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In the midst of this Corona virus, it is sometimes difficult to think 
of what’s ahead. We question ourselves and ask, “When will we 
return to normal?” “Will it ever return to normal?” “How will 
we weather this storm?” “Will my business survive?”

These life and death questions are always hard to face. But, 
face them we must. I think It’s time to remember the wonderful 
motivating slogans from of old. “Remember Pearl Harbor.” “We 
have only just begun to fight!” These are two that captured the 
imagination and set the American people on the path to victory. 

Hopefully, we are now coming out of the lockdowns we have 
lived with for the past two months. The American people are 
getting antsy and want to return to the work-a-day world. You 
can see it with the protests all over the country pushing for a 
return to life as we knew it.

When we return to work, things will be different. Facemasks will 
be part of the new fashion statement. Six foot spacing will be 
everywhere. And people will do it gladly, because it is in their 
“enlightened self-interest” Retailers will require customers to 
wear facemasks in the store. Sanitizers will be omni-present. Staff 
and customers alike will observe the new rules of social behavior 
because it is in their enlightened self-interest to do so. This virus 
is nothing to fool with. Take it lightly and in may take your life!

After all the whoop-la, things will return to normal. Our friend 
Abe Sherman wrote a thought - provoking piece called, “Hook 
‘em and Land ‘em.” Abe’s message is to identify what will 
change going forward. His main point is technology has forced 
change on every one of us young and old alike and it’s the result 
of the pandemic. We have learned to communicate virtually. In 
the last four weeks I have personally attended a dozen Zoom 
meetings. To my surprise these Zoom meetings are effective. 
Once more, they are really easy to conduct and to participate 
in. Have a medical issue? Call your physician and go online for 
your appointment. It is a different experience, but you do have 
meaningful conversation with the doctor. And the benefits are 
significant! There is no waiting in an office filled with sick people!

Abe’s message is jewelers need to transition to two types of 
contacting and dealing with customers to help fill their need 
for jewelry. Let’s face it, customers will be reluctant to do the 
in-store visits the way they’ve done them in the past. It will 
take some time to get them comfortable. So, jewelers will need 
to develop personnel who can contact their clients virtually to 
determine their needs for different occasions. Weddings have 
been postponed but that doesn’t mean the end of wedding 
presents. A virtual visit to your store will enable the virtual 
salesperson who is technically capable and knowledgeable of 
the store’s product offerings in every area to be able to walk 
the client through the store pointing out new additions and 
help them find the perfect gift. This process can result in either 
an immediate sale or a selection process that results in three or 
four possibilities for the gift. 

At this point, the virtual salesperson can close the sale or 
extend an invitation for the client to visit the store either to see 
the selection in person or take their credit card number and 
complete the sale. The virtual salesperson at this point, can 
set a date for the visit. Shopping by appointment has always 
been a part of the jewelry business. It is highly likely that it will 
become much more important in coming days.

Prior to the actual visit, you should make the client aware of 
all of the actions the store has taken to ensure their safety. 
Face masks should be discussed prior to the visit. In the event 
the client forgets his/her face mask the store should have an 
additional supply available. Other steps the store takes is 
appropriate to mention. Topics like sanitizing door handles, 
showcase counter tops and the like. The object is to make the 
client comfortable when visiting the store. 

On the day of the actual visit, the virtual salesperson should 
greet the client and conclude the sale or turn it over to another 
salesperson who is better at personal selling than the virtual 
sales representative. 

Weddings, anniversaries, birthdays, graduations, new jobs, 
promotions will all start anew. These always have been red 
meat for jewelers. Diamonds, rubies, sapphires, gold silver, 
platinum are always appropriate gifts. Remember your store 
is filled with extraordinary products. This fact is a key point of 
difference between you and other retail businesses. Don’t take 
your business’ uniqueness for granted. You and everyone on 
your staff needs to celebrate it. It is a key differentiator.

One final thought. Think positive.  
This is no time for moaning and groaning.  

It’s time to stand up. You’ve just begun to fight!

Frank Dallahan

co-publisher of The Retail Jeweler 

Email Frank@theRetailJeweler.com

IT’S TIME 
TO THINK 
POSITIVE

By Frank Dallahan
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Following reopening jewelers should keep the door locked 
and have an employee or security guard admit a very small 

number of people at a time. The security guard or employee 
at the door can also act as a greeter. A buzzer system may be 
very helpful, and all customers admitted need to be wearing a 
mask. In mall locations and locations without a locked door, an 
employee or security guard should control the entranceway.
 

If a jeweler wishes to have a person remove a mask, 
it needs to be while the person is outside the store. 

However, there are limitations: various jurisdictions require 
masks to be worn, and the person can’t be asked to remove a 
mask before any other nearby people are moved away.
 

Criminals trying to conceal their identity ordinarily 
will use more than a surgical mask, and will use hats, 

hoodies and sunglasses in addition to a mask. Some people 
at the door may be wearing scarves, bandanas or rolled tee 
shirts rather than masks. If a jeweler feels someone is trying to 
conceal their identity, or is not sufficiently protected without a 
mask, the person should not be admitted to the locked store 
at all, whether they remove the mask or scarf outside or not.
 

 Customers should not be asked to remove a mask inside 
the store, putting the health of the jeweler, employees 

and customers at risk, or possibly provoking a criminal to 
become violent.
 

Social distancing needs to be maintained inside the 
store for both employees and customers.

 
The installation of a camera focusing to the outside of 
the store is very useful as a security tool, and will also be 

helpful in admitting customers to a store.

If a jeweler has furloughed or permanently laid off 
employees, the issue of store and showcase keys, alarm 

codes and safe combinations becomes a security question if 
the keys and information are in the possession of the former 
employees. The jeweler may need to make changes to prevent 
any future misuse.
 

Jewelers may wish to shorten or adjust their store hours, 
especially so they are not the only open business in a 

given neighborhood.
 

If you engage in curbside pickup:

A.  You need to look out for criminals who may be waiting 
nearby, probably in cars, and watching your store, putting 
both the jeweler and the customer at risk.

B.  Curbside pick-up of repairs or items ordered online or by 
phone should be paid by credit card before pick-up.

C.  Two employees should cooperate on the delivery, one 
surveilling the area and handling the door, while the other 
goes to the car for delivery.

D.  Do not have fixed or posted hours for pick-up, which 
should be by appointment with the car description and 
license plate number obtained beforehand.

E.  Customers arranging for curbside pick-up should be told 
a designated area as close to the front of the store as 
possible, and visible from inside the store.

F.  Know the details and limits of your jewelers block insurance 
coverage when you deliver merchandise outside the store.

G.  Let your local police know you are re-opening and will be 
engaging in curbside pick-up so that additional patrols 
can be made to your location.

Continued to Pg 40

By John Kennedy

JEWELERS SECURITY  
ALLIANCE RECCOMENDATIONS  
FOR STORE REOPENINGS  

Despite the fact that a relatively small number of jewelry stores have been open, JSA is seeing a significant level of violent jewelry 
crime. JSA believes that as more stores and states re-open, criminals who had to be idle for the last month or two are likely to 
cause an explosion of crime. This is a time for jewelers to be extremely vigilant about security as well as health and safety.  
Below are JSAs security recommendations for store re-openings.
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The price of a product or service is set by its owner, but the true 
value of it isn’t determined until someone buys it. Often we 
think that the price of an item is too high, but if someone buys 
it, he or she has valued it differently than the one who rejected 
it. Maybe the person who bought it needed the product or 
service more, or perhaps they just valued it differently.

In jewelry I have found that most people don’t really know 
what the price of something should be, so it appears to them 
as a blind item. The more basic a product, say a one carat 
G, VS2, Triple Ex, the more shoppable the product is and the 
more price competitive it is. The more the product differs from 
the ordinary, say with a unique design or numerous diamonds, 
the more difficult it is for people to comparison shop, and 
therefore to put a price on it. Even if you asked a bunch of 
jewelers what something should sell for, you will invariably get 
a wide range of estimates.

When I look at a jewelry item, I ask myself if it looks like it’s 
worth the asking price. Sometimes I see products in stores that 
seem over-priced, while at other times I see products that have 
the look and feel of something much more expensive. I use 
this test to see if more margin can be squeezed out of an item, 
or if we’ve hit the peak of what a jeweler can ask for it. Of 
course, the key to all this is whether a product or service sells.
Try this exercise in your weekly store meetings. Pass around a 
number of items each week and ask your sales staff if the price 
is too high, too low, or just right based on the look and feel of 
the product. You might get some very interesting answers, and 
insights, from the people on your team.

When I price my services, about half the time a potential 
engagement falls through. Was my price too high, or was my 

service just unaffordable to that individual? The good news is 
that the other half of the time, the price is accepted, so the value 
is confirmed by those who accept the price offered. If everyone I 
encounter agrees to my proposed price, my prices are probably 
too low. If no one accepted my proposals, that would tell me 
that either my prices are too high, or I’m doing a poor job of 
selling. And there could be other reasons, too. My point is, you 
can’t sell everyone on your product or service, but you can do 
a better job of pricing and selling. Increasing your closing rate 
costs no more in advertising and marketing, but creates many 
more sales and much more efficiency in your business.

Make sure your products and services represent great value 
to your customers by constantly evaluating them. One jeweler 
told me recently that he didn’t have time to evaluate his 
merchandise and to reprice his products. I wondered where 
he spent his time. Probably working in the “weeds” of his 
business instead of working “on” his business.

Price and value are not the same. Price is set 
by an owner, but value is determined by the 
buyer. Make sure your products and services 
reflect great value to your customers.

By Bill Boyajian

&

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.
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STORE SECURITY
Here are a few important steps to take for a 
quick check on your overall store security.

Move your inventory to a vault or secured 
storage facility. Do not leave items in plain sight or in showcases. 
If you cannot get your stock to a bank vault or secured storage 
facility, here are some security recommendations for your 
inventory: 

•  Secure as much property as possible inside your safe. 

•  Consider the use of a bank safety deposit box for inventory 
that cannot be placed into your safe or vault or at the very 
least, locked in a room inside the premises.

•  Verify every alarm signal with your alarm monitoring facility. 
While safes and vaults are critical to limiting the amount of 
merchandise stolen in burglaries, criminals have proven time 
and again that, if given enough time, they can compromise 
the most durable of security equipment. That’s why your 
alarm — and your relationship with your alarm system 
provider — is so valuable. If an alarm signal does go off, DO 
NOT IGNORE IT! TAKE ACTION!

Contact your alarm system provider to ensure that your alarm 
is providing the protection your business needs.

Don’t post photos that reveal the layout of your store or 
merchandise displays anywhere online. This includes resources 
that your customers may use to find you such as Google My 
Business or Yelp. It can be tempting to give virtual tours of 
your store as a way to connect with customers through social 
media while your business is closed, however, there is plenty 
of other content to share that would engage your customers 
without putting you or your store in jeopardy. 

CYBER SECURITY
While it may seem natural to insure your 
inventory and your building, don’t forget 
to insure another very valuable part of your 
business: your data.

If you keep electronic records, complete payroll electronically 
and use credit card machines to process payments, you’re at 
risk for data compromise — and it could have a big impact on 
your business.
 

KEEP 

YOUR JEWELRY BUSINESS 

AND DATA SECURE 

By David Sexton

Due to the pandemic, most states required the closing of all non-essential business, including jewelry businesses.  
With stores closed, burglaries and cyber-attacks pose a very real threat to your business and can result in 
significant losses. To make sure your jewelry store and online security is strong, not only during this challenging 
time, but for the rest of the year we offer the following ideas to help you manage.

Neglecting security measures early on could leave your business exposed. Plus, not getting in the habit of security 
best practices will only get more difficult to change as the year progresses.

Continued to Pg 18
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When a tragedy like COVID-19 strikes the risk of cyber-
attacks and scams by criminals rises. Here are a few steps 
you can take to mitigate your business’s vulnerabilities 
when it comes to cyber-attacks:

•  Only use secured wireless providers to gain internet 
access and encrypt your router to protect your 
connection.

•   Computers should be frequently checked with anti-
malware, anti-spyware, and anti-virus software.

•  If you are on a website that seems suspicious, leave it 
immediately.

•  Properly dispose of sensitive information by 
destroying or wiping hard drives.

•  Back-up your information.

Jewelers Vigilance Committee 
(JVC) also provided the following 
practical tips for keeping your 
data secure:

•  Change your passwords often.

•  Review your bank accounts, credit cards and payment 
processing accounts. Fraudulent transactions are on 
the rise, so you want to be vigilant about checking 
every transaction from a secure internet connection 
and up-to-date computer.

•  Do not answer calls from unknown numbers and hang 
up on robocalls. If someone important is calling you, 
they will likely leave a voicemail.

•   Do not click on links contained in texts or emails 
without verifying the identity of the recipient. 
Scammers are impersonating agencies such as 
the Center for Disease Control and may even 
impersonate your coworkers or family members.

•   Beware of fraudulent text alerts that appear to be 
from common carriers like UPS, FedEx and do not 
click links contained in any of these alerts.

•  Verify the senders of your emails and texts prior to 
answering or forwarding any messages. Phishing 
criminals are clever and may send you a fraudulent 
message with anything from one small digit or letter 
off from a legitimate email. 

David Sexton
David Sexton is vice president of loss prevention 
consulting at Jewelers Mutual Insurance Company. 
Headquartered in Neenah, Wis., Jewelers Mutual is the 
only nsurance company in the U.S. and Canada that 
specializes exclusively in protecting the jewelry industry 
and individuals´ jewelry.

KEEP YOUR JEWELRY BUSINESS 
AND DATA SECURE

GENERAL SAFETY GUIDELINES
•  Enable your closed to business practices and 

review your insurance coverage.

•  Do not advertise that your business is closed for 
an extended period due to COVID-19 as that 
could make you a target for burglary.

•  Provide local law enforcement with current contact numbers.

•  Maintain copies of inventory records and employee, vendor, 
supplier, agent, and customer contact information at an offsite 
location.

•  Obtain from the landlord or property management (if applicable) 
a copy of their business continuity plan and the process that you 
can use in the event of an alarm notification.

•  Create a plan for any deliveries or shipments while your store is 
closed.

•  Follow the advice of the Centers for Disease Control, the World 
Health Organization and the Public Health Agency of Canada for 
guidance. 

SAFETY AND SECURITY EDUCATION 
FOR JEWELRY BUSINESSES
It’s a great time to learn more about loss prevention 
for your business. Jewelers Mutual is providing access 

at no cost to the entire jewelry community to JM University® during 
this time — an online learning tool that includes interactive modules 
that focus on topics such as:

•  Safeguard your property — and yourself — while away from your 
business

•  Identify potential weaknesses in your security

•  Cyber-security

To make sure all facets of your business are properly covered, work 
with an agent that is an expert in jewelers block insurance. 









RETAILER’S THREE SHORT TERM PROBLEMS: CASH FLOW, TIME AND INVENTORY.

CREATING A PARTNERSHIP

THINKING  
ABOUT YOUR  

SUPPLIERS: 

I spent the weekend thinking about how retail is going to be disrupted in the coming weeks, and in some cases, perhaps 
months. But the doors will open and, as I wrote before, your inventory will still be intact. While this temporary closure has 
been a pain for retailers, what impact will this shut-down have on your suppliers?

•  COVID-19 hit the pause button on businesses and the inventory that should have sold in March, April (and May???) will still 
be in your showcases. 

•  Reorders will have stopped with many retailers still needing to pay off their purchases from last year! 

•  Payments will be delayed but they will get made, eventually. 

Let’s consider that our industry is not merely made up of thousands of retail stores, but also thousands of suppliers, who, in 
turn are dealing with their own suppliers. I’m not writing this so you can feel sorry for them but writing about how we can 
help each other through this challenge and create partnerships with our suppliers that will long outlast the short-term effects 
of the shut-down.

By Abe Sherman
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CASH FLOW TIME INVENTORY

The average jeweler has 
more than enough inventory 
– in dollars – in their 
showcases. The job now is 
to convert that inventory 
to cash and using that cash 
to reduce debt, especially 
trade debt. 

In a normal year, paying 
bills is a relatively slow 
multi-month process, yet is 
somewhat predictable. This 
year, however, you can throw 
your cash flow predictions 
out the window since we 
don’t know what the next 
6-12 months will look like in 
your store. 

Your inventory will sell down and your payables 
will get paid, over time. Our hope is that when 
you do get your inventory and payables down, 
you actually like it! This is a good time to have an 
end-of-year goal for your inventory. How much 
do you want to sell down and end up with on 
12/31/2020?

The mission is to help fix our industry’s long-term 
fundamental cash flow problem; lower inventory 
= better cash flow.

Continued to Pg 24
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SUPPLIER’S ISSUES TO CONSIDER: FINANCING,TRADESHOWS 
AND THE ROLE OF THE SALES REPRESENTATIVE.

1. FINANCING

Banks have not financed supplier’s inventories for some time, but they 
will finance their receivables. The supplier may be able to get 70 cents 
on every dollar they invoice to build inventories, pay staff and keep 
their companies running. However, if a receivable goes beyond 90 
days, the bank will typically decrease that amount from the supplier’s 
available credit line. Needless to say, this year, virtually every one of your 
suppliers is going to be struggling with aging receivables and a severely 
diminished cash flow.

2. TRADESHOWS

For many tradeshows, the season has come and gone with some shows 
moving to the fall but others yet to announce new dates. We have been 
attending JCK for the past 20 years and even if they move their shows 
to later this year, how many retailers will have the appetite to attend, let 
alone buy inventory?

3. SALES REPS

This is the area where I am very hopeful to see dramatic changes in 
retailer-supplier relationships. Vendors and sales reps are always taken 
aback when we tell them how many suppliers the average retailer buys 
from in a given year (too many). At BIG, we believe the future of the 
industry will lie in working smarter with fewer retailers working with fewer 
suppliers. That means in order to help you develop the right merchandise 
plans vis-à-vis their own product offerings, sales reps will have to know 
how to solve before they can sell. In order to do that, they will have to get 
to know your business better, your market better and your customer base 
better. This will require data-sharing, analysis and a different mindset, and 
even perhaps a different kind of sales team, one that is trained, not only 
on product, but also in inventory planning and management. 

Suppliers who understand this are using data to drive their own decisions 
by training their sales team to analyze how each of their clients align with 
their company. Hey retailers, you do the same thing in your stores every 
day! When you have a relationship with a customer, know their family, 
where they went on vacation (or not), know the names of the family pets 
and what jewelry they have on their wish list, the relationship is naturally 
stronger. This is how the supplier/retailer partnership might evolve. As 
you think about your suppliers this year, please consider how best to 
work together through data-sharing, collaborative merchandising and a 
mutually beneficial financial arrangement.

Abe Sherman
CEO, BIG - Buyers Intelligence 
Group

THINKING ABOUT YOUR SUPPLIERS: CREATING A PARTNERSHIP

SO, HOW DO WE CREATE A LASTING 
PARTNERSHIP BETWEEN RETAIL 
JEWELERS AND THEIR SUPPLIERS?

First off all, whenever you can, start sending 
your suppliers payments every week or two. 
They need the cash flow more today than ever. 
Second, please don’t expect most of them to be 
up for stock-balancing this year – some may be 
able to, but they will be the exceptions. Look at it 
this way, you bought it, so let’s get creative about 
selling it. If your supplier closes their doors, you’re 
going to have to deal with it on your own anyway, 
so let’s just skip the painful arguments and make a 
plan on attacking that inventory in-house. 

Unless you are opening a new location and need 
to merchandise an entire store, new inventory 
purchases should become considerably smaller, 
but more frequent. Everyone wins with smaller 
purchases made consistently throughout the year. 
Being lean also means being nimble and when 
you’re nimble you can respond and pivot much 
faster than when you are bloated with inventory and 
payables. The pressure many retailers have to sell 
down inventory to pay taxes or invoices would be 
diminished, which has a positive impact on margins 
and cash flow.

What impact will this shut-down have on your 
suppliers in the short run and our industry in the 
long run? This is the question that I’ve been trying 
to noodle through. You see, if we do this right, when 
we get through this year, there may be a desire (or 
a need) to change the way we manage this entire 
system. Long terms don’t help you in the long run – 
leaner, faster-turning inventories do. Will this pause 
be the catalyst for improving our industry’s average 
turnover from less than 1 time to something that 
makes more sense? 

LET’S GET TO WORK ON THAT: TOGETHER.
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By Gloria Maccaroni 

THE SILVER LINING 
TO RETAIL SALES 

LOOKING FORWARD –

The return to “normal operations” will be a welcome relief for consumers and retail jewelers after the weeks long 
quarantine is completed. The process will be a slow and careful one. And, rightly so! This is new territory for all of us. 

Your re-opening plans, therefore, need to follow fundamental marketing principles. In the following paragraphs, we 
will provide you with thoughts on your game plan for your re-emergence in the marketplace.

It was recommended not to “go dark” but to communicate with your consumers during the recent crisis. Some retailers 
had email marketing and social media programs in place and used them to “keep in touch” with their customers. For 
those who did not have programs in place – it’s never too late to start.

The jewelry business is unique – jewelry does not cater to a need or a comfort. It appeals to emotions, symbolism and 
traditions that go back hundreds of years. With this in mind, you can create a marketing strategy that appeals to your 
target customers, as well one that reflects your store’s personality.

Selling jewelry is an art. There may be an innate talent for creating beautiful designs, but without the right skills and 
strategies in place it can be difficult to get your store to stand out for its personality and unique assortment and services.
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It is not about being seen by as many people as possible, but more about attracting the  
right audience with the right message.

In establishing or refining your audience, you also have to 
segment the audience to properly implement an effective 
marketing plan. By analyzing the target audience to identify key 
segments, you select groups of specific people within your larger 
audience to specifically target through your marketing efforts. 

To send the correct message, you must know to whom it 
is addressed. The curious thing about this step, is that by 
grouping people together you can discover factors that 
connect them and make them different from the rest. Overall, 
the purpose of segmentation is to appeal to the interests and 
needs of your smaller target audience just as you would if you 
were face to face. 

In the case of jewelry, segmentation is much more than basic 
demographic data such as age and income. Although clearly 
part of the process, we need to remember that the purchase 
of jewelry is an emotional purchase. With this in mind, you 
need to define target details including interests, tastes, peer 
group influence, etc.

For example, a specific group of potential buyers may be “the 
professional mother that works from home” and could be 
defined in this way:

• She is married and has young children

• Lives in the suburbs, near large cities

• She likes to focus on her family

•  Seeks to socialize in different groups such as reading clubs, 
social dates with other moms, etc.

• She likes gardening, travel and baking

• She likes to keep up with fashion trends 

• Shops at stores like Gap and Macy’s

• She hires a babysitter to go to dinner with her husband

The ads focused on that group should be shown in the places that 
they usually visit and use language specifically aimed at them. 
However, the most important thing is that the message evokes 
a significant emotion. You need to provide a reason to purchase 
and validate that its ok to treat oneself with a jewelry purchase.

HERE, YOU’LL FIND SOME IDEAS AND MARKETING STRATEGIES TO 
BOOST YOUR JEWELRY BUSINESS AND REACH THE RIGHT CONSUMERS. 

ESTABLISH FOCUS ON YOUR TARGET AUDIENCE

Emotions are the main force behind a successful marketing 
campaign. In fact, Capgemini Digital Transformation Institute’s 
survey states that consumers who are emotionally involved with 
a company spend twice as much as non-committed customers. 
This could not be closer to the truth for jewelry retailers. 

The purchase of jewelry is an emotional one instead of a 
purposeful one. For many, it means a significant gift for 
occasions like Mother’s Day or Valentine’s Day. For others, 
it symbolizes the most special purchase of their lives—an 
engagement ring meant to profess their love for each other. 
This is why your marketing campaigns need to create emotional 
responses in customers. Keep in mind however that according 
to the recent Retail Survey conducted for SPS that the female 
self-purchase is the best opportunity for silver jewelry sales.

An example, one of the most successful jewelry campaigns 
known throughout the industry is De Beers’ Diamonds are 
Forever campaign. The iconic phrase came about during 
a tumultuous moment for the company following the Great 

Depression. More than 70 years later, the phrase of only four 
words is loaded with feeling and has become one of the most 
recognized slogans in marketing.

Today, we can credit De Beers for creating the concept 
of the diamond engagement ring; before that campaign 
launched, they were not the standard. With a simple slogan 
full of symbolism, they managed to completely influence 
the behavior of an entire culture. That proves what a great 
emotional campaign can achieve.

A story rich in feelings is the perfect way to present your 
business and show what it represents. You can convey your 
passion for jewelry and tell your clients how your store can 
provide the service and styles to create unforgettable moments 
in their lives. 

Become the business that your potential customers choose to 
mark a significant moment in their lives. 

CREATE AN EMOTIVE STORY 
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Remember that you don’t have an enormous budget or a 200-store retail 
chain to develop great campaigns. The most important requirement is 
creativity. To achieve this, you must be authentic and know your audience 
to give them what they want. Next, you’ll need to tell these stories through 
the advertising mediums your target customers use the most, so they see 
the ads you’ve created.

There are a variety of different advertising approaches that you can take. You 
can choose more traditional advertising mediums, including newspapers, 
radio and direct mail. Or you can focus on digital ad platforms, including 
email newsletters, Facebook, Twitter or LinkedIn. Investing strategically in 
advertising can result in a high return on investment.

INSPIRING: to do this, you must understand your customers’ motivations. After you segment your audience, 
this won’t be difficult for you to do. When people feel inspired, they act differently. Finding a model for an 
inspiring campaign will also help you achieve an unparalleled connection with your audience.

PERSUASIVE: this type of emotional campaign plays with your audience’s dreams and their desire to achieve 
a coveted lifestyle within society. The CEO of Tiffany & Co, Alessandro Bogliolo, created a campaign aimed at 
millennials despite numerous studies claiming that they do not buy diamonds. His reasoning came from cellphone 
emojis. Diamonds and other forms of expressing status are frequently used by this group which means there is a 
sense of personal projection.

ONE THAT EXPRESSES LOVE: in the jewelry business, this is one of the most important emotions to 
express in advertising campaigns. You can use the tried and true story of a couple beginning their marriage and 
focus your campaign on this key moment in everyone’s lives or you can take advantage of another segment of 
the population: single people. You can angle the campaign with a message about there being no better way to 
celebrate than to treat oneself or something similar.

ONE THAT COMMEMORATES SPECIAL EVENTS: many people choose to commemorate an 
event with jewelry, making it a perfect opportunity to strengthen relationships with your customers. You can focus 
on stories that resonate with your audience and let them know that they are as important to your business as they 
are to themselves. A good way to do it could be by using their personal stories that they share on social media.

A GOOD EMOTIONAL CAMPAIGN FOR  
A JEWELRY STORE SHOULD BE:

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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It’s a well-known fact that it costs at least five times as much to attract a new  
customer than it does to retain an old one, and that the probability of selling  
to an existing customer is 60-70%, while the probability of selling to  
a new customer is 5-20%. 

Especially this coming year, strive to get more personal with your  
customers and really get to know who they are and how best  
to communicate to them.

HERE ARE A FEW ADVERTISING MEDIUMS THAT  
HAVE WORKED EFFECTIVELY FOR JEWELRY RETAILERS:

PRINT ADVERTISING 

Print advertising used to be the primary 
advertising method for small businesses 
before the advent of digital advertising. 

For businesses that target older, less 
digitally engaged audiences, print 

advertising can still be a good choice for 
your ad spend. Print advertising includes 
newspaper ads, magazine ads and ads in 

brochures and flyers.

DIRECT MAIL ADVERTISING

While direct mail is a less popular 
advertising method than digital 

advertising, it can be successful if you 
develop a creative, visually appealing 
direct mail campaign. Direct mail ads 
enable you to deliver your message 

one-on-one to local consumers.

BROADCAST ADVERTISING 

Broadcast advertising includes mass-
market media like TV and radio. While 
broadcast advertising, especially TV 

ads, can be cost prohibitive, if you have 
local TV and radio stations near you, the 
cost might be more affordable, and the 

audience could be highly relevant to 
your local business. 

SOCIAL MEDIA ADVERTISING 

Social media advertising is popular 
because the cost is relatively affordable, 

and you can be highly selective with 
the audience you target. For example, 

you can use ad targeting options to 
narrow the audience so that only people 

of a certain demographic living within 
a certain mile radius of your store are 

served your social ads.

OUT-OF-HOME ADVERTISING 

Out-of-home or outdoor advertising 
refers to any advertising that reaches 
people when they’re outside of their 
homes. This includes billboard ads, 
digital signage, transit ads (i.e. bus 
shelters, train ads, subway stop ads, 
etc.), street furniture ads and ads in 
sports venues. These can be great 

options if ads are placed effectively. 

ONE ON ONE 

And while you should certainly  
consider the many advertising  

options, don’t forget that  
connecting with customers in a  

personal and relevant way continues  
to be the best way to get them  

to know, like, and trust you.
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Michou  
sterling silver earring,  
sky blue topaz, green 
amethyst $168. 
michoujewelry.com   
530.525.3320  

Kir Collection  
mini labradorite pear and 
sterling silver pendant.
(available in a variety on 
gemstones) $140.
kircollection.com  
303.530.1268

Joryel Vera  
silver artistic inspirations  
$525.
joryelverawholesale.com  
561.508.2945

THE SILVER LINING TO RETAIL SALES 

41% of retailers  
said the best-selling 

opportunities  
for silver is the  

female self-purchase* 

49% said  
millennials  

(ages 23-38)  
were important  

to their business* 

Female self- purchase  
customers typically  

spend less than  
$200 for silver  

purchases- making it the 
affordable alternative.*

Keith Jack  
sterling dragon weave link bracelet $439. 
keithjack.com 604.971.4367

Need bigger Image

The age group buying  
the most silver jewelry  
is 20-40 according to  
63% of the retailers* 
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Bella Cavo sterling silver bangles with 
cabochon bezel stone starting at $99.  
kellywaters.com 800.647.7017

“There is still a  
strong demand  

for silver.  
It is fashionable  

as well as affordable”** 

“Silver looks and  
feels luxurious  
without costing  

a car payment”**

“Bridal party gifts in silver  
make it affordable  
for couples to give  

everyone something  
nice to remember 
 the occasion”**

“I can’t afford  
to experiment in gold,  
so I do it in silver”**

Need Hi-Res 
Image

Martha Seely  
sterling earring with  
baroque Tahitian pearls  
$235.
marthaseely.com  
617.899.2162  

Hope Faith Miracles 
sterling pendant $125. 
hopefaithmiracles.com   
843.298.0764

PiYaRo  
terling Italian necklace with 
14K accents and .40 CT 
diamonds $2,699.
piyaro.com  
888.427.8886
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Adel Chefridi  
sterling ,18K gold,  
.03 ct. diamond &  
ruby $1,260 secret 
garden pendent
chefridi.com  
845.684.5185 

E L Designs  
sterling silver and 14K yellow or rose 
gold heart accent bracelet. $288.  
eldesigns.com  800.828.1122 

THE SILVER LINING TO RETAIL SALES 

55% of retailers said  
that silver experienced  

the best inventory  
turnover rate*

“Silver is the  
starting point to get the 
customer comfortable 

buying from us”**

“People love to buy  
silver jewelry to  
wear for fun and  

don’t want to buy  
costume pieces”.**

Kelim sterling large dot hoop $95.  
kelimjewelry.com 301.448.7373

“Silver brings in a lot  
of foot traffic“**

Phillip Gavriel  
sterling silver and 18K cuff $1,500.   
phillipgavriel.com 800.622.0960



 “The customer can  
buy beautiful pieces  

in silver without  
spending hundreds  

of dollars”**

Belle Etoile  
white stones pave-set 
into rhodium-plated, 
nickel allergy-free,  
925 sterling silver. $325.  
belleetoilejewelry.com  
877.838.6728

*Source: The 2019 Silver Jewelry survey conducted by InStore for the Silver Promotion Service and** retailers write in responses

“Silver moves quickly and 
it’s a great add on item”**

Frederic Duclos  
sterling silver blue topaz  
Trixie necklace. $180. 
fredericduclos.com   
714.898.3636
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By the time you read this, I hope the Corona Crisis has passed. 
I hope. I’m not optimistic. But there are some business lessons 
you can learn from what we’ve been through with all of this.

I try not to wax political in my columns, but this time the 
implications are so profound, I’m afraid I must. 

LET’S BEGIN WITH “HERD MENTALITY.”

It is almost axiomatic that when a crisis strikes most people 
tend to overreact. It’s virtually guaranteed that politicians will.

It’s also near axiomatic that if one politician overreacts, the rest 
will fall in line. This is true regardless of party. Executives – 
presidents, governors, mayors, etc. – instantly feel they need 
to fix the problem and they enact measures to do so.

Lawmakers – congress, legislators, county commissions and 
city counsels – well, they’re called “lawmakers”, so what do 
you expect them to do?

And when one jumps, the rest feel like they have to jump that 
much higher. For example, if one “recommends” everybody in 
town wears a mask, the next will insist upon it.

There’s always a lot of talk about justification and science 
and the public welfare and whatnot, but more often than 
not, things aren’t thought through very thoroughly and the 
unintended consequences of these mass, kneejerk reactions 
can be devastating.

In this case, we all lost income; many have lost their entire 
businesses and life’s work.

But such is the case with herd mentality… the tendency to 
follow like sheep, even among so-called leaders.

But herd mentality can be used to your benefit as a jeweler as 
well. It is the very powerful principle of influence called “social 
proof.”

HERD IMMUNITY…

HERD MENTALITY

WHAT YOU CAN LEARN FROM THE    “CORONA CRISIS”

By Jim Ackerman

Continued to Pg 37
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Why do you think reviews are so important to your business? 
Same with testimonials. You get enough positive reviews and 
people naturally think, “Well, if it’s good for all those people, 
it’ll be good for me too and I’ll do it.”

If you’ve ever had somebody come in and say, “I saw your 
reviews on Google or Facebook or Yelp”, you know what I’m 
talking about. 

Wilkerson and The Edge make excellent use of testimonials in 
their advertising, and so do I. But I don’t see very many jewelers 
use testimonials, and that is a mistake and an opportunity. 
When you start using them and none of your competitors are, 
you’ll be the winner!

You also can capitalize on the herd mentality in your advertising 
and offers. Bill Warren and several of my clients have conducted 
online sales during the Corona lockdown. They’ve done it like 
QVC or the Home Shopping Network… limited supply of 
limited items at very attractive prices, and when a sale is made, 
a bell goes off and the hosting jewelers says, “Ah, there’s the 
bell. Item #2 is gone.” It creates a feeding frenzy similar to an 
auction situation, and the sales roll in.

How can you adopt and/or adapt this idea for your jewelry 
store? How can you use it post-corona in your ongoing 
advertising and marketing efforts?

Now let’s take a look at “herd immunity.” In the virology world, 
it means enough people have been infected with the disease 
and developed antibodies to combat it, that the disease can 
no longer get a meaningful foothold in the at-large population. 

Some scientists have argued that our quarantining steps have 
slowed society’s ability to develop this herd immunity, pointing 
to countries that did NOT take such drastic measures and 
have weathered the disease as well, or perhaps better, than 
we have, without the devastating economic consequences. 
(Sweden for example.)

Be that as it may, I’m talking about herd immunity in your 
advertising and marketing. 

Have you noticed that during the heart of the Corona Crisis, 
virtually every ad run by virtually every company took precious 
time and/or space to talk about the steps they’d taken as a 
company to “keep you safe.” Personally, after the first week, I 
tuned out all of those messages, and I’ll bet you did too. 

Why? Because first of all, it’s the very least we’d expect from 
our merchants and vendors. Second, because we know those 
steps had been mandated by governments anyway. Third, 
because we know they’re just covering their butts against 
legal action, and fourth, because once we heard something 
so often, our brain automatically tunes it out. Especially if it is 
perceived as a platitude.

My point is, most advertisers, including jewelers, talk in what 
I call “ad speak.” It’s the same old messages, delivered in the 
same old ways, with the same old offers and the same old 
claims.

You talk about how long you’ve been around, how friendly and 
reliable you are, how you care about your customers ahead of 
yourself and blah, blah, blah. If you make offers at all, they’re 
typically discounts with no point of reference for contrasting 
one price against another.

And the public tunes it out because of herd immunity. They’ve 
developed advertising antibodies and you just can’t “infect” 
or EFFECT them with these tired old arguments.

STOP THAT! 

Speak to them about the real DIFFERENCES you bring to the 
table. Get creative with your offers and events. Give people a 
reason to choose YOU instead of the jeweler down the street, 
the chain jeweler boasting better pricing, or worst of all, the 
Internet.

I’m not talking about cute, clever or so-called “creative” 
advertising. I’m talking about giving them legitimate, credible 
and compelling reasons to believe you are the right jeweler for 
them. And do it in a warm, friendly, conversational way, that 
sets you apart and above.

That’s how you beat herd immunity and herd mentality and get 
your business prospering again.

Jim Ackerman 

Jim Ackerman is known at The Marketing Coach 
to the jewelry industry and has addressed jewelry  
retailers at the nation’s biggest marketing 
events, including JA New York, JCK, The Atlanta 
Jewelry Show and others. Jim Ackerman also 
provides jewelers with a strategic look at their 
marketing, through his well-known Marketing 
Fitness Check-up, which he is providing to Retail 
Jeweler readers FREE (A $397.00 value). Go to 

https://ekk89994.infusionsoft.com/app/form/mfc to initiate the process. 

HERD IMMUNITY…
HERD MENTALITY
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HERD MENTALITY
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It’s said that every crisis is also an opportunity. 
That’s never truer than today. Many small 
businesses have closed their doors with 
reopening dates just beginning to appear 
on the horizon. Retail jewelers, because of 
the “stay at home” directives, have closed 
their doors and are hurting for business.

But remember if crisis equals opportunity, 
on-line selling may just be that opportunity. 
Amid the rapid transformation of our 
society, new directions are emerging. 
Although we’re physically distancing 
from one another, we’re connecting more 
virtually. Technology has risen to such a 
level that most forms of communication 
can be done while “socially distancing.’

It’s said necessity is the mother of 
invention. Because retail stores have been 
closed, buying and selling have switched 
seamlessly, and it has occurred overnight 
to online business. Amazon, for example, 
is currently the largest retailer in the world. 
They have hired 100,000 new employees to 
keep up with the explosion of demand. The 
virus is the catalyst. It has allowed standard 
physical transactions of buying and selling 
to morph into a virtual experience.

HAVE YOU MOVED 

                YET?

By Mia Katrin

HOW TO SURVIVE AND 
PROSPER IN THE CURRENT 
CRISIS AND BEYOND

Contact your customers, by phone, email or text.  
Tell them you’ve moved online and will continue to operate online even 
after you have reopened. You can switch easily enough. Make sure your 
website e-commerce enabled. If it’s not, now’s the time to add that 
capability. Make it easy for your customers to buy from you online. Be sure your best-
selling and newest inventory images are included. You need good photos, including 
pieces on models, and detailed descriptions including dimensions, materials and 
prices. Your website should be seamless and easy to navigate. Checkout should be 
fast and simple. Consider free shipping and easy returns. Research and compare 
similar websites to see what the competition is doing.

Keep in touch! 
Continue to contact your customers, sending them emails and 
pictures. But instead of meeting with them face to face, you can 
Facetime or video chat with them. Send regular e-newsletters. In many 
cases, long-standing connections with customers are already forged. Continuing to 
connect with customers online is not a radical transformation, but a subtle shift, a 
continuum. If done proactively—and intelligently--this shift can be minimal.

Don’t assume people aren’t buying or not buying “luxury” items. 
People are vigorously buying online, ordering meals and having  
food delivered, and when they venture out, essentially wiping out 
inventory in large box stores like Walmart. 

Online jewelry auctions report brisk sales. 
People still celebrate   birthdays, anniversaries, graduations. Mother’s 
Day and Father’s Day. Offer opportunities for your customers to 
connect with you and you with them. They may be looking for 
something beautiful just for a pick me up.

HERE ARE SOME IDEAS YOU CAN IMPLEMENT:

ONLINE

Continued to Pg 42



Westin La Paloma Resort
Tucson, AZ   Jan 31-Feb 1, 2021 

Ritz-Carlton Hotel
Dallas, TX   Sept. 13-14, 2020

Mohegan Sun Resort & Casino
Uncasville, CT   Nov 1-2, 2020

Great Brands.
Great Locations.

Great Timing.

To register to attend a Select Jewelry Show visit- SelectJewelryShow.com 

email: info@SelectJewelryShow.com or call: 844-285-1103

Select Jewelry Shows are smaller, 
more personal events featuring 
55-65 of the most popular lines 
and prestigious brands. The 
Select Shows provide comfort 
and convenience for the retail 
jeweler. The unique format 
enables jewelry retailers 
to network and 
create lasting 
re l a t i o n s h i p s 
with nationally 
r e c o g n i z e d 
fine jewelry 
designers and 
manufacturers 
in the important 
categories a retail 
jeweler needs to achieve 
sales success.

For 2020 Select will be returning 
to the Ritz-Carlton Hotel in Dallas, 
Texas for the eleventh year. The 

Mohegan Sun Resort & Casino 
show is convenient to the 
Northeast. In 2021 Select Tucson 
will again be at the luxurious La 
Paloma Resort.

Qualified retailers at the Dallas, 
Mohegan Sun, and Tucson 

Select Shows receive –

• 2 complimentary 
nights at the 
host hotel.

• Breakfast, 
lunch, and 
wine & hors 

d’oeuvres both 
days

• $10,000 total give 
away raffles both days (to 

be spent on the buying floor).

• Cocktail party Sunday evening.

• Complimentary breakfast & 
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You may need to keep a quantity of various Covid-19 
supplies in the store: extra gloves and masks for 

employees and customers, hand sanitizer, disinfectant for 
wiping showcases and door handles, and a jewelry-friendly 
disinfecting product and cloth for wiping jewelry and watches 
before and after presentations.
 

While there are a small number of new security issues 
presented by Covid-19, basic security principles long 

promoted by Jewelers Security Alliance will now be more 
important than ever. In these troubled times jewelers need to 
follow such time-proven crime prevention procedures, even as 
they operate with a reduced staff:

A. Dont resist in a robbery.

B.  Look for the red flags to help spot criminals, such as 
three or more people wanting to enter together, nervous 
behavior and body language, inappropriate clothing for 
the season and staring up at cameras.

C.  Follow opening and closing protocols with two 
employees.

D.  Keep all showcases locked except when taking 
merchandise out or putting it back.

E. Show one item at a time.

F.  Dont bring goods home.

G.  Put goods away each night in a safe or vault, or at a 
minimum put low end merchandise in a locked drawer 
or closet and out of sight.

H.  Respond to all alarm conditions accompanied by 
security, alarm or police personnel. A full inspection of 
the interior and exterior of the premises is necessary.

 
Jewelers Security Alliance offers these initial security recom-
mendations at this unprecedented time, and will be constantly 
re-evaluating them as the patterns of crime emerge and store 
re-openings increase. Do not let these difficult financial times 
cause you to lower your guard regarding security.
 
If you have questions or further concerns, please contact 
Jewelers Security Alliance at jsa2@jewelerssecurity.org or go 
to https://.jewelerssecurity.org.                                            TRJMia 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.

Up your social media game. 
Now’s the time to connect with your customers 
through Instagram, Facebook, Twitter, LinkedIn, 
Pinterest and YouTube.  Regular, entertaining 
posts with great photos are a must. When customers visit 
your Facebook page, they shouldn’t see your last post was 
from a year ago! If this seems overwhelming, try partnering 
with some of your vendors and designers who are well 
established and can help you. They may offer many great 
programs such as live events and stories, online contests, 
and IGTV (Instagram TV) as well as e-newsletter blasts you 
can share with your customers to help market inventory. You 
may be able to link directly to their websites so easily and 
quickly offer their complete inventory to your clients.

Stay positive. 
There’s plenty of doom and gloom around. 
Be the ray of sunshine. The current crisis is an 
opportunity to explore the virtual world and enter into it. 
Those that are able to take the plunge will be successful. 
And their success will help in the flourishing of the economy, 
providing a smooth transition as we weather the passing of 
this wave and emerge with immunity, on the other side.

Contact Mia to learn more about the new Jewel Couture 
Online Partner program for retailers. mia@jeweljewel.
com, www.jewejewel.com , Instagram and Facebook: 
miaforjewelcouture, 336 329 9341 or 828 406 1105. 

We provide inventory, branding and powerful online presence 
to help retailers connect with and sell to their customers 
through a rich program of social media engagement personally 
targeted to your clients, including Instagram and Facebook, 
live events and contests and powerful, proven e-newsletter 
campaigns. Retailers can choose from a range of options. 

Remember, people also want to support the economy, 
especially small businesses. Let them know you’re here for 
them and will continue to be!

HAVE YOU MOVED  ONLINE  YET?

HOW TO SURVIVE AND PROSPER IN THE 
CURRENT CRISIS AND BEYOND

10

11

JEWELERS SECURITY  
ALLIANCE RECCOMENDATIONS  
FOR STORE REOPENINGS  

Continued from Pg 10



2019 retail survey reports 11th consecutive 
year of silver jewelry sales growth*

www.savorsilver.com

of retailers said 
they increased 

their silver jewelry 
inventory in 2019

54%
of retailers said 

their silver jewelry 
sales increased 

in 2019

59%
of retailers said silver 
experienced the best 
inventory turnover 

rate in 2019

55%

of retailers said 
they are optimistic 
that silver jewelry 
sales will continue 

to grow.

91%
of retailers said 

silver had the best 
maintained margins 

during the 2019 
Holiday Season

54%

*2019 INSTORE Retail Survey

Silver Stacks up  
above the rest
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CG Creations Restarts Local Economies While 
Thanking First Responders

On the other side of the COVID-19 pandemic, a powerful 
justification for a meaningful purchase will be to treat one of 
our dedicated, hard-working essential First Responders with a 
gift of appreciation. CG Creations is proud to introduce their 
First Responders collection with the donation of a sterling 
silver Nurse Necklace to each of their reopening Retailers.

Reopening the retail jewelry industry in the new “post-
COVID” economy will be a complicated journey, as consumers 
experience unprecedented financial uncertainty. In order 
to jumpstart business momentum and get local economies 
humming again, retailers are faced with the challenge of 
claiming that initial “ice-breaker” purchase.

Throughout the pandemic, we have all been encouraged by 
the endless devotion of our First Responders, a beacon of 
compassion in difficult times. This has inspired CG Creations 
to do their part in revitalizing the industry with their First 
Responders Collection and promotional materials.

The First Responders ZABLE® selections honor nurses, police 
officers, firefighters and all the courageous individuals who 
never fail to lead the way for the rest of us. The ZABLE® 

Collection of sterling silver beads and charms is compatible 
with all European-style charm bracelets. 

From their Wind & Fire® Collection, thank First Responders 
with Eco-Sustainable Expandable Bangles, Made in the USA 
from reclaimed and recycled materials, as well as beaded wrap 
bracelets made of natural stones, and sterling silver necklaces.
CG Creations is grateful for the opportunity to “pay it forward” 
with their First Responders promotion and at the same time 
help jump-start their retailers with complimentary laminated 
Counter Cards that feature the perfect gift selections to 
suggest to your customers. CG Creations will provide the first 
item at no charge with any order, to assist in the cost of any 
special pricing you choose to offer.

Call CG Creations at 800-431-1606 or email sales@cgcreations.
com for more information.

Rembrandt Charms Introduces Covid-19 Collection

In response to the coronavirus pandemic, Rembrandt Charms 
is proud to introduce a line of charms specific to Covid-19. 
This collection features charms designed to show support 
for all those affected by the virus, including first responders, 

EDITOR’S NOTE

To my Fellow Business Owners

I am a Mom and Pop, brick and mortar retailer.

I will never forget the day, long ago, a few years after we 
went in to business. We didn’t have enough money to pay 
our store’s rent and an early morning call from our alarm 
company was quite the shock. My husband ran down to 
meet the police at our jewelry store, sure enough, our 
front doors had been opened, but not by thieves, but by 
our landlord locking us out because we hadn’t paid the 
rent. This was the longest day and a half we had to be 
closed. Pawning my jewelry and begging for money from 
our family was how we got back open. 

Fast forward to today - this November, we will have been 
in business for 30 years and we have been closed for 
over a month.

Please understand, not only as a business owner, but also 
as an Arizona Legislator, I have been fighting for you. I 
know how badly you have wanted to keep your employee 
team together, how worried you’ve been that the profitable 
Spring, which gets us through the summer months, has 
been shortened, and I know how badly you need to get 
back open. 

We are slowly opening, knowing that our customers really 
are all over the spectrum of how they feel about this virus - 
from no concern, to cautiously ready, and to flat out fearful. 

You know your industry and I know we all learn from each 
other’s Best Practices. Put protocols in place, plan for a 
third quarter promotion, advertise, budget, pray, and find 
something to cheer about each day! 

We are ready to work and Rock-n-Roll!

I received this extraordinary email from Joann Osborne, 
a state legislator from Arizona wrote to her constituency. 
Joanne, along with her husband Ken, own Osborne Jewelers 
in Goodyear, AZ. I thought it had particular application to our 
jewelry industry. I hope you enjoy reading her story as much 
as I did.
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essential workers and the class of 2020. 

The collection offers several charms geared toward medical 
professionals, including a variety of Caduceus charms and 
a First Responder charm. Frontline Support and Essential 
Worker charms are perfect for anyone working in a hospital 
setting, as well as grocery store clerks, delivery persons, truck 
drivers and many others who have kept us going through the 
pandemic. A Best Friends Elbow-Bump charm depicts the 
high-five of social distancing. A World Faith charm supports 
the belief that we are all in this together and better days are 
ahead. For the graduates of the class of 2020, who may not 
be able to have a traditional graduation this year, we have a 
special charm complete with a Covid-19 mask to memorialize 
a year like no other. 

Each charm in this collection features a unique laser-engraved 
design on a polished disc. These charms may be personalized 
by adding engraving on the back. Rembrandt Charms are 
affordable, classic collectibles that never go out of style. 
No other gift captures a moment in time as perfectly as a 
fashionable charm. 

“Together, we will make it through these uncertain and trying 
times,” states Eric Lux, Vice President, Rembrandt Charms. 

“Many of our jewelers have reached out to us to let us know 
that their customers have been looking for something special 
for nurses, caregivers, and other essential workers. With 
demand high, we designed a collection that reflects some of 
what the world has experienced, including social distancing, 
working on the frontlines, and even toilet paper shortages. 
This collection has it all!”

Rembrandt will also be giving away some Covid-19 charms to 
a number of first responders in appreciation for their heroic 
work on the frontlines. 

For more information, please visit: RembrandtCharms.com
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After The Ring Volume II

Royal Chain’s hugely popular After The Ring collection was 
introduced last year. Now, volume 2 is available. All pieces 
are targeted to that lucrative bridal market, specifically geared 
towards pieces that work as add-on sale items for after that initial 
ring purchase. Think brides’ maids gifts, honeymoon jewelry, 
and even pieces for the groom that can be personalized. You 
can even request additional copies for your store to give out 
to the bride and groom to be. Contact Royal Chain at 212-
382-3340. 

Gesswein Foredom® RT101 Rotary Tumbler

Direct-Drive – no belts

Strategic Control Board Location (Easy to reach, protected 
from liquids)

Generous 1 Liter Capacity

Compact, direct-drive rotary 
tumbler is ideal for burnishing gold, 
silver and other metals. Designed 
with programmable controls, this 
makes repeatable processes easy to 
select. Best of all, the control panel 
is above the tumbler making it less 
likely to be damaged by water.

Set the timer (up to 180 minutes) choose the direction of 
rotation and select from 20 levels of speed control ranging from 
5 to 100rpm. Your work is visible through the clear, leak-proof, 
hexagonal barrel (3.625”D x 6”L with 3.25” diameter opening).

Direct-drive means that there are never any belts to replace, 
with smooth operation over continuous hours. Steel or stainless 
steel shot tumbling media is required to operate the tumbler 
along with a non-foaming soap/solution (both available 
separately). Made in Taiwan.

For more information contact Gesswein at 203-366-5400 or 
visit www.gesswein.com

Silvery Pansy Designs Rebrands To Pohl

Silver Pansy Designs has announced the rebranding of their 
company, effective immediately, to Pohl Jewelry Design, 
contemporary fine jewelry. “The timing was perfect for us 
to make the change, says Karen Bradley, co-owner of the 
company. When my sister, Cheri Earnest, and I started the 
company we designed only in sterling silver and the name 
accurately portrayed our business. We have changed since 
then and do very little design work today in sterling so we felt 
like it was appropriate to alter our name.

“We were very much influenced, and still are, by our grandparents. 
Our grandfather designed lovely jewelry for our grandmother, 
and we were allowed to go through her jewelry box as young 
girls and try on her beautiful pieces. They were generous in 
seeing that we had fine jewelry as we grew up, and we both 
developed a real love for gemstones and jewelry. We are still 
inspired by their attitudes and the impact they had on us.”

Pohl Jewelry Design is pleased to work with shops to carry 
their line. For more information contact Karen or Cheri at 
info@pohljewelrydesign.com. The full line may be seen on 
their website at www.pohljewelrydesign.com.

IJO Cancels Show For First Time In 48-Year History

After careful consideration of the widespread health risks 
posed by COVID-19 and the current state of the economy, IJO 
has made the difficult decision to cancel its 2020 Conference 
scheduled for July 24-28 in Baltimore, MD. According to IJO 
President & CEO Jeff Roberts, “There were many factors to 
consider in making this decision. Will the convention center 
still be a hospital? Will the airlines be up and running on a 
normal schedule? Will our attendees be ready to gather in 
large numbers? We put a great deal of thought into this and 
it’s the first time we’ve ever had to cancel.”

IJO’s priority is the health, safety and well-being of all its members. 
Roberts added, “We are saddened to cancel this program but 
feel with the remaining uncertainty, it is the right decision”.
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IJO will not be rescheduling in 2020 but will look forward to 
meeting again in Orlando, FL, February 26-March 2, 2021.
IJO meets twice yearly at luxury properties around the 
country, which approximately 75% of IJO members attend. 
For information on IJO retailer membership please call Penny 
Palmer at 800-624-9252, ext. 104, and for vendor membership 
Mary Moses Kinney at ext. 103.

Phillip Gavriel Marketing Assets

Backed by Royal Chain, Phillip Gavriel, a nationally recognized 
brand, can provide extensive marketing assets to their 
customers. Capitalize on the brand’s success by marketing 
your store, or website and taking advantage of their marketing 
tools and co-op program. Assets range from printed literature 
to images that can be used on various digital and social media 
platforms. Email info@phillipgavriel.com to find out more.

Lafonn turns 10

Lafonn proudly celebrates iits tenth anniversary in 2020 with 
a new logo, collections, ad campaign, and much more. www.
lafonn.com

You Look Like You Could Use A Hug(gie) 

Huggies for everyone - because this earring trend is here 
to stay. Lafonn’s collection of petite hoop earrings features 
simulated diamonds set in platinum-bonded sterling silver, 
from $155. Call (855) 2-LAFONN for more information or visit 
www.lafonn.com
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Legend’s Elongated Elegance

Legend Jewelry offers these vibrant gemstones cut in unique 
shapes and colors set with diamonds. The collection is crafted 
in 14kt, white, rose, and yellow gold and features rings, 
pendants, necklaces and earrings MSRP $499 to $2,499. For 
more information call 866-607-3098

Branded Assortments

Michou has selected the best of the best for their new 
retail partners, taking the guesswork out of their opening 
order. Michou has created two assortments that come 
merchandised on branded display. “Best of the Best,” is a 
mix of collections perfectly suited for the coming season. The 
second assortment, “Poseidon’s Treasures,” features Michou’s 
bestselling Poseidon’s Treasures Collection. There is no overlap 
in the collections for stores that choose to do both. For more 
information call 828-683-7824 or visit www.michou.net

Pohl Jewelry Design the Spring Garden Collection

Items in the new collection feature 
the colors of Spring…pink, green, 
honey, aquamarine and include pink 
tourmaline, peridot, honey quartz, 
aquamarines, zircon and apatite. 

It is a bright, sunlight filled collection 
of earrings, necklaces, pendants 
and bracelets that cover the 
complete spectrum of simple but 
sophisticated and fun accessories 
that will add a pizazz to Spring and 
Summer wardrobes. 

For more information at visit www.pohljewelrydesign.com or 
call 913-220-5412.

Ovadia Retools to Serve Medical Workers

Long-time manufacturer of jewelry displays Ovadia Corporation 
has retooled to produce face shields, vital personal protective 
equipment (PPE), to support our medical workers against 
COVID-19. Ovadia’s initial run of PPE was funded through 
generous donations – including of many jewelers across the 
US – and distributed to hospitals, nursing homes, and first 





 THERETAIL JEWELER  |  69  

responders. Face shields have been shown to up to 96% 
effective in preventing the spread of virus. 

When company President Sue Ovadia learned about the 
shortage of PPE, her first question was: “How can we help?” 
Within days, Sue and her sons Michael and Steven finalized 
a design for medical face shields, launched a fundraiser, 
sourced materials, and began distributing PPE to those with 
the greatest need in the COVID-19 “hot zone” of New York, 
New Jersey, and Connecticut. 
$25,000 in funds were raised 
to date, with over 5000 face 
shields donated. The campaign 
is also helping the business keep 
operating as jewelers worldwide 
have temporarily locked down. 

Local Congresswoman Mikie 
Sherrill (NJ-11) joined volunteers 
this month to help deliver PPE 

donations from Ovadia. “I am so impressed with how Ovadia 
Corporation stepped up to help our frontline workers in 
need,” said the Congresswoman. “The Ovadia family is truly 
an example of New Jersey innovation and heart… of how local 
businesses in our community are taking their manufacturing 
expertise to do good at this unprecedented time.”

As an innovative company with over thirty patents, Ovadia has 
also taken this opportunity to redesign a face shield that is more 
effective, comfortable, and reusable. This patent-pending 
design was deemed as cutting-edge by multiple doctors: “My 
team has piloted a number of face shield designs since the 
COVID pandemic began, and these [Ovadia’s] are the clear 
favorite by both our clinical staff and hospital administrators. 
The reasons given by our staff include their comfort and ease 
of use, as well as their durability.” Dr. David Rainosek, CHI St 
Vincent’s.

As their donation campaign is winding down, Ovadia is also 
making their face shields available to the jewelry industry as it 
reopens. They are also continuing production of their jewelry 
displays, alongside face shields.

Bellarri’s New Cove Collection.

Known for their expertise in color the 
new collection will not disappoint. 
Cove Collection featuring exquisite 
channel setting and perfect 
graduation of genuine London blue 
topaz to Swiss blue topaz in 14kt 
rose gold settings,with diamond 
accents. Style #:  R9459PG14/BT 
MSRP: $3,190. For more information call Bellarri at 800-255-
0192.

Stuller Connect™: A Virtual Event

Stuller will host its first ever Stuller Connect™: A Virtual Event 
on its website www.Stuller.com from June 1 – 28, 2020. 

Throughout June, this virtual event will introduce 
Stuller customers to new products, event specials, free 
educational opportunities, and their latest creations 
designed to help their business partners sell. Jewelers 
can also schedule a virtual appointment with a Stuller 
expert and connect to a variety of products and services.  

“We’re excited to provide our customers with a new way 
to connect with Stuller during these unprecedented times,” 
says Morgan Waters, executive director of marketing 
communications. “We are all rebuilding our businesses right 
now, and we believe, with our customers and this virtual event, 
we can take an important step forward together.” 
For more about Stuller Connect visit: https://blog.stuller.com.

TRJ 




