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Planning

Thanksgiving And The New Year
By Frank Dallahan

The nature of publishing is you are always working ahead
for the next issue. As I write this, we are two days away from
Thanksgiving. The magazine issue, however, is December/
January. How can I combine both topics into a meaningful
column and put it into context so that it is relevant to a jewelry
business perspective?
To start, lets be thankful for a return to a more normal business
environment this year. While 2011 has been decent, it’s that
way because we are competing against
weak numbers since 2008. The good news
is it looks like we will have a good Christmas
selling season.

material. TRJ focuses on business issues. Ken Gassman, the
noted industry analyst and writer, frequently makes the point
in his talks that too many retailers think they are in the jewelry
business. His point: they should think that they are in the
business of jewelry. It is an important point, though not so
obvious until you think about it. The business of retail jewelry
is what TRJ is all about. Industry experts write our articles.
They know their material cold. David Brown, John Politi, and
other guest columnists are typical examples. Last month
human resources expert, Suzanne Devries,
wrote a piece entitled “Get The Most Out
Of Your Staff.” It is a specific example of
useful, actionable information you gain from
reading TRJ. Our writers are men and women
who have years of experience in the field of
retail jewelry. You simply won’t find anything
about Lindsay Lohan in TRJ. Fluff doesn’t
buy jewelry or sell jewelry. What happens on
the red carpet may flair for the moment but
quickly flames out. The handful of retailers
who deal with red carpet walkers are relatively
few and far between, making what Gwyneth
Paltrow wears of momentary interest and
zero practicality for other 99.9% .

big

Our own experience at The Retail Jeweler
confirms this positive outlook. Despite
the enormous changes taking place in the
economy and in the industry, The Retail
Jeweler grew nicely this past year. Surviving
in an industry where pessimism reigned
supreme is a significant accomplishment.
Actually posting some nice growth up against
three powerful competitors says a great deal
about TRJ’s business model. The advertisers’
support of the magazine this year has been
terrific. A big thank you goes to all of our
advertisers.

A
thank you
goes to
all of our
advertisers

Our readers deserve thanks too. You have
no idea how many times we hear from
retailers about our editorials. Their words
are encouraging. Their meaning strikes a
wonderful chord because they validate our
goal to provide valuable, useful information
jewelers can put to work immediately in their business. Recently,
I had a phone call from a woman who runs a small jewelry store
in Pacific Grove California. She said, “Thank you so much for
your article in last month’s magazine. I cut it out and put it on
my countertop for all my customers to see.” She continued, “I
read, understand, and support the USA and buy that way.” She
concluded acknowledging the tough business environment; by
saying “Your article gave me power and faith.” You never know
how what you write, say or do will influence someone else.
It was the influence of someone else that resulted in our
changed tag line, “The Jewelry Business Magazine.” This
message appears on our covers and on all of our promotional
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So, it is the fundamentals that drive the
business day in and day out. Moving from
Thanksgiving to the New Year, the industry
will move through the single most important
season there is. Beginning in the July issue,
our editorial goal was to give you timely, basic
information to successfully plan and execute
for this holiday season.
2012 will be a challenging year for many reasons. The election
in November will determine much in the direction of the
economy. Our current employment, monetary and fiscal
policies, precious metals pricing, and marriages all have a
direct effect on our industry. The Retail Jeweler can help you
impact the top, middle, and bottom lines of your business.
Thanks again for your continuing support.

Frank Dallahan
co-publisher of The Retail Jeweler
Email Frank@theRetailJeweler.com
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A New Year’s Resolution

Stick to Your Financial Plan
By John Politi

Oprah Winfrey once shared, “Cheers to a New Year and
another chance for us to get it right.” I tend to enjoy listening
to something inspirational, something to stir my mind and soul.
To quote Mark Twain, “New Year’s Day: Now is the accepted
time to make your regular annual good resolutions. Next week
you can begin paving hell with them as usual.” In my previous
columns, I’ve shared the necessity to get your housekeeping
in order, and reassess your financial goals and objectives. This
couldn’t be any truer right now.
A new year has
dawned and we
remain seriously
entrenched
in the Global
Financial Crisis.
“What will 2012
bring?”
Our station in life is a moving target requiring that our needs
be re-addressed periodically – this covers our personal financial
needs and intentions, as well as those of our business. The
far reaching effects of the severe global economic recession
beginning in 2008 has not ended for most us, and for that
matter, there is no end in sight. What has changed is how
we now refer to it. A new year has dawned and we remain
seriously entrenched in the Global Financial Crisis. “What will
2012 bring?”
Several economists I know all agree that it’s been a very
disappointing economic recovery since the end of the Great
Recession in 2009. Since then, our GDP has grown by only
about 2% in real terms, the result of a very high unemployment
rate. The huge pool of long-term unemployed US. citizens
makes it all but impossible to change the current rate of the
GDP anytime soon.

Impediments to Growth in 2012:
Issues Weighing on the US Economy
According to the A-team at Goldman Sachs Asset Management,
Fiscal Tightening at the federal level will increase over the next
couple of years. We’re also unlikely to get any further stimulus.
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In short, government will continue to be a modest drag on
growth.
Fiscal Stress and turmoil in Europe continues to threaten worldwide fiscal and monetary stability. Although talk of a double dip
recession has subsided for now, the combination of a tighter
fiscal policy and potential financial shock from the crisis would
result in zero growth in the near term.

Arrows in Your Quiver
Many years ago the songwriter and musician Willie Nelson
wrote a song called, Crazy. “I’m crazy for feeling so lonely,
I’m crazy for feeling so blue.” Let’s face it, this crazy fiscal
rollercoaster can’t help but make us feel lonely and blue. So
what’s a poor boy to do? What you need to take hold of is your
emotional intelligence.
Emotional Intelligence refers to one’s ability to perceive,
control and evaluate emotions. The four branches of Emotional
Intelligence are:
• Perceiving Emotions
• Reasoning Emotions
• Understanding Emotions
• Managing Emotions
Without going too far down this path, I highly recommend
reading Emotional Intelligence: Why It Can Matter More Than
IQ, by Daniel Goleman.

>> Continued from Pg 10
A New Year’s Resolution

Stick to Your Financial Plan

Below, I’ll share a few ideas that might be
helpful with some of your emotions in 2012:
Risk Tolerance – Did you learn your lesson in 2008? If your
exposure to Equities is too high, take advantage of market
rallies and take some money
off the table or, re-balance your
portfolio. As you assess your
tolerance for pain remember
that you do need to own some
stocks to increase your assets
in the long run.

Help! – A financial advisor or planner can help you realistically
assess your risk tolerance and tailor an investment strategy to
it. A great thing about enlisting the services of an advisor or
planner, they won’t allow you to abandon your plan or strategy
at the worst time.

Cast a Wider Net – Consider re-allocating some of your
more narrowly invested fund assets to funds that hold a wider
mix of stocks. You certainly don’t want to get caught in a down
market with highly correlated investments.
Stick to Your Plan – No Market timing allowed for no one
can beat the Market. Re-balance your holdings periodically.
Over the long run, stock prices will appreciate as the economy
grows.
Emergency Cash – The last thing you want to do is sell in a
down market. A household “Emergency Fund” is a necessity –
enough to cover anywhere from 3 to 9 months of your expenses.
These funds should usually be held in liquid investments. Bear
in mind that your reserve should be tailored to your personal
circumstances.
Hire the Right Investment
Manager for Your Needs
– Reducing the downside risk
in an actively traded fund can
be a welcome relief in these
fiscal headwinds we continue
to experience. Remember, a Fund Manager intent on reducing
volatility won’t be hitting homeruns for you. Although, a realistic
albeit conservatively targeted return of say, 6% per annum, will
reduce the risk that you might need to dip into your portfolio
at a point when it has lost a lot of value. Stock-Free = Risk-Free:
WRONG – Thinking of re-allocating all of your investments
into Money Market Accounts and Bonds as stocks plummet,
think again. If interest rates rise, the bond prices fall. Unless
you’re holding onto these investments until maturity, you could
experience a loss of principal if you sell. In this environment
one needs to think short-term maturities if investing in Bonds,
and possibly in terms of intermediate durations if a greater
yield is necessary. Diversification is the key.
10
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It doesn’t seem to be getting any easier. That’s why it’s so
important for us to hire a trusted professional, create a plan,
monitor the plan, and stick to the plan. We need to be realistic
in our financial goals and objectives. Sometimes it helps to
take the long-term view, but address it in smaller bites. Life’s a
lot easier and tastier too – in small bites. Allow me to send you
and your family this timeless New Year’s wish...the warmth of
home, the love of family and the company of good friends.
Author’s Note: Please consult with your CFP®, CPA and/or Estate/Tax/
Eldercare Attorney when discussing your financial needs and developing
the appropriate personal/business financial plan.

John Politi
John Politi honed his professional career in the
Jewelry Industry as a business owner, CEO and
Director with some of the industry’s most prestigious
organizations. John brings his readers more than
30 years of experience with an in depth knowledge
in Precious Metal manufacturing & management, ISO-based Quality Assurance
Standards, and Diamond Certification. He completed the Pace University, Lubin
School of Business Financial Planning Certificate Program, and graduated with
Honors having earned his MBA-Finance degree and Advanced Certificate in
Health Care Management from Iona College, Hagan School of Business. John
will serve there as an Adjunct Professor in Finance beginning in 2012. He enjoys
active membership with the Financial Planning Association-Greater Hudson Valley,
NY, serving on their Pro Bono Committee, as well being a member of ACHE,
Healthcare Leaders of NY Chapter, and the 24KT Club of New York.
John welcomes your input and can be contacted at, john.politi@verizon.net.
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Special Occasion Opportunities:

Be Organized!
By David Brown

You’re breathing a sigh of relief having just got December out
of the road – who has time right now to be thinking about
upcoming events?

There are a few simple steps that can help
you get organized for Valentines:

A natural reaction – but to not prepare yourself for the other
important occasions during the year can be a case of missed
opportunities.

Get your staff schooled up.

December is one of the best times of year for a jeweler –
because almost everyone has to buy something, and jewelry
can make the ideal gift. We all realize this and pull out all the
stops to make sure that everything is ready and in place for this
key shopping period.
But there are a number of other important gift giving
occasions that affect a large percentage of the population –
and these need to be taken advantage of as well. Father’s Day
and Mothers Day are two such examples – but the one that
should be front of mind for most jewelers at this time of year
is Valentine’s Day.

They need to realize the
opportunities that exist
around this period and
be ready to deal with
them. Some simple roleplaying can help in the
situation Be ready for the
random male. You know
the one…he will come
wandering in during the
last two days looking
dazed and confused.
This is not their normal
habitat – they are there
for a reason. Make sure
your staff understand
that these men are a customer – they are not “ just looking”

Review your inventory.
Check out that you have the right selection for this important
shopping period. Make sure you have reordered your best
sellers from December, particularly in the areas of engagement
rings and silver – two of the more popular sellers during the

Now, it’s not always easy to know who your prospective
buyer is for this period, after all it’s often “young love” that
celebrates these occasions, and young love can be fickle! But
it can be one of the best opportunities to sell engagement
rings, and it’s important that this is recognized and taken
advantage of…after all if you don’t appear to meet the needs
of this market then your potential customers may shop with
your competitors.
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Valentines period. Print a sales report for February 2010 and
have a look at what departments sold well last year (and what
sorts of items). This will be a good heads up of what you can
expect for this year.

Look for opportunities to make the occasion
special.
At Valentines it’s not just about the item – it’s about the
moment. There can be the chance to garner some goodwill
by going the extra mile. Has he organized a special dinner?
Offer to ring and book a restaurant for them. Have the item
gift wrapped with extra care and delivered to the restaurant
so she won’t see it first. You may even like to slip something
extra in, like a voucher to be redeemed, to help make it more
memorable. These are the moments that couples remember
and you can make sure they remember you too.

Breathe your sigh of relief after Valentines Day. You have March
and April to gear up for Mother’s Day.

David Brown
David Brown is President of the Edge Retail
Academy, an organization devoted to the
ongoing measurement and growth of jewelry
store performance and profitability. For
further information about the Academy’s
management mentoring and industry
benchmarking reports contact Carol Druan
at carol@edgeretailacademy.com or Phone
toll free (877) 5698657
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Valentine’s Day

For Lovers and
Other Customers
On February 14 the spirit of love and romance ignites on Saint
Valentine’s Day as people across the United States and Europe
exchange tokens of love. Interestingly its origins of the holiday
were less than romantic.
The day is believed to be named after an early Christian
martyr who after refusing to convert to Roman paganism
was executed in AD 269 during the rein of Claudius II. The
legend that supports the romantic notion of the day has it that
Valentine was a priest. Claudius decreed that marriages were
forbidden on the belief that single men would make better
soldiers. Valentine, believing this to be unjust, defied the
Roman law by performing secret marriages. When his actions
were discovered he was jailed and ultimately put to death.
Valentine was sainted for his actions and Pope Geliasius named
a day, February 14, after him in AD 496. The romantic notion of
the day was reinforced the ancient Roman belief that February
14 was the first day of spring, Faunus a fertility festival and the
French and English middle ages belief that birds began mating
on February 14. From that point love could not be denied and
romantics throughout the ages used the day to express their
affection.
On average about
20%
of
retail
jewelry sales are
made in the month
of December. While
this is significant
for a single month
it makes us think
about what could
be done the rest of
the year. There is
no doubt that most
people like to have
an occasion for
buying jewelry. The
Christmas holiday
being a perfect
example.
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Besides personal occasions and landmarks like anniversaries
and birthdays there are many dates throughout the year that
you could turn into jewelry events. If ever there was a day for
jewelry it’s Valentine’s Day. The entire day is dedicated to love
and romance and as we all know there is no better symbol of
love than jewelry.

♥ Promote for success. Start early and be creative.
♥ Decorate your store and windows with a Valentine theme
starting in late January.

♥ Wear red. A tie, scarf or sweater will help reinforce the
theme.

♥ Print red Valentine’s Day reminder cards with your logo
and hand them out to everybody (waitress and waiters,
gas station attendents, barbers, police, mailmen, etc…
everybody) beginning in January

♥ Create a Valentine logo to go on all your advertising
starting in January.

♥ Hold a love letter contest.
♥ Have Valentine’s Day gift-wrap.
♥ Provide a mix disk of love songs as a give away.
♥ Make a list of romantic sentiments for tongue-tied
customers to use.

♥ Stock up on the right jewelry. Heart themed jewelry is a
classic best seller all year. See the Style Page section for a
few ideas.

♥ Give free roses to draw in the traditional ‘red rose
romantics’. With consumers increased interest in sterling
silver jewelry more jewelry is within reach of more
customers.

♥ Have fun with it. Valentine’s Day is a wonderful way for your
staff and your customer to beat the mid winter doldrums.

Zeevoog

theStylePage

Phillip Gavriel

World Trade Jewelers

Handmade in Italy, the chain features
twisted cable links in 18K gold
complimented with polished silver links.
MSRP $899 for the necklace, and $399
for the matching bracelet.

From the people who brought you
Hershey’s Kisses fine jewelry.
Sweethearts Fine Jewelry Collection,
diamond & silver, rose gold plated
Love pendant MSRP $399.99

Royal Chain Group
800-622-0960

World Trade Jewelers
212-983-0412

Omi Gems
Ruby and diamond platinum
earrings handcrafted with 4 heart
shaped rubies totaling 3.54 carats
accented by 0.26 carats of brilliant
diamond rounds. Available in
platinum and 18K white, yellow or
rose gold.
PT MSRP: $23,250.

H. Weiss
Baroque cut moonstone, a mix of round brilliant
and rose cut diamonds sent in handcrafted 18kt
white gold. The collection starts at $6,000 MSRP.
H. Weiss Co
800-554-9989

Omi Gems
877-OMI-GEMS

Thistle & Bee
Heart locket on cable link bracelet.
Crafted of sterling silver, enhancer
style locket. MSRP $515.
Thistle & Bee
888-288-2801
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Parle
From Parle’s color bridal collection. Sapphire
and diamond engagement ring MSRP $3,300
and $1,069 for wedding band.
Parlé Jewelry Designs
800-635-9800 ext 14

theStylePage
Marathon
Sterling silver 4-picture locket
pendant and chain. MSRP $170.

PeJay
Filigree designed combination
of diamonds in rose and white
gold. MSRP $3,590.

Marathon Company
800-451-1515

PeJay Creations
201-863-0006

Artistry, Ltd.

Berco

Sparking diamonds (.11ctw) in a
contemporary heart pendant necklace
in 14k white gold with 18” chain.
$625 MSRP.

Ruby and diamond ring in 14K gold.
MSRP $1,250
The Berco Company
800-621-0668

Artistry, Ltd.
In stock. Same day shipping.
888-674-3250

Benchmark

Zable Beads
The bracelet is made of bterling silver and
features genuine Murano glass, and CZ,
crystal, & enamel accents, and MSRP $599.
C G Creations/Zable
845-735-7373

From Benchmark’s Forge line of contemporary metals.
Benchmark Cobalt rings are strong, bright and affordable.
Backed by Benchmark’s Lifetime Guarantee. Left: Style#
CF975622CC, 7.5mm, 3 round black diamonds, MSRP $594.
Right: Style# CF67556CC, 7.5mm / MSRP $288.
Benchmark
800-633-5950
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You Can Have a Sausage
and Egg Sandwich and...

Sell Your Gold in the Same Place
By Ed Coyne

Everybody and his brother, is getting
in to what is a lucrative business
that should belong to jewelers. It
is: buying gold and silver from the
general public. With minimum cash
investment, a loupe, gold scale, an
Arkansas Gold Testing Stone and
some chemical solutions you can be in
the business. All types of locations are
mushrooming into existence. Allowing
these jewelry pretenders into your
market needs to be addressed.
We visited a town in northern New
Jersey, with a population and trading
area of approximately 27,000. The
town has three established retail
jewelers, one on Main Street, one in
a large mall, and one in a small strip
mall.
In the past nine months, four nonjeweler owned cash for gold outlets
have opened. Some of these cash
for gold operations have opened in
vacant stores, taking short-term leases
of 6 months or less.
Incredibly, one of these locations is a
small restaurant that serves breakfast
and lunch, and between sausage and
egg sandwiches and coffee, they will
weigh your gold, and quote you a
price for gold or silver jewelry. Upon
the customer receiving the quote,
the cook will go back to preparing
the breakfast or lunch order, for the
regular customer.
Cash for gold retail outlets are
competing for this business against
the established retail jewelers, who
in most cases have been in the
community for years and have a long
time relationship with their customer
base.
With the advent of the cash for gold
20
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outlets, customers in town have
another option where they can sell
their jewelry to those who give them
the best price. In most cases the new
cash for gold competitor has little
overhead compared to an established
retail jeweler.
We did our due diligence and
visited two cash for gold stores and
a long established retail jeweler in
Hackettstown, NJ. The day we visited
the stores, gold was listed on the
commodity index at $1,686.00.
We provided the same gold jewelry to
all three stores. The first cash for gold,
store offered us $995.00 (22 dwt in 18k
and 14 dwt in 14 k). The second store
offered us $1,100. We then visited
the retail jeweler, after checking the
jewelry carefully he offered us $1,200.
At this point, we decided to interview
the jeweler regarding the effect this
new competition is having on the way
he operates his gold and silver buying.
Scott Peluso, the owner of Plate
Jewelers, has been buying gold and
silver for many years and these new
cash for gold stores have all opened
in the past nine months. One of these
stores is directly opposite Peluso’s
location on Main Street. Scott said
“These gold buying operations have
made his approach to buying gold
and silver much more aggressive. We
have made our signage much larger
and more obvious. We have advised
our customers if they wish to sell their
gold or silver jewelry, they will not only
get the best price, but also the best
advice.”
Plate Jewelers is in business for the
long term and they recognize that
someone coming in to sell their

jewelry today may become a regular customer in the
future. So, they make every effort to treat the customer
in a friendly and honest manner whereas, the cash for
gold dealer has a one shot opportunity and no potential
for future purchases. Scott told me the requirements for
buying gold in the state of New Jersey are very rigid and
he makes certain that every purchase he makes, is in
strict conformity with police and Bureau of Weights and
Measures regulations.
He believes those consumers who shop cash for gold
stores find that dealing with an established jewelry store
is the best way to sell their gold or silver jewelry. Not only
do we give the customer the best offer, we also advise
them, in some cases, not to sell a beautiful piece, if they
don’t need to. In many cases this advice enhances the
relationship with the customer.
Plate Jewelers recognizes that ethics and integrity in
dealing with the customer is what brings them back. Scott
Peluso said “We are competing effectively with these
new pop-up cash for gold stores, but he believes their
business model is designed for short-term gain, while
the gold price is high and the selling reaches saturation,
these opportunistic outlets will disappear.
There is more to buying gold from consumers than a
loupe, gold scale, an Arkansas Gold Testing Stone and
some chemical solutions. A jeweler’s expertise in precious
metals is at the core of his or her technical competence.
Allowing non-jewelers to come into your market and take
customers from your store is a strategic error of grand
proportion.
Tell us how you are coping with these competing
operations. Email us at SoundOff@TheRetailJeweler.
com with your thoughts regarding offensive and
defensive tactics.

Ed Coyne
co-publisher of The Retail Jeweler
Email EdCoyne@theRetailJeweler.com

New and
Noteworthy
Elma Gil Introduces “Convertible Pendants –
21 Different Ways to Wear”

Visit www.adwar.com. If you have not obtained access to their
website, call their office, (516) 678-7755, for your login and
password information.

The “21 Way Convertible Pendant” is the latest addition to
the Elma Gil fashion collection. These meticulously crafted and
colorful pendants are available in endless combinations of 18K
white, rose and yellow gold. Fun to wear and practical, these
reversible pendants can be worn in 21 different combinations
by reversing any one part of the three separate pieces that
have diamonds set on one side and are polished on the flip
side for a new look each day. The convertible pendants design
works with both casual and evening styles. Contact Elma Gil

Diamond Grading in 3 to 5 Days at AGS Labs
The American Gem Society Laboratories, LLC (AGS Labs) has
announced an expansion of its Laboratory Grading capacity
over the past year to maintain its consistent “less than five day”
grading turnaround time on diamonds submitted for grading.

Adwar Casting’s New Catalog
Adwar Casting Company, Ltd. has the released their newest
catalog, Collection #25. This latest collection features all new
engagement sets, semi-mounts, stackable rings, designer
collections, colored stone series, earrings, jackets, pendants,
and more. All of Adwar’s styles are available in 14K or 18K gold,
in white, yellow, pink, or green. They also cast in platinum,
palladium, and 18K palladium.
Adwar also launched their newly updated CAD/CAM modeling
department, which specializes in model outputs and designs.
This process turns your ideas, sketches, or images from a
conceptual design into beautiful castings and finished jewelry.
Contact Adwar Casting Co., Ltd. for more information, or to
obtain a free copy of Collection #25.
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According to Dennis Mette, Director of Operations, “Our
commitment has always been to assure clients of a fast
turnaround of their goods, and we have grown our grading
and operational support staff to accommodate this high level
of service. A part of the AGS Labs values is the understanding
that we’re a part of our clients’ order fulfillment process.”
The AGS Laboratories has maintained turnaround times at less
than five working days throughout 2011, and anticipates this
continued quality service in 2012. The Laboratory continues to
grow its reach globally by offering the performance cut grade,
fast grading turnaround and world-class customer service.
Peter Yantzer, Executive Director of AGS Labs, said, “Our
Laboratory has always graded many of the finest makes of
cut in our industry, including many proprietary cuts, and we
have specialized reports just for those. We pride ourselves in
providing quality service with a personal touch that our clients
have come to respect and appreciate.”

>> Continued to Pg 24

New and
Noteworthy
Known for pioneering the Ideal Cut grade for round brilliant
cut diamonds, often referred to as the “AGS Ideal” or the
“Triple Zero” cut grade, the Laboratory is committed to setting
and maintaining the highest standards for diamond grading. In
addition to grading cut in round and modified round brilliant
cut diamonds, the Lab grades cut in princess, emerald and
oval shapes.
For more information on AGS Laboratories, go to
www.agslab.com

Stuller Inc. Exclusive Distributor of Royal Asscher® Cut
Sapphires
Stuller announced that it will be the exclusive distributor of the
patented Royal Asscher® Cut sapphire. Loose stones can be
purchased now on www.stuller.com.
“We are excited to be partnering with Stuller,” says Royal
Asscher President, Lita Asscher. “With Stuller being the largest
North American jewelry distributor and having a significant
global presence, it’s a perfect fit. And we’re thrilled that our
sapphires will be available to even more retailers around the
world.”
Known globally for the invention of the first patented diamond
cut in the world, the Asscher Cut, Royal Asscher debuted a
superior and more beautiful successor in 2001, the Royal
Asscher Cut, with 16 additional facets. Stuller will serve as the
primary distributor of the loose sapphires carrying them in blue,
lavender, pink and yellow, both natural and heat-treated.
“This partnership with Royal Asscher further demonstrates
Stuller’s commitment to bringing our customers the very best
selection,” says Stuller Founder and Chairman, Matt Stuller.
“And with the growing demand for sapphires, we look forward
to providing this unique option.”
For more information on Royal Asscher, visit www.royalasscher.
com. To purchase Royal Asscher Cut sapphires, visit www.
stuller.com or call 800-877-7777.

Amber Jewelry Design Contest Call for Entries
The 16th International contest for the design of an Artistic
Jewelry with Amber
N:JOY - Amberif Design Award 2012
The goal of this contest is to
promote amber as a source
of artistic expression. The
aim of the competition is
the design of an original
piece of artistic jewelry or
applied art with amber,
inspired by the topic of the
contest. The competitors
are allowed to use all other
materials provided that
amber plays the essential
role.
The competition is open
to all designers, artists, creators and craftspeople, designer
and manufacturing teams are allowed, presentations shall be
submitted in the form of a single 30 x 30 cm chart (2-D) with
the design produced in any graphic technique or a photograph
of a ready prototype or model are accepted.
Prizes to be awarded:
• The Mayor of the City of Gdan˜sk Prize: PLN 10,000
exchange rate approx. 4.4 PLN / 1EUR
• The Amber Prize of the International Amber Association :
2 kg of amber
• The Silver Prize: 1 kg of silver
Exhibition of the winning designs and other entries qualified by
the Jury will be during AMBERIF 2012, the 19th International
Fair of Amber, Jewellery and Gemstones between 21 and 23
March 2012 in Gda´nsk, Poland.
Deadline for entries expires on the 10 February 2012
Contact the competition office for entry forms and any further
details.
Competition Office - ada@mtgsa.com.pl
tel.: + 48 58 55 49 134, fax: + 48 58 5549 207
Sławomir Fijałkowski – Curator of the Competition,
s.fijalkowski@onet.pl
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New and
Noteworthy
Artistry, Ltd. New 2012 Catalog Available.
Artistry, Ltd.’s all new 2012 catalog features 126 pages of
stylish, beautifully-crafted diamond, gold and sterling silver
jewelry. Artistry offers excellent price points, margins and
same day shipping with no minimum order. Catalogs available
upon request to qualified retailers – 888-674-3250 or getinfo@
artistrylimited.com.

GemePrice™ For Fancy Colored Diamonds Launched
GamePrice is described as a revolutionary online wholesale
pricing system that allocates prices to fancy colored diamonds
and gemstones. The system does this according to the Color
Codes generated by Gemewizard®. This new system was
officially launched on November 15 at the Israel Diamond
Exchange in Ramat Gan, Israel. More than 200 leading diamond
and gem traders, gemologists and other diamond professionals
crowded into the Cullinan restaurant in the diamond exchange
complex, leaving many participants with standing room only.
Gemewizard® founder Menahem Sevdermish demonstrated
the GemePrice™ system and explained how the unique
Gemewizard color communication software had been
successfully integrated into a pricing system for fancy colored
diamonds, creating a comprehensive digital “Color Master
Set” together with pricing information for the benefit of the
industry.
The GemePrice™ database contains grades, qualities,
commercial names and prices of almost 400 fancy colored
diamonds’ color combinations and over 50 types of the most
traded gemstones with a visual display of over 15 shapes.
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Asked by members of the audience how the data for the price
list are obtained and how reliable they are, Sevdermish pointed
out that the prices quoted by GemePrice™ are generated and
authenticated through real-time analysis of over $100 million
worth of inventory of fancy colored diamonds that are offered
for sale at any particular time from carefully selected sources on
the Internet, as well as data obtained from renowned industry
experts. “The prices are automatically generated, using a
sophisticated algorithm, taking into account various sources of
data, which consequently are weighed carefully by IT experts
at the GemePrice™ Center. Throughout the process, there is
no intervention or any undue influence by trade members or
people who are interested in pushing market prices up,” he
stated.
Shmuel Schnitzer, a honorary IDE president who attended
the GemePrice launch, heaped praise on Sevdermish and his
team on their achievements, saying that “in today’s diamond
business, we need modern tools and precise terminology. The
trade will benefit significantly from this system, as it will enable
traders of fancy colored diamonds, no matter where they are
in the world, to communicate better, while using the same
platform,” Schnitzer said.
“Since the gem and jewelry industry and trade began using
online trading tools, the total bulk of trade in diamonds and
gems has only increased,” said Avner Sofiov, principal of
Tzoffey’s auction house and a former president of the Israel
Precious Stones and Diamonds Exchange (IPSDE). “I have
no doubt that the adoption by the trade of the GemePrice
system and price list for fancy colored diamonds and for
colored gemstones will greatly improve the level and quality
of communications between trading partners. In addition, as
this system creates more transparency, this fantastic tool will
help increase consumer confidence in the products we sell.
That can only be good for our business”.

TJF Group’s Legacy to Continue Under Two Separate
Companies
The TJF Group (Trends Jewellery Forecasting), founded in
2002, is restructuring its activities into two separate companies
in order to better meet its luxury clients’ needs, according to its
principals, Paola De Luca, Creative Director and Co-Founder
of the TJF Group, and its CEO Paolo Novembri.
Headquartered in Arezzo, Italy, with agents or offices in Milan,
Mumbai, and New York City, the TJF Group has been a leader
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in providing global research, trend forecasting, publications,
seminars, and strategic consulting in the fields of jewelry and
crossover luxury products. The restructuring is effective as of
December 1, 2011. TJF Magazine will no longer be published,
and the TJF Trend book content will continue to be sponsored
by the Vicenza Fair.
Ms. De Luca, known for her dynamic, comprehensive trend
presentations at international trade shows, has taken on
a major new role at the Vicenza Fair. She is launching their
new Trend Vision, Jewellery and Forecasting Division. “This
is a great opportunity for my team,” said Ms. De Luca. “We
will expand our research and forecasting services, promoting
our speaking engagements around the world on behalf of the
Vicenza Fair, which has always sponsored the trend research I
present.”
Her consulting company, the Paola De Luca Group (PDLG),
will continue to develop Creative Services projects for an
exclusive portfolio of clients, nurtured since the start of the

TJF Group. “Our scope is the world,” said Ms. De Luca. “We
are paid to observe and analyze the market. We apply that
research as a work method in forecasting, design strategies
and development needs,” she added.
A former president of Damiani USA and Director of International
Development of the Damiani Group, Paolo Novembri’s longtime expertise in strategic international business development
will be offered through AMBIO Jewellery and Fashion Strategic
Services, a pre-existing company that he owns. He will continue
to consult for clients who plan to enter new markets, need
market entry distribution strategies and insight into how to
develop or reposition suitable products for the tastes of those
markets. He has specific expertise in international priority
markets.
“The process of entering a new market can take anywhere
from 12-18 months, but working with our clients we can save
them the learning curve and speed up the market entry time
considerably,” said Mr. Novembri. Despite the global economy,
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our forward-looking clients are already deeply engaged in this
strategic process.”
“Our company has recent experience with the unique and
highly developed skill sets of Paola and Paolo,” said Alexander
Vreeland, president of SLANE. “They worked with us individually
and in collaboration, and we benefitted from Paola’s designs
and Paolo’s international experience.”
Nancy Robey, founder of The Nancy Robey Partnership, Inc.,
headquartered in New York City, has been the U.S. director for
the TJF Group and will continue as agent and U.S. director for
both new entities. To learn more about the Paola De Luca Group
(PDLG) Creative Intelligence or AMBIO Jewellery and Fashion
Strategic Services, contact Ms. Robey at robeypartnership@
yahoo.com

GIA 2012 Education Catalog Now Available
The 2012 education catalog for GIA (Gemological Institute
of America) is now available online and in print. The catalog,
entitled “Reach Across the World <http://viewer.zmags.com/
publication/1df708e3>,” features in-depth descriptions of the
Institute’s online gemology curriculum, lab classes and oncampus programs throughout the world.
The catalog emphasizes the global scope of the industry with a
variety of domestic and international schedules for gemology,
design and jewelry manufacturing. It also includes specifics on
how to enroll, updated 2012 tuition and fees, and information
about scholarships and financial assistance.
Additional catalog features include:
• Details about the GIA Graduate Gemologist, Graduate
Diamonds, Graduate Colored Stones, Graduate Pearls and
Accredited Jewelry Professional Diploma programs
• Insights on the Graduate Jeweler and Applied Jewelry Arts
Diploma programs, and the CAD/CAM for Jewelry and
Jewelry Design Certificates
• A guide to GIA eLearning, a media-rich learning experience
delivered completely online via integrated text, videos, slide
shows, animation and audio
• Descriptions of lab classes held at worldwide GIA campuses
that provide training in grading, gem identification and
jewelry manufacturing
GIA’s 2012 education catalog reflects the Institute’s mission
to serve a wide range of students, including newcomers to
the gem and jewelry industry and seasoned professionals who
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want to expand and fine-tune their skills.
The 2012 education catalog is available online http://viewer.
zmags.com/publication/1df708e3#/1df708e3/1. To request a
printed copy, contact GIA Admissions at 800-421-7250, ext.
4001, (760) 603-4001, or email admissions@gia.edu.
For GIA campus location information, please visit: http://www.
gia.edu/nav/toolbar/find-locations/index.html.

Jewelers unBLOCKed™ Offers Jewelers Block
Insurance from Chubb
CED 1976, LLC, is now the exclusive provider of underwriting
and policy servicing for a new jewelers block insurance program
from the Chubb Group of Insurance Companies. The program
is now offered countrywide to qualified retail agents, brokers
and wholesalers.
The new program currently branded and marketed under
the Jewelers unBLOCKed™ name, addresses the unique
exposures of the jewelry industry, including retailers, custom
designers, wholesalers, remount events, manufacturers and
refiners. This new program provides broader coverage than
other offerings in the marketplace.
Patricia K. Low, president and CEO of CED 1976, said, “We
are extremely pleased to forge this relationship with Chubb
to provide customized, client-centric insurance solutions to
agents, brokers and the jewelry industry. We look forward to
a long and mutually-beneficial relationship with Chubb and
agents serving this underserved segment of the luxury goods
marketplace.”
“We are pleased to offer this product through Jewelers
unBLOCKed™. Together, we are bringing a great product,
backed by deep underwriting expertise and superior service, to
the marketplace,” said Gail Soja, president of Chubb Custom
Market, Inc.
Agents and brokers can obtain more information on the
program by contacting Laurette Merusi, a practice leader at
Jewelers unBLOCKed™, at 201-794-7705 .

Brehmer New VP at Findings Incorporated
Harvey O’Connor, CEO of Findings Incorporated announced
the appointment of Elizabeth Brehmer as Vice President of
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Sales and Marketing. Ms.
Brehmer brings over 30 years
of jewelry industry experience
in product development,
market
communications
and organizational skills.
She has been a presenter
at jewelry events including
MJSA EXPO, JA New York,
AGS Conclave and Platinum
Guild Symposium. Elizabeth may be reached at Findings
Incorporated, 800-343-0806

AGS Lab Introduces QR Codes on Grading Reports
The American Gem Society Laboratories, LLC (AGS
Labs) has added a Quick Response (QR) code to the
following documents: the AGS Diamond Quality®
Document series, the Diamond Quality® Report
series and the AGS Diamond Quality® Certificate.
The QR code is unique for each AGS report number. Using a
smart phone QR code reader or the AGS Lab’s custom Apple
or Android app, the QR code links directly to the AGS Lab
website Report Verification section to facilitate data retrieval
and document verification for that particular diamond.
When scanning the QR code with either app, the document
holder has a choice to download the PDF representation of
the document to their mobile device and store it for later
viewing or comparison-shopping. When scanning with a
free QR code reader, the document holder will be asked if
they would like to download the free AGS Lab app. If the
document holder declines to download the Lab’s custom app,
he or she will be directed to the AGS Lab website Report
Verification page and be able to view the PDF representation.
With this feature, a consumer doesn’t have to enter an
individual AGS report number and wait for Report Verification
when comparison-shopping. A diamond dealer can quickly
download and store inventory documents on a smart phone.
The QR code can be scanned from any smart phone (Apple,
Android, Blackberry or other type of smart phones) and Android
or Apple tablet devices. The AGS Lab custom Report Verification
apps are available only for Apple and Android devices.
To download the Apple or Android app, go to www.agslab.
com

Just Enough of the Information You Need.

SM

You don’t make sales surfing the web
all day long. You’ve got other important things to do like speaking with
customers, selecting product, motivating and training your staff, and developing marketing strategies.
That’s why we designed The Retail
Jeweler Online to deliver just enough
of the information you need; news
relevant to the jewelry industry, intelligent blogs on related subjects like finance, marketing, tech tools, and the
business of diamonds.
Plus a couple of industry firsts –
• The complete print edition of the current issue in an easy to navigate
flipbook format.
• Real time precious metal spot prices and up to the minute precious
metal news right from the home page.
SM
Visit www.TheRetailJeweler.com - learn something then put it to work .
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