “producer scale targeted”
(large scale in Canadian context; small or artisanal scale in South countries mines); “program

type” (traceability, referring to the physical tracking of minerals at all points on the supply chain,



from the mine of origin to the customer, and certifications), and “imagined geographic
dimension” as explicated in the media (Africa versus Canada; polluting small and artisanal mines
in undefined places in the world versus sustainable small and artisanal mines thanks to the Fair
mined program).

A key difference between “minerals” and “issues of interests” is their respective differing
global narratives: diamonds versus conflicts and human rights, and gold versus environmental
pollution and labelling programs. “Blood diamonds” are portrayed as funding violence and wars
(Le Billon 2006; D’ Angelo 2019), and are linked to criminal projects, motivated by lust for
resources and viewed as an easily accessed loot source (Collier, Hoeffler 1998; Keen 1998), with
warlords (De Boeck 2001) viewed as exploiters of men, women, and children subjected to
widespread abuses (Le Billon 2008).

The first guarantee encourages consumers to have an ethical perception of diamonds, and
is linked to our category of “producer scale targeted” which, in the case of Canadian diamonds,
is associated with large-scale operations. As some participants noted, industrial exploitation is
associated with stronger economic growth: a poor human-rights record directly equals lower
prices. Specifically, the exploitation of primary or kimberlite requires industrialization
[kimberlite is an igneous rock, which may feature diamonds]. In contrast, secondary or alluvial
deposits, often found in poorer countries, are open to artisanal mining with or without the official
consent of authorities (Le Billon 2008). Privileging industrial over artisanal mining has
significant political consequences. Compared to artisanal exploitation, industrialization
concentrates power in the hands of the state that, in the case of Canada, globally certifies rhetoric
on ethical employment opportunities and reflects the preferences of foreign extractive companies

obligated to respect Canadian laws. Thus, diamonds can be perceived as emblemizing Canada



itself (Banet-Weiser 2012) in which social issues are the platform not only to sell products but
also to sell the Canadian Government brand.! In this context, CEDs are also related to the
category of “program type” through certification of origin. Indeed, the government of the
Northwest Territories of Canada is the first in the world to issue government-certified certificates
of authenticity to diamonds that are mined, cut, and polished in the Northwest Territories. The
Canadian brand is globally presented as signifying the purity of the diamonds, both geologically
and politically. This discourse proposes a Canadian diamond mine’s characterization as, in
environmental terms, incorporating “clean mining” and, primarily, embodying social
responsibility. However, the actual process of Canadian diamond certification is somewhat
nebulous, in that not all diamonds from Canada carry certification that is from Canada. In order
to state that such diamonds are Canadian in origin, their certification should be traceable all the
way from the rough diamond to the wholesaler’s office and finally through to the retailer who
sells the diamond. In order to certifiably be from Canada, the diamond has to have a logo for the
Canadian Diamond Code of Conduct and the seller must be listed as a member of the Canadian

Diamond Code of Conduct. (https://purediamond.ca/info/how-to-make-sure-your-diamond-is-

canadian/).

In its response to the “blood diamonds” discourse surrounding African diamonds, Canada
has been the leading country in proposing a certification scheme, launched in 2003, that
surpassed the Kimberley Process (KP) plan, a certification scheme itself, initiated in 2002, to
prevent blood diamonds from entering the market for rough diamonds (Bernstein 1992). The KP
can fairly be represented as the project preceding the Canadian diamond certification in the fight
against conflict diamonds. For decades, the illegal process of mining and marketing rough

diamonds was accepted by mining companies. In 2000, however, De Beers announced that they



were no longer willing to trade diamonds from conflict zones, particularly from African mining
contexts. Governments and mining industries began to work together to combat the illegal
diamond trade and, by founding the World Diamond Council, they signed the KP plan. In
contrast to Canada’s ethical diamond certification of origin, the KP does not allow consumers to
know the exact origin of a given diamond, but simply guarantees, thanks to the signature of
governments, mining companies, and other for-profit and non-profit organizations, as well as of
private citizens, that a specific diamond entering the market has not been derived from illegal
trafficking managed by criminal organizations (Haufler 2009).

Thanks to a global marketing strategy of the mining companies operating in Canada, the
opposition is automatically created between state-regulated Canadian mines and African artisanal
mines: two opposite peaks in the geopolitical landscape of diamond mining and trade (Le Billon
2008). Schlosser (2013) argues that CEDs, presented as the pure alternative to African “blood
diamonds” often constitute a crude attempt to establish linear links between different places that
invoke poverty and natural resources (D'Angelo 2019) as well as images of Africa as
synonymous with violence and primitivism (Le Billon 2006)—in direct opposition to symbolic
imagery of northern Canada as a pristine and implicitly moral rural space white with snow.

The global narrative regarding artisanal and small-scale mining centers on health hazards,
particularly because mercury amalgamation in gold mining can precipitate human and
environmental damage. As numerous studies show, in addition to air and water pollution due to
cyanide and mercury (used for the sorting of ore from waste rock), the environmental
degradation caused by the mine also compromises the livelihoods of those living near mining

areas (de Theije and Salman 2018). Moreover, environmental pollution raises issues of land



ownership conflicts involving miners, collective or private concession holders, and indigenous
communities (de Theije and Salman 2018).

Discourses on artisanal and small-scale mines create images implying that gold mining
directly leads to or indirectly financed armed conflicts over the mineral. This representation is
supported by many studies on African artisanal mines (Lujala et al. 2005; de Theije and Salman,
2018) in which mined diamonds finance rebel groups (d'Angelo 2019; Verbrugge 2017). As of
this writing distinctions between “artisanal and small-scale mining” are undefined, and often
conflated in the literature. Many scholars (De Boeck 2001; Lujala et al. 2005; Kyba et al. 2019)
affirm that artisanal and small-scale mining (ASM) in combination are largely an informal sector
with limited available information on production, revenues, operations, and even the location of
activities. Empirical evidence supporting formalization of this sector as a means to improve
working conditions (e.g., by the Minamata Convention, a global treaty designed to protect
human health and the environment from the adverse effects of mercury use in mining activities)
is largely unavailable to researchers. We do know that artisanal mining activity is typically
informal, lacks sophisticated machinery, and attracts destitute workers. In contrast, small-scale
mining activity is more organized, although miners do not necessarily use sophisticated

machinery even if they have higher revenue turnover and legal licenses.

Over the past thirty years, both small-scale and artisanal mines have increased globally
(de Theije and Salman 2018), yet as of this writing, no existing agreement fully defines and
regulates either type of mines, a situation complicated by the fact that what regulation there is

varies from state to state, according to the internal politics and economy of each nation.

In our category of “producer scale targeted” linked to artisanal and small-scale mines, the

general representation of artisanal mines depicts scenarios in which small groups of unorganized



workers, often within families, are involved in mining, while the representation of small-scale
mines supports narratives of mining management through small cooperatives. Drawing on
existing literature, however, both types of mining organizations can be regulated legally or

illegally (Hentschel et al. 2003; Jennings 1999).

In the 1990s, governments in Columbia, Peru, and South Africa began promoting an
image of environmental sustainability. Given its role in tackling the degradation caused by
mining activities and providing supply-chain tracking guaranteeing Fair labour and
environmental policies, such sustainability represents an alternative to environmentally
damaging mining activities. The Fair mined program aims to formalize artisanal and small-scale
mines into a profitable activity using efficient technologies, end child and labour exploitation,
and reduce poverty in participating countries. Beginning in 2009, artisanal and small-scale mines
worked with the Fairtrade and Fair mined Gold (Childs 2008; Valerio 2013). Starting in 2013,
the world standard for defining mined gold, silver, and platinum evolved from Standard Zero
(the world’s pioneering standard for mined gold, silver, and platinum) to Standard 2.0 (created in
2014 and involving stakeholders throughout the supply chain). A third-party certification
program checks compliance with the standard for artisanal and small-scale mines every year.
Today twelve artisanal and small-scale mines worldwide are certified as Fair mined (two in Peru,
two in Bolivia, seven in Colombia, and one in Mongolia). Certified artisanal and small-scale
mines receive at least ninety-five percent of the gold price set by the London Bullion Market
Association, which is higher than the usual market price (European Commission 2010). In
addition, miners receive a Fair mined premium of USD $4,000 per kilogram (Kempf 2017).
Taken as a whole, the imagined geography of symbolic environmentally friendly mines, and of

miners working in safe conditions with Fair wages, is further entrenched in consumers’ minds.



3.1 Gioielleria Belloni: contextualisation of ethnographic research on Italian fine jewellery
purchases

Gioielleria Belloni has a venerable history dating to 1926, when the grandfather of the
current owner, Francesco Belloni, opened the store in Milan. With Francesco at the helm,
Gioielleria Belloni first engaged in charitable activities in 2002, donating part of the proceeds
from their jewellery sales on Valentine’s Day and Christmas to non-profits active against cancer
and supporting minors in poverty; moreover, ten percent of the customer jewellery purchases
were donated to various charitable organizations. These donations were always communicated
locally, through regional television networks or in radio broadcasts, often in advance.

In 2003, Francesco attempted to donate to the Londoner Survival International (a human
rights organization formed in 1969 whose campaigns support human rights in developing
countries); the organization refused the donation based on Belloni’s connection to diamond sales.

The group had already been boycotting the Diamond Trading Company and De Beers in

Botswana for several years (https://www.survivalinternational.org/); the latter company had
expropriated the Bushmen [hunter-gatherers indigenous to Southern Africa] from their land,
especially in the Kalahari Desert, where diamond deposits had been found.

At the time, Franceso was sourcing African diamonds only. Survival International, in
response to his plea, provided an alternative: diamonds from the Ekati and Diavik mines in the
Northwest Territories of Canada.ll In 2005, Gioielleria Belloni began selling CEDs in Italy; the
company’s website terms Fair mined gold “The gold to be proud of”. A grateful clientele
immediately perceived Canadian gemstones as free from illicit trafficking, unlike African
diamonds. Francesco specifically noted that the Canadian origin of his diamonds was a key

selling point to his customers, to the point that he identifies his clientele as ethical customers, as



opposed to other customers who choose not to purchase ethically produced jewellery. Francesco
created the Ethical Diamonds brand, whose logo is a stylized diamond featuring a red maple leaf,
which he has promoted widely online and through advertisements on Radio Popolare di Milano,
a station with a politically liberal viewpoint whose listeners tend to embrace environmental
sustainability and ethical labour practices.

The Ethical Diamonds brand focuses on supply chain certification. As Francisco noted
during our interview with him, the Gioielleria Belloni website quickly became a major e-
commerce source, both locally and worldwide for ethical Canadian diamonds. "Before
introducing CEDs, the jewellery shop sold around 60 diamonds a year; in recent years, that
number has hovered around 300, specifically of CEDs. In 2008, Gioielleria Belloni also started
selling FCEG from artisan mines in Columbia and Peru, thus creating the "Ethical Gold" brand.
Francesco buys pure gold in grains and sends it to workshops outside the shop that process it,

ensuring that certified Fair mined gold is separated from its non-certified counterpart.

4. Encoding values: How Italian ethical consumers perform jewellery purchases
Applying ET allows us to study agency through two different lenses: performance and
encoding (Duranti 2001; 2004). Close attention to the performance of language suggests that
even before constituting specific speech acts, the use of language affirms the speaker as well as
the listener as potential agents. Thus, we apply the performance of language to our analysis of
interviews to highlight how Francesco and his clients co-create a discursive universe on CEDs
and FCEG, as well as on ethical mining activities and ethical consumption. In adapting Duranti’s
encoding theory in our analysis of interviews, we substituted an ethnographical codification of

values and representations of Duranti’s original linguistic application on the study of grammar.



Duranti’s explication about the ergative-absolutive type of language (EATL) inspired us to
construct a frame able to encode ethical purchasers’ values. ¥ Notably, the key assumption we

derived from EATL is the dependency of the agent’s identity (i.e., jeweller and clients), as well

as their values and behaviours, on the object (i.e., ethical jewellery).

Premising that CEDs and FCEG (as objects driving agency in Italian fine jewellery

consumption) establish the background of our analysis, we summarize in Table 2 below data

derived from our interviews: 1) the main values that encourage ethical clients to choose ethical

jewellery; 2) the ideological representation of mining activity; and 3) the cultural representation

of ethical mining activities.

Table 2: Data Derived from our Interviews with Participants

clients toward ethical

choices

Main values able to guide

Ideological representation

of mining activity

Ideological representation

of ethical mining activity

Human rights: 15 clients

interviewed

Hard work: 12 clients

interviewed

Workers respected: 8 clients

interviewed

Environmental impacts: 11

clients interviewed

Risky work: 7 clients

interviewed

Safe workplace: 5 clients

interviewed

Guilt sense: 9 clients

interviewed

Underpaid work: 4 clients

interviewed

Fair wages: 4 clients

interviewed




As illustrated in Table 2, Gioielleria Belloni clients have a clear perception of both the
values that guide them in their ethical jewellery purchases, and of what comprises an ethical
mine. Starting from a quantitative point of view, Figure 2 shows that the number of participants
in the two first columns is higher than the third column--many people interviewed gave two or
three explications in the same response—while as shown in the third column, just two clients
gave two interpretations of ethical mines within a single reply; the remainder each gave only one
interpretation. From a qualitative perspective, this information suggests that participants had not
fully embodied the concept of ethical mining, nor, as hypothesized below, (as shown below in
Section 5), of ethical jewellery.

This evaluation allows us to clarify how Gioielleria Belloni’s ethical customers
distinguish themselves through their purchase choices from store clients. Based on our data, we
surmise that, while they were not fully aware of what constituted ethical mining activity, their
purchases of CEDs and FCEG fine jewellery allowed for self-expression as moral individuals
through consumption. Furthermore, we can hypothesize that ethical fine jewellery embodies a
moral code and, as such, serves as a means for clients to experience not only their personal
attitudes toward consumption but also their existence as a whole. Thus, as a result of their ethical
choices, they have achieved their own integration within the larger world.

We asked Francesco the same set of questions offered to our other participants, as

summarized below in Table 3.

Table 3: Data Derived from Retailer

Main values in the Ideological representation | Ideological representation

jeweller’s suggestions to his | of mining activity of ethical mining activity




clients in the realm of

ethical purchases

Protect workers’ rights Workers don’t follow safety | Mining companies operating
linked to diamonds and gold | protocols in poor countries. |in Canada follow Canadian
extraction. laws; therefore, workers'
rights are respected.

Thanks to Fair mined
certification we have the
same guarantee for artisanal

and small-scale mines.

Environmental safeguards Uncontrolled use of mercury | More sustainability thanks to
above all for large-scale in small-scale and artisanal | recurring controls.
industrialisation, even if mines.

artisanal and small-scale

mines have less effect on the

environment.

In comparing the communication styles and responses of Francesco and his clients, the
concept of intersubjectivity — between the former and the latter, as well as between our
participants and their varied theorized communities of miners and geographical spaces--would
appear to play a crucial role. Intersubjectivity is the common denominator in all responses

creating high involvement among participants, such that they become a community comprising



people who share common values, experiences, and ideas, whose setting is a retail store (or its
online presence). Furthermore, our participants’ answers displayed a strong communicative
empathy. Some clients connected characteristics related to ethical jewellery with their conception

of Made in Italy products, as shown below in Section 5.

4.1 Performance in the discursive universe on ethical jewellery

To capture our understanding of the Italian ethical luxury performance as experienced by
its practitioners, we turn to the discursive universe on CEDs and FCEG as extrapolated from our
interviews, to highlight the cultural values that inform Francesco’s interactions with customers as
he guides them toward ethical purchases. Specifically, following Duranti’s assertion in which
agency is enacted and represented through language, we have aggregated conceptual nucleuses,
derived from our interviews, that articulated specific values, thoughts, and behaviours. During
our conversations with Francesco and several customers, variations on the phrase « We want to
be different thanks to ethical options» often emerged. Our participant Luigi, a repeat ethical
client, took pride in his potential to influence the wider market: «If you are no longer buying
[non-ethical] products, its manufacturer loses business and will perhaps change its ways. As a
consumer, every time you buy something you can make a difference».

With Figure 1 below, we show how «to be different» is converted to perceptions of

ethical behavior, for both Francesco and his customers.

Figure 1: Conversion of the concept «to be different» into ethical behaviours

Canadian ethical diamonds and Fair
mined certified ethical gold are chosen
instead of other kinds of Jewellry thanks
to their certification of origin



Starting from Figure 1, we build four categories in which we summarize our interview
data, all precipitated by the phrase «We want to be different thanks to ethical options». These
categories are arranged along two axes that comprise the two concepts of “guarantee” and
“charity”, around which the discursive universes on ethical jewellery of our participants were
built while distinguishing Francesco’s discourses from those of his clients. The concept

connecting every category is “supply chain”.

Figure 2: Discursive universes on ethical jewellery of interviews participant
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Compared to other case histories from extant literature (Moraes et al. 2017; Cervellon and

Wernefelt 2012), Figure 2 allows us to convey both the similarities and the discrete

interpretations (as highlighted in the lower-left category) of ethical jewellery given by our

participants. Focusing on clients’ responses, our study aligns with other analyses of fine

jewellery ethics (i.e., Moraes et al. 2017; Carrington et al. 2014) on the prioritisation of ethical

issues when consumers purchase jewellery. These issues encourage consumers to be adamant

about buying only conflict-free jewellery. Furthermore, most participants mentioned the issue of



“blood diamonds” as seen in various media (e.g., the 2006 film Blood Diamond starring
Leonardo DiCaprio) and in investigative reporting on labour and human rights issues, consistent
with participants’ knowledge about supply chains being important in ethical purchases (Moraes
et al. 2017). Specifically, our study also underscores the relationship between ethical issues,
supply chains, and the possibility of jewellery consumption free of guilt (an idea that clearly
motivated our participants and appeared to have emerged in response to Francesco’s discourse of
charity). Many of our clientele participants reported being concerned by the potential for
negative social and environmental impacts from their purchase habits (Ki et al. 2017).
Consumers may experience guilt when their luxury consumption, which often denotes non-
essential and extravagant spending—the embodiment of conspicuous consumption--contradicts

their values. Our participant Umberto explained his choice of ethical jewellery:

«I can buy ethical jewellery. [The pieces] ... cost more than other jewellery, but they... [reflect]..
my point of view. I don’t want to buy a diamond or gold that can damage other parts of the

world. I’'m lucky, and I try to share my luck around me as I can.

Letizia, another participant, told us how she tries to reduce her sense of remorse by purchasing
ethical jewellery:

«I think that Fair mined gives guarantees... to the workers, to local communities, and to the
consumers about environmental and ethical questions. If I buy a ring or another piece of
jewellery, I know that my purchase doesn’t damage the environment or other people. I don’t feel
guilty because I want jewellery. I think that projects [such] as Fair mined can help people to live

better».



As demonstrated above, clients can convert the value of “having” to a value of “being”.
As a result, they may experience reduced feelings of guilt that otherwise might have been
triggered by luxury consumption. In this context, a charitable narrative told by Francesco can be
an effective guilt-reducing strategy and can encourage brand loyalty. Extant research
(Strahilevitz, Myers 1998; Varadarajan, Menon 1988) explains the impact (as shown in the
above-right category in Figure 5), of a business implementing a perception of a cause-related
campaign to support human rights or environmental causes: enhanced positive brand awareness
(Berger et al. 1999, Brenn, Vrioni 2001, Gupta, Pirsch 2006a) and a short and long-term boost in
sales (Strahilevitz 1999, Strahilevitz, Myers 1998, Varadarajan, Menon 1988).

For our participants, the concept of a “guarantee” introduced a narrative around the supply
chain. Both Francesco and his clients immediately connected the concept of the supply chain to
the concept of “guarantee” and perceived it as indicative of the uniqueness linked to each piece
of ethical jewellery. As Francesco reported to us, the characteristic of uniqueness is perceived as
belonging only to the Canadian diamonds and to FCEG:

«Canadian diamonds are free from illicit traffic. ...only Canadian diamonds can

guarantee this through [the] certification of origin. For example, the Kimberley

Process doesn’t tell me where a diamond comes from. It is like when you go to the

supermarket and you want to know where the food comes from. It is absurd that this

process isn’t applied to the diamond as well. Especially, for Canadian diamonds, the
supply chain works well (...). Diamonds from Canada have a maple leaf carved by

the laser and codes with numbers and letters. In this way, you can understand that

every diamond is unique. Moreover, every wholesaler has to have a filing system.

Therefore, every consumer can insert the diamond’s code on a website and know



who the supplier is, the characteristic of the stone, and its size before being carved.

The consumers appreciate this characteristic. For Fair mined gold is different. I have

my gold from European suppliers who buy the metal from Fair mined-certified South

American mines. They sell to me pure gold in grains, and then I send it to workshops

outside my shop that process it, ensuring that special care is taken to separate it from

non-certified gold».

The concept of “guarantee” has strong connections to perceptions of “relationship” and
“trust” with two different applications. The first refers to the relationship and trust created over
time between Francesco with his Canadian diamonds’ wholesalers in Canada and Fair mined
gold suppliers in Switzerland, Germany, and France. As Francesco reported to us: «I have a good
relationship with my suppliers. I can tell them: “Can I pay you next month?”, and they reply to
me: “Ok”. I could create this familiarity with them during the last years. (...) They trust me, as [
trust them»). A sense of familiarity, and thus trust, was also experienced by Francesco’s ethical
clients towards the jeweller (as Luigi affirmed: «Francesco Belloni is (...) a point of reference
for mey). The relationship between the jeweller and his customers is initially characterised
through education, as Francesco defines the rationale for ethical jewellery, as Francesco asserted:

«My clients are usually prepared, they read the news, etc. The consumers that want

ethical jewellery have to be very motivated to search for this kind of product. There

are other consumers who come to the store and I explain the ethical alternative. |

always explain to the consumers... about the supply chain, and this is the most

important thing for themy.



5. Territorialisation, ethical jewellery, and the Made in Italy concept: How Italian ethical

consumers interpret Canadian ethical diamonds and Fair mined certified gold

Figure 2 in the lower-left category shows the specific interpretations of ethical jewellery
given by our clientele participants. To discuss this cultural meaning, we reclaim the concept of
uniqueness, which is directly linked to the concept of differentiation between CEDs, FCEG, and
jewellery produced without ethical production and manufacturing processes. The presence of a
certification of origin instantly reassures consumers that a given piece of jewellery has been
ethically created. Moreover, such certification engenders a higher price point, which consumers
willingly pay to know the path followed by diamonds and gold from mines to purchase.
Interestingly, our clientele participants were willing to pay more not only for an ethical piece of
jewellery, but also for a Made in Italy product. As our participant Umberto noted:

«Many people in Italy are accustomed to evaluating the quality of the products. My

family and I are also very attentive to the “Made in Italy” [brand], and we always try

to buy Italian products, even if often they cost more than other goods. I think that

ethical diamonds and gold could be compared with Made in Italy products, where

you can... know where the raw materials come from, as well as for the characteristic

of costsy.

We can thus hypothesize that the parallelism between ethical jewellery and Made in Italy
products could be an intrinsically Italian approach to conceptualizing CED and FCEG through a
well-known cultural and economic concept. As emerged during other interviews, such
parallelism between the categories of products also relates to consumer cultural perceptions of

highly educated workers, with significant accumulation of experience. Umberto told us:



«When I think about ethical mines, I think that the workplace is safe for workers and

it is a warranty for the consumers. (In the ethical mines) companies allow the worker

to be safe and well paid... I think that miners (in Canada) are professional workers,

chosen by the company for their skills. The company analyses their CVs, and maybe

it can also test... [the workers] to...[gauge] their expertise. Then they can work in

the mine... I also think that these workers can earn a good salary, better than other

jobs, thanks to the Fair mined label».

While the parallelism between CEDs, FCEG, and the cultural idea of Made in Italy
products has never previously been studied, the concept of territorialisation (De Martino 2008)
can help us understand this parallelism. Territorialisation (appaesamento is the original definition
coined by Ernesto De Martino) denotes the opposition of spaesamento (which derives from the
Italian word spaesato) that translates to “bewildered”; thus, territorialisation is the exact opposite
of bewildered. In our analysis, the concept of territorialisation is useful in studying the stratified
way in which new and old meanings are blended by our Italian clientele interviewees. De
Martino’s phrase the «non-problematic setting of the obvious» (De Martino 1977: 95), explains
how the familiarity of acts and objects that constitute our world, as well as our knowledge
expressed through linguistic and non-linguistic means, allow us to gradually expand our known
territory, embracing new meanings and practices. In this way, territorialisation is a form of the
«domestication of the world» (De Martino 1977: 96), in which an individual’s understanding of
new acquisitions (whether of the mind (e.g., cultural or linguistic,) or the physical world (e.g.,
the import of new products), is filtered through the tradition in which a person belongs. In this
way, through the concept of territorialisation (ibid.), the individual pragmatically acquires

cognitive security and an emotional trust that allows for being in the world (Sasso 2001). De



Martino's conceptual approach to territorialisation, from the German philosopher Martin
Heidegger, implies the idea of building and living, not only of places but also of forms of
knowledge that in turn are the practical condition underlying the cultural creation of subjectivity
(Berardini 2015). To further explain De Martino’s theorization of territorialisation, it is useful to
briefly retrace the theoretical path through which the Italian anthropologist formulated his
concept. Starting from Heidegger’s idea of die Wohnenden (“the inhabitants”), De Martino
builds the concept of territorialisation, while also taking up the concept of bauen (“to build”)
theorized by the German philosopher, which derives from the ancient high-German buan (“to

9% ¢

stay”, “to remain’’) and which constitutes, going back to the genesis of Saxon languages, the
concept bhu-beo, which is the same as ich bin (“I am”). De Martino also derived from Heidegger
the other meaning of bauen linked to the idea of “constructing”, understood in turn as “looking
after”. In this way, building not only identifies the concept of “construct”, but also means, above
all, to remain preserved from threats thanks to the progressive expansion of knowledge that
domesticates the unknown by making it known (Berardini, Marrafa 2016).

The analogy between CEDs, FCEG, and the cultural idea of Made in Italy product allows
us to hypothesize, as shown in paragraph four of Figure 2., our participants’ lack of a full
understanding of the first two categories of products. Their parallelism could be explained
through the probability that they have not yet fully understood ethical jewellery to the same
degree to which they currently understand the concept of Made in Italy products, due to a deep
economic and historical embodiment. In this case, the analogy provides a frame wherein new
insights and inferences are blended with known experiences. Through this process, the concept

of ethical jewellery can gradually be made familiar and therefore begin to be easily

understandable and incorporated into lived experience. In accord with Sanga, in this way, a



cultural act becomes “natural” (Sanga 1997, 2001). The mechanism of blending unfolds via the
cultural appropriation of new concepts (e.g., Canadian diamonds) becoming understandable and
eventually familiar through consumer perceptions of a new concept as similar to, or even an
extension of, existing concepts (e.g., the Made in Italy brand). Thus, as we demonstrate through
this study, consumers can perceive messages regarding new brands only within the boundaries of
language and local culture. Once a new concept has effectively been assimilated into the
familiar, both culturally and linguistically, the concept itself automatically becomes
understandable; a workable frame has been provided that in turn drives purchase decisions and,
in the context of ethical jewellery, allows customers to behave ethically. Our considerations go
even farther, proposing a new category that is not only theoretical, but also practical and thus
useful for marketing, which we define as “fair and ethically made in Italy”. With this category,
we can achieve a deeper understanding of how Italian consumers conceive, through their cultural
background, the concepts of “fair” and “ethical” concerning jewellery and, in general, to luxury
goods. From an applicative point of view, this new category can also be a useful tool for
understanding the perspective of consumers in Italy. Ultimately, the concept of “fair and
ethically made in Italy” can be a vital component in creating ad hoc proposals for the Italian
market aimed primarily at the consumption of quality or niche products, such as goods classified

as ethical and sustainable.
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