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Blue Nile Says Hello To Regular Retail
Recently, National Jeweler on-line reported “Blue Nile Goes
Brick and Mortar.” The story by Michelle Graff stated: “Blue Nile
decided to discontinue its test programs with Nordstrom’s where
they operated in two Nordstrom’s locations.” The new direction
by Blue Nile was described as “opening a stand-alone showcase
store in one of the country’s top malls.”
There is no question that the Internet has opened a whole brave
new world of opportunity and risk for sellers of jewelry at the
retail and wholesale levels. Blue Nile is a classic example of an
entrepreneur’s idea that took root and blossomed into a profitable
multi-million dollar enterprise. As seen below, $473 million in
revenues is a significant number and represents predominantly
engagement products. Note however, that 2014 results represent
53 weeks and 2013 represents 52 weeks of operating results.
Comparing apples with apples (52 weeks in 2014 versus 52 weeks
in 2013) would present a somewhat different performance picture.

Revenues ($millions)

2014*

2013**

Variance

$473,516

$450,008

+5.2%

Gross Profit
($millions)

$86,642

$83,651

+3.5%

SG&A ($millions)

$72,430

$69,343

+4.4%

Operating Income
(4 Millions)

$14,212

$14,308

-.0.7%

*53 weeks results
** 52 weeks results
Source: Blue Nile Fourth Quarter and Full Year 2014 Financial Results
2/10/15.

There is no question that Blue Nile, in taking advantage of the
Internet space, has placed additional pressure on independent
retail jewelers with pricing that reflects substantially lower margins
than the retail jeweler typically wants and needs because diamond
jewelry, historically, represents roughly half of a retail jeweler’s
business. There is no question that retail jewelers have had
difficulty in developing effective tactics to combat this Blue Nile
challenge. And now, we have Blue Nile entering the traditional
retail location: the mall. It is interesting to think about why they are
making this move. Perhaps it may be that growing the business
has become more difficult and the corporation is looking to a
combination of bricks and mortar along with Internet selling is a
more attractive model.
I think it is very interesting Blue Nile is moving toward an actual retail
location in a mall, following on the heels of what is apparently an
unsatisfactory test in two Nordstrom’s stores and a less than stellar
performance in 2014. Blue Nile obviously is looking to grow their
business and thus this new effort of exploring the retail option.
What is interesting is the fact that Blue Nile began operations with
the notion that typical retail stores were simply high margin sellers
of product that could be successfully attacked by cutting price and
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By Frank Dallahan

cutting margins and thereby offered consumers “a good deal.”
Blue Nile, to their credit, provided solid information to consumers
and did a good job in the education arena. Of course, the
Rappaport Report and grading reports added to the ease with
which Blue Nile effectively communicates persuasive information
to the consumer. And, on the face of it, today’s Internet savvy
consumer is able to gather all sorts of information on how to
evaluate the different quality elements of a diamond. Added to
the perception by the consumer that jewelry carries extraordinarily
high margins make these consumers ripe for the logic and the
ego gratification that comes from an important purchase like a
diamond engagement ring.
The reality is Blue Nile, as it moves into the regular retail channel,
now faces the real challenge of competing with effective, persuasive
individuals at other retail stores who have knowledge, experience,
and professional credentials as well as the proven ability to relate
to the retail consumer. Establishing rapport, answering questions,
providing insight when a consumer is considering a purchase
and is looking at several diamonds are key factors why strong
independent retail jewelers continue to compete effectively with
Internet sellers of engagement rings.
It is a fact of business life that as an enterprise moves up the
channel of distribution to acquire a diamond mine for example, or
down the channel of distribution as Blue Nile apparently is doing
now as it makes its foray into regular retail, must of necessity
assume the costs of that particular business entity. These include
rent, compensation for staff, promotion and managerial oversight
not to mention the necessary investments in inventory, displays,
and training. These will require pricing adjustments in the product
if profit margins are to be maintained.
There is one additional fact of regular retail life that will be
interesting to see play out. The question of collecting local sales
taxes will become an issue. The blurring lines of regular retail
versus Internet retail will have to be answered. Will this new mall
effort require the collection of taxes just from the store sales? Or,
will some enterprising stste attorney general call into question
sales tax all Blue Nile’s sales.
Blue Nile has operated with the tremendous advantage of one
central location, ease of the selling process, and quick deliveries
to the consumer. All this may well change as the corporation
moves into regular retail.

Frank Dallahan
co-publisher of The Retail Jeweler
Email Frank@theRetailJeweler.com
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How Was 2014 For You?
By now, December will start to feel like a distant memory and
you will be back into the day to day trench warfare of running
your business. Did you set any New Year’s resolutions? If so
how are they going so far?
Like most people you may not have even done the exercise.
However, not knowing what the purpose is behind your
activities and why you are in business is no excuse – regardless
of what time of year it is you need to think about why you do
what you do. Your personal goals provide the motivation and
direction for your business goals. Business goals tend to be
more task oriented, but when you see your business or career
as a tool to help you achieve the lifestyle you really want it
takes on a different perspective.

Time to reflect
If you have taken time to reflect on 2014, you have
pondered the passing of another year and vowed that the year
ahead will be different. It is the perfect time to reassess the past
year and determine what has been successful and what hasn’t.
What are you going to repeat and what will you do differently?
Given that for most of you, December is the biggest sales month
of the year, it makes sense to carefully and thoroughly analyze all
aspects of your December results, now that the dust has settled.

By David Brown

YOUR MARKETING:
•W
 hat worked and what didn’t?
•D
 id you spend what you intended?
•W
 hat medium worked best?
•W
 hat will you repeat and what will you drop?
YOUR FINANCES:
• Did you have a sales budget each day and how did you
perform?
•H
 ow was your cash-flow in January … and how is it now?
YOUR SELF MANAGEMENT:
• Did you keep a daily log book of what worked and what didn’t?
•D
 id you work smart or hard?
•D
 id you delegate effectively?
• Were you well planned and relaxed or did you wing it and
stress?
YOUR ORGANIZATION & MANAGEMENT SYSTEMS:
•W
 ere you happy with your Layaway balance coming into
December?
•D
 id your repair system work well?
 id your office systems work well?
•D
• Did you get product out onto the floor as soon as possible
when it arrived?

Example of things to review:
PERSONNEL
• Your Team: How did they perform in 2014?
• Did you have the right staff levels and rosters?
• Were the attitudes and enthusiasm strong?
• Did your incentive plans work?
• Did you have daily meetings with the staff?
• Was there sufficient training held during the year?
• Who gets to stay and who doesn’t? Remember the 3 T’s …
Terminate, Tolerate or Train.
INVENTORY
• What inventory worked and what didn’t?
• What categories performed best and why?
• What categories didn’t work and why not?
• How did your strategies for reducing aged inventory work?
• Was your December inventory level and mix correct?
• Did you have an open to buy fund?
• What was your reorders process?
• Did your vendors perform?
• Who were best and who were worst?
YOUR CUSTOMER CULTURE:
• What did you do different from your competition?
• What guarantees did you offer?
• How did you deal with complaints and was it effective?
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YOUR RETAIL STRATEGIES & KPI’S:
• Did you have a specific average sales target and how did you
compare?
•W
 hat was your conversion ratio?
•W
 hat was the number of sales per customer?
YOUR COMPETITION:
• What did they do that seemed to work and how can you do
it better?
•
What comments positive or negative do you hear about
them?
• What advertising did they do and what market were they
targeting?
This document will be an important reference point for deciding
what needs to change in your store. If you want a better 2015
then answering these questions will lead you in the direction
of where that new 2015 needs to take you.
David Brown
David Brown is President of The Edge Retail
Academy, an organization devoted to the
ongoing measurement and growth of jewelry
store performance and profitability. For further
information about The Edge Retail Academy’s
management mentoring and industry benchmarking
reports contact Becka Johnson Kibby: becka@
edgeretailacademy.com or 877-910-3343, ext 1

PLANNING

NEVER BET ON A SURE THING
By John A. Politi, Jr

In order to build long-term wealth one needs to navigate an ever-changing
market environment. Many of us don’t believe that we possess enough
wealth to warrant enlisting the services of an experienced professional
Financial Advisor – so we do what we believe is the next best thing, invest
our money with our best friend’s cousin. Why, because this is our best friend
not just any schmo off the street. If I were to share a nickel with you every time
I’ve heard this comment from a potential client we’d all be sitting on top of
the world. Instantly my brain reverberates with that quote made famous in
The Treasure of Sierra Madre with Humphrey Bogart, “Badges? We ain’t got
no badges. We don’t need no badges. I don’t have to show you any stinking
badges.” Now let’s double down – in addition to Financial Advisors that
actually have experience, credentials and even more importantly, a pulse,
we’ve now got Bots (online computer based financial planning). Fancy
schmancy online never give you any back talk and always tell you what you
want to hear Bots! Now things are becoming somewhat complicated. We
can try to accomplish our financial planning (future fulfillment of our financial
goals and objectives) with either:

Regardless of which path you travel there
are still some basic roads signs to follow.

• My best friend’s cousin is a stock broker and will invest in the manner that
he or she deems suitable for you
• A firm that has developed a computer algorithm that they assure us will
optimize our wealth

1. T
 ime
Horizon

2. Diversification

3. Investing
for a Purpose
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• Financial Planning professionals (IARs) that are employed by a Registered
Investment Adviser (RIA) and registered with the Securities and Exchange
Commission
For example, an Investment Adviser Representative (IAR) is employed
by a RIA. As such, they must adhere to a standard of care laid out within
the Investment Advisers Act of 1940 – “to act and serve a client’s best
interests with the intent to eliminate, or at least to expose, all potential
conflicts of interest which might incline an investment adviser—consciously
or unconsciously—to render advice which was not in the best interest of
the IAR’s clients. There are many good Registered Representatives (Stock
Brokers) that put their client’s interests first, but they are under more pressure
from their firm to accomplish certain and specific goals. Bots have a place
– for individuals that have minimal funds and do not require and additional
advice and/or services other than investing in one from Column A, one from
Column B and one from Column C – all for a very, very low fee. That’s about
as far away from holistic planning as one can get. I subscribe to the creed
that one gains client loyalty by understanding one’s personal needs, risk
tolerance and time horizon.
What we accomplish as an RIA may not be looked upon as being “sexy.”
Usually we’re not investing in Alternative Liquid Investments, Hedge
Funds, Commodities, Futures & Options Markets, Private Limited Master
Partnerships – all interesting and potentially rewarding investment
opportunities. Unless of course, your client has no idea what you’re talking
about.
>> Continued to Pg 16

Regardless of which path you travel there are still some basic roads signs to follow.

1. Time Horizon

2. Diversification

3. Investing for a Purpose

– one must remain a patient investor,
especially if you have an Advisor that
communicates with you regularly and
speaks plain English. You already have
a financial plan and unless the whole
world goes topsy turvy or your personal
situation changes dramatically you
should stick to the plan. Sometimes
your investments might be considered
“out of fashion,” but have the
wherewithal to withstand difficult
times. Below is a chart to demonstrate
that you can be your own worst enemy
by trading in and out of investments
when the market dips – you need to
stay true to a philosophy. Adopt an
investment philosophy and stick to
it. Donald Trump once said he never
invested in oil stocks because it was
something he couldn’t see – don’t bet
on something you don’t understand.
An experienced financial planner/
advisor should be able to help you to
keep calm in a crisis. If you can remain
disciplined during volatile times your
portfolio should be rewarded.

– What we do know about low-inflation
or modestly deflationary environments
is that US Government bonds and
corporate bonds usually do very well
– so don’t jettison these investments
just because. Developing a portfolio
that will be exposed to good quality
equities, real estate, different duration
bond funds, emerging markets,
international stocks and bonds might
not match the return of the Dow Jones
Industrial Average, but should provide
a balanced return that will keep pace
ahead of inflation.

– Once you have considered what your
financial goals are investing becomes
a lot more fun. Obviously over time
you’ll find that what want your money
to accomplish will change – and it
should. The key to greater confidence
in your financial decisions could be
just as simple as knowing your goals,
setting your priorities and creating a
strategy. This is what a good Financial
Advisor will help you to accomplish.

GREATEST
CHART EVER
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Always expect the unexpected – market
corrections do not all play out the
same. Lastly, never forget to consider
holding a cash position. Don’t consider
this an “opportunity cost,” but refer to
it as an “opportunity reward” for when
you can take advantage of an evolving
situation. Diversification works because
even the smartest predictions (those
sure bets) usually do not.

Let me emphasize again that this is
for middle America as well as the
top 2 percent. There’s really only one
purpose for managing your savings
and wealth, and that’s to achieve goals
personally meaningful to you in a way
that’s good for you.
Your Financial Advisor will help you to
identify your investment personality
– he or she will understand your
tolerance for risk and whether or not
your goals are realistic.

NEVER
BET ON A
SURE THING
A good Advisor will personally speak with their clients on a
regular basis. It’s important for them to understand what’s
happening within their financial plan. Managing your overall
goals rather than your returns will make it easier for you to
carry out any necessary adjustments. It will also bring the
overall picture of your plan into greater focus by showing you
how each one of your goals is doing in relation to the others.
Regular monitoring of your plan will allow you the opportunity
to refresh or update certain goals or aspects of your plan. The
very last thing you should ever be is a Martingale. I consider
this someone with a birdbrain. Actually, there’s a very risky way
of investing called the “Martingale System.” As explained by
Investopedia, “The main idea behind the Martingale system is
that statistically you cannot lose all the time, and therefore you
should increase the amount allocated in investments--even if
they are declining in value--in anticipation of a future increase.”

Author’s Note:

Let’s hope that we don’t see too many Big Birds feathering
their nests in this manner – by betting on the sure bet.

Please consult with your CFP®, CPA, Registered Investment
Advisor, and/or Estate/Tax/Eldercare Attorney when discussing
your financial needs and developing the appropriate personal/
business financial plan.

John A. Politi, Jr
John Politi is a Chartered Retirement Planning
Counselor-CRPC® and Financial Advisor with Main
Street Financial Solutions, LLC. John directs all
financial planning and investment advisory services
at their facility located in Harrison, NY. John’s team
provides comprehensive and customized, Fee-based
financial planning, consultation and investment
advisory services for individuals, families and
businesses. John was a founding member and Executive Director of the New
York City-based Jewelers for Veterans Foundation, a 501(c)(3) non-profit. He
volunteers his time supporting our Veterans with pro bono financial planning
services and consultation. He is also an Adjunct Professor and Director of
the Action Learning Project, Hagan School of Business, Iona College. John
holds an MBA in Financial Management, MBA-Advanced Certificate in Health
Care Management, Series 65 (Investment Advisor Representative) License,
and successfully completed the Financial Planning Certificate Program at Pace
University. He is an active member of the Financial Planning AssociationGreater Hudson Valley Chapter (former Board Director and Co-Director of
Programs), Westchester County (NY) Bar Association, American College of
Health Care Executives/Healthcare Leaders of NY and Troop Chaplain, Troop
5 Bronxville, NY, Boy Scouts of America. John welcomes your input and can be
contacted at, jpoliti@msfsolutions.com, or telephone (914) – 517-7574
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REDEFINE Your Business
By Jackie LeBental

The jewelry and watch industry has always been an evolving
machine, year after year delivering surprises to keep us all on
our toes. The surprise we weren’t prepared for was the financial
crisis of 2008. Before the fallout, it was an exciting time,
consumers were not even thinking twice about spending and
spending on all types of jewelry and watches. It was magical.
Adapting to the ever-changing environment left many leading
retailers fighting to keep their name in the spotlight and
competition became fierce. Re-defining the business model
was inevitable.
Change is not something that comes naturally. After 2008,
some industry businesses were able to restructure and
maintain a sense of stability and others simply had to close
their doors. Retailers were forced to cut sales staff, cease
marketing efforts and offer tremendous discounts just to get
customers in their doors. Presently, retailers have been forced
to redefine themselves whether through creating new ways
to connect with their customers, social media, e-commerce,
using various types of design materials to appeal to a more
self conscience spender and carrying unique and innovative
designer collections.

Redefining how to connect with
new customers has always been a

CHALLENGE.

Another vital component
to reevaluating your business
model is to both know and
listen to your customer.

Redefining how to connect with new customers has always
been a challenge. First you need to examine with your team
what has been working and what has not. Your staff has an
abundance of valuable information. Schedule regular meetings
with your team to discuss how your customer connections
can be improved. The invention of email and social media
are genius communication tools however it reduces personal
interaction. Maybe utilizing the old fashion phone call has been
neglected? Or on the contrary, maybe your business doesn’t
have an Instagram or Facebook account and you team needs
to be more proactive on social media. It’s all about finding
what works best for your business and allowing your team to
have a voice.
What I have noticed the most in this evolving industry
environment is retailers are redefining themselves as a brand.
Even though many carry and showcase designer brands,
retailers are increasingly promoting personalized and custom
offerings. How does a retailer brand itself? Do retailers think
of themselves as a brand? Retailers may have not have always
seen themselves as a brand but have always operated like
one. Before the Internet, retailers used basic marketing tools
to appeal to their local market through print, radio and TV
advertising. Similar to mainstream consumer brands, retailers
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>> Continued to Pg 20

REDEFINE Your Business
have personalized their logo, store colors, packaging, custom
themes and quotes to become instantly recognizable to the
public. However if a retailer is utilizing the Internet they are
now branding themselves to the world.

to get a nibble. Use your street smarts when working with a
customer, stop, look, and listen to everything they have to say
even if it sounds like criticism. This valuable dialog will provide
you with the tools if used correctly to continue a long lasting
and prosperous consumer relationship. Observing what your
customer likes and buys is a necessity. There are fabulous
jewelry and watch designers covering a spectrum of styles that
will appeal to all types of customers. Ask yourself does your
customer follow fashion trends or is their style more classic?
Do they appreciate a rare gemstone or white diamonds? Do
they prefer unique brands over mainstream ones? Are your
customers sick of trunk shows or do they look forward to them?
All of these questions are important and are ones you should
discuss with your team, made notes, Google search and
follow up.

Branding yourself and creative
marketing go hand in hand. So, it’s
important to have a cohesive strategy
when using different types of media.
Branding
yourself and creative marketing go hand in hand. So, it’s
important to have a cohesive strategy when using different
types of media. If you are an emerging retailer or an industry
veteran utilizing mainstream media to brand your business,
you need to make sure that all marketing efforts such as
themes, messages, logos, colors, images all appear in the
same sphere. Updates you make whether it’s a seasonal sale
or promoting a designer trunk-show, should all produce the
same overall message. You want to ensure when a consumer
is either looking at your website, shopping in store, following
Facebook or Instagram you are recognized and remembered
for your own unique presence.
Another vital component to reevaluating your business model
is to both know and listen to your customer. It is like any
relationship, you want to know what their likes and dislikes are
in order to build and maintain a trusting relationship. Everyone
has a loyal customer base with a certain buying track record,
which offers a glimpse of reassurance but you should never
take their shared opinions for granted. There is a sea deeper
then the ocean of competitors just waiting for an opportunity
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The answer to redefining your business is to start simply. After
you’ve done your research and come to a conclusion, it’s time
to make a plan and put it on paper! It sounds easy, but many
people fail to take the last step and put it on paper. Having a
written guide to periodically review keeps your plan fresh and
relevant. It allows you to change and course correct your plan.

Having a written
guide to periodically
review keeps
your plan fresh
and relevant.
Whatever your business, having a written plan that incorporates
thinking out of the box, creativity, surprises for your customers,
puts your own personal stamp on the business and separates
your business from others. This is the essence of redefining
your business.

Jackie LeBental
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.
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Insurance 101

WHAT COVERAGE DO YOU

NEED TO PROTECT

YOUR BUSINESS?
By David Sexton

The “what ifs” are endless when it comes to threats in the
jewelry industry. Each year, jewelers fall victim to crime and
face unpredictable losses from fire, natural disasters and even
internal theft. Even though most storeowners understand they
should buy insurance, what kind of insurance do you really need
to protect your business from life’s unexpected moments?
First, it’s important to understand why you need insurance for
your business. In concept, insurance coverage aims to make
a company “whole” after a claim, providing compensation
to help you recover from covered losses. Depending on the
coverage, insurance can protect your assets during a theft or
robbery, a natural disaster or even in the face of a liability suit
or data breach.
Appropriate and adequate limits of insurance can also help
protect your safety and the safety of your employees because
you may feel less compelled to resist in the event of an
armed robbery, knowing your are covered. Knowing some of
the benefits of having insurance, what do you really need to
consider when purchasing insurance for your jewelry business?
Depending on the unique nature of your jewelry business your
insurance needs will vary, so seek out the advice of a licensed
insurance agent or broker who understands and specializes in
jewelry operations. As a jeweler, you know your business faces
unique exposures to loss, which a non-jewelry business may
not, and an experienced agent or broker can be an invaluable
resource for information, advice and customized solutions
and service. Most insurance companies do not specialize
in providing inland marine coverages like jewelers block
insurance, so you’ll want to find a carrier that understands and
specializes in protecting jewelry businesses.

PROTECTING YOUR INVENTORY
To protect your inventory, from raw material to finished
merchandise, a Jewelers Block Policy is recommended. Smaller
jewelry operations as well as jewelry operations just getting
started may also want to explore a standard policy.
Jewelers Block and Jewelers Standard policies are designed to
cover losses including:

•Memo goods, meaning the property of others in the jewelry
business, that has been entrusted to you
• Shipments of jewelry (coverage varies by type of insurance)
• Damage to customers’ jewelry that may occur while a jeweler
is handling it, or performing bench work
• Jewelry carried or worn by you or your employees while away
from your business
• Merchandise displayed in show windows when you are open
for business
Work with a knowledgeable Jewelers Block agent or broker
who can assist you in customizing and structuring the Jewelers
Block policy to cost-effectively meet the needs of your specific
jewelry operation.

PROTECTING EVERYTHING ELSE
But what about everything else? You undoubtedly have more
invested in your business than your inventory. A Business Owners
Policy provides business property and commercial liability
coverage. The policy generally provides property coverage for:
• Buildings
•
Business personal property such as furniture, fixtures,
computers, and tenant improvements
• Your non-jewelry inventory for sale
• Loss of business income when your business is interrupted
by loss or damage to real or personal property caused by
covered perils, excluding theft
• Equipment breakdown
• Appraisal equipment/master stones
• Employee theft

• Your inventory of jewelry stock for sale, plus findings, raw
materials and parts for manufacturing and repair

•
Cleanup costs caused by accidental spilling of chemicals
used in the normal course of jewelry operations (includes cost
to repair or replace covered property, cleanup of chemical
spills, and loss of income)

• Customers’ property (from those not in the jewelry industry)
that has been entrusted to you

• Bodily injury and property damage (e.g., a customer slips
and falls)
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Insurance 101

WHAT COVERAGE DO YOU NEED TO PROTECT YOUR BUSINESS?

•
Medical payments (e.g., initial medical attention for a
customer following a slip and fall)

• Wrongful refusal to employ a qualified applicant

• Products and completed work

• Wrongful failure to promote; wrongful deprivation of career
opportunity; or employment related misrepresentation

• Piercing liability (above the neck)

• Wrongful demotion, evaluation, reassignment or discipline

• Tenant legal liability

• Wrongful termination, including retaliatory or constructive
discharge

Business Owner Policies can also include loss-of-income
coverage, for a period until the jewelry business can get back
on its feet, following a covered loss that had shut down or
impeded operations. Together with a Jewelers Block or
Jewelers Standard policy, the Business Owners Policy rounds
out your basic insurance protection plan.

ADDITIONAL PROTECTION
While a combination of Jewelers Block or Jewelers Standard
and Business Owners Policy provides your basic insurance
protection, you will also want to explore whether additional
coverage may be required for your business. When speaking
with an experienced agent or broker, ask about the following
insurance options to make your own informed decision.
• Commercial Umbrella Liability Coverage
• It’s the first icy day of the year, and one of your best clients
slips just outside your door. You can’t predict the unexpected,
but you can protect yourself. Commercial Umbrella Liability
can be a crucial component for consideration as part of your
overall insurance protection. This additional liability limit of
coverage is one of the best values for the dollar in insurance.
It is designed to protect the policyholder from extraordinary
liability exposures that would exceed the coverage limits of
the liability protection provided by a Business Owners Policy.
It helps protect you against claims related to:
o Bodily injury
o Property damage
o Personal injury
o Advertising injury
o Loss amounts that exceed your underlying coverage limits
It stands between your company’s assets and potential,
unforeseen liability, providing you with added peace of mind.

EMPLOYMENT PRACTICES
LIABILITY INSURANCE
Did you know businesses are three times more likely to be
sued by an employee than experience a fire? Associates can
become almost like family (sometimes they are your family),
but that doesn’t mean you won’t face a lawsuit brought by a
current or former employee or even an applicant you didn’t
hire. Employment Practices Liability Insurance protects you
against claims related to:
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• Unlawful work-related harassment, coercion, discrimination
or humiliation as a consequence of race, color, creed, national
origin, marital status, medical condition, gender, age,
physical appearance, physical and/or mental impairments,
pregnancy, sexual orientation or sexual preference or any
other protected class or characteristic established by any
applicable federal, state or local statute
•
Slander, defamation or libel through oral or written
publication, or violation or invasion of a right of privacy

JEWELRY APPRAISAL LIABILITY INSURANCE
Appraisal liability insurance should cover:
• All sums that you are legally obligated to pay as damages or
defense costs because of any errors or omissions made when
performing written jewelry appraisals. Applies if the error or
omission occurs within the coverage territory and during the
policy period, and results in monetary damages
Extends to appraisers listed on the Covered Appraisers
•
Schedule for appraisals they conduct for your insured business

DATA BREACH AND CYBER
RELATED PROTECTION
Have you sent an email today? Accepted payment via credit
card? Your everyday business operations require you to handle
a lot of electronic data. And while computers are a part of
everyday life, all this data can put your business at risk. Make
sure you’re covered in the event of fraud, data loss or data theft.
Currently 46 states have legislation requiring notifications that
apply to businesses of all sizes, and a “we’re sorry” letter may
not be enough to prevent a public relations nightmare.

Insurance provides peace of mind
For more information and to learn more about insurance
coverage for your jewelry business, visit JewelersMutual.com
or call 800-558-6411 to find an experienced agent in your area.
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 insurance company in
the U.S. and Canada that specializes exclusively
in protecting the jewelry industry and individuals´
jewelry.
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By Arthur Klein

MISTAKES OF 2014
As philosopher George Santayana once said, “those who cannot remember the
past are condemned to repeat it.” Looking back at 2014, marketers made many
mistakes. Some made more than others, of course, but there are five mistakes
that were common enough that they need to be discussed. Here’s what you need
to know to avoid ending 2015 the same way many retailers ended 2014.

Mistake #

1

Serving all customers
and prospects the
same content.
Retailers are still going the
plain vanilla route, not doing
the messaging they could
be if they were using better
segmentation and more
relevant content. If you’re not
talking to someone with their
interests in mind, they are
going to move on to another
retailer.

Mistake #

4

Mistake #

2

Not cultivating dialogs, E-mails,
and newsletters as well as regular
marketing communications.
These should change based on
where recipients are in the buying
lifecycle. Use your last e-mail
combined with your prospects’
responses to shape the next e-mail.
Your online communications should
be an extension of your offline
communications. Communicate as
though the client is a valued friend,
where you have specific knowledge of
his/her likes and dislikes.

Mistake #

Getting too flashy with
language and subject lines.

The e-mail template is not a
freeform template. There are
rules and standards in which
things are done. Retailers still
make mistakes when using
graphics and images. By
sticking to industry standards-keep images small; use
standard colors, fonts and text
placement; and include a plain
text version for those reading
your message on a mobile
device.

This is the season for bold subject
lines, even in the business to consumer
world. Retailers use exclamation points,
wording such as ‘Free shipping,’ or ‘20%
off.’ It’s a mad dash to get your message
in front of people, but increasingly, these
are the things that land your message
in a spam trap. You need to forget
about flash and use your customers’
past behavior to write your subject line
and messaging.” though the client is a
valued friend, where you have specific
knowledge of his/her likes and dislikes.
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3

Failing to integrate your various
marketing efforts.
Retailers say, “We’re out there and see this all
the time.” Some retailers have a search person,
an analytics person and an e-mail person.
Those people barely talk to each other. Create
a position—“head of optimization”-- dedicated
to looking at the overall marketing spend
and take the time to bring all of the disparate
internal marketing people together. Retailers
need overlap, and need synergies. Everyone
keeps talking about an economic rebound in
2015, but no matter what, you’re still going to
need to optimize that marketing dollar and get
maximum bang for the buck.”

5

Ignoring
design standards.
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Mistake #

Consider subject lines that allude to past
purchases, current products used or recent
customer service activities. If I am someone
who has purchased a product from you, you
need to leverage that in the subject line.
You’re competing with other messages in the
in-box, so by setting your message apart,
you’re going to gain an advantage.”

Arthur Klein
Arthur Klein created the Match
Marketing Group to represent
both the business side & the
creative side of marketing.
Arthur can be reached at 201693-2364

CONTROL

How Can You Get
#1 Ranking on Google?

By Matthew A. Perosi

It astounds me that people still offer first place Google
ranking service. Ironically, as I chose this topic and sat down
to write about it, I received a phone call from a “Local
Ranking” company, or so the Caller ID claimed. The recording
guaranteed a higher local ranking for my business if I spoke
to a “Certified Google Specialist,” and paid them to perform
search engine optimization (SEO) on my website.
Google’s organic search ranking policy has always stated: “no
one can guarantee a #1 ranking,” and “beware of SEOs that
claim to guarantee ranking, or allege a ‘special relationship’
with Google.” Yet for some reason, the entire world once
believed that #1 ranking magic could be conjured up by simply
hiring an SEO agency. After all, Internet wizards work for those
agencies, right?
I’m not sure where this fallacy originated, but it is not true.
In fact, as Google matures, it’s more likely that you will never
appear as number one for any search query unless you
have a preexisting relationship with the person searching.
That’s because of Personalized Search Results. Google has
ways to create a personalized search experience based on
your previous search history and based on the people and
businesses you are connected with through Google+, Twitter,
and public Facebook information.
Stores in highly competitive areas, like New York City’s diamond
district, have to work extra hard to appear in the first page of
search results. Much of that hard work should include content
creation, social engagement, and any other online activity
that will establish a connection to potential clients without
detracting from sales.
Years ago, other search engines like Lycos, Infoseek, and
Yahoo, offered paid organic ranking service, but that was
never an option in Google. Some people also believe you can
pay for first place positioning in Google AdWords, but that’s
not true either because those results are personalized based
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on longitude and latitude of the person searching. AdWords
positions also change based on the fluctuating number of
people bidding each day.
Yelp and the various Yellow Pages properties still offer paid
number one listings; however, you are only paying for first
place ranking in your town or county. Paying for top listing on
those sites does not help your Google ranking either.
In 2014, a lot of SEO companies started offering legitimate
optimization services to help improve local ranking. These
services typically involve fine-tuning all of the web directories
that have your company information on it, like Yelp and Yellow
Pages, but also Google+ Local.
Of course, now I’m starting to receive phone calls and emails
from agencies offering top ranking within the Google+ Local
pack. The “Local pack” is that list of businesses appearing
in Google results when you are looking to shop locally. It’s
triggered when your query includes town names and phrases
like “near me.”
Once again, it is a complete fallacy that you could pay for a
service to achieve first place of the +Local pack listing. Steer
clear of any company that offers such service as they are just
preying on your naiveté of the process.

I have performed website reviews for more than 100 retailers.
During my reviews, I analyze how search results appear for the
store and their competitors. The top +Local pack ranking is
usually awarded to the stores with good reviews and accurate
information in their Google+ Local description. I have yet to
see any stores with “over-optimized” descriptions appearing
in the +Local pack.
Your store description is considered to be overoptimization when it’s more than 100 words
and includes a lot of bold and underlining.
Those bold and underlined techniques are
outdated SEO methods that need to be
avoided. You’ll have better success with short descriptions that
include your unique selling proposition.
Achieving high ranking has more to do with
paying attention to your customers and
posting information to the web so they can
find it when they need it. You have to do a
lot of things right in order to appear in search
results, but you also have to make sure that you don’t do
anything wrong, even the slightest bit wrong.

Some stores have already tried too hard
to achieve top ranking and their overoptimization created a negative effect. This
often happens when a smarmy SEO agency
has successfully preyed upon you.
If the strategies and agencies you’ve tried are
not producing the local ranking you desire,
then perhaps it’s time to try something
completely new and ignore what you think
you know about optimization.

To answer this feature’s title question, you can only achieve
#1 ranking by doing everything right, and a good SEO
agency can help you with that process. However, paying
someone who offers #1 ranking is a fool’s errand, and
completely wrong.
Matthew A Perosi
Matthew Perosi reports the latest Internet trends
and methods that are most relevant to the
jewelry industry in his 5-day per week newsletter,
available through jwag.biz. Tap into the more
than 1,100 free newsletters to guide you towards
better usage of websites, social, andmobile.
Matthew invites your feedback and questions at
matt@jwag.biz or 973.413.8211. Many questions
from TRJ readers have turned into great
newsletter topics.
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Goldstein’s Rubellites Bracelet
Goldstein Diamonds
A breathtaking bracelet featuring seven rubellites
(17.32cts.) seven peridots (3.54cts) and 84 clear diamonds
(1.58cts.) set in a handcrafted 18k yellow gold floral design.
MSRP: $17,500.
Goldstein Diamonds
800.237.0364

Frederic Duclos
Elegant chandelier earring by
features sterling silver with rose
gold and yellow gold plating.
MSRP: $108.
Frederic Duclos
866.898.3636

Pascal Lacroix

Lisa Robin Jewelry
Five strand cuff with gem aquamarine
11ctw in sterling silver and 14k yellow gold.
MSRP: $3495.

A 14K gold hinged bracelet.
MSRP $4,200.
Pascal Lacroix
800.952.2764

Lisa Robin Jewelry
513.702.6884

Allison Kaufman
14k white gold, blue topaz (12.24 ct)
and diamond (12.44ctw) ring.
MSRP: $3,204 .

Alisa
The new Traversa Gold Collection™
enables fine jewelry retailers to fill their
present $1,000-$2,000 MSRP price
range void for 18K gold and diamond
bracelets that have a substantial and
important look.
Alisa
888.253.6600
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Allison Kaufman
800.800.8908

THESTYLEPAGE
James Breski
Platinum, sapphire, and diamond vintage
Inspired ring with 3.69cts of blue sapphires
and 0.76cts of diamonds. MSRP: $15,700.

Breuning
Sterling silver, rhodium plated earrings
with blue topaz; silver design collection;
MSRP: $270.

James Breski & Company
800.346.3436

Breuning
866-972-2842

Kallati
KALLATI™’s True Natural™ fancy diamond
cocktail ring features 2.00cts of fancy
yellow and cocoa diamonds and 1.00cts of
brilliant white diamonds set in 14k yellow
gold. MSRP: $7,100.
Kallati
516.466.0035

Artistry
“Entwined” is ntricate
filigree design in14K
white gold with .15ctw of
diamonds. MSRP: $760.
Artistry, Ltd.
888.674.3250

Junghans
Junghans’ Meister chronoscope
watch shows bold numerals
The ETA 2892-2, Dubois
Depraz 2030 assembly is in a
satin finished stainless steel
case which has a four times
screwed back and display
crystal. With a 40.8mm
diameter and a height of
12.6mm.

Anzie
Cluster dew drop studs in Swiss blue
topaz, 14K gold. MSRP $850.
Anzie
888.341.2604

Junghans Watches USA
855-828-1969
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PLANNING

MAY IS EMERALD MONTH

NOW’S THE TIME TO PLAN AND PROMOTE THE IDEA!
By Ed Coyne

This is my 65th year in the jewelry business. Many
of these years were spent in the advertising and
promotion of all types of jewelry. I operated an
advertising agency specializing in the jewelry
industry with approximately 40 clients from the
late 50’s to 1980.
For many of those years, I promoted man made
emeralds known as Chatham Created Emeralds.
During those years as president of Created
Gemstones, Inc. gross sales of $84,000 grew over
a period of 11 years to over $2.1 million. One
of the most successful months every year was
May. We made a very strong marketing effort to
promote May as Emerald Month. Our experience
proved there are a substantial number of women
who love emeralds and would like to own the
lush green beauty of emeralds mounted with
diamonds, especially when it’s their birthstone.
Women between the ages of 35 and 70 are
your target audience for self-purchases and their
husbands or other relatives and friends for gift
giving opportunities.
Based on my experience, the opportunity for
retail jewelers to develop customers for this
precious gem remains strong. It requires thought
and some good planning. If done properly, the
results can be excellent. Today, more than ever
before, the sale of emeralds and other colored

gemstones are important for your bottom line
especially considering what’s happened to
diamond margins over the past ten years.
Profit margins on emeralds can be significantly
greater than diamonds. In many cases, an
emerald sale carries a 3-time markup or better.
Today, you’re lucky if you can make a 25% margin
on a diamond sale. As important, you don’t have
to have a large emerald inventory to make an
emerald promotion successful. Talk with your
emerald supplier and tell them what you have
planned for a promotion and ask what they can
do to help support your efforts. Ask if they will
provide you additional merchandise on a shortterm memo basis. Ask if they have any printed
materials you can use. Ask if they ad slicks,
transparencies, special displays. Also, remember
to ask them if they offer cooperative advertising
on purchases. There is a wonderful sales closing
line to consider and use: “If you don’t ask, you
don’t get.”
One of the most
successful months
every year was May.
We made a very
strong marketing
effort to promote May
as Emerald Month.

Parlé
800-635-9800

Making the effort to promote emeralds does not
necessarily involve substantial advertising and
promotional dollars. In fact, two other sources
of information on emeralds are AGTA and GIA.
Go to GIA’s website for the History and Lore of
Emeralds. This makes an excellent handout to
customers and add it to your website in May.

ItalGem
917-969-4352
Yael Designs 415.989.9235
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MAY IS EMERALD MONTH

NOW’S THE TIME TO PLAN AND PROMOTE THE IDEA!

It’s very informative. Another idea is to featuring
large photos of beautiful emerald jewelry on
your website, in store and in mailings and your
advertising will stimulate interest with customers.
Feature some of the history and interesting
information about emeralds on your website
including Cleopatra’s love of emeralds and the
facts that most monarchy had emerald jewelry and
collected emeralds during their regimes.
Emerald dealers who offer co-op advertising and
promotional materials to promote May as emerald
month encourage a strong promotion. Last year,
Arthur Groom, a jeweler in Ridgewood, New Jersey
ran an Emerald Promotion during the month of May.
The store was decorated with yellow bricks, tying in
the Wizard of Oz theme and conjured up thoughts
of the Emerald City. A direct mail piece and social
media were used to advertise the promotion.
During the month of May, any client who wished to
consider purchasing an emerald, could reach into
a glass bowl and pick out a “yellow brick” which
provided a discount available to that client of 20 to
40% off the price tag. This promotion generated
much interest in emerald jewelry and resulted in an
increase of gross sales over 30%.
May is also the month when Mothers Day is
celebrated. It is, according to the number crunchers,
the second most important gift-giving occasion of
the year and is second only to Christmas in dollar
sales. It stands to reason, then, May should rack up

May should rack up
good numbers in
emeralds, diamonds,
silver jewelry, and
other categories as
well. May is also an
important wedding
and anniversary
month.

good numbers in emeralds, diamonds, silver
jewelry, and other categories as well. May is also
an important wedding and anniversary month.
Don’t sit on the fence. Promote the beauty
and desirability of the symbol of spring and the
birthstone of May.
Make a mailing to select upscale customers born in
May including that emerald is a perfect gift for the
20th and 35th anniversary. Design your showcases
with a spring theme and feature your emerald and
diamond jewelry with photos of emerald jewelry
throughout the store and in windows. Play up the
spring theme possibly working with a local florist in
cross promotions. They reinforce the notion of the
emerald as the symbol of spring. You, in turn, can
have selections of their floral designs for spring in
your store, identifying the florist.
Send a good press release to local newspapers,
magazines and use social media to emphasize the
fact May is Emerald Month. All will help support
the month long promotion.

Send a good
press release to
local newspapers,
magazines and use
social media to
emphasize the
fact May is
Emerald Month.

Price Point
Marketing
800-616-4488

To those retailers who are knowledgeable about
the history and lore of emeralds should consider
an evening in the store where a 30-minute lecture
can produce excellent results with your clientele
and those who attend become good prospects.
Have store personal wear the jewelry during the
month. If you have taken the time to read this
article, motivate yourself and your staff to develop
a May is Emerald Month promotion. It will produce
good results and excellent profits for the efforts
you make.

Ed Coyne
Ed Coyne is co-publisher of The
Retail Jeweler. He can be reached
at edcoyne@theretailjeweler.com

BH Multi Color
800-444-7484
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Merkava Watches Premiers the Military-Inspired
Master Collection
Merkava Industries has released their Master Collection. As
more and more people are rediscovering the allure of the
mechanical movement, Merkava introduces two new automatic
timepieces – with a special engine-turned movement and
rotor. Movements that actually interact with the wearer, and
move when the wearer moves– keeping the watch wound with
no battery to change.
Utilizing military-inspired details, the watches of the Merkava
Master Collection pay tribute to some of the most remarkable
strategic military vehicles in history. The collection has a unique
and compelling design and the watches pay homage with their
industrial designed stainless steel case and dial detailing pulled
directly from the instruments in the tanks cockpit. The modern
and complex Valjoux 7750 automatic chronograph movement
is the heartbeat of this unique creation. The Valjoux is one of
the most reliable chronograph movements in the history of
watchmaking, a fitting tribute to the company’s namesake, the
remarkable Merkava Tank. Merkava timepieces are built tough
and worn tough.
The Elite and Flight are available in Chronograph movements
with Day/Date. The Ø 42 mm Elite Auto Chrono comes with
a black textured dial, on a stainless steel sliver tone bracelet,

the mechanical accents and the highest precision in the varies
functions flow together to make this watch stand out. While
the Ø 42 mm Flight Auto Chrono offerings include a rotating
bezel with a black smooth dial on a stainless steel brushed
sliver bracelet. Both series feature the famous Valjoux 7750
movement, renowned for its reliability and elegant design,
sapphire crystals and see through case backs to view the
movement. Both limited edition timepieces are water resistant
to 100 meters. All Merkava watches are Swiss made with Israeli
precision.

Stacked New York Debuts Earring Line: 7th Avenue
Mix and Match Studs
In case you missed it - Stacked New York launched their first
earring line: 7th Avenue Mix and Match Studs. Harnessing the
majestic energy of the number 7, these chic studs come in
seven different gemstones and are sold individually, enabling
you to mix and match your own customized set.
Each 10 mm checkerboard cut round briolette is set in a handhammered Argentium silver bezel—a signature STACKED
New York design element. “We carried over the hammered
texture from our Varick Street and Carmine Street bangles
and bands to incorporate into our first earring line,” says
Tina Snyder, creative director for STACKED New York. “Our
7th Avenue Mix and Match Studs come in seven colors and
are sold individually, enabling the consumer to design a color
combo that she loves.”
Beyond the seven gemstone colors offered, the symbolism of
the number 7 played a role in conceptualizing the collection.
“The lighter side of the number 7 is all about creativity and
imagination,” says Snyder. “We wanted to capture that magical
quality in these fun, interchangeable earrings.”
Stacked New York’s 7th Avenue Studs are available in black
spinel, clear quartz, red spinel, sky blue topaz, green amethyst,
purple amethyst, and rose quartz. The earrings—and all
STACKED New York jewelry—are proudly made in New York.
The MSRP is $85 per stud/$170 per pair.
For more information call 401-954-1753
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Lafonn Debuts Luxury Birthstone Collection
Lafonn has launched The Birthstone Collection. It offers a
beautiful selection of birthstone jewelry in the superior quality
and craftsmanship that retailers have come to expect from the
Lafonn brand.
The collection is comprised of one pendant, pair of earrings,
and ring in the traditional color of each month’s birthstone.
The designs are sophisticated and petite enough for women
of all ages to wear. Retail prices are from $120. Authorized
Lafonn retailers may purchase the collection of 36 pieces,
which includes a complimentary display and is available for
immediate delivery.
Each Lafonn piece is expertly crafted with platinum-bonded
sterling silver and handset with the world’s finest simulated
diamonds, genuine gemstones, and lab-grown gemstones.

Roberto Demeglio’s Cashmere
Award-winning jewelry designer Roberto Demeglio’s Cashmere
Collection is an extraordinary group of diamond bracelets
and rings that are available in white, champagne and black
diamonds. The bracelets can be purchased with four rows of
diamonds up to 20 rows. Cashmere is for the customer looking
for the ultimate statement piece. The bracelets are comfortable
to wear and fit any wrist. For more information call 800-307-6337
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Fructman Marketing University at The Smart
Jewelry Show
Marketing strategy sessions will be the first of their kind in the
industry.
Fruchtman Marketing, a full-service marketing firm specializing
in the jewelry industry based in Toledo, Ohio, will provide
exclusive, one-on-one marketing strategy sessions to a select
pre-qualified group of retail participants at The SMART Jewelry
Show in Chicago April 18-20.
Presented as Fruchtman University, the in-depth, 90-minute
sessions will be used to evaluate participants’ current marketing
strategies and determine ways to enhance their performance.
“This is an industry first. It is an unbelievable opportunity for
anyone in retail jewelry who wants take their business to the
next level,” said Ellen Fruchtman, president of Fruchtman
Marketing. “In 90 minutes, we’ll give them solid advice on the
marketing areas which need focus – overall strategy, media
placement, and digital tactics. There is absolutely no cost for
these sessions and they will be held in a private setting at The
Smart Show.” She stressed that only 30 sessions are available
and that all information discussed during these sessions will
remain confidential.
Fruchtman University sessions will be conducted by Ellen
Fruchtman and Angie Ash (Executive Vice President), who will
examine marketing strategy; Shane O’Neill (Vice President),
who will discuss, critique, and recommend digital programs;
and Mike Sugg (Media Director), who will analyze and advise
participants on media planning and placement. Those
interested can apply online at fruchtmanuniversity.com.

>> Continued to Pg 44

Fruchtman Marketing is a full-service agency that specializes
in the jewelry industry and works with many of the country’s
finest jewelry retailers, manufacturers, designers and trade
groups. They have presented seminars at the most prominent
tradeshows, and are contributors to industry publications.
For more information please call (419) 539-2770 ext. 215 or
e-mail Marge Stevens at marge@fruchtman.com.

Designer Jane Gordon’s Guide to Happiness
Noted Jewelry Designer Jane Gordon has recently published
book titled; Designs For Life, A step by Step Guide To
Happiness.
The fun and inspirational 58-page book is a peek into the mind
of this accidental artist and philosopher. Jane transforms her
unusual journey into sculptural jewelry filled with symbolism.
She then shares paths to joy, success, leadership and oneness,
which is illustrated with the jewelry. This unusual press pack is
designed, like the jewelry, to support the reader in self, and as
inspiration to others. Available from Amazon.

IBGoodman Unveils New Website
IBGoodman, the family owned and operated U.S. fine
jewelry manufacturing company, has launched its newly
remodeled website – IBGoodman.com. The redesign employs
technological and aesthetic enhancements to improve the user
experience by making the site more functional, intuitive, and
appealing. New features include I.B. Goodman’s new logo and
branding elements, an expanded product catalog, improved
navigation and product search functions and a social media
platform for consumers to interface with IBGoodman online.
“IBGoodman is a world-class company with a heritage
spanning four generations and we continue to design and
manufacture fine jewelry in the American heartland”, IBG’s
President and CEO, Jonathan Goodman Cohen explains.
“Through our new website, we can tell our company’s story,
feature our extensive jewelry collections and dialogue directly
with the public through multiple platforms to determine what
they really value and want. In turn, we can refer consumers to
our expanding international network of luxury retail merchants
to make their purchases.”
The new IBGoodman.com is partnering with the OPT Central
Platform to provide a robust B2B resource for I.B. Goodman’s
trade accounts. Key features include detailed product
specifications and wholesale pricing, purchase order placement,
access to trade related
marketing materials and multiplatform communications.
In providing this new and
expanded access to the
company and its products,
IBGoodman expects its
new website will become
the principal destination
for consumers and retailers
interested in the company’s
specialty jewelry lines and
services.
For iinquiries about
becoming an authorized
retail distributor to customer.
service@ibgoodman.com or
calling 800-543-1945
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By Jackie LeBental
Trends Editor

{Spring Mix}
Spring is a magical time where we shed our winter skins
and watch things bloom. This chosen designer spring
mix is a delightful combination filled with mixed metals,
colorful gemstones, and innovative designs that will entice
everyone’s jewelry garden to grow.

01

02

Meredith Marks

Rebecca Myers Collection

Meredith Marks combines both contemporary and classic
elements in her designs.
The Hollie Double
Bangle in diamond and
brushed sterling silver
brings a modern twist to
a classic design. It is a
fabulous addition to any
jewelry wardrobe.
MSRP $2585
Meredith Marks 888-413-5077

Clever and unique Rebecca Myer’s Collection has elevated
my love of jewelry through her use of creativity, mixed metals,
and gemstones. Inspired by
nature’s world, this beautifully
crafted bee cuff mixes elements
of 18K yellow gold, oxidized
silver, white and blue diamonds.
This is an outstanding piece of
arm candy.
MSRP $9800
Rebecca Myers 800-575-4569

03

04

Laura Medine

Rachael Sarc

I was truly taken by the imagination
and passion Laura Medine has
for creating jewelry. This magical
moonstone pendant from the Turban
Collection is just one of the stunning
pieces from her collection. The use of
18K yellow gold, diamonds, tanzanite
and moonstone is design come to life.
MSRP $2700
http://www.lauramedine.com

Rachael Sarc collections showcase
her years of experience with working
with some of the rarest diamonds and
gemstones in the world. Stunning
and innovative, these vivid green
quartz and london blue topaz
gemstones are wrapped in 18k
white gold and diamonds. You can
wear this red carpet look in three
variations.
MSRP $12,500
Rachael Sarc www.rachaelsarc.com
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05

06

Lauren Chisholm

Lika Behar

An artist by nature Lauren
Chisholm captures her love of
design through every single
piece of her collection. This
wearable sculpture ring in 14K
gold with signature contrasting
18K gold ball, exhibits the
designer’s passion for clean
lines and details.
MSRP $1025
Lauren Chisholm: www.laurenchisholm.com

Lika Behar draws her modern
feminine designs from the
historical and romantic city of
Istanbul. There is an ancient
essence to this jewelry that
you instantly feel when trying
it on. This beautifully crafted
rose cut ruby and cognac
diamond necklace set in 24K
gold and oxidized silver is
from Solene collection.
MSRP $4950
Lika Behar : 201-933-7200

07

08

Katie Decker Designs

Amali Jewelry Designs

Katie Decker’s collection carries a wonderful theme of
timeless elegance that can be passed down through
generations. This detachable
pendant from the Versailles
collection is whimsical and
ornate. Set in 18K yellow
gold and diamonds this
piece allows you to become
your own royalty.
MSRP $7260
Katie Decker (713) 686-8185

Sara Freedenfeld the creative mind behind Amali Jewelry
Designs caught my attention with her use of woven gold in
almost every piece of her collection.
This added texture element gives
her jewelry dimension while creating
a signature look. This 18K yellow
gold and blue diamond ring is
delightfully unique and will keep you
wanting more.
MSRP $1980
http://www.amalijewelry.com

09
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Kwiat

Zaiken Jewelry

For over 100 years, Kwiat has captivated its
audience by passing down their passion for
precision from one generation to the next. Kwiat
prides themselves on superior diamond cuts
and impeccable craftsmanship. Their loyalty to
excellence and the brilliance of their diamonds
can be seen glimmering across any room. This
18K white gold diamond tag pendant is must
have and can be worn on its own or with layers.
MSRP $1950
http://www.kwiat.com/

Designer and founder of Zaiken
Jewelry Malak Atut, is inspired by
the beauty of contrast. Her exquisite
pieces of jewelry are captured
and created by her expansive life
experience and are to be worn for
any occasion. You will drool over
these 18 K white gold emerald and
diamond earrings.
MSRP $8650
http://zaikenjewelry.com/
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De Beers Announces 2015 Auction Sales Program
Wider range of products and quantities to be offered at oneoff Forward Contract Sales event in March
The De Beers Group of Companies announced the 2015
Forward Contract Sales program for its Auction Sales business.
As a result of customer feedback, the new program includes a
number of changes from the program first launched in 2014.
In response to customer demand for greater availability of
Forward Contracts in the first half of the year and for increased
range and quantity of products, a single Forward Contract Sales
event will take place in March 2015. At the event, registered
customers will have the opportunity to bid for future supply
of a wider range of products (from the +2 Cts, Grainers and
Smalls categories), available in multiple-unit volumes and over
one, two, three and four-cycle contract durations.
Foward Contract Sales was launched in 2014 in response
to feedback from customers seeking either to lock in shortterm security of supply that spot sales cannot provide, or to
complement their existing long-term supply contracts. They
allow buyers to bid on all future contracts offered, or any
combination, and to bid for the volumes of products they
require in each contract. This allows buyers the flexibility to
construct their own bespoke supply contracts.
Neil Ventura, De Beers’ Executive Vice President of Auction
Sales said: “Forward Contract Sales got off to a successful
start in 2014 with over 300 contracts sold and customers
demonstrating a willingness to pay a premium for short-term
security of supply. This year, in response to customer feedback,
a wider range of products will be made available including
some of our +2ct products for the first time. Furthermore, the
one-off set of Forward Contract Sales auctions will provide our
customers with a highly convenient way to secure the products
they require for delivery in any one of the four cycles between
March and July, or any combination of these delivery periods
that suit their needs.”
Customers with a track record of demonstrated demand in the
products being offered for sale will be notified and provided
the full details in due course. Any customers new to Auction
Sales or yet to participate in Forward Contract Sales can find
out more via their account managers. For more information
please contact David Johnson or Lynette Gould Tel +44 (0)
20 7430 3434 Tel +44 (0) 20 7430 3434, david.johnson@
debeersgroup.com or lynette.gould@debeersgroup.com.
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JVC Honors David Bouffard of Signet Jewelers
Honored With Stanley Schechter Award
The Jewelers Vigilance Committee
hosted its Annual Luncheon at
the Waldorf – Astoria in New
York City. This year, JVC’s 2015
honoree for the Stanley Schechter
Award was David Bouffard, Vice
President, Corporate Affairs for
Signet Jewelers Ltd., pictured below with his wife, Barbara and
daughter, Amanda.
JVC proudly established the Stanley Schechter Award in 2002
to pay homage to Stanley Schechter’s legacy of integrity and
courage, and to acknowledge his indelible contributions
to the JVC and the jewelry industry for more than 50 years.
Recipients of JVC’s Stanley Schechter Award are recognized
for their leadership abilities, integrity and passion to elevate
the reputation and success of our community in the U.S. and
around the world.
David Bouffard began his career in the Sterling Division
of Signet Jewelers Ltd. more than 33 years ago. As Vice
President, Corporate Affairs, Bouffard is responsible today for
developing and implementing the Company’s Corporate Social
Responsibility and Sustainability initiatives, Government and
Industry relations, as well as, Signet’s Strategic Communications
Planning and Corporate Giving initiatives.
Cecilia Gardner, JVC’s CEO, President and General Counsel,
stated: “David’s commitment to the continuous improvement
of our industry to foster confidence in our products and the
companies that sell them is indefatigable. His partnership
with the JVC to further our mission and goals indicates the
importance that Signet places on the promotion of integrity
through legal compliance.”
“David has diligently leveraged Signet’s leadership position
to support and promote the importance of continuous
improvement in the integrity of the jewelry industry all around
the world,” said Mark Light, Signet Chief Executive Officer.
“We are honored to have him as part of Signet’s management
team and value his unwavering dedication, commitment
and focus in leading Signet’s Corporate Social Responsibility
initiatives.”
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Jewelers Mutual Expands Personal Jewelry
Coverage
Jewelers Mutual is proud to announce expanded coverage for
their personal jewelry insurance policy beginning January 1,
2015, for new and existing policyholders. In addition to Jewelers
Mutual’s worldwide protection against loss, theft, damage
and mysterious disappearance, the broadened coverage
includes additional preventive repair work to complement
what retail warranties and services plans may provide.
As jewelers mention Jewelers Mutual to customers as an option
to consider, jewelers will feel confident knowing their insured
customers receive truly comprehensive jewelry protection.
Jewelers Mutual’s expanded coverage for personal jewelry
now includes:
• Prong re-tipping
• Repair of broken, worn, or bent prongs
• Clasp replacement
• Restringing of broken or stretched pearl strands
• Stone tightening
• Repair of broken earring posts
Typical retailer warranty and service plans may include:
• Polishing
• Refinishing
• Ring sizing
• Loss of stone due to setting defects
• Refinishing
• Ring sizing
• Loss of stone due to setting defects
For more information please contact Jessica VandenHouten,
Senior Marketing Associate, at Jewelers Mutual Insurance
Company 800-558-6411

IGI Honored with “Excellence in Laboratory
Services”
The International Gemological Institute (IGI) was recognized
for “Excellence in Laboratory Services” by GJTCI at a national
awards ceremony held on Dec. 27 in Ahmedabad, India.
The second annual event presented accolades in 58 categories
to honor the outstanding contributions and achievements of
trade members who continue to work towards growth and
progress of the entire gem and jewelry sector.
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“We at IGI are committed to the utmost quality in laboratory
services, so to be recognized for this effort is a tremendous
honor,” said IGI India Managing Director Tehmasp Printer.
“The Institute looks forward to continuing to collaborate with
GJTCI, along with other trade members in India and beyond,
in an effort to advance all aspects of the industry.”
Established in 2000, the Council is a reputable nongovernmental organization dedicated to developing and
expanding the industry. It disseminates the latest information
to more than 950 members across India and hosts a range
of educational and motivational events, including seminars,
workshops, exhibitions and foreign trade delegation visits.
Most recently, GJTCI is organizing a business-to-business
venture entitled “Jewel 2014 Buyer Seller Conclave” focused
on establishing business ties among a select group of Indian
jewelry manufacturers, leading jewelry retailers and buying
organizations.

>> Continued to Pg XX

True-Size Bangle Gauge
The newest member of the
True-Size family has arrived.
From the manufacturers of the
True-Size Ring Set, the Bangle
Gauge is a great addition
for obtaining accurate sizes
of bangles. Made of solid
aluminum, the True-Size Bangle
Gauge will measure precisely
the inside circumference and
inside diameter of bangles. Sits
flush on any flat surface with a
felt bottom not to scratch your
jewelry counter top.
Contact Gesswein for more
information 800-243-4466.

Since joining Reed Exhibitions, Yancy has developed a proven
track record for innovative thinking and has provided strong
strategic leadership for Reed’s jewelry portfolio. Under her
guidance, the JCK portfolio successfully launched LUXURY
Privé, an intimate and exclusive event catering to the high-end
segment of the industry, as well as JCK Tucson, a unique and
creative design experience held during Tucson Jewelry Weeks.
Yancy is also an International Past-President of the Women’s
Jewelry Association (WJA) and serves on the Board of Directors
of the Diamond Empowerment Fund (DEF), the American
Gem Society, Jewelers Security Alliance, and the Jewelers for
Children. She was inducted into the New York 24 Karat Club in
2009.

RDI’s Sara Lajuett Awarded
AGS Registered Supplier Title

Yancy Weinrich promoted to Senior Vice President,
Reed Exhibitions
Yancy Weinrich was promoted to the position of Senior Vice
President, Reed Exhibitions, effective immediately. Weinrich
is now responsible for the overall strategic direction and
management of the entire JCK Events portfolio, including
JCK Las Vegas, LUXURY at JCK, Swiss Watch at JCK, JCK
Tucson and the LUXURY Privé event. Additionally, Yancy will
also continue to provide leadership and oversight for the
JCKOnline properties. She reports to Nancy Walsh, President
Reed Exhibitions, North America.
“Yancy is uniquely prepared and qualified to lead the JCK
brand,” said Walsh. “She is a passionate advocate for the
jewelry industry, and her contributions to our customers
and our business have been
tremendous.”
Yancy is a 20-year veteran of
the jewelry industry, joining
Reed Exhibitions more than 10
years ago after working with
the America Gem Society and
the Manufacturing Jewelers &
Suppliers of America.
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Sara Lajuett of RDI Diamonds in
New York has been awarded the
title of Registered Supplier. By
earning this prestigious title, Sara
has demonstrated a commitment to
professional education and ethical
business in the jewelry industry.
This appointment is made to an individual in the wholesale
jewelry industry who is affiliated with an American Gem Society
firm, has met a high standard of business conduct, and has
completed formal and comprehensive gemological studies.
The American Gem Society, founded in 1934 by Robert M.
Shipley, is a trade association dedicated to proven ethics,
knowledge, and consumer protection within the jewelry industry.
Members are held to high ethical standards in the industry and
are re-certified annually to maintain their AGS titles.
For more information regarding the American Gem Society,
please call 866-805-6500 or visit the AGS website at www.
americangemsociety.org.
RDI Diamonds Inc. prides itself on quality, attention to detail,
honesty and fairness. Taking care of its customers has been
a tradition since it started in 1992. With offices in Rochester,
New York, it is a leader among diamond distributors nationally.
RDI Diamonds has maintained double-digit growth for over
22 years, and was recognized in 2006 as an INC. 500 honoree.

Star Gems Inc. Now CBG Vendor
Star Gems Inc. is now a proud member accepted as an
authorized vendor of the Continental Buying Group. The
Continental Buying Group is the elite membership-only
enterprise for the jewelry sector.
The Continental Buying Group is the largest and most
prestigious independent jewelry chain company in the country.
All of their members are well established, highly respected,
and possess an impeccable credit rating with many successful
years in the jewelry field. Their purchasing power and capability
of negotiating for the best terms, services and prices with all
kinds of vendors, allows a member to beat or compete with
any additional competition. It makes it possible for members
to provide customers the best products, guarantees and
service that no other jeweler is able to match.
Star Gems specializes in developing tailored designs for
retailers in order for them to better serve the needs of their
consumers. Their custom design experts are going to bring
your inspiration to life by blending the most recent design
technology with their commitment to fine craftsmanship and
artistry.
Star Gems Inc. also is a fully integrated organization offering
all elements of marketing support with a variety of product
lines and massive inventory of GIA graded loose diamonds.
The company has been a top manufacturer of high-end
fashion jewelry, bridal engagement rings, and designer
merchandise, which include bracelets, pendants, as well as
earrings. In addition, the company offers more than mere
jewelry, with a large assortment of ideal makes, graded (EGL,
AGS and GIA) diamond inventories within the Southeast, and
supplies anything from 0.50 to 5 carats, including fancy and
natural colors. Under their new tagline and brand, Vogue,
World’s Most Captivating Jewelry, Star Gem provides retailers
a catalog of 3,000 to 4,000 jewelry pieces.
Star Gems Inc. includes market leaders, as well as direct
manufacturers of fine jewelry. This includes custom design
services, with no change fees and no CAD fees for design as
a project started by them for a retailer. For more information
please call 1-800-474-5579
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2015

PLANNING

From March 19 to 26, 2015,
in Basel, Switzerland

WHERE ONLY THE BEST UNITE
FOR THE MOST UNIQUE
SHOWCASE ON EARTH
Baselworld 2015 is just around the corner and all the brilliance that makes
this superlative event shine is about to go live. From March 19 to 26, 2015,
every key player representing every sector of the industry that matters is
on hand in the center of Europe, at the very heart of the watch and jewelry
industry where trends, in fact, the whole tone of the industry is set.

Passion, Precision and Perfection Live
What makes Baselworld so unique are the 1500 of the biggest and best
known brands that unite under one roof and attract around 150,000 people
from every continent to experience the spectacularly designed multi-story
pavilions on 141,000 square meters, where for a full eight days, Baselworld’s
stylish and imposing halls exude an aura of true luxury making it a genuine
lifestyle convention. Nowhere else on this planet can one witness pure
passion, precision and perfection first hand.

Media representation en masse
The newsworthiness of Baselworld is no better established than by the
fact that 4,000 members of the press from 70 countries descend on Basel
every year to cover the show and disseminate news of the trendsetting
creations and innovations to every corner of the world. Baselworld is one
of the best-covered industrial shows where the world’s financial press,
major national dailies, lifestyle publications, all the trade press, the world’s
biggest TV channels, and key players in social media create an unrivalled
global impact and underline the show’s position as the most important
event for the watch and jewelry industry.

Witness history in the making
History is made every year at Baselworld, and you can be a part of it.
We invite you to take advantage of this very special event to not only
witness but also actively engage in the process. Start planning your visit
to Baselworld 2015! For additional information visit www.baselworld.com.
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Sarine Delivers First Galaxy™ Ultra Microscopic
Inclusion Mapping System to VNR Enterprises
Sarine Technologies Ltd., a worldwide leader in the
development, manufacturing, marketing and the sale of
precision technology products for the evaluation, planning,
processing, measurement and grading of diamonds and gems,
announced it has shipped the first Galaxy Ultra system to VNR
Enterprises in India.
The Galaxy™ Ultra is the most advanced product available
for the automated detection and mapping of internal features
in rough diamonds up to single micron resolution, enabling
the planner to achieve VVS, and up to IF quality stones. The
Galaxy™ Ultra provides customers a dual solution, alternating
between conventional and high-resolution near microscopic
modes, substituting the need for manual microscopic
inspection during planning.
Ramesh M. Asodariya, Managing Director, of VNR Enterprises,
said “We are a rapidly growing company committed to
providing an optimal working environment, while utilizing the
most advanced technologies to increase our yield and perfect
our production. The Galaxy™ Ultra system offers significant
advantages to our planning process.”
“The Galaxy™ Ultra which has been offered in select service
centers since mid-2014, offers users a completely new level of
automated inclusion detection, which is far more cost-effective
than any other technology available. We are extremely pleased
that customers are now beginning to acquire this system for
in-house use, as it is a clear vote of confidence in the value
proposition embodied in the GalaxyTM Ultra” stated Uzi
Levami, Chief Executive Officer of Sarine. For more information
please visit www.sarine.com.

Style Setup portal, each SKU has its own unique file with bills of
materials and costs, and the ability to control every imaginable
detail—from assigning specific vendors to each type of
diamond used to defining casting units in GM or DWT—and
view style histories. A Diamond Inventory portal gives users
online real-time access to lab certificates and Rapaport (or the
online diamond trading service of your choice) prices, while
a Memo portal allows users to monitor these jewelry-specific
transactions and all their fine details, including chargebacks.
Create individual job bags for each piece in the Workbag
portal, easily tracking each though production in real time via
bar codes, as well as a Return and Repair portal—a feature not
available in some competing systems—that allows users to
define customized policies and includes space to state reasons
for returns. A Vendor portal functions as an easy-to-use tool
for long-distance communication, allowing contractors and
international employees to log in and address only the jobs
that they are allowed to view, providing unparalleled safety and
peace of mind, while a Contractor module helps to manage all
assigned jobs at a glance. Additionally, an Accounting portal
permits speedy, real-time financial summaries with agedmerchandise reports and authorized personnel-only access, a
Customer portal facilitates 24/7 retailer communication, and a
Shipping portal integrates with leading carriers for fast deliveries.
Diaspark, founded in 1995 as a software provider specializing
in business solutions, has a dedicated jewelry team with more
than two decades of industry experience. The Diaspark team
can also address any issues that arise through remote login to
a client’s system to see the precise issue in order to resolve it.
For additional information call Diaspark, Inc at 732-248-6750.

Diaspark ERP Jewelry Software Streamlines
Manufacturer Operations
Diaspark’s Enterprise Resource Planning (ERP) software for
jewelry makers operates on a cloud-based platform with 13
different portals—including Order Management for tracking
in real time, a Production module for comprehensive supply
reporting, and an Electronic Data Interchange that eliminates
manual info entry—to manage the core functions of your
business and increase efficiency and revenue.
Diaspark’s ERP software is thorough, permitting users to drill
down deeply into data sets across multiple categories. In the
>> Continued to Pg 59
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Prima New York, Inc. Selects Jewelry Sales Force,
LLC for U.S., Worldwide Sales Representation
Prima New York, Inc. (www.primanewyork.com), a premier
manufacturer of bridal and fashion jewelry, has chosen
innovative New Jersey-based sales and marketing firm,
Jewelry Sales Force, LLC (www.jewelrysalesforce.com), to
distribute their designer line in the U.S. and abroad. This
synergistic relationship was forged to bring the strengths
of both companies together in order to deliver the greatest
possible range of benefits to retail store owners.
Eli Kashi, Prima New York’s CEO, states “Joe Kochmar, CEO
of Jewelry Sales Force – whose deep industry sales experience
includes working with Gabriel & Co. for over 18 years as well as
representing Unique Settings of NY – has both the knowledge
and skills to help retailers to compete with the internet and chain
stores.” Joe Kochmar said, “Prima New York embraces a culture
that is rarely seen in jewelry manufacturing today. From customer
service, value, marketing, and delivery – Prima New York has
the whole package. In today’s competitive world, retailers
want to focus on managing their stores and building customer
relationships, not dealing with suppliers; a service-oriented
manufacturer like Prima New York allows them to do that.”
For more information, retailers and sales reps can contact
Joe@JewelrySalesForce.com.

Prima’s areas of expertise are diamond mountings, pendants, rings,
and colored stones. MSRP on semi-mounts range from $600 to $1,700;
diamonds SI1, G1.

being controlled by the leader in jewelry RFID. The L5-B also
features a gloss finish, permanent adhesive, and is designed to
withstand steaming, ultrasonic wash, and resist smudging.
TracTech Systems is a leading supplier of RFID tags, printers,
and readers all tailored for the jewelry industry. The trailblazing
system, which integrates with most inventory management
software providers, saves jewelers time and money while
maximizing their inventory control.
To find out more about TracTech Systems and the L5-B tag visit
www.tractechsystems.com, or contact their sales team directly
at 212-682-4172 and info@tractechsystems.com.

PUK 4.1 Welder
Developed by goldsmiths for goldsmiths. Weld on findings,
easily add metal, weld adjacent to stones, weld silver (alloys),
fill porosity, attach work-pieces prior to soldering, weld seams,
and much more — all no problem with the PUK®.
This modern welding system is the perfect laser alternative:
control unit, welding microscope and precision hand-piece
combined with an intuitive approach to operating and
handling, controlled via the modern touch display. For more
information contact Gesswein at 800-243-4466

TracTech Systems Releases New RFID Rattail
Jewelry Tag
TracTech Systems continues to stay at the forefront of RFID
inventory management with the release of their improved L5-B
rattail jewelry tag. The L5-B gives the appearance of an ordinary
jewelry tag, but with the power and efficiency of RFID. Each tag
features a built-in RFID chip with its own unique serial number
encoded at the time of printing. The exclusive chip now features
TracTech’s signature logo to let users know their inventory is
>> Continued to Pg 60
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MJB Solutions to Represent Ritmo Mundo Brands
Watch and jewelry industry veterans Michael Belleveau and
Regina Leadem of MJB Solutions, LLC will be responsible
for wholesale business development in an eight-state area,
spanning from Connecticut through Maryland announced
Ali Soltani, founder and president of Ritmo Mundo Group of
Beverly Hills, California.

providing luxury timepieces utilizing classic and bold designs
with modern components. Ritmo Mundo has been the official
watch of the Indycar Race Series, the Ocean 11 and Ocean 12
movies, The Fast and the Furious movie franchise and HBO’s
Entourage and Sex and the City. In 2014 Ritmo announced
its latest partnership with the LA Galaxy Major League Soccer
Club who captured this year’s 2014 MLS Cup.
For more information call: Ritmo Mundo LLC, 310 246-3959.

Belleveau, who has held increasingly responsible management
positions in the industry with Cartier, Victorinox/Swiss Army,
Bulgari and Raymond Weil as well as having held the post of
President/CEO of both Baccarat, Inc. and Trollbeads United
States, Inc., will serve as Director of Sales. Leadem, who has
been Vice President/Director of Sales for Victorinox/Swiss
Army, Christian Dior and Gucci as well as Vice President of
Client Development for GE Capital will function as National
Account Manager. Leadem also sits on the Board of Directors
of Jewelers Vigilance Committee and Women’s Jewelry
Association and is a Graduate, Diamonds from the Gemological
Institute of America.
Upon issuing the announcement, Mr. Soltani said, “The Ritmo
Mundo and Reflex brands are poised to invigorate the watch
industry in the US and globally. Both our cutting-edge marketing
campaign and enhanced distribution network will demonstrate
this over the coming months. I am delighted to welcome these
two well-respected industry professionals to our team. Their
expertise will ensure a
positive outcome.”
Ritmo
Mundo
watches have been
headquartered
on
Rodeo
Drive
in
Beverly Hills since
2002 and take pride in
Ritmo Vintage models
from $895 MSRP.

Stuller announces 2015 Bench Jeweler Workshop
Prime manufacturer adds new educational classes to the lineup
Learn something new. Talk shop. Hone your skills. These are
just some of the things you’ll be able to do at Stuller’s annual
Bench Jeweler Workshop held at their Louisiana headquarters
March 27-29.
For two days, join jewelers from around the country to share
tips, learn from each other and industry pros, and network
with peers. Experience the latest tools, equipment and
techniques hands-on. Pick up tips at demonstrations and indepth seminars, focusing on jeweler continuing education and
current issues pertinent to owners and sales teams.
“There’s something here for everyone, from novice to pro,”
says Darrell Warren, vice president merchandising. “Take
classes that interest you, visit skill and product demos, talk
shop with other jewelers, and be among the first to handle
new products and technology debuting in the industry – it’s all
here at the Workshop.”
The event will host popular seminars like Basic Diamond
Grading, and new ones focused on assembly and findings,
plating, and polishing, among other things. One new class,
jewelry photography, will discuss how to take better images
for use on a website, and also emphasize the importance of
photography during the repair process.
“We open our home to share what we’re learning and the
challenges we’re facing, but also to hear about the struggles
and triumphs from jewelers across the country,” says Tammy
Kidder, vice president merchandising. “When we all come
together to support our peers in the industry, that’s when the
true value of the Workshop really shines through.”
Learn more or register for the workshop at www.benchjeweler.
com/Workshop.

Reflex is $120 MSRP
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The Retail Jeweler Helps Jewelers
Make More Money... and Keep It.
The Retail Jeweler is all about business...
yours and the retailers. The jewelers
read it cover-to-cover because it provides them with smart, authoritative information, written by jewelry industry
experts. It helps them operate more
profitable businesses.

In fact the magazine is designed so the
ads really stand out.

The magazine isn’t filled with superfluous filler and graphics that detract
from the articles and advertisements.

The Retail Jeweler is published eight
times a year. Each issue is strategically
scheduled to put your message in front
of the buyers around key shows and sell-

The Retail Jeweler is the only magazine
that is sent to every JBT retailer in the
U.S.A., Puerto Rico and the U.S. Virgin Islands with a total circulation over 23,000.

ing seasons. This unique schedule enables you to cover the entire year, reaching 23,000+ jewelers with a big full page,
full color ad, in each of the eight issues
for only $16,720 total. Compare that to
the high cost the other leading magazines charge.
Save Big Money. Get Big Results. Call
now and start a smart and affordable ad
program in The Retail Jeweler.

Advertising Sales
Andy Kohler 973-263-2498 ext 18 • andy@TheRetailJeweler.com
Ed Coyne 908-637-8461 • edcoyne@TheRetailJeweler.com
Frank Dallahan 267-229-2475 • frank@TheRetailJeweler.com

Advertising Rates

2015 Schedule

FREE COLOR - no additional charge for 4-color ads
Annual Frequency

16x

12x

8x

4x

Issue

1x

Full Page (per ad):

$1,890 $1,990

$2,090

$2,490 $2,890

Half Page (per ad):

n/a

$1,230

$1,350

$1,590 $1,990

n/a

$1,090

$1,190 $1,390

Quarter Page (per ad): n/a

Closing
Date

Delivery
Date**

Jan/Feb 2015 11/28/14

1/15/15

JANY*, Tucson*, JIS*, SJTA*

Mar/Apr

3/18/15

MJSA*, Smart*, JIS*

2/6/15

May

3/20/15

4/29/15

JCK*,

June

4/20/15

5/24/15

JCK* (plus bonus at-show distribution)

July/August

6/5/15

7/21/15

JANY*, SJTA*

2-Page Spread cost equals 2x multiple of page frequency rate.

September

7/24/15

9/3/15

JIS*, Select*, Centurion*

Premium Full Page Positions: +20%

October

8/28/15

10/2/15

JANY

Nov/Dec

10/9/15

11/17/15 Just-in-Time for Christmas

Center Stage is a special section in the June, Jul/Aug, and Nov/Dec issues
Ads are 4.5”x 2.5” and cost $960 each

* Pre-show issue ** Delivery date is approximate and is for planning purposes only and is not guaranteed.

ADVERTISERS INDEX
The advertisers make The Retail Jeweler possible.
Please make our advertisers your suppliers.
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800-343-6287
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www.arivafinejewelry.com
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www.gia.edu

Shivani Gems........................................ 53
800-343-6287
www.shivanigems.com

Eternity Emerald.......................................... 48
800-257-2130
www.eternitynaturalemerald.com

Goldstein Diamonds.............................. 3
800-237-0364
www.goldsteindiamonds.com

Baselworld....................................... 55-56
www.basilworld.com

Greg Anthony Inc................................. 45
213-627-2130
www.GregAnthonyJewelry.com

Belle Etoile........................................... 37
877-838-6728
www.belleetoilejewelry.com

James Breski......................................... 52
800-346-3436
www.breski.com

Benchmark.............................................. 2
800-633-5950
www.benchmarkrings.com

JCK Show............................................. 58
www.jckonline.com/lasvegas

Breuning............................................... 17
866-972-2842
www.breuning.us
Caterina Jewelry................................... 49
323-825-9038
www.charmopener.com
C G Creations................................. 15, 67
800-431-1606
www.cgcreations.com
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Jewelers Mutual.............................. 12-13
800-558-6411
www.jewelersmutual.com
Kelim.................................................... 43
www.kelimjewelry.com
Makur................................................... 31
877-77-makur
www.makurdesigns.com
Midas Chain.......................................... 19
877-643-2765
www.midaschain.com

Smart Show.......................................... 56
877-778-3537
www.smartjewelryshow.com
Star Gems............................................. 29
800-474-5579
www.stargems.com
Synchrony Financial.............................. 25
855-433-3772
www.synchronybusiness.com/luxury
Thistle & Bee.......................................... 7
888-288-2801
www.thistleandbee.net
The Retail Jeweler................................ 61
973-263-2498
www.TheRetailJeweler.com

Sarah’s Hope and Jewelers Mutual Partnership
Yields Over $110,000 In Charitable Giving Program
For the fourth consecutive season, Sarah’s Hope Jewelry
and Jewelers Mutual Insurance Company, joined together to
promote the charitable giving program, Give Back Locally.
Participating independent jewelers throughout the United
States and Canada donated a percentage of each sale of
Sarah’s Hope Jewelry to a local charity of their choice. Together,
jewelers and have donated over $110,000 to local charities over
the past 4 years to help make a difference for those in need. For
more information please contact Sarah Smith at Sarah’s Hope
877-888-8058 or Sarah@sarashopejewelry.com

GemlogisUSA Announces the Taupe Diamond
Segregator
Identify Natural from Lab Created Diamonds with the push of
a button
GemlogisUSA is proud to introduce the new, innovative
Taupe Diamond Segregator. The Gemlogis Taupe Diamond
Segregator is a compact tester designed to determine
if a diamond is natural (earth mined), high pressure/high
temperature treated (HPHT) or lab created (CVD). Traditional
diamond testers using either thermal or electrical conductivity
do not have the capability to separate the two. The Taupe’s
practical, portable, contemporary design gives the user flexibility
to test anywhere with instant results. Lab created diamonds are
becoming more prevalent within the jewelry industry and like
CZ’s and moissanite they must be accurately separated from
natural diamonds. Therefore, this revolutionary instrument is
a necessary and affordable investment for all those buying
and selling diamonds. Opening a new location in the United
States, GemlogisUSA will be available to discuss, educate and
demonstrate its products throughout the country. GemlogisUSA
is offering nationwide coverage and support for its complete
line of gemological
instruments.
Contact
GemlogisUSA for
more information
at 800-833-1090.
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November is Jewelers for Veterans Month
“November 2015 and every November hereafter is now
officially Jewelers for Veterans month- highlighted by the
observance of Veterans Day,” today proclaimed Ralph Destino,
Chairman of the Jewelers For Veterans Foundation.
“Every jeweler in America is being asked to show their support
for our returning vets and help provide these warriors with a
pathway to economic success in an industry where they can
put their skills to good use,” continued the Chairman-Emeritus
of Cartier.
The Jewelers for Veterans Foundation (www.JewelersforVeterans.
org) is a 501c3 not for profit corporation that was founded in
2012 to help the nearly one million military veterans who face
unemployment when they return to our country.
Retail and manufacturing jewelers in America will be asked to
commit to the Jewelers for Veterans month promotional effort
by supporting this campaign and displaying a framed placard,
a POS display and a donation can in their offices and stores.
“We will kick off this campaign with a launch event at the JCK
Las Vegas show this year,” said Todd Wolleman, President
of ColorCraft and a member of the Jewelers for Veterans
Foundation Executive Committee. “But we are asking
manufacturers, retailers and trade associations to commit now
so we can ensure success by November,” added Wolleman.
The Jewelers for Veterans Foundation has set a goal of
raising $150,000 from the 2015 Jewelers for Veterans month
campaign. All of these funds will be used to help military
veterans find jobs in the jewelry industry.
The 2015 Jewelers for Veterans month campaign is
seeking sponsors and volunteers and those interested
should visit the Jewelers for Veterans Foundation website
at www.JewelersforVeterans.org, send email to info@
jewelersforveterans.org or call 212-398-0400.
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Patrick Retzer Joins the Jayden Star Team
Jayden Star, designer and exclusive
distributor of fine and fashion jewelry,
hired Patrick Retzer to help expand it’s
branding efforts and market reach in the
U.S. jewelry and gift markets. As Fashion
Sales Director, Retzer is responsible
for managing key accounts, as well
as identifying new opportunities for
expansion with the renowned jewelry distributor.
Retailers throughout the country, who know Patrick Retzer
from his previous work as National Sales Manager with C.G.
Creations, will attest to his industry knowledge and skill in
building a brand within a retail sales environment. Since 2008,
Retzer has worked with a variety of established retailers in
management, including Fred Meyer Jewelers, Shane Co. and
Sterling Jewelers.
“Patrick is a great addition to our team and we are excited
about the things to come,” says Jason Mandelbaum, Owner.
“His experience and attention to clients will take us to the next
level, furthering the vision of continuing high quality product
matched with impeccable customer service for all our Jayden
Star retailers.”
Jayden Star serves over 2,000 customers in over 5,000 retail
stores across the U.S. and has partnered with over a dozen
fine and fashion jewelry brands as their primary distributor
in America. With offices in New York, LA and Atlanta, the
company has developed relationships with leading chains,
department stores and small to mid-size independent shops
as a reliable source for leading fine and fashion jewelry design,
design, and product development. They also trade in the U.K,
Netherlands, Italy, Greece, Australia and South Africa.
For more information about Jayden Star, visit www.jaydenstar.
com or call 212-686-0400. Patrick Retzer can be reached
directly at patrick@jaydenstar.com or by phone at ext. 1011.

Grid/3
Ruth Mellergaard and Keith Kovar announced the creation of
their new website which illustrates some of the recent and most
innovative projects by GRID/3. “In recent years, our clients have
increasingly requested environments that not only accomplish
their marketing and business objectives, but also express their
personal passions. Whether it is environmental considerations
>> Continued to Pg 66

or the retention of a heritage look in a remodeled structure, our
clients want their space to express their own personal priorities.
These bricks-and-mortar solutions can often provide inspiration
to other business owners as they approach new projects
themselves. We applaud their commitment and celebrate our
joint accomplishments.”
The new site—www.grid3.com—outlines the wide variety of
services Ruth and Keith offer to their many retail clients, from
concept through to construction. Using their special expertise
in planning and lighting, and knowledge of up-to-the-minute
environmental concerns, GRID/3 positions their customers to
take advantage of new business opportunities. “Our unique
partnership—two people with highly specialized and quite
different types of expertise plus our trusted consultants—
provides our clients with more solutions. In more than 30 years
of service, we have focused on providing maximum value to
our clients. This new site builds on those benefits.” GRID/3 can
be reached at 212-391-1162.

Gem-A Releases the Latest Journal of Gemmology
The Gemmological Association of Great Britain (Gem-A)
has released the latest issue of its academic publication,
The Journal of Gemmology, in collaboration with the Swiss
Gemmological Institute SSEF and with the support of the
American Gemological Laboratories (AGL) and the Gem and
Jewelry Institute of Thailand (GIT). The current issue (Vol. 34,
No. 4, 2015), released on 21 January 2015, is packed with
a wide array of new content, covering the latest news and
research from the international gemmological community.
The issue features the articles: ‘The Rhodesian Star: An
Exceptional Asteriated Diamond’ (by Dr Thomas Hainschwang,
Franck Notari and Erik Vadaszi), ‘Objective Diamond Clarity
Grading’ (by Michael D. Cowing), ‘A Comparison of R-line
Photoluminescence of Emeralds from Different Origins’
(by Dr D. Brian Thompson, Joshua D. Kidd, Mikko Åström,
Alberto Scarani and Christopher P. Smith) and ‘Green and
Pink Tourmaline from Rwanda’ (by Dr Ulrich Henn and Fabian
Schmitz). In addition to this collection of outstanding articles,
The Journal also delves into ‘What’s New’ in the industry
by highlighting the GemmoFtir, Gemmological Society of
Japan abstracts, historical facet designs, newsletters from the
International Consortium of Gem-Testing Laboratories and pearl
expert Elisabeth Strack (Margaritologia), proceedings from the
Santa Fe Symposium on jewellery manufacturing technology
and more. Furthermore, the issue features detailed listings of
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in the

upcoming conferences, exhibits and other educational events
to further the professional development of its readers.
Other sections that are sure to interest practicing gemmologists
include ‘Practical Gemmology’ which documents visual optics
and the birefringence/dispersion ratio of gemstones, and ‘Gem
Notes’ which describes a variety of new and interesting materials,
including almandine from Massachusetts, USA, colourless to
near-colourless diopside from Canada and Kenya, amethyst
from São Paulo State, Brazil, hessonite from Somalia and much
more. The ‘Conferences’ section takes armchair travellers to
visit the recent Gem-A Conference, GSSA Kimberley Diamond
Symposium, NAJA’s Mid-year Conference and the World of
Gems Conference. ‘New Media’ reviews several new books and
lists the titles of many more, and ‘Literature of Interest’ points
the reader toward recently published gemmological articles,
some of which are downloadable for free.
Discussing the latest issue of The Journal of Gemmology,
editor-in-chief Brendan Laurs stated: “With this issue of
Volume 34, we complete the first year of the redesigned
Journal of Gemmology. I believe The Journal has taken some
very important steps over the last 12 months with returning
to a quarterly publication schedule and the introduction of
several useful sections for our readers. These changes have
been very well received and have helped grow the circulation
of The Journal during the past year. I look forward working on
the continued growth of The Journal in bothonline and print
formats, whilst maintaining The Journal’s position as a leading
academic publication for gemmologists worldwide.”
All Gem-A members receive hardcopies and online access
to quarterly editions The Journal of Gemmology and GemA’s other publication Gems&Jewellery (published nine times a
year), along with a whole host of other features and benefits,
for just £125 a year. In addition,
The Journal is available by direct
subscription to institutions and
members of AGA, NAJA and
AIJV. For more information on
how to sign-up and get your
copy, visit the Publications
section of Gem-A’s website,
where you can also sign-up for
the Journal’s mailing list.
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News

J. Cotter Gallery Celebrating 45 Years
The year 2015 will be J. Cotter Gallery’s 45th anniversary .The
gallery has been in the same location and has had the same
owner since it was established in 1970. It was the first jewelry
and art gallery to be opened in Vail Village. It has been the
gallery’s mission to bring contemporary jewelry and art to the
Vail Valley for the past 45 years. The gallery features one-of-akind designs created by Jim Cotter as well as pieces by leading
artists from the United States and Europe.
J. Cotter Gallery’s founder, Jim Cotter, is widely recognized
throughout the jewelry and art fields as an innovator. He is
known for using a wide range of materials in his jewelry
creations including cement, feathers, powder coat, Styrofoam,
and wood paired with traditional
materials like gold and diamonds.
Since it’s opening in 1970, J.
Cotter Gallery has expanded to a
second location in Beaver Creek.
A studio location was also opened
in Minturn, which enables clients
to design custom pieces as well
as provides services such as sizing
and repairs. Here’s to another 45!

