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START THE NEW YEAR OFF RIGHT
By Frank Dallahan

The holiday season is past and we now look to the New Year’s planning process.
Here are some ideas you can use to implement this project.
What did you do well? Identifying your successes
is a vital part of the analysis. Where did you not
live up to your expectations? What could you have
done better? Did your sales team meet their sales
objectives individually and collectively? It’s important
to sit down and talk with each individually. Getting their
perspective on where they succeeded and where they didn’t
is important.
Did you have enough inventory? Was it in the right categories?
Were you left with too much stock? How were your margins?
Did you meet your objectives? We seek improvement in every
area of operation. This is especially so when our “calling” and
our incomes are involved.
One element of your business you should consider is
bringing new lines and new products into your store.
New merchandise opportunities are literally just a
few weeks away. There will be plenty to see at the
spring shows. Bringing new lines into your store will start the
year off well with new merchandise to rev up your sales team.
The new merchandise can be the tool you use to bring new
customers into your store. January is a great month for year-end
bonus money and cash gift recipients. Add some new designers
to your assortments. Designers can be an interesting story to tell
your customers. Starting the year right can begin with exciting
new merchandise.
Speaking of new, have you considered a new approach to your
merchandising plan? When you review the performance of your
individual sales programs in effect during the year, have you used
discounting as a method to grow sales or deflect competition?
Maybe it’s time to try a new approach to discounting…a subtle
indirect approach to give the consumer added greater value
with a purchase.
In this issue of The Retail Jeweler, I call your
attention to the article written by Jim Ackerman on
the question of how to effectively use a more subtle
discounting approach without giving the consumer
the real impression of dropping your prices.
Ackerman demonstrates “thinking outside” the box in presenting
his concept of adding value. It actually is a method of providing
greater value to customers without doing the straight-line 20%
off!
The specific example he cites is a 20% savings applied to a
8
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$1,000 purchase would yield a $200 price reduction to $800.
Ackerman proposes using the $200 “savings” to “buy” another
piece of jewelry valued at $400 to give to the consumer as an
added value gift. A $1,400 purchase for $1,000 amounts to an
effective savings of 28% for the consumer. Assuming a keystone
margin, the $200 discount is used to purchase a $400 bracelet,
necklace, or a pair of earrings or anything valued at $400 in
the store. And, you get the additional benefit of moving more
inventory out the door.
Discounting is not a popular concept among
most the retail jewelers I know. They believe it is
somewhere between unethical and illegal or just
plain dumb. The problem today is nearly everything
is discounted, and consumers are literally programmed to ask,
any merchant, “Is that your best price?” If the retailer says that
price is fair and it’s my best price risks having the customer say
thank you and see them walk out the door. Worse yet is the
thought the consumer will walk to the jeweler’s competitor, get
the discount and lose the customer forever.
A value program as described above gives the
consumer something additional without asking for
a discount. You maintain the authenticity of your
pricing without joining the price off club. We do
not live in a perfect world. Retail jewelry in particular is highly
susceptible to pricing attacks because the consumer is unable to
correctly value a piece of jewelry. Consumers assume a jewelry
store works on high margins and can well “afford” to offer a
better price.
Marketplace credibility is important. If word gets out
to the community that you selectively offer discounts
your credibility will be negatively affected. On the
other hand, using the gift with purchase method
available to every customer, says you are dealing fairly with every
client not just those who ask for a discount.
The year-end review is an important process. Make sure you
look at every program and policy to be sure of consistency and
fair dealing with your customer base.

Frank Dallahan
co-publisher of The Retail Jeweler
Email Frank@theRetailJeweler.com

By David Brown

YOUR
ANNUAL
REVIEW
We all get a little hectic on a daily basis – there often seems
to be too much to do and it feels like we seldom have time to
achieve anything other than fight fires and tread water.
Despite this we know we need to stop and take time to focus
on the big picture with our business. The ideal time to do this
is at the financial year end. Once December trading is out of
the way and the annual stock-take is complete its time to sit
down and evaluate the year.
The most effective way to evaluate this is to ask some
important questions about your store’s performance. How did
you do relative to some of the most important metrics during
the year? What targets did you achieve, and which ones did
you fall short?

DID YOU ACHIEVE YOUR SALES BUDGET?
We are only as good as the performance we measure and a
key factor in this is to set a target for the year with which to
strive. If you have set a budget how did your sales go relative
to the objective?

HOW MUCH TIME DID YOU SPEND IN YOUR BUSINESS?
As a business owner there are two aspects of our investment
we need to consider; the money we have invested and the
amount of time we have spent on the business. How many
hours did you actively spend in the business during the
year? What about the time spent on the business? This is an
investment that needs a return. When the year is over, and
you are calculating the net profit you have made, you need
to consider the time you have spent separately to the money
earned on your investment. Your bottom-line result needs to
take into consideration your wage for working on, and in, the
business. What is left is your return on capital

HOW PROFITABLE WAS YOUR BUSINESS THIS YEAR?
What is your bottom line relative to last year? What result have
you achieved relative to what you expected and what would
represent a fair return on the money you have invested?

 OW MUCH MONEY DID YOUR BUSINESS MAKE
H
AVAILABLE TO YOU?
Your profit is one factor, but this doesn’t necessarily represent
the money your business has made available to you during
the year. A business requires re-investment in inventory and
equipment. What has been your cashflow payback from the
time you have spent? The quickest way to determine this is
to look at the increase in your bank balance (if there has been
one) plus the money you have taken out of the business during
the year, as both wages and drawings. Together they represent
your surplus cash. Money spent on buying assets or servicing
loans is not surplus cash for you to enjoy.
Sometimes, as a business owner, it’s easy to ignore the payback
your business gives you. There are additional “perks” of being
an owner, phones that are paid for, vehicle expenses that might
be provided, but ultimately, it’s the cash your business can
throw off that is the best measure of your business’s success.
The best way to assess a business performance is by the cash it
can generate. A profitable business that requires a huge level of
re-investment is little better than a business that requires limited
re-investment but provides a relatively poor performance.
Ultimately the success of your business will depend on what
it gives you back relative to what you put in, be it monetary
investment or time. You need to constantly assess your
businesses performance against this criteria and other options
that may be available to you.

David Brown
David Brown is President of the Edge Retail Academy. If you would like more information or strategies on this topic, contact us! The Edge
Retail Academy is a highly effective jewelry industry consulting company that provides customized strategies for retailers and vendors to
increase profits, optimize growth, reduce debt, create profitable inventory solutions, build effective teams and enhance brand loyalty and
profitability. The Academy is committed to helping jewelry businesses improve their bottom line while reducing uncertainty and stress. Edge
Retail Academy software and the unique talent pool of their business advisors provide real world knowledge and advice for guaranteed
results, all on a “no-contract” basis. 877-569-8657, ext. 1, Inquiries@EdgeRetailAcademy.com or www.edgeretailacademy.com
© Edge Retail Academy 1983 Oliver Springs Street Henderson NV 89052-8502, USA
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HOW TO
CREATE WINNING
RETAIL DISPLAYS

By Author

While the world is busy shopping online and many industry
professionals are reading reports inferring ecommerce has
surpassed brick & mortar retail sales, nothing could be
further from the truth.
There is absolutely nothing that compares to shopping
in-person especially in the fine jewelry category. When a
customer can hold a piece of fine jewelry in their hands
and see how it looks and how it feels it adds tremendous
value. None of these experiences can be replicated online,
no matter how great your technology is.

That being said, merchandising your store is crucial to help you maximize sales.
You cannot slack in this area, after all you are competing with perfectly manicured websites.

You may have just bought a new line, and
you’re excited to get it in, but that’s only half
the battle. Presentation is one of the major
pitfalls many retailers struggle with today.
You need to grab the customer’s attention in
a short time and make them stop.
The development team at Royal Chain has really figured this
out. Established over 42 years ago, and widely known within the
industry as a gold company, this family-owned conglomerate
has a history of creating successful buy-in programs for their
retail customers. Taking a holistic approach, Royal Chain offers
everything from modular displays to extensive marketing
materials all in an effort to help retailers. They’ve been leaders
in profitable turn-key programs.
Take their new Yours Truly program as an
example, which pairs personalized product
with an easy to use display system. This
collection of gold initials offers consumers a
choice from three different categories from a
bolo bracelet, a stud earring and three types
of necklaces. Each piece is stocked in every letter for next day
delivery. And all styles come priced between $120 and $375.
12
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Best of all, this display will come complimentary
with a modest minimum purchase. The
display holds between 21 skus and 38 skus
and measures 16.5” wide by 11.5” deep in
the showcase.
The Yours Truly program is a great fit for retailers looking to get
into an easier personalized line because there is no waiting, no
customization, and no loss of time at the sale. The sale takes
place on the spot in most cases, and retailers don’t have to
go through the hassle of contacting the manufacturer to make
the item. Since the program’s launch in late 2019 it has been a
resounding success.
Marketing is defined as pulling together all
of the elements of a business in order to get
the product to the ultimate consumer. Having
well thought out displays that present the
product in an attractive way to the consumer
is key to completing the sales process from
the manufacturer to the retail jeweler to the consumer for new
releases and trends they wish to capitalize in a short amount
of time.

VALUE ADDED OFFERS

DISCOUNTS
By Jim Ackerman

I can’t tell you the number of times jewelers tell me
they don’t want to make offers.
They say they don’t want to play the “mark it up to mark it
down” game.

Of course, your $400 bonus could be additional jewelry, but it
might be just as well – or better – to offer something else.
You’ve seen gift-with-purchase offers include anything from
trips to firearms. Tech is often popular.

“I price my products fairly,” they say. “I shouldn’t
have to discount.”

But you may not even need to do a gift with purchase valueadd. You may find that simple things like first access to a
limited supply may motivate buyers enough.

All well and good. Take a stand. I appreciate that. Just one
problem. Your competitors are playing on a different field and
so are your customers.

Or how about a free gift, just for coming in. This can take the
form of a swag bag or other services, chances to win prizes,
dinners, travel, entertainment tickets and more.

You may not want to play the mark it up to mark it down game,
but your competition knows that customers are looking for “a
deal”, even though they wouldn’t know a real deal if it hits
them in the face.

Research shows that often, people will buy for the
bonuses. And they’ll also come for the freebies.
“But Jim, what will that do to my profits?” you ask.

Furthermore, your competitors know that today’s consumer
has a lot more choices than they used to. There are the other
indies, like you; there are the chains and the big boxes; there
is the Internet.

Frankly, that depends on what you mean by profits. If
you’re stuck on making keystone, your only choice is to
price your products so you’ve got enough flexibility to
be able to provide the extras… the “pot sweeteners.”

All that said, I’m with you. I don’t want to see you constantly
discounting. But you do have to make offers. And the word
offer is not spelled d-i-s-c-o-u-n-t. In fact, discounts may not be
the most compelling offers to your prospects at all.

If you’re focusing on volume of profit dollars, you may find
that sales go up so significantly when you provide value-added
offers, that you can live with slightly lower margins.

But if not discounts, what?

How about value-added offers?
Look, if you were willing to give a 20% discount to get
somebody in your door, why not take the actual dollars that
would cost you and “buy” your customer something nice that
you can purchase at wholesale and they will value at retail?
If you’re willing to give a $200 discount on a $1,000
item, take the $200 in cash a discount would actually
cost you, buy them something worth $400 at retail
and charge them the full $1000 of the original item.
Which do you think the consumer would rather have:
a $1,400 value you paid $1,000 for, or a $1,000 value
the consumer paid $800 for?
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One other consideration though… by making powerful,
compelling offers, the efficiency of your advertising may go
through the roof. You may find you can spend less on advertising
to generate a similar response, or you may find that the same
expenditure brings you substantially more sales. Either way you
could see a significant drop in the marketing cost to acquire a
customer, thereby making up for profits lost by providing more
compelling offers.
One thing is certain. In today’s world refusal to acknowledge
and act on the need to make compelling offers is nothing more
than evidence that you’re not living in today’s world. And your
business frustrations will prove it.
EDITOR’S NOTE:
Jim Ackerman is known as The Marketing Coach to the
jewelry industry. The Retail Jeweler readers can get a
Marketing Needs Analysis (a $397.00 value) FREE by sending
an email to mail@ascendmarketing.com. Also check out Jim’s
other services, including a collection of TURNKEY marketing
programs, at www.jewelersmarketinggems.com.

What You Want in a Business Advisor

By Bill Boyajian

An advisor’s basic role in any field of endeavor is to help clients
make good decisions. In fact, the word “client” comes from the
Latin meaning “a person who has someone to lean on.”
The question is, do you need an advisor – in this case,
a business advisor – and why might you need one?
The answer usually depends on whether you
have a problem, issue, or challenge that you
can’t solve on your own.

As successful as you may be in business, it is likely that you are deficient in something that could help
you in business, be it growing your sales, increasing your profitability, identifying inherent weaknesses,
resolving personnel issues, improving overall operations, developing new marketing strategies, or solving
merchandising questions. Sometimes you can hire people within the company to give you these answers,
but at other times you may want a consultant or advisor to provide an unbiased outside perspective that
you can rely on.

If the latter is the case, you will want to look for a business advisor who:
• has experience and expertise in your area of need.
• is willing to put in the time to get to know you personally.
• is truly dedicated to your interests, and your interests alone.
• can offer specialized knowledge, or in many cases, a fresh
perspective.
• is upfront with his or her strengths and equally open about
any limitations he or she may have.
• you can trust to provide honest feedback and direction,
even if it hurts a little.
• is clear about his or her role by providing exceptional
advice and a variety of options and recommendations,
but allows you to set the direction and make the ultimate
decisions.
• doesn’t just preach, but instructs and guides you through a
progressive process toward an effective solution.
• is collaborative and a person you have synergy with,
someone whose ideas and encouragement motivate you.
• understands you and can provide advice (substance)
and can deliver it (process) in a timely, intelligent, and
thoughtful manner.
• can help you do something, decide on something, or solve
something better than what you could do on your own.

16
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• is anything but a “yes person,” someone who doesn’t tell
you what you want to hear, but what you need to hear.
• c ommunicates well, stays committed, is reliable, and shows
mutual respect.
•b
 acks up what he or she tells you with a written record of
the advice so you can read, re-read, reflect, follow-up, and
amplify on issues when necessary.
• k nows how to take what is often a complex problem and
break it down into simplified solutions and choices.
• k eeps his or her advice pure and discloses any possible
conflicts of interest.
The business consultant or advisor you engage may not have
every one of these characteristics, but this list provides a
good starting point for you. If I can help you work through this
process, please feel free to contact me.
Bill Boyajian
Bill is the former long-time president of the
Gemological Institute of America, and is
currently founder & president of Bill Boyajian
& Associates, Inc. His company consults for
a wide variety of businesses in the gem and
jewelry industry, specializing in leadership,
business, and organizational development,
family transition, and succession planning. Bill is
the author of Developing the Mind of a Leader
– Your Path to Lead and Inspire People. He is a sought-after business coach
and speaker, and can be reached at bill@billboyajianassociates.com.

CHECKING CREDIT

By Jim Rocchio, and Kathleen Morgan

IS MUCH MORE THAN A LOOK IN THE JBT RED BOOK
A depression in 1884 resulted in a severe, nationwide credit
crisis. The ensuing credit shortage led to an economic decline
and literally a credit panic. From that crisis, JBT was born.
JBT’s mission has not changed in 135 years. And, that mission
is to promote the welfare of its members and the jewelry
industry by obtaining and delivering accurate and reliable
credit information, effective collection services, and education
related to these matters. Although suppliers continue to use
JBT’s credit information today to assess credit risk, many
neglect to take time to do their due diligence.
To illustrate our point, here is a true story using a fictitious
name. Sadly, this kind of story happens much too often and is
a classic example of why it is vital to share information and use
JBT reports.
The story…
A jewelry retailer, for our purposes here, the ‘Everyday Jewelry
Company’, files for bankruptcy owing its top creditors $530,000.

The facts on file with JBT:
Trade Payment Information
When the Everyday Jewelry Company filed for bankruptcy, 58
potential references (names of suppliers) were on file with JBT.
Of those 58 suppliers, only 8 had reported customer trade
payment information over the previous 7 months.
Collection Claims
Of the 9 claims placed by JBT members against this company,
3 never pulled a credit report, 3 pulled a credit report only
when they filed the claim and 3 pulled a report just prior to
selling to this company.
Bankruptcy Court Report
There were 18 creditors listed on the Bankruptcy Court report.
17 of those were JBT members. Out of the 17 members, 14
never reported any payment information to JBT.
Two years prior to filing bankruptcy, The Everyday Jewelry
Company maintained a Pay Score of 4 (an average over 90
days past agreed upon terms).

if all member suppliers reported their accounts receivable
payment information to JBT.
Other JBT credit monitoring services…
JBT continues to publish a hard copy of Red Book annually
in September; which lists over 26,000 jewelry companies and
contains their credit ratings at the time of publication. This
information is also accessible via a mobile app which is updated
monthly, a USB updated quarterly and online in real time.
“Too many suppliers check the pay score in the Red Book
and make instant decisions,” says Erich Jacobs, President of
JBT. “The Red Book represents only a snapshot in time. For
example, the annual September Red Book went to press in
July and JBT recalculates pay scores each month. A company
with a good pay score in July may have a poor pay score or no
pay score today; or, the reverse could hold true.”
To emphasize the size of the problem, Jacobs reveals that
members receive 25 free credit reports a year and only a small
percentage of members actually use them.
“The Red Book is a road map, a guideline,” emphasizes
Jacobs. “It is a starting point, not the ending point of the credit
investigation.” In addition to using credit reports in accessing
credit risk, JBT highly recommends getting a credit application
and a personal guarantee when possible.
In addition to providing credit ratings and reports, JBT also
offers an early warning service called Credit Watch. Members
can select an unlimited number of accounts and are notified
when significate events occur on the subjects’ credit reports.
Events include rating changes, collections claims, robberies,
relocations and more.
Another product is the New Claims & Bankruptcy report; a
listing of claims filed with JBT weekly and developments with
the US Bankruptcy Court.

In summary, exposure could have been reduced and even
prevented had more members looked at this credit report and
reported payment experience.

Members also receive the Weekly Alert. This report contains
changes made to a company’s credit report including Credit
Ratings, Pay Scores, Current Items of Interest (i.e. moves,
robberies, deaths, sale of a business, name changes, etc.),
Financial Embarrassments, Newly Listed companies and
companies inquired upon by 3 or more members in a week.

Interesting FACTS about JBT
JBT maintains over 19,000 listings on retailers and over 6,300
on suppliers. Millions of trade payment lines are reported
annually from our members. 85% of that information comes
from just over 220 members on a monthly basis. Just imagine

For 135 years JBT has been promoting the integrity of the
jewelry industry by providing unique, credible, and relevant
data. We encourage you to join and if you’re already a member
– report payment information AND use the information and
resources available to you.
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By Gloria Maccaroni

New Year’s Solutions
You probably have a list of personal New Year’s resolutions written down and maybe posted to your fridge. You might
have already broken a few. But, have you ever thought of taking some time and making New Year’s Resolutions for
your retail business?
Like your personal goals, you should set goals and deadlines for retail success. There probably are numerous tasks
that you plan to accomplish for your business in the coming year, but now is the time to take a step back and reflect
on what worked and did not work in 2019 and develop a Business Building Strategy for 2020.
These are all some of the questions that you should ask yourself:
• What did we do right and in what areas do we need to improve?
• What areas of business increased?
• What areas were slow or showed declines in sales?
• Did we attract new customers? How?
• Did we maintain and develop existing customers? How?
• Were there personnel changes that affected my business?
• Were there community or industry changes that affected the business?
And don’t procrastinate as plenty of people will be heading into stores in January to exchange unwanted items, cash
in gift cards or spend gifted money. With the right approach and some advance planning, you can continue to capture
their attention, and their dollars, well into the New Year and for years to come.

Evaluate
Your Marketing
Plan

20
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Know
the 4 P’s of
Marketing

Define
Your Advertising
Plan

Use Public
Relations to grow
awareness

EVALUATE YOUR MARKETING PLAN
A marketing plan is the first step in creating a successful marketing program for your business.
Regardless of the scope of your marketing plan, you must keep in mind that it is a fluid document. Every business needs to begin
with a well-structured plan that is based in thorough research, competitive positioning and attainable outcomes. Your plan should
be the basis for your activities over the coming months. However, you should always be willing to enhance or redirect your plan
based on what proves successful.

KNOW THE 4 P’S OF MARKETING
Think of marketing as the entire process involved in acquiring and keeping customers.
Marketing comes into play in everything from what features about your store will interest customers, who those customers are, how
many there are, how to reach them, and how to get them to make the purchase. Marketers often refer to “the four Ps”—product,
price, place, and promotional strategy.
In a jewelry retailers’ case, your product is your store and the services that you offer. You need to define your store and create a
“unique product offering”. For example ,that can be comprised of the unique selection of jewelry that you offer or the different
services that you offer or a combination of both.
Price – do you sell only high-end merchandise or a range of collections from low to high? You need to build your marketing plan
around your price positioning and the consumers who are likely prospects for this merchandise.
Because customers have so many options on how they discover and purchase jewelry, “place” becomes a big piece of the
marketing plan. Will you sell exclusively instore or online, or both? What is special about your store, your staff and your services?
Finally, “promotional strategy.” How will you get the word out about your store? Which methods and tools will you use to let
customers know about what you sell? Are you planning to buy advertising ? Will you use digital or print promotion? In-store
promotion? Social media? Press releases, blog articles ? Each plays a role in what is called the marketing mix. How much you
allocate to each segment is important.

DEFINE YOUR ADVERTISING PLAN
 Advertising is all of the actions that get your store and your services in front of the eyes and ears of
a potential customer.
This includes paid advertising as well as word of mouth marketing, networking and other free ways to get the word out. Advertisers
often need to produce ads in multiple forms including print, digital, radio, commercial, billboards and more.

USE PUBLIC RELATIONS TO GROW AWARENESS
 People like to do business with people they know, or think they know and with businesses that have
a good reputation.
Public relations helps build awareness for a business. Among the ways stores can build a positive image is by sponsoring events,
supporting a charity, working with schools or faith-based organizations, or partnering with other local businesses. Submit press
releases about your store’s programs and events to build exposure and awareness.

So once you have your marketing plan in place here are some business building tips and some
great “Silver Solutions”, collections that can set you up for absolute success in 2020!

THE
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Lure Them Back with Limited-Time Offers Good Only in January.

Samuel B

Many people like to shop after Christmas for themselves. You can lure them back by
offering a reward such as store “cash,” gift cards or percentage/dollar-off deals. Whatever
you choose, the key is to focus on getting your customers back into your store.
Silver Success Tip: Samuel B does so much to help their retailers succeed. They partner
with their stores, by offering a 1:1 stock balancing, as well as many other brand benefits.
Their number one priority is the success of their retail partners, followed closely by the
happiness of their customers.
Samuel B’s New Year’s Solution: “Samuel B is focused on constantly working to
improve and innovate design and quality. We are continuously evolving and learning
from our customers.”

Sterling silver and 18k gold with multicolor semi-precious stones.
MSRP: $1,219.
samuelb.com
516-466-1829

Follow Up With Holiday Shoppers.

Rembrandt Charms

Hopefully you captured email addresses from people who shopped at your store over the last 2 months. If you did that, you can
then reach out again in January with an email marketing message. You can do a soft sell with a digital “Happy New Year” eCard
and a gentle reminder to come in and take advantage of clearance items or sweeten the pot with a discount offer.
Silver Success Tip: Rembrandt Charms- Business Building Charm Program enables thousands of retail jewelers to cultivate
relationships with generations of new and repeat customers.

Passion for Travel bracelet
MSRP: $366.50
Rembrandcharms.com
800-828-7840

-Rembrandts New Year’s Solution:
“There are many exciting initiatives already underway and planned for the New Year! Contact us today to learn more”.

Build on Gift Cards.

Phillip Gavriel

Gift cards were the number one most popular gift last year. So if your store sold them, you will have
built-in sales in January (and even later). According to the NRF 65% of gift card holders spend an
extra 38% beyond the value of the card. So this is your time for your staff to show their selling skills for
maximum results!
Silver Success Tip: Phillip Gavriel
Phillip Gavriel has positioned itself as everyday fine jewelry. With amazing price points, retailers will
succeed by offering their customers a premium designer brand at a better value than what other
designer brands retail. By offering extensive marketing materials, in-case displays, and inventory
support, Phillip Gavriel has all the tools a retailer needs to be successful.
Phillip Gavriel’s New Year’s Solution:
“The brand will be offering brand new displays, marketing support, and packaging, all with a sleek new
look. All this comes with an exciting new product release that will build on their best-selling styles.”
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Sterling silver & 18k gold
blue topaz cushion cut
birthstone pendant.
MSRP: $140.
phillipgavriel.com
800-622-0960

Use Loss Leaders to Draw in Sales.

E.L. Designs

January is the perfect time to get rid of slow-moving items that didn’t sell well.
Discount them to rock-bottom prices to get people into your store. And then entice
those customers with well-merchandised displays of full-priced items.
Silver Success Tip: E.L. Designs offers brand training, advertising co-op, new design
packages, customized e-comm storefronts for jewelers, and standard 4-day turnaround
on orders.
E.L. Designs’ New Year’s Solution:
“2020 will see a focus on increasing consumer awareness of our innovative design
and functionality in order to drive consumers to our retail jeweler partners.“

Slide-open functionality in
Sterling silver with 14k channel
& 5 diamonds (0.1ctw)
MSRP: $858.
ELDesigns.com
800-828-1122

Try a Fun Promotion.

PiYaRo

After the holiday’s consumers are likely to feel a letdown as they head back to work
and open their credit card statements that reflect high balances from all of their
recent spending. Put them back in a good mood with fun giveaways. Give away a
free gift with purchase. Hold a drawing in the store for a prize such as a $100 gift card
or a desirable product. Call it “The Perfect Gift- From Me to Me” promotion!
Silver Success Tip: PiYaRo does its best to work with the retailer by offering the ability
to customize every style at no additional cost. PiYaRo stands behind its product and
offers dollar for dollar stock balancing up to a year.
PiYaRo’s New Year’s Solution:
“We are working on textures - juxtaposing unique styles in a new and exciting way.
We are also working on price point pieces so the brand can be enjoyed by all”.

Sterling silver, 14k & 0.1ctw
multi-strand necklace.
MSRP: $1,799.
piyaro.com 888-427-8886

Use Social Media to Reach Another Consumer Group.
Reward customers for being connected with social-only incentives.
A discount for Facebook friends or Twitter followers may be
leveraged more effectively and efficiently than printed coupons,
direct mail or print ads.
Silver Success Tip: Belle Etoile’s focus is on helping retailers
compete in the online marketplace while increasing in-store
traffic and sales by providing creative marketing and e-commerce
solutions,
Belle Etoile’s New Year’s Solution
“Retail is changing dramatically and Belle Étoile helps retailers
succeed with unparalleled support, ranging from award-winning
designs to innovative buying programs.”

Belle Etolie

(Center bangle) Hand-painted
black Italian enamel with white
stones set into rhodium-plated,
nickel allergy-free, 925 sterling
silver.
MSRP: $395
belleetoilejewelry.com
415-626-9223
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Look to the Future.

Joryel Vera

The new year is a time when people are ready for change. Promote how your business can
help them usher in “the new.” Most people are looking to lose weight or update their
look – so capture this customer by offering a jewelry wardrobe makeover party. Better
yet- team up with a clothing boutique in town to add to the fun and focus on the female
self-purchase customer who will be looking for new styles and looks in the New Year.
Silver Success Tip: Joryel Vera offers original jewelry designs in his 1000-piece Prolific
Collections with all the essential needs for the modern woman to build a timeless jewelry
collection. Selecting from many jewelry categories with styling from the Elegance of
Simplicity to the Artistic with a Touch of Modern: Daytime casual - dress up - for the
office - to an evening out.
Joryel Vera’s New Year Solution:
“We have expanded our production capacity with many new designs in various stages
of development. We have also put in place a new joint venture to expand gemstone
selection and are adding more unique cuts & outrageous colors in stones like:
Tourmaline, Tanzanite and Ethiopian Opal”.

Meet with Vendors Face to Face.
When was the last time you actually spoke face to face with one of your suppliers?
Though it might seem easier to simply shoot off a quick email or text message
to the people who literally ‘bring you the goods,’ building personal relationships
with vendors is a huge plus. It’s not only nice to get to know the people behind
the merchandise but can also lead to better service from your suppliers.
Silver Success Tip: Frederic Duclos was named the 10th best-selling brand for
independents in a nationwide 2019 survey.
Frederic Duclos New Year’s Solution:
“Silver with touches of rose or yellow gold plating will be my design aesthetic in
Spring 2020 to complement Pantone’s palette.”

Launch a New Product or Service.

A contemporary sterling classic
with Ethiopian opal.
MSRP: $175.
Joryelverawholesale.com
561-508-2945

Frederic Duclos

Sterling silver and yellow
gold plated grace
earrings.
MSRP: $240.
fredericduclos.com
714-898-3636

Kelim Design

One way to entice customers to visit your store after the holidays is to
launch a new product or service. This will help to ensure there is not a
significant drop off in sales in January. Be the first in town to have a new
collection and spread the word!
Silver Success Tip: Kelim Design bringing top design and quality at a very
reasonable price point.
Kelim’s New Year’s Solution:
“Our focus is on timeless designs with consistent quality. Designs that
realize that every woman wants to adorn herself in a way that is easy to
wear anytime of the day.”

925 sterling siver triple leaf necklace.
MSRP: $400.
kelimjewelry.com 301-448-7367
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Update Your Website.

Adel Chefridi

70 percent of Americans seek out reviews and opinions online before making
purchases. That means they can be looking at anything from Amazon to a store’s Yelp
reviews. And you know what review sites like Yelp link to? That’s right, your website! If
your website is unappealing, or circa 1995, who will want to visit your physical store?

Sterling silver, 18k
yellow gold, sapphire
and diamond.

Invest either the time or money in updating your online presence. It doesn’t have to
be fancy, but a clean and modern design will do wonders for your store’s brand.

MSRP: $945.
Adelchefridi.com
845-684-5185

Silver Success Tip: Adel Chefridi emphasizes beauty and harmony and the designs
resonate with clients. The quality, feel and value is an inspiration for collectors to
create their own story.
Adel Chefridi ‘s New Year’s Solution:
“Our continued focus is our story of harmony and beauty, translated through the
design and creation of finely crafted jewelry.”

Check the Details!

Kir Collection

Be sure your phone number, business hours, time zone, customer service email
address, return policy and guarantee can all be found from all pages. The easier it is
for customers to find contact information, the more confident they’ll be about your
store.
Silver Success Tip: Kir Collection offers a key price point accessible designer jewelry
line without the pressure of a big buy-in. They have many programs in place that
support profit - buy ins, stock balancing, warranty, sell-through analysis and more.
Kir Collection’s New Year’s Solution:
”We aim to make it easy for retailers to offer an accessible designer sterling line,
meeting the needs of the self-purchasing customer.”

Encourage Current Site Visitors to Sign Up for a Mailing List.

Sterling and lapis hoop earrings.
MSRP: $340
kircollection.com
303-530-1268

Hope Faith & Miracles

If you don’t capture visitors’ email addresses the first time they visit your site,
chances are slim that they will return to your site. If they don’t return, you’ve
wasted the money - perhaps as much as $5 or more a click - that you spent to get
them to your site in the first place.
Silver Success Tip: Hope Faith & Miracles has 16 years proven success. Their
focus is on building B to B relationships.
Hope Faith & Miracles New Year’s Solution:
“To be recognized as a top purveyor of top-quality fashion silver jewelry.”

Sterling silver pierced fleur
de lis cuff bracelet.
MSRP: $179.
hopefaithmiracles.com
843-298-0764
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Check to be Sure Your Web Pages include Social Networking Share Buttons.

Lika Behar

If they don’t have your web developer add them now and set them to show the number
of shares. Prospects are more likely to buy a product if they see signs that a lot of other
people like it.
Silver Success Tip: Lika Behar Collection prides itself on customer outreach and support.
They collaborate with retailers to strategize and execute digital and print advertising
campaigns tailored to the needs of their retail clientele.
Lika Behar Collection New Year’s Solution:
“For 2020 we’re keeping high quality handmade jewelry affordable and attainable by
focusing on more sterling designs.”

Sterling silver & 24k fusion gold
Ranger bracelet.
MSRP: $880.
likabehar.com
201-933-7200

Keith Jack

Ask Your Employees to Suggest Their Own New Year’s Solutions!
Get to know your employees. Remember, your staff is the life and blood of your
business. And happy staff means happy customers, which means more sales.
Find the time to grab coffee with a new employee (or an old one for that matter)
and learn what their career and life goals are. You’ll not only foster a healthier
working environment but could discover hidden talents among your employees
you didn’t know were there. Ask them for their suggestions and New Year’s
solutions too. They can provide invaluable insight to your business.
Silver Success Tip: Keith Jack:
Experience Keith Jack’s modern design crafted at affordable price points and
supported by fine quality workmanship and compelling Celtic stories.

Tree Of Life Sterling
Silver with 18k Yellow
Gold accents $309
keithjack.com
604-971-4367

Keith Jack’s New Year’s Solution:
“To offer unparalleled support, versatile displays and striking POS that creates
the wow factor around collectible designs for men & women.”

Don’t Forget to Delegate.
Delegating effectively can help benefit the employee, and your store by
producing a higher quality of work and raising employee morale. When
delegation is done properly, the manager has additional time to attend to
the more important functions of the business such as sales, marketing and
future planning.
Silver Success Tip: Alex Woo will help the retailer succeed by continuously
offering a fresh assortment of products in several price points.
Alex Woo’s New Year’s Solution:
“Alex Woo takes pride in partnering with other innovative brands who share
and implement our company values and beliefs. Our focus for 2020 is to
collaborate with other influencers and brands to reach new markets and
grow the brand.”
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Alex Woo

Smith & Cult autograph Letter
P necklace in pillow pie.
MSRP: $118.
alexwoo.com
212-226-5533

Publicize Your Publicity.

John Atencio

Whenever you do get publicity, get permission from the publisher to reprint the
article. Include the article in newsletters, post on your web site and on social
media outlets. Publicity lends credibility to the claims you make for your store &
services..

Chorus sterling hinged
bangles by John
Atencio.
MSRP: $795 & $695

Silver Success Tip: John Atencio is about artistry, craftsmanship and a unique
and recognizable brand aesthetic. John Atencio has an extensive and versatile
silver offering, designated by Collections. Within each you will find a selection
of price points, and styles from which to create a unique offering.

johnatencio.com
800-219-0276

John Atencio’s New Year’s Solution:
“We are focused on expanding our footprint in wholesale by establishing
strong retailer partnerships in 2020.”

Make it Easy to Reach a Real Person on the Telephone.

Martha Seely

There’s nothing more frustrating to potential customers than to call to request
information, only to be pointed back to the website for more information. If you can’t
have someone manning the phone at all hours, at least have a recording that reminds
customers what your store hours are and give them an option of leaving voice mail.
Then, take care to return calls within one business day or less.

Constellation
elongated dangle
earrings with
tanzanite, sapphires,
and diamonds.

Silver Success Tip: Martha Seely creates mix and match pieces that can bring the
customer in multiple times. The pieces can be add-ons or sold together. She works
with the stores to use the gemstones the retailer wants and encourages “mix and
match” elements with other pieces that the retailer has in stock.

MSRP: $737
marthaseely.com
617-899-2162

Martha Seely’s New Year’s Solution:
“My brand will continue to celebrate the universe. It will be color centric; and there
will be more mix and match designs.”

Add Testimonials to Your Website.

Gabriel & Co.

Testimonials work just as well on the web as they do in direct mail. Add them to
your social media pages too.
Silver Success Tip: Gabriel & Co. will help the retailer succeed by providing
sales, marketing and technological support to help expand business for their retail
partners.
Gabriel & Co’s New Year’s Solution
“The brand’s goal for 2020 is to increase brand awareness to consumers while
supporting and driving business to our retailers”.

Silver and white sapphire
souviens earrings. MSRP: $675.
gabrielny.com
212-519-1400
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Remind Your Customers that Your Store is Special

Michou

Customers are out there shopping, but how focused are you in reminding your shoppers that they
should buy from you ? One of the most obvious ways to market your message to your customers
is to use those services that don’t cost you anything, especially email and social media. And yes,
email marketing opens are on the decline but still the best way to reach shoppers who have
purchased from you in the past.
Silver Success Tip: Michou is a classic line with a twist that provides a fresh and exciting use of
colored stones in sterling. With tiered price points and moderate to statement size pieces Michou
will appeal to customers of all ages. With the importance of colored stones in the marketplace
Michou provides a great opportunity to expand on the sterling and colored stone category.
Michou’ s New Year’s Solution
“Intriguing colored stone palettes presented in sterling silver that focuses on themes and
patterns inspired from the natural beauty of Bali and Lake Tahoe is the focus for 2020. We look
forward to presenting carvings in shell and stone that will complement our color palettes.”

Take Time Off

Sterling silver with drusy
and ice quartz.
MSRP: $215
michou.com

Bella Cavo

Did you take a day off last quarter? And no, a personal day to take care of a sick child doesn’t count. As business owner we know
that the amount of work on your plate often doesn’t allow for much rest and relaxation. But taking time to recharge will not only
help your personal sanity, but also help you focus better. Which ultimately helps you run a more successful retail business.
Silver Success Tip: Bella Cavo offers the largest selection of flexible sterling
silver bracelets and rings in the industry with “sweet spot” retail prices ranging
from $39.95 to $279.95
Bella Cavo’s New Year’s Solution:
“Our goal is to build on our great momentum and retail sell-through by adding
exciting new products, including earrings and pendants, and by introducing
powerful new displays.”

Flexible box-link sterling silver
bracelets with two-tone rings.
MSRP: $109.95
kellywaters.com 800-647-7017

The predictions for retail in 2020 are strong; be sure that you are ready with exciting programs and plans so to make your New Year
a happy and successful one.
Executive Summary of the KPMG Study ”Trends in Retail 2020“
Key results: Online information will become increasingly important for customers; however, the physical in-store shopping
experience will remain the primary point of contact to obtain information and make purchases in the foreseeable future. Mobile
devices are continually becoming more important in the buying process – primarily for research and less so to actually make the
purchase. Above all, the use of various applications and internet sites can provide helpful information such as prices and customer
reviews prior to the purchase of high-value products. Nevertheless, customers are somewhat skeptical to use smartphones when
paying for goods.

Gloria Maccaroni
Gloria Maccaroni is Director of Brand Development for The Silver Institute /Promotion Service (SPS).
SPS, launched in 2008, develops and implements programs designed to enhance the image of and stimulate demand for silver jewelry in
major markets.
Retailers are encouraged to visit savorsilver.com to find jewelry collections to grow their silver jewelry sales. Brands and designers are
selected to participate in the program and can request more information by writing to info@savorsilver.com
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Marika Desert Gold

MARS Fine Jewelry
This timeless band
collection is set with
1.50ctw of diamonds.
MSRP: $4,955.

Marika’s classic desert gold 24mm cuff set
with 5ctw of colorful sapphires and
accented with diamonds. MSRP: $5,490.
Matching rings and earrings are available.
216-759-7569

888-592-6277

KGM
The Jolie pendant is
36inch in length and set
with 2.40ctw of diamonds.
MSRP $5,547.
212-944-7068

Yael Designs
A beautiful ring featuring three
emerald cut aquamarines surrounded
by diamonds set in 18kt black gold.
MSRP: $6,037
415-989-9235

Bellari
Enhancer from The Cove
Collection featuring beautifully
graduated hues of multi-color
gemstones channel set in 14kt
rose gold with diamond accents.
MSRP: $3,690.
800-255-0192

Jyes Collection
This beautiful ring is crafted in
18kt gold and set with 0.93ctw of yellow
diamonds and 0.92ct w of baguettes.
MSRP: $7,800.
415-621-8880

THE

RETAIL JEWELER

|

29

HOW TO WORK
MOST EFFECTIVELY
WITH YOUR VENDORS
How would you describe your working
relationship with your ten largest vendors?
Are you getting all the benefits they offer?

By Mia Katrin

Your vendors are the life blood of your business. Your bottom
line is based on sales and sales depends on inventory. Your
vendors need you to sell their product. It needs to be a
symbiotic relationship if it is to be effective. The better your
relationships with vendors is, the better access you have to the
inventory and other services you need for success. In These
additional services may include marketing and merchandising
at little or no additional cost to you. These may be services you
are currently providing and paying for yourself.
TIP: Try to determine if your key vendors have a
“most privileged customer” category and learn
what perks may be available.

ACCESS TO INVENTORY
Your vendors have their newest and best inventory as well
as older inventory. Be sure you know what the best-selling
selections are for fastest turnover. Your vendor knows what
their best-sellers are. Ask them.

your needs before you arrive at the show. This will provide the
private and targeted attention you want. This is a wonderful
way to cultivate a more personal relationship with your rep.
TIP: If you have a trusted relationship you have
with your vendors’ reps, they may be able to visit you
in your store with the newest “live” inventory for you to
preview and provide short term memo items to show to
your interested customers.

TERMS
As a trusted customer, you may be able to negotiate better
payment terms. Be certain however, your payment record is
beyond reproach. Too often, retail jewelers take advantage of
suppliers’ credit terms. This creates tremendous ill-will in the
vendor community.
TIP: Some vendors may offer perks such as a discount
for paying at the time of sale.

TIP: You may be able to get benefits on older inventory
better prices or more liberal terms for example.

STOCK BALANCING
BUYING PROCESS
Where and how do you buy from your vendors? Trade shows
can be a circus if you are not properly prepared. If you buy at
trade shows, ask for a private appointment with your rep. This
will ensure personalized attention from someone in the firm you
know and with whom you already have a relationship. Have a
complete list of your inventory for that firm and predetermine

Some vendors may offer stock balancing programs. These
kinds of programs give you the opportunity to branch out and
try more expensive or cutting-edge pieces than you might
normally choose. Before entering into an agreement confirm
the terms of the stock balancing program. How does it work in
real life? Is the program a sales rep discretion program or is it
a company wide program? Is it a written program? If so, get a
copy for your records.
Continued to Pg 34
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Benchmark
Omi Prive

An inner ring adds surprising detail to this
6.5mm Comfort-Fit Tantalum wedding band
while the wire brush finish creates a beautifully
industrial texture. MSRP: $1,115 (size 10).

Platinum ring featuring 2.62
carat total weight of pear-shaped
sapphires accented by 0.58 ctw of
round sapphires and 0.74 ctw of
diamond baguettes.

205-345-0555

MSRP $11,000
877-664-4367

Belle Etoile
Evocateur
The white origami cranes are symbols of helpfulness
and gratitude. The subtle sophistication of this art is
exemplified by the colors gently graduating from dark
to light. This sparkling 22k gold leaf and enamel are
the perfect finishing touches. Made in the USA.
MSRP $378.

French for “to glide”, Glissando this bracelet
emulates the distinct movement of the musical term.
Hand-painted sangria Italian enamel with white stones
set into rhodium-plated, nickel allergy-free, .925
sterling silver. MSRP: $325.
877-838-7628

203-956-0705

L. Klein
L. Klein’s Prisma earrings
elegantly embellish crystal
quartz orbs with 18K yellow
gold, handmade in Italy.
MSRP $1,710

Frederic Duclos
Reversible window pane
geometric design in sterling
silver with gold tone on reverse.
MSRP: $240.
866-898-3636

860-559-9792
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Continued from Pg 30

PREFERRED CUSTOMER PERKS

TRUNK SHOWS

Perks may include complimentary customized store displays and
packaging with a minimum purchase. Your vendors may also
assist with merchandising and designing your in store displays.

Your vendor will visit your store and bring substantial additional
inventory at key sales periods such as Valentine’s and Mother’s
Day and Christmas holiday season. Some vendors will provide
complimentary Trunk Show advertising such as custom
designed postcard invitations for direct mail. Ask what support
they customarily provide.

TIP: Ask about exclusivity arrangements within your
local region. Many vendors will consider this if you
maintain a regular minimum level account.

MARKETING AND PROMOTION
Your vendor may provide considerable PR support. They may
design customized digital or print ads, customized emails
for email blasts, digital photos and videos for social media
posting, digital look books and complimentary print brochures
and catalogs. You may be able to link your website to theirs,
including access to their entire inventory online for your
customers to preview.
TIP: Many vendors provide co-op advertising. They
may also be open to local co-op advertising you may
suggest. Determine what their coop policy is and get it
in writing.

TIP: Provide a Wish List book at shows for your
customers to note items from the show they liked. Your
vendor may add email addresses of your interested
customers from the show to the vendor’s regular email
notifications so interested customers will continue to be
reminded on a regular basis of the newest offerings.

Each of the foregoing ideas have worked successfully
to establish long-standing relationships with retail
jewelers. Some work and are readily accepted by
the manufacturers. Others not so much. Your job is to present
ideas that will increase business between you and the particular
vendor.

Brevani In-Case Displays
Brevani’s in-case displays including floorboards and fixtures is part of a minimum
purchase program. Contact Brevani at 800-997-8780 for more information.

Rembrandt Charms Marketing Support
Rembrandt Charms offers a variety of marketing materials in digital and print
formats. Popular items include: mini catalogs for consumers, counter cards,
posters, mailers, postcards, window clings, billboards and other signage.
Call Rembrandt Charms at 800-828-7840 for more information.

Phillip Gavriel Marketing Assets
Backed by Royal Chain, Phillip Gavriel (a nationally recognized brand), can help
you capitalize on the brand’s success by taking advantage of their marketing tools
and co-op program including printed literature and images that can be used on
various digital and social media platforms.

Mia Katrin
MIA Katrin is an award-winning jewelry designer and creative force behind Jewel Couture LLC. A leading industry voice on style and design
and frequently is an invited speaker at trade events. Before becoming a jewelry designer MIA was a Philosophy Professor, specializing in
Aesthetics. Mia can be reached at info@jeweljewel.com.
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Artistry, Ltd. Releases 2020 Catalog

Ostbye Celebrates 100 Year Anniversary in 2020

The 144-page catalog includes Artistry’s products in Precious
Color, Semi Precious Color, Pearl, Diamond, Gold and Sterling
Silver. There is also an entire section dedicated to Graymoor
Lane Designs, Artistry’s first branded collection.

Ostbye has served the Jewelry industry since 1920 and will
celebrate their 100-year anniversary in 2020 by completing
100 Acts of Kindness. Throughout the last 100 years Ostbye
has remained committed to its mission; building lifelong
customers and memories, by providing the best customer
service through unparalleled service, quality and value.
Beginning in January of 2020 Ostbye staff will focus on monthly
Acts of Kindness. Focuses will be on Community, the Environment
and Children to name just a few. Ostbye has created a pay it
forward list and will welcome retailer participation as well. As
Acts of Kindness are accomplished, Ostbye will capture pictures
and post and share on social media.

“We are so excited to be presenting our 2020 catalog to
our existing and prospective customers,” said Susan Klemt
Williams, Artistry’s Vice President. “Our catalog is such a labor
of love. Sharing it with our clients is one of the highlights of
our year!”
About Artistry:
Artistry was founded in 1982 by Laura Klemt. 37 years later, it
continues to focus on the core principles that are responsible
for the company’s success: excellence in design, careful
attention to every detail of the product development and
manufacturing process, a strong value proposition, accessible
price points and a culture of true partnership with its retailers.
About Graymoor Lane Designs:
In Fall 2017, Artistry, Ltd. debuted their first branded
collection: Graymoor Lane Designs. Graymoor Lane is a
smartly-positioned, contemporary fine jewelry line which
reflects the principles of Mid-Century Modern architecture
and decorative design. The clean, elegant lines of Graymoor
Lane are perfectly suited to the busy lives of today’s modern
women. MSRP begins at $395.

“We are humbled by the number of people, employees and
customers past and present, who have supported Ostbye
over the years. Incredibly, our first customer from 1920 is
still a customer of ours today,” says Ostbye President Craig
MacBean. “As a small token of our thanks we want to give
back. We have been so fortunate these past 100 years to be a
small part of such a special industry.”
Ostbye staff is excited for 2020 and looking forward to joining
with retailers to accomplish their 100 Acts of Kindness goal!
For more information, please contact Ostbye at 866-553-1515.

Artistry’s Founder and President, Laura Klemt, and her daughter,
Vice President Susan Klemt Williams, created Graymoor Lane to
share the story of their family’s deep connection with and affinity
for Mid-Century Modern architecture, art and furnishings. Laura
grew up in an architecturally significant home on ‘Graymoor
Lane’ which was in a unique Chicago area development steeped
in Mid-Century design. Susan’s family home now showcases her
grandmother’s Mid-20th Century furnishings.
Call 888-674-3250 for more information.

IGI Provides Sustainable and Secure Way to
Purchase Rare & Valuable
The International Gemological Institute (IGI), has joined forces
with John Glajz, a Singapore-based authorized partner of
Argyle Pink Diamonds for nearly 25 years, to certify these
gems, which are some of the rarest in the world, creating
The Collector’s Edition: An Exclusive Selection of Argyle Pink
Diamonds. As the Australian mine that produces the majority
of the diamonds is slated to close in 2020, this collection is
likely to become more valuable.

THE

RETAIL JEWELER

|

35

IGI grades each diamond attesting to the origin, natural aspect,
color and clarity. By using the combination of the fluorescence
in ultraviolet light, typical inclusions and the type of graining,
IGI can determine with good precision that these diamonds
originate from the Argyle mine. In order to maintain a verified
chain of custody, the diamonds are then securely sealed by
IGI, which is an independent third party, thus ensuring ultimate
customer protection.
“To date, IGI has delivered more than 1,000 of these reports
and we look forward to continuing to provide a sustainable and
secure way for consumers to purchase these diamonds with the
utmost confidence,” said IGI Antwerp, MD Deborah Pienica.
With a verified Argyle origin and the impending closure of
the mine, The Collector’s Edition presents an innovative and

unique opportunity to own a curated selection of these rare
diamonds. To date, the market response to this collection
has been overwhelming as it presents an attainable way for
consumers to purchase Argyle Pink Diamonds.
“We embarked with IGI on this project in order to preserve the
legacy of these rare diamonds beyond their mined life,” said
John Glajz. “Despite the Australian mine closing in 2020, the
limited supply release will become a treasured collectible. As
such, I look forward to working with IGI for the long-term so
that The Collector’s Edition remains the leader in marketing
the provenance of this valuable product.”
John Glajz is the founder of the GLAJZ brand, which creates
bespoke jewelry pieces such as the Argyle Pink Diamond
Tiara, the Argyle Heritage Ring, the Argyle Blossom Ring

HALF
Berkley
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and numerous exclusive designs and limited-edition jewelry
creations.
His company also collaborates with the West Australian
Government’s The Perth Mint in the production of legal tender
limited mintage Argyle Pink Diamond coins and ingots. As
the company specializes in the marketing and distribution of
fancy color diamonds, it became a major authorized partner of
Argyle Pink Diamonds.
For more information call 212-753-7100 or visit www.igi.org

Vahan Lauches Redesigned Website
For over 50 years Vahan has crafted unique luxury jewelry
desired by women everywhere. It is a family owned and
operated company with a lineage of designers going back
several generations. To celebrate their milestone anniversary,
Vahan Jewelry has re-launched its website with a brand-new
look and functionality.
The new homepage greets people with a featurette that
introduces the consumer to the brand and what it stands for,
including interviews from the family who created it. The site also
offers a digital look book, new collections, 360° rotating product
shots, and details about what makes Vahan jewelry different and
so desirable. The most significant new feature of the website
is the e-commerce shopping cart. The site offers a variety of
new features centered around Vahan’s retail partners, including
in-store pickup incentives and generous revenue sharing on
purchases. For more information visit: www.vahanjewelry.com
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Rhino Finger Skins
Tired of having those
sore, burnt fingers? What
about calloused spots
and cuts on your fingers
from repetitive use? Rhino
Finger Skins are the answer!
Rhino Finger Skins provide
incredible finger protection
for jewelers, silversmiths, manufacturers, craftspeople and
artisans.
Rhino Finger Skins are made of a surgical grade neoprene that
stretches in both directions. These flexible, stretch fit, durable
finger skins will help protect against abrasions, cuts, and burns
on your fingers and thumbs while grinding, sanding, polishing
and finishing. Especially effective in providing heat protection
up to approximately 200°F (93°C) with full sensitivity to the
piece being worked on.
Available in two sets (small/medium or medium/large). Each
set of Rhino Finger Skins includes (4) pieces: two finger sleeves
and two thumb sleeves. Finger sleeve dimensions are small/
medium set - 3”L x 3/4”W (approx 76 x 19mm), medium/
large set - 3-1/4”L x 7/8”W (approx 82.5 x 22mm). Thumb
sleeves dimensions are small/medium set - 2-1/2”L x 7/8”W
(approx. 63.5 x 22mm), medium/large set - 2-1/2”L x 3/4”W
(approx. 63.5 x 19mm). Made in USA. For more information
call Gesswein at 888-296-8803.

New Ownership For Alisa®

and a member of the 24K Club in the Southeast region.
“Adam and I are excited to continue the tradition of Alisa’s well
designed Italian-made fine jewelry while creatively expanding
the product line as we go forward,” says Marci. “The company’s
high quality exclusive jewelry, with its distinctive signature
style, has a classic and timeless appeal for many U.S. retailers
and their discriminating customers.”
The Morgans will be assisting Marci and Adam during the
ownership transition, which is expected to be seamless. To find
out more about Alisa and their fine jewelry products, log on to
alisadesigns.com.
For additional information
regarding the change of
ownership, please call
888-253-6600 or contact
marci@alisadesigns.com.

MJSA Press Publishes At the Bench Vol. 2
MJSA Press has published a new trade book, At the Bench Vol. 2:
Tips, Techniques, and Step-by-Step Projects for Jewelers of All Skill
Levels, offering instruction and insights from renowned jewelers.
The 150-page book features dozens of articles (and more
than 300 photos) that together cover all aspects of bench
work, from basic techniques to step-by-step breakdowns of
advanced skills. The articles are organized by task (sawing
and piercing, soldering, stone setting, etc.), with the tasks
identified by color-coded tabs for easy reference. Each article
is labeled with its skill level: basic, intermediate, or advanced.

Alisa®, best known for its versatile and affordable fine jewelry
products in sterling silver, 18K gold and diamonds for 25
years, will be under new ownership effective the beginning
of 2020. Industry veterans Marci and Adam Staub will head
the company as its new principals. “We are delighted that
the Alisa brand will continue to be available to our many loyal
retailers through such highly talented people,” say current
owners Lisa and Fred Morgan. “We know Marci and Adam
very well for more than a decade. They are true professionals
in our industry – knowledgeable, innovative, energetic, and
customer service oriented – and they will be fabulous for the
brand’s ongoing success.”

The book is based on the popular At the Bench column that
appears monthly in MJSA Journal, the award-winning trade
magazine dedicated to professional excellence in jewelry
making and design. Begun in 1999, the column has featured
over the past two decades some of the industry’s most
notable jewelers and educators, many of whom appear in
the book. They include the earliest At the Bench columnists
(Alan Revere, Charles Lewton-Brain, Jurgen Maerz) as well as
more recent contributors, such as Ann Cahoon, Gary Dawson,
Helen Driggs, Mark Maxwell, and Joel McFadden. McFadden,
a third-generation jeweler who lectures frequently at industry
trade shows, also served as technical editor of the book.

Marci and Adam have 35 years of extensive experience in
the fine jewelry industry, including design, manufacturing,
wholesale and retail. Adam is a Graduate Gemologist – GIA

The Prime Sponsors of At the Bench Vol. 2 are Hauser &
Miller, a refiner and metal supplier based in St. Louis, Missouri,
and Albuquerque, New Mexico–based Rio Grande, one
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of the world’s largest trade
suppliers
serving
jewelers,
metalsmiths,
and
artisans.
The book costs $34.95 and is
available through Amazon and
leading industry distributors, as
well as through MJSA, the trade
alliance that since 1903 has
helped jewelry manufacturers,
designers, and trade suppliers
achieve professional excellence.
MJSA members receive a 15%
discount
when
purchasing
directly from MJSA.
For more information, go to MJSA.org or call 800-444-MJSA
About MJSA
Founded in 1903, Manufacturing Jewelers & Suppliers of
America, is the U.S. trade alliance of jewelry makers, designers,
and related suppliers dedicated to professional excellence. Its
mission is to supply the expertise, customer connections, and
resources need to achieve success and maintain a competitive
edge.
BEZEL BASICS
Tips to overcoming bezel setting obstacles
TEXT AND PHOTOS BY JOEL MCFADDEN
Bezel setting is often the first setting style new jewelers try to
tackle. While it seems simple, there are several ways in which
things can go wrong, such as stones being set crooked, getting
damaged, or falling out. Often these problems are caused by
cutting a poor seat with the wrong burs and then trying to
fix the problem by overworking the bezel wall. Below is an
overview of the steps and tools involved in bezel setting and
how jewelers can overcome such problems.
TRJ
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