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THIS YEAR, WE ARE 
NOT ON JCK TIME

By Frank Dallahan

Frank Dallahan

co-publisher of The Retail Jeweler 

Email Frank@theRetailJeweler.com

The Topsy-Turvey world of the corona virus pandemic 
remains with us as we head to the shows in Las Vegas in 
just a few weeks.

What is JCK time? It is likely the case, that the time frame 
doesn’t change with the reality because of nearly twenty years 
of preparing for the shows in late May and early June. Our 
mind set may not be in synch with the real world. We are all 
creatures of habit. And, this year perhaps we should ignore the 
way we prepared for the shows during the last twenty years. 

Two years ago, we were looking at an entirely new time frame – 
June to December - was a full six months of sales to anticipate. 
This year the time frame is likely to be two or three months at 
most, when you factor in the extended delivery times we now 
experience. As the old Boy Scout motto stated: BE PREPARED.

INVENTORY PLANNING & PREPARATION 

Prior to leaving for the show it is vital to have the 
following information completed and at hand so 
you are able to discuss with management of your suppliers. 
This will demonstrate your seriousness and commitment to 
your program.

• Identify thetop selling 200 styles in your assortment

•  Recognize that 80% of a jewelry store’s sales come from 
these few products.

•  The store owner has to identify the 200 styles, job 1 is to make 
sure you have the necessary inventory to cover projected sales 
of these styles over the last three months of the year. 

•  Place your orders with your suppliers and emphasize the 
importance of getting timely delivery. Your relationship with 
the supplier depends on it

PROMOTION PLANNING

• Review all your media and determine what 
worked best.

•  Keep in mind social media needs to be a significant portion 
of the plan.

•  Print if you have an effective local newspaper. A newspaper 
can be a very productive tool to use in times like these.

•  Radio and TV have the benefit of time effectiveness. Don’t 
dismiss them because of expense. 

PERSONAL CONTACT

•  Of all the methods to consider, personal contact 
may be the most effective of all. As the store 
owner. You may be the most effective promoter of all. 

• Your sales team Should also be encouraged to contact their 
clients to tell them of newly arrived merchandise that has just 
arrived that the customer will definitely like.

PRODUCT EXCLUSIVITY/TRUNK SHOWS

•  Be sure to identify product lines you may have 
exclusively. We know designers are a definite 
positive motivator to the consumer. It is exciting for a 
consumer to tell her friends and acquaintances they 
purchased a designer piece at your store. It’s good for them 
and even better for your store. 

•  Ladies Night Some jewelers have found it is very effective 
and profitable to have a special ladies night prior to men’s 
night. This technique enables men to select from a group 
of products their wife or significant other has already 
expressed a like. This makes his work infinitely easier. 

•  Men’s Night at your store is also a great way to promote 
your store and to sell product. Think of it as a sales party. It 
is also a way to thank customers for their loyalty.

Each of these ideas require careful planning to result in 
excellent results. If you put the effort into proper planning, 
you will get the professional results you want to achieve.

These are ideas that will put you on track to be  
on your time and not be dependent on any of  
he Show Management Companies.

THE STEPS TO BEING PREPARED ARE:
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I usually get calls from owners when they are nearing the end 
of the “working together” phase with their successor, and 
often when they are at their wits’ end. Sometimes everything 
is rosy and all the elements of an ideal transition plan are well 
in place. But this is often not the case, and some unpacking 
of the family baggage is necessary to set both generations on 
the right course.

The Classic Clash
It’s most often the father who contacts me. Sometimes it’s the 
mother, but unless she owns and runs the business, mothers 
are generally trying to keep the peace between family 
members, having recognized the angst and pressure that has 
been building for some time. 
The challenges I have witnessed are most often with fathers 
and sons. The older generation isn’t convinced that the 
younger generation is ready to take over, while the younger 
generation is frustrated that the older generation isn’t ready to 
let go. Then comes the classic clash because both generations 
are usually right to a certain degree.

“I Built This Business”
The owner usually feels he built the business from scratch or 
at least grew it to what it is today, so he’s entitled to throw 
his weight around. That may be okay when you’re building 
and growing a business, but it’s not okay when you’re trying 
to create a team to sustain the business and transition it to the 
next generation.

“My Child Wants to Change Everything”
It’s an exaggeration to say that the next generation want to 
change everything, but it is a common complaint in succession 
planning. The truth is, a son or daughter may have new concepts 
and approaches to the business, and a mindset created while 
growing up in a different generation. Unfortunately, parents 
tend to reject these new ideas.

The rejection isn’t always overt. In fact, the parents’ behavior is 
often very subtle, almost as if they never hear the suggestion. 
This refusal to acknowledge that an idea was even proposed can 

be as frustrating to the younger generation as an outright refusal 
to even consider the idea. In the succession-planning process, it 
represents a breach of open and fair communication by the very 
people who should be eager for new recommendations and 
whose responsibility it is to lead the process.

When Is the Right Time?
There’s a reason why the next generation should take over 
a business when they are ready (and when you as the owner 
are ready to leave). Youth are generally more in tune with new 
technology, they understand the thinking of customers in 
their generation as well as others, and they have the energy 
and ability to introduce new ideas to the business without 
necessarily throwing the baby out with the bathwater.

Note my point about “when they are ready.” The next 
generation needs to be groomed to take over and that process 
usually takes years. Many have worked in the business for a 
decade or more, learned all the ins and outs of the operation 
and the industry, and earned the respect of employees, clients, 
and suppliers alike. They have matured from their 20s to the 
30s or even 40s, and in the process they have demonstrated an 
ability to make good decisions backed by a strong work ethic. 
At this point it’s time to turn over the reins of the business as 
long as you are ready.

Business transition and succession planning are often tricky 
areas for parents to negotiate on their own. It requires a steady 
hand, patience, maturity, and a long-term view for what is best 
for the business. If you need help with the process, please let 
me know.

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.

Are You Thinking About Transitioning Your Business?
When family issues, including tension and 
family baggage, infiltrate the family business, 
it creates uncertainty and frustration for 
owners and successors alike. Making a 
generational change in management and 
ownership becomes complicated, sometimes 
to the point of exhaustion.

By Bill Boyajian
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Why are some people better at sales than others? Although 
it may seem like magic, whether you’re selling in person or 
online (Facebook, email newsletters, website ecommerce), 
there are tried and true tactics for improving your closing ratio.
David Ogilvy, known as the “father of advertising,” pioneered 
testing different strategies to see what worked best. Successful 
advertising became science, not magic. He used Gallup polls 
to research the market base of his clients (including Rolls-Royce 
and Shell) so he knew best how to appeal to them. In his highly 
successful campaign for Dove soap, he chose to target women 
and so focused on not just cleansing but moisturizing. “Dove 
is one quarter moisturizing cream.” 

You can also test market different ads and see what works best, 
starting with your headline (or now on social media, your lead 
picture or video). Five times more people read the headline 
than the text. You have one shot to capture attention. Your 
“hook” needs to be powerful. Whether selling in person or 
online, try many different leads and monitor the results to see 
what works best. Try these tips:

“Agitate the Problem.” 
Know your customer’s pain points and speak 
directly to them. The better you know your target 

customer, your “avatar,” the better the hook. Do market 
research (Facebook, Instagram) to understand your clients 
better. Are they worried about the economy and their future 
(or retirement)? Concerned about the future of the planet 
and social justice? Wanting life to come back to normal 
after the pandemic? Desiring to feel more attractive? Afraid 
of aging? Find what’s eating at them and dig in. Appeal to 
emotion. Love is the most powerful, whether expressed as an 
engagement ring or Mother’s Day gift. The customer should 
feel you really “get” them, that you’re on the same wavelength 
and understand their problems. This will grab their attention 
and keep it.

Bring out benefits, not just product details. 
What will it DO for your customer? How will it make 
them FEEL? Not “Here are the 4 Cs” but “Ignite 

Something.” You’ve hit the raw nerve of their pain point. Now 
how will you solve their problem? And how will this make 
them feel? You have to spell it out, make it concrete. Not “Our 

diamonds are precision cut” (though they may be) but “Feel 
like a queen.” Or “All eyes will be on you (or her).” 

USP. Unique Selling Point. 
What makes your product different, the best? 
Appeals to authority pack punch, whether it’s 

celebrities, influencers, or trusted organizations (“AGS 
Member”). Craft your product’s compelling story that sets it 
above the rest. Is it hand-made, ethically sourced, a designer 
original? Stories add power. They’re easier to grasp than facts. 
They stick with you. 

Possibility Thinking. 
Visionaries are powerful marketers. Steve Jobs 
revealed his marketing strategy: “Don’t sell the 

product, sell the dream.” His products—iPhone, Mac, iPod-
-changed the world. “Think different.” Today Elon Musk is 
revolutionizing the 21st century through Tesla and SpaceX. 
His vision—saving the planet through decreasing fossil fuels 
with electric cars, colonizing Mars—is so powerful he doesn’t 
need advertising. His enthusiastic customers spread the word 
themselves. Raise the bar. Inspire with a dream, whether it’sh 
“A diamond is forever,” “Platinum. Pure. Rare. Eternal,” or 
“Imagine a world of social justice, where gems and metals 
are ethically sourced, our planet is protected and artisans in 
developing countries have a decent standard of living.”

Call to Action. (CTA) 
The payoff. According to Ogilvy, “Advertising 
(has)… a single purpose: to sell.” Don’t lose sight 

of the goal. “ABC.” Always be closing. Traditionally, sales 
success is measured by the completion of the sale, in the 
present or future. Today success is measured by the percent of 
digital conversions—clicks-thru, new leads or final sales. Seal 
the deal. And keep track of which methods are working best. 
Follow thru with those. Drop the rest. 

TIP: To get started, for each of the above points, think of one 
way you will implement them in your sales. Then “Just do it.”

The essence of successful sales is connecting. Your customer 
must feel you relate to them, share their concerns. Use scientific 
analysis to market research your client base and to track which 
sales strategies work best. Your sales success has no limits. But 
remember, in sales, like in all of life, it’s always that little bit of 
magic that adds the spark.

Mia Katrin 

Mia Katrin’s new agency www.TheJewelersMarketer.com 
helps propel your sales to the top through social media 
marketing and powerful ecommerce strategies. Free 
initial analysis and recommendations. mia@jeweljewel.
com. Mia’s an award-winning designer featured over 
100 top retail stores nationally. www.jeweljewel.com. 
She’s an industry spokesperson, a Byline columnist, and 
a regular invited speaker at the major trade events.

The Art  
of the  
Sale

Science or 
Magic?

By Mia Katrin
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Jewelry trade shows and the wedding season aren’t the only 
signs of summer. Severe storms and natural disasters become 
widespread once temperatures start rising.

Every area in North America can be impacted by severe 
weather to one degree or another and the damages can be 
catastrophic.

Hurricanes are just the tip of the iceberg. Floods, wildfires, 
tornadoes, and damage from wind, hail, and lightning because 
of thunderstorms can wreak havoc on homes and businesses.
According to the U.S. Small Business Administration, an 
estimated 25% of small businesses do not reopen after a 
major disaster . Preparation is critical and every jeweler needs 
to know how to make a disaster plan. 

A disaster plan is only successful if it’s implemented and 
regularly reviewed, so the best way to ensure the success of 
your plan is to create one tailored to the specific needs of your 
business. As such, there needs to be some thoughtful and 
strategic thinking involved.

Not sure where to start? 
Here are four things that will help you build a 
solid foundation for your disaster plan:

Identify equipment to have on-hand that 
will protect your property and inventory

There are big differences when it comes to preparing for a 
hurricane versus a tornado or wildfire and some natural 
disasters allow you time to prepare, while others can leave you 
scrambling to take shelter. 

Based on where your business is located, determine what types 
of disasters are likely to you and how you need to prepare for 
them. Here are some general items to always have on-hand 
that will increase your safety:

• Backup generator

• First aid kit

• Extra storage for items normally left out of a safe

•  Space for signs, banners, and other displays that 
could cause damage to other parts of your property or 
surrounding properties during high winds

•  Tools and accessories for minor repairs (there’s a difference 
between fixing a leaky sink and rerouting your plumbing - a 
DIY project could end up becoming a major burden)

Determine how your financial records and 
data will be backed up

It could be argued that tax information, inventory records, and 
customer data are more important than the physical assets of 
your business during and after a disaster. After all, if you lose 
data that is not properly backed up, it is essentially gone forever.

While it seems that everything can be backed up digitally today, 
it’s worth keeping physical copies of essential information on 
hand if you can’t access information located on a hard drive or 
in the cloud.

No matter how your information is stored, remember to make 
sure that it’s secure and not at risk of being compromised. 
You could be facing a whole other disaster if your data gets 
compromised.

Last, time is of the essence when your property and inventory 
have been damaged. A good way to make sure an insurance 
claim is processed quickly — and the recovery process begins 
immediately — is by having vital information at your fingertips. 

By Larry Spicer

HOW TO MAKE A DISASTER PLAN 
FOR YOUR JEWELRY BUSINESS



Create a list of key stakeholders to 
communicate with before, during and after

First, make sure every employee is in the know. Regularly 
updating phone numbers and emails will help ensure this. Also, 
appointing one person to coordinate updates will help avoid 
message confusion and keep everyone on the same page.

Next, determine the key people that will help you recover from 
the damage. In addition to your insurance agent and insurance 
company, this includes:

• contractors

• vendors

• other business partners

Again, assigning a point-person to manage these relationships 
who reports back to your general communication manager can 
help messages be delivered accurately.

As you prepare for the unexpected to keep your business 
running strong, use an emergency planning checklist from 
Jewelers Mutual Group. 

To download the Emergency Planning Checklist, visit The 
Clarity Blog at jewelersmutual.com/clarity-blog/how-to-
make-disaster-plan-your-jewelry-business.
  

 

Have the right insurance coverage

Don’t assume you’ll be covered for any peril that threatens 
your business just because you have insurance. Some business 
owners find themselves paying extra out-of-pocket expenses 
after a claim is filed because they don’t have well-rounded 
coverage or have improper limits.

Asking yourself questions like these can help make sure you’re 
adequately covered if a disaster were to strike:

• Are my inventory figures up to date?

•  Is my building and business personal property valued 
correctly?

• Could I be liable for damage to a neighbor’s property, too?

•  Will I be covered for any amount of lost earnings during the 
time when my business is closed due to the disaster?

The best way to make sure you’re properly covered is to work 
with an agent that is an expert in jewelers block insurance. 
To get in touch with an agent, visit info.jewelersmutual.com/
find-a-jewelers-mutual-agent. 

Larry Spicer 

Vice President, Loss Prevention and Risk 
Management Services, Jewelers Mutual® Group
Larry Spicer joined the leadership team of 
Jewelers Mutual Group as the vice president of 
Loss Prevention and Risk Management Services 
in 2019. Larry has over 20 years’ experience as 
a security professional, having held leadership 
positions at Aurora Healthcare, Home Depot, and 
Kohl’s. Most recently he was the Director, Public 
Safety at Aurora Healthcare in Milwaukee,

WI, responsible for the development and implementation of security 
strategies and procedures to safeguard over 70,000 team members. 
Larry maintains Jewelers Mutual’s high level of loss prevention excellence 
and puts commercial lines policyholders first. 
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By Author

By Gloria Maccaroni 
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So here are a few tips to 
consider when preparing for 
your upcoming purchases.

1 Review The Numbers

Not your macro numbers like how we did for 
the month or year but the micro numbers. 
What are your top three to five categories 
in gross sales in terms of profitability? Some 
retailers use lots of loss-leaders which may sell 
but actually cost them money or deliver low 
profit margins. That’s not what you want. Look 
at all of your categories and identify your top 
five. Then determine your bottom five so you 
know what not to buy! 

BEST IN SHOW

It is with mixed emotions that many of us prepare for the 
upcoming trade shows.

Many feel that shows will continue to be ever so important 
as people need people. We’re social creatures and we crave 
in-person interaction. We’re a communal species. Humans 
aren’t meant to be alone; the isolation we’ve faced during the 
pandemic has made and will make community more important 
than ever because we can’t do everything alone, and we don’t 
want to do everything alone. 

Additionally, trade shows can be powerful tools for boosting 
business profits. The secret is to plan for success, spend time 
wisely and prioritize tasks. Whether or not you plan to attend, 
advance planning of your merchandise assortment is required 
so that you have the right selection of merchandise for the 
important sales months ahead. And one thing that the numbers 
tell us so far is that the pandemic was good for many retailers. 
Analysts say many people will continue to curtail travel and 
vacations and will continue to focus their discretionary income 
on retail purchases. 

“Trade show attendees are craving the serendipity, the 
sensory immersion, the opportunity to gather with their 
tribes, the kinesthetic learning, the buying and selling, and 
more that physical events deliver.”   
FINRA Research

Most important, fine jewelry especially silver, remains an 
important category with great potential for sales:

•  Silver jewelry purchases are considered keepsakes and 
cherished more than other fashion and other luxury items.  

•  Silver jewelry remains important for commemorating 
important occasions.

•  Silver jewelry is meaningful and special.

52%
of jewelry retailers said their 
silver jewelry sales increased 
in 2020.  
InStore 2021 Retailer Survey
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Due to the high costs, limited staffing, and post covid 
trepidation etc. many designers and brands might not be 
exhibiting, but it does not mean that their collections should be 
overlooked. Again – see what categories are areas of growth 
for your business and home in on bringing in a new collection 
or buying more of a collection that has shown potential.

2
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Analyze

Many independent retail jewelry owners are chronic over-
buyers. It’s so much fun to buy things! Keep in mind that if you 
bring in something new, it might mean that an underperforming 
line or collection has to go. But before you make a cut:
•  Consider how long you have had a collection or brand. 

•  Have you promoted the collection – is it featured on your 
website?

•  Is it something unique to your area or a line that other stores 
around you do not carry?

•  Did you bring in the collection right before the pandemic – 
have you given enough time to get exposure?

3

9

4

5

6

7

8

Know your Sales vs Stock Ratio 

Place the Order 

Set Your Goals

STOP

Use an Open-to-Buy Wisely

Set a Reserve Open to Buy

Schedule Wisely

It is important to understand if your best-selling products 
turned too quickly last year (or season) and sold out, this 
may be why your sales are down as you didn’t actually have 
enough inventory. For this analysis, you should run a simple 
sales to stock ratio by category to get an overall picture of 
where you are over and understocked. Where are your sales 
percent to total larger than the inventory percent to total or 
the opposite? That is a place to start to see where you are over 
or understocked. 

 If you find just what you need, order at the show.  Some brands 
will often offer specials for buying at the show, so be sure to 
ask and take advantage of the opportunity. It’s also a chance 
to talk though the collection with the vendor  and learn about 
their POS materials and brand support. And most importantly 
begin to establish a long-term relationship.

Safe travels………

Remember that the relationship between 
the buyer and the manufacturer is totally 
mutual. Both parties are looking for a  
win-win situation.

Go to the show looking to add to your most profitable, best-
selling categories. And be sure to include specific descriptions 
of what you want to find at the show: i.e.  impulse items, key 
“gift” price points, silver self-purchase items etc. Translate 
your goals into an ‘A’ list of vendors to see. “It’s also smart to 
draw up a ‘B’ list of goals.

Don’t buy more of your bottom performing categories because 
those categories aren’t contributing enough to your bottom 
line. Remember where the profit is! 

In its most basic form, it means you can’t buy unless something 
else has sold. If it’s a collection that you believe hasn’t 
performed well due to pandemic related issues, ask for a stock 
trade so to get the assortment right. 

Remember that ‘A’ list of vendors (Tip #4) ? Make sure you 
see them all by scheduling advance appointments before you 
leave for the show. If they are on, you’re ‘A’ list, they are sure to 
be on others ‘A’ lists as well!  Also be sure to talk to your team 
and get their comments and ideas. For example - you might 
have thought that brand x sales were easy, but you might not 
know that there was price resistance or quality issues. Such 
appointments are important whether you are a current or 
prospective customer. If you are already a customer, you will 
want to talk about sell through, see new items, and discuss 
styles that have not performed satisfactorily.
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Martha Seely
Inspired by the Universe  

Call for an appointment or  
personal appearance
Marthaseely.com  
617.899.2162
Sterling  necklace with   
lapis and zircon MSRP: $540 

PiYaRo 
Quality is our Signature 
Trade Shows: JCK 11061 , RJO, IJO  
Sterling,14k & diamond bracelet  
MSRP: $3599.

Frederic Duclos  
Silver Extraordinaire       

Trade Shows: JCK 10033 RJO, IJO
fredericduclos.com  866.898.3636
Sterling dream catcher earrings  
MSRP: $205 

KEITH JACK   
A blend of traditional  
Celtic symbols with  
modern design     

Trade Show: JCK 11037    
accounts@keithjack.com
keithjackjewelry.com   
604.971.4367   
Sterling pendant  
MSRP: $320 

These Silver Collections are sure to be the  “Best of Show”These Silver Collections are sure to be the  “Best of Show”
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Joryel Vera 
Modern Simplicity 

Trade Shows: JCK 11031,IJO 
joryelverawholesale.com  
561.508.2945
Sterling bangle MSRP: $785

Phillip Gavriel 
Attainable Fine Jewelry 

Trade Show: JCK
phillipgavriel.com 
800.622.0960
Sterling &18k gold link 
bracelet MSRP: $395

Hope Faith Miracles 
Where there is Hope, there is Faith, Where there 
is Faith Miracles Happen…

Contact customerservice@hopefaithmiracles.com 
for an appointment 
hopefaithmiracles.com      
843.298.0764
Sterling charm pendant MSRP: $198 

Michou
Everyday Elegance 

Trade shows : JCK 13130 RJO IJO   
Michoujewelry.com  
sales@michou.net  
Sterling, druzy & topaz pendant  
MSRP: $445 

Lika Behar 
Innovative Award Winning 
Design 

Trade shows:  
JANY, JCK Lux 401, AGTA
likabehar.com  
201.933.7200
Sterling, topaz &  
sapphire necklace

MSRP: $880   
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E.L. Design  
Shaping American Design 
Since 1950

Trade Shows: AJS, Select 
eldesigns.com  
800.828.1122
Sterling, 14k & diamond 
bracelet MSRP: $880
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These Silver Collections are sure to be the  “Best of Show”These Silver Collections are sure to be the  “Best of Show”

Adel Chefridi     
Created in the Spirit of Fun  
and Contemporary Creativity

Trade Shows: Melee, NY Now
chefridi.com  
845.684.5185
Sterling, diamond &  
sapphire cuff  
MSRP: $750 

Rembrandt Charms
Timeless Collectables 

Trade Shows: JCK 19127 RJO, IJO
rembrandtcharms.com   
800.828.7840
Sterling “life is sweet”  
charm bracelet  
MSRP: $372 

Samuel B
Balinese Treasures

Trade Shows JCK PC-610,  
RJO,IJO 
wholesale.samuelb.com  
516.466.1826
Sterling Silver Link “Air Bracelet“ 
MSRP:  $327 

Kelim
Contemporary & Timeless 

Trade Shows JANY 1045,  
JCK 12036
kelimjewelry.com  
301.448.7367 
Sterling lily pad earrings   
MSRP: $198 

Bella Cavo 
Inspired by Italian design 

Trade Shows: RJO,LJA,AJS
kellywaters.com   
800.647.7017
Sterling twisted  
cable bracelet  
MSRP: $124.95
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Gabriel & Co
Fine Jewelry Everyday 
Please visit: gabrielny.com/
sterling-silver-jewelry
gabielny.com  
212.519.1400
Sterling  & white sapphire  
pavé necklace  
MSRP:  $375

Piazza Di Spagna                                                                                                              
Silver Inspired by Italy’s 
Magnificent Beauty

Trade show: JCK 
royalchain.com  
212.382.3340                       
Sterling fringe earring  
MSRP: $300

Kir  
Trade Shows: JCK ,IJO 
kircollection.com 
303.530.1268 
Sterling & topaz earrings 
MSRP: $395 

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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A NEW RETAIL EMERGES

Your retail store may look similar on the outside, but what 
happens on the inside is very different indeed. Different isn’t 
bad. It’s the result of change. And change is axiomatic for 
the times we live and work in. Retail was evolving before the 
pandemic, but the acceleration of change became the new 
norm. Those who can adapt quickly will be the winners.

FOR ONCE, TRAVEL WAS OUR FRIEND

Many jewelers benefitted significantly from the sentimental 
value that fine jewelry provided during the pandemic. No one 
knows how long this will last because people are starting to 
travel again. How you maintain your competitive edge in the 
fight for discretionary income is your big challenge.

CONSUMER HABITS HAVE CHANGED

Some predict a wave change in buying habits. No one denies 
the digital revolution and the convenience of buying online. 
Jewelers who fail to understand this, or worse, do nothing 
about it, are destined to struggle.

INSTANT GRATIFICATION

Amazon Prime has spoiled all of us, and set a new standard of 
expectations that will be hard for smaller players to emulate. 

But we all must try. People want things the way they want them 
and they want them now. What will you do about this?

HAVE IT YOUR WAY

Bespoke jewelry and customization are here to stay. Fortunately, 
the tools are available for everyone to accommodate this 
need. Attention to detail and personalization is what people 
want today. If you don’t provide it, they will go where they can 
get it. Even the very smallest merchant can compete at this 
level, and should.

BUSINESS ANALYTICS COUNT

Owners need to work “on” their business, and less and less 
“in” their business. You do this by analyzing numbers and 
reading and interpreting reports in your software system. Most 
in management neglect the disciplines necessary to plan, 
and instead tend to deal with the tyranny of the urgent. This 
doesn’t work long-term.

SOCIAL RESPONSIBILITY

Good community relations have always been important, but 
how you conduct your business in support of broader social 
issues – conflict free diamonds and metals, environmental 
concerns, giving back, support for diversity, among many 
others – is highly important today.

By Vince Rath

THE NEW RULES OF ENGAGEMENT

Writing this article a full year into the pandemic times makes me reflect on what we have 
learned and can plan for in the months and years ahead. Here are my key takeaways.
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HIRE TECHNOLOGY-SAVVY PEOPLE

Youth can have their drawbacks, but they tend to be 
“connected” and most are teachable if motivated to learn our 
trade. They understand the digital world and know how to 
relate to their generation – the very people you need as new 
customers in your store.

EMBRACE SOCIAL NETWORKS

It’s never too late to get started, but you’ve got a lot of work to 
do if you’ve ignored the obvious until now. Get the help you 
need and invest where it counts.

CONTINUE THE COST-CUTTING MEASURES

You learned how to get by with fewer expenses over the past 
12 months. Continue to benefit from the efficiencies you’ve 
gained.

BUY BACK IN, BUT DON’T OVERBUY

You also learned to get by with less merchandise. Whether 
because no one could visit you in the store or you couldn’t 
go to jewelry shows, keep a tight rein on your inventory levels 
and stock balancing. We won’t have a favorable marketplace 
forever, but a serious focus on buying right will allow continued 
profitability.

CLIENTELE AS NEVER BEFORE

Your Customer Relationship Management (CRM) system is the 
lifeblood of your business. You must engage your customer. 
They crave convenience today. Make their gift-giving and 
jewelry-buying experience second to none. Curb-side pick-
up, home delivery, online purchasing, personal appointments, 
video conferencing, frictionless payment, and risk-free returns 
shouldn’t go away.

TO SUMMARIZE

The pandemic changed the 
way consumers shop, work, 
and live. They’ve learned a new 
way to do all three, partly out 
of necessity and partly out of 
convenience. Understanding 
this and adopting to the wants 
and needs of the public in a pandemic and post-pandemic 
world will determine your success in the future.

Vince Rath 

Vince Rath is the owner of Optimum Retail 
Solutions, a coaching and operations improvement 
company dedicated to independent jewelry 
retailers. If you’d like to know more about ORS 
or how they might help your company improve 
its results, feel free to contact him at vince@
optimumretailsolutions.com or at 801-907-1650.
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My love affair with turquoise started many years ago, when I bought myself a turquoise and 
silver statement ring for my index finger. This sacred stone deemed to provide good fortune 
and protection, has luscious shades of blue that guides you on a journey through its vast 
historical properties and meanings. Everyone has a favorite turquoise piece and I wanted to 
share my current top picks in turquoise jewelry.

Ode to Turquoise

01 
Sylva & Cie

Los Angeles based designer Sylva Yepremian has a gift of 
jewelry design that draws you in and immerses you into her 
creativity. Her one-of-a-kind and limited-edition pieces allows 
her artistic portfolio to 
be intimately expansive. 
This turquoise and tiger 
eye evil eye bracelet is 
giving off some powerful 
wrist vibes and I’m 
marking on my wish list. 
MSRP: $15,625. Available 
at Lesley Ann Jewels. 
213.488.1444

By Jackie LeBental-Jones

Jackie LeBental-Jones

Jackie LeBental an industry expert and owner of Barri Luxury Consulting, provides designer brands and retailers with personalized business solutions and 
extensive industry guidance. With over 10 years of sales management, growth driven results and passion for creative thinking she offers a fresh and honest 
approach to your business model. To contact Jackie for questions or a business analysis you can email her at Jackie@barri.onmicrosoft.com and follow her on 
Instagram at Barriluxco. 

02 
ParkFord

Influenced by Chicago’s art deco 
architecture, designer Jeanette 
Park infuses past motifs into present 
adornments. Simple yet eye catching 
details are developed into each 
prominent piece creating an explosion of 
color and design. I am craving this newly 
launched Revival Nouveau necklace with 
turquoise center, pastel rainbow princess 
cut sapphires in 14K yellow gold. Available 
on 20” or 24” chain.  MSRP starting at 
$5,110. Additional options available. 
201.248.0800.

03 
Sorellina

This powerhouse sister duo Nicole and Kim Carosella produce 
some of the most stylish pieces of fine jewelry. They set the 
stage with modern and sophisticated 
jewelry concepts using custom cut 
gemstones, posh details and fearless 
looks. This wear alone or stackable 
18K gold Stx & Stone turquoise pave 
diamond ring, is the perfect pop of 
turquoise. MSRP: $1,200. Orders@
sorellinanyc.com.

04 
Elisabeth Bell Jewelry

Creativity comes from many origins 
and designer Elisabeth Yorn 
captures the organic flow of nature 
and its gifts. Signature details 
and one-of-a-kind gemstones are 
the framework of her collections. 
These 14K yellow gold turquoise, 
ammonite shell and Australian pipe 
opal drop earrings are perfect for a 
night in or out. MSRP $3,650.  
Info@elisabethbelljewelry.com.
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Ode to Turquoise

07 
Helena Rose

There is an alluring feel to jewelry that unites 
vintage style with symbolic details and on 
trend vibes. Founded by two charismatic 
friends Orly Atias and Sharon Giloh, Helena 
Rose is not only made with love in Los Angeles 
but committed to creating jewelry using 
conflict-free diamonds and ethically sourced 
materials. Since I am drawn to all astrology 
bijoux, of course I love their Zodiac Collection. 
Turquoise zodiac with ruby sign and star 
diamond accent. Back of pendant displays 
two characteristics of the zodiac sign. MSRP: $2,260 with 
removable bail on a box chain. Sales@helenarosejewelry.com.

10 
Turner and Tatler

Drawing from her love 
for fine antique jewelry 
and her husband’s tie to 
London’s jewelry district 
Cindy Chaplin, dedicated her 
jewelry vision to preserving 
the past. Using her expert 
eye, she reimagines estate 
and period era fine jewelry by 
recreating original elements 
into new styles. It was hard to 
choose just one piece from her collection but I am smitten 
with this interlocking turquoise and seed pearl horseshoe 
necklace, once a brooch set in silver over gold on a 14K 
yellow gold chain. MSRP: $1,925. 212.804.8069

05 
Petite Baleine Jewelry

This busy mother of 3 started her jewelry 
voyage first with the love of Tahitian pearls. 
Since launching Petite Baleine 5 years ago 
Pamela Waill has expanded her hand-
crafted collection by designing with 
other stones such as turquoise, opals, 
and rustic diamonds.  Effortless and 
classic these sleeping beauties turquoise 
earrings set in 18K satin brushed yellow 
gold completely caught my turquoise 
eye. MSRP: $1,480.  914.584.1945

08 
Armenta

Emily Armenta set out to create jewelry that empowers life full 
of creativity, meaningful experience, and embodies a world to 
give back. The incredible Armenta artisans are comprised of 
talented women who had the opportunity to become a part of 
an inspirational movement. The collection offers endless styles 
of mixed materials and gemstones with subtle yet captivating 
details. Multi-stone Crivelli huggie bracelet, 18K yellow gold 
and sterling silver with turquoise, white quartz and diamond. 
MSRP: $1,345. 
832.486.9511

06 
Rosa Van Parys

I love a designer who’s not afraid to create lavish bold 
fine jewelry. Designer Rosa Van Parys signature tag line 
“Elegance with an Edge” is spot on to her collections. Her 
pieces blend generous pave with modern angles, accented 
with pearls and vibrant gemstones. Every time  
I see one of her pieces, I want to dive 
right into the jewelry glam pool. 
Amor ring featuring carved sleeping 
beauty turquoise heart, 18K yellow 
gold and diamond side accents. 

MSRP: $5,781. 818.928.4430

 

09 
The Woods Fine Jewelry

Sister team Shawn Hecox and Samantha 
Hitchcock have pioneered the look of 
casual luxury a decade ago. Their strong 
outdoorsy roots started at a young  
age with spending summers in Aspen and 
Boulder all year round. Their collection 
has endless options from gorgeous 
beads with mixed gemstone elements, 
separate charms with symbolic 
nuances, stackable bracelets and 
the list could go onto a whole 
additional page. Perfectly priced for 
gifts or self-purchase, I have been a 
big admirer of The Woods for many 
years. Carved turquoise graduated 
beaded necklace with a diamond 
sterling silver pave clasp. MSRP: $990. 970.710.9033
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Midas Chain Expanding Headquarters

Just two years after relocating their corporate headquarters to 
accommodate for the company’s rapid growth, MIDAS Chain 
is slated for another expansion. 

In 2019, the operations tripled in size when the company 
moved to a brand-new facility in Northern New Jersey. The 
newly announced expansion includes two properties next to 
the current headquarters, which will once again double the 
company’s footprint when the project is completed.

The new facility will allow MIDAS Chain to leverage state-
of-the-art architectural design even further. The existing 
headquarters was designed to maximize process flow through 
every department and create a concierge-level experience 
for clients. This includes a private entrance and ultra-modern 
showroom designed to streamline that sales experience.

“The new building will allow us to expand upon the latest 
technology in automation systems, which befits the strategic 
vision of Midas,” said VP Operations Michael Weinberg. “In 
addition, we intend on leveraging the extensive talent pool in 
the Tri-state area and enhancing our people strategy to reflect 
the growth of the company,” he added. 

MIDAS Chain is located in Northvale, New Jersey. The jewelry 
manufacturer is known for its innovation in creating the latest 
trends in the industry with an extensive catalog of more than 
10,000 products. 

Visit www.midaschain.com or call 201-244-1150 for more 
information.

New Summer Sizzlers from Brevani

Feel the sunshine vibes with 
these beautiful new pieces 
from Brevani. These brushed 
4kt gold burst stud earrings, 
style # E10812, features a 0.11 
pts of diamonds. MSRP: $600. 

These 14kt yellow gold 
earrings from Brevani, 
E10815, feature a 0.08 pts of 
diamonds. MSRP: $280. 

This small diamond lock 
pendant is the perfect 
addition to your #neckmess. 
14k yellow gold, style # 
P10808,f eatures 0.25 pts of 
diamond. MSRP: $1,035. 

Rose gold, fancy-cut blue 
topaz, and diamond ring, style 
# RM4363P, features 0.10 pts 
of diamonds, and 1.79 ctw of 
blue topaz. MSRP: $935. 

For more information visit www.colormerchants.com or call 
800-997-8780.

John Kennedy To Receive The Gem 2021 Lifetime 
Achievement Award

JA and the GEM Awards 
Committee announced that 
John Kennedy, Jewelers’ 
Security Alliance President, 
will be the recipient of the 
GEM Award for Lifetime 
Achievement at the 19th 
annual GEM Awards taking 
place as a virtual event on 
Thursday, July 15, 2021.  

The GEM Awards gala 
honors the outstanding achievements of individuals or 
companies whose work raises the visibility and status of fine 
jewelry and watches. Kennedy is receiving this prestigious 2021 
GEM Award for Lifetime Achievement for his commitment to 
the health and safety of the jewelry and watch industry. 
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“I have known John Kennedy for 23 years and there is no 
one more deserving of receiving the GEM Award for Lifetime 
Achievement than John. He has been dedicated to improving 
the industry in every way, not only in all matters of security but 
in the spirit of improvement for business success in all facets 
of the industry. He has made a positive impact for retailers and 
manufacturers and continues to strive to make the industry a 
safe place for all. While security is John’s main focus, he has 
truly established himself as a key resource and an industry 
leader for others to rely. John is a true GEM and is the essence 
of what makes our industry so special,” says JA President & 
CEO David J. Bonaparte. 

John J. Kennedy is the President of the Jewelers’ Security 
Alliance, a non-profit trade association with 20,000 member 
locations that was founded in 1883. Mr. Kennedy is an 
attorney who joined the JSA full-time in January 1992. Prior 
to joining the JSA, he served as Assistant Commissioner and 
Deputy General Counsel of the New York City Department of 
Investigation, and as Assistant Counsel of the New York State 
Commission of Investigation. 

The JSA works closely with the FBI and police departments 
throughout the U.S. and is dedicated to helping its members 
avoid burglary, robbery and theft. He is the co-author of JSA’s 
Manual of Jewelry Security and has served as Secretary of the 
24 Karat Club of New York since 2002. 

In addition to the GEM Award for Lifetime Achievement, 
Jewelers of America will announce the other GEM Award 
Nominees soon. Registration is now open for the virtual 
program and guests will have a rare chance to have a front 
row seat as GEM Awards pays tribute to the life and legacy of 
Tiffany & Co.’s Elsa Perreti as well as the strength of the gem, 
jewelry and watch industry over the past year.

Sponsors – including GEM Awards Cornerstone sponsor 
Synchrony – will treat guests to GEM Award cocktails in private 
circles for a personalized GEM Award Cocktail hour where 
guests connect and network in a manner that is in keeping 
with the famous GEM Awards Cocktail Hour. 
For details on GEM Awards, to register to attend the 
complimentary event, or to show your support for John 
Kennedy through sponsorships and the GEM Awards Journal, 
visit www.gemawards.jewelers.org 

DCA Opens Scholarship Enrollment for GIA Courses

Diamond Council of America (DCA) – a non-profit organization 
that provides quality, affordable distance education and the 
opportunity to earn professional certifications in diamonds, 
colored gemstones and fine jewelry sales – announced that 
they have received a $25,000 grant from the Gemological 
Institute of America (GIA), a recognized leader in gem and 
jewelry education, to provide scholarships to DCA graduates 
to enroll in GIA online distance education courses. 

“DCA appreciates this exceptional gesture by GIA to work 
together to provide our students an opportunity to continue 
their education and improve their professional profile. This 
generous grant will allow DCA students to continue their 
education in advanced coursework offered only by GIA,” says 
DCA President/CEO Terry Chandler. 

Scholarships are open to DCA members and their employees 
who are: at least 18-years old, currently employed at a DCA 
member store, a graduate of at least one DCA course and not 
already enrolled in another distance education course from GIA. 

DCA will administer the scholarships funded by the GIA grant. 
Applications will be accepted through December 31, 2021. 
Scholarships may be applied toward any of the following GIA 
eLearning courses, based on availability: Jewelry Essentials, 
Colored Stone Essentials, Diamond Essentials, Pearls, Colored 
Stones, Diamonds and Diamond Grading, and Gem Identification. 

Scholarship applications should be submitted to DCA via email 
to Carey Miller at cmiller@jewelers.org.

For more information about DCA or to become a member, 
please visit www.diamondcouncil.org. 

Jewelers for Children Rings of Strength Returns 

Live and Virtual Events in Las Vegas and Dallas Jewelers 
for Children has announced that the return of the Rings of 
Strength events for 2021. Participants can immediately start 
participating in a virtual event until September 15, as well as 
register for in-person events during the JCK Show and the 
AGS Conclave in Dallas. 
 
JFC is again working with Charity Footprints, the leading 
virtual platform for non-profits to produce the virtual event 
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and the in-person event during the JCK Show. For the virtual 
event, participants can choose any activity, anywhere they are, 
and be part of the whole. They can run or walk the traditional 
5K or ride their bikes any distance they choose. They’ll also 
be able to walk their dog, mow the lawn, take a morning 
stroll; anything! The option to link wearable trackers and smart 
watches to the site and share progress is included. 
 
No minimum level of activity is required. Folks can do whatever 
they’re comfortable with for as long as they choose. Everyone 
will have the ability to invite their friends, families and co-
workers to support their efforts and sponsor their activities to 
help kids who need it the most. 

The in-person event in Las Vegas will be held on Thursday 
August 26, at 5:30 a.m. Participants will assemble outside of 
the Venetian Resort Hotel and run or walk a 5K. Biking activity 
in beautiful Red Rock Canyon is also available for anyone 
interested.  

The AGS Conclave edition will be held on Sunday September 
12, at the Sheraton Dallas Downtown, the host hotel for 
Conclave. Participants will assemble at 6:30 a.m. and run or 
walk a 5K and follow that with an event filled, opening day at 
Conclave.

“Rings of Strength is one of our largest and most popular 
events’’ said Debra Puzio, JFC Board Chair. “We weren’t able 
to hold in-person events last year and it’s exciting to bring them 
back to two locations this year. The virtual event held last year 
proved very popular and we’re thrilled to be able to offer it as 
an option for those who may not be attending market week in 
Las Vegas or have other commitments at that time. This year 
presents an opportunity that fits into everyone’s schedule.” 

Anyone interested in participating can visit www.
ringsofstrength.org and sign up. 

Jewelers for Children was founded in 1999 by the U.S. jewelry 
industry with the mission of helping children in need. Since 
its inception, JFC has donated more than $ 57 million to 
programs benefiting children whose lives have been affected 
by illness, abuse or neglect through our charity partners St. 
Jude Children’s Research Hospital®, the Elizabeth Glaser 
Pediatric AIDS Foundation, Make-A-Wish® America, and the 
National CASA Association. JFC also provides support to 
Make-A-Wish® International, and the Santa-America Fund.
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Roberto Demeglio Extensible Collection

Extensible is the classic tennis bracelet reimagined without a 
clasp that stretches beyond your imagination. With patented 
reinforced titanium springs, acclaimed jeweler Roberto 
Demeglio has designed a collection that features raised 
diamonds and sapphires displayed in 18k gold settings that 
reflect the radiance of this masterpiece.  

“For me, this is more than a bracelet. It’s a creative and 
innovative way to Extend Luxury. The combination of being 
exquisite and playful is something I always wanted to deliver  
to my customers, and this collection now sets the bar for that” 
says Roberto Demeglio, the force behind Extensible. 

Extensible stretchable diamond bracelets are expertly 
engineered to slip on and off with ease and adapt to all different 
sized wrists. “From the moment I saw this stretch bracelet, I 
knew even though there are millions of stretch bracelets out 
there, nothing will ever come close to this bracelet, which 
stretches wider than any of the other ones in the industry” 
says Amit Sofer of Beny Sofer Inc., of Extensible USA. “It’s 
the combination of champagne diamonds, white diamonds, 
rubies, and rainbow color emeralds stacked on your wrist that 
makes this the perfect gift that will last generations.” 

Extensible is launching across social media @ExtendLuxury. 
The brand is encouraging people to think about who they 
would “Extend Luxury” to. Tagging that person in Instagram 
posts offers them  a chance to win a complimentary bracelet 
this summer.   
For more information on seamless diamond stretch pieces 
that are incredibly comfortable and sophisticated, visit 
ExtendLuxury.com or email Amit@ExtendLuxury.com.




