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CHRISTMAS IS COMING
& IT’S LATER THAN
YOU THINK!
The Christmas selling season is just around the
corner, literally! In previous years, we had the
pressure of preparing for all of the Las Vegas
Shows to focus our attention and planning actions.

Today, we are left with the concerns of the continuing presence
of the covid virus and the in-exact science of forecasting
business activity and inventory planning for the single most
important season of the year over the next couple of months.
It may only be mid-April, but time has a way of slipping away
and all of a sudden, it’s October!
Did the last Christmas season meet your expectations from
a sales and from an inventory perspective? Did the new
merchandise you purchased, sell well or not? How has the
season been so far this year? What do your competitors think
of the current business situation? What have you learned from
the sales reps who have called on you so far this season?
What have you learned from looking at the new products your
suppliers are showing? What have delivery times been over the
past few months. Last year, normal deliveries times were 3-4
weeks. With the timing of the shows moving back to August /
September deliveries stretched out to 4-6 weeks. This year the
delivery times will likely be similar to last year.
Does this scenario have a familiar ring to it? If it doesn’t, it
should. You need to plan for it. There is nothing like a “Good
Customer” coming into the store at the last minute for gift for
his wife or significant other.
The Christmas selling season just around the corner. In previous
years, we had the pressure of the Las Vegas Shows to motivate
taking action. Now, we are left with the concerns of the covid
virus and the in-exacting science of forecasting business and
inventory planning over the next couple of months. It may only
be mid-April, but time has a way of slipping away and all of a
sudden it’s October.
It is time to plan now. It is time to gather together all of the data
and information you can pull together to make the planning
effort worthwhile. It’s time to get the input from your sales team.
What are consumers looking for? What are they requesting?
What took place last year? What were the surprises. This year
there will be new surprises.
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By Frank Dallahan

The place to begin is with your diamond business. Diamond
earrings, bracelets, and necklaces. Then there is the diamond
engagement ring category. This year we should see an uptick in DERs. It very well could be a significant movement
compared with last year. Think of all the weddings that have
been postponed. Think of the television reports on cancelled
receptions. With the number of covid virus injections
settingnew records its not hard to imagine a record-breaking
wedding season this year.
The same logic also applies to the wedding ring category
as well. Gold jewelry should also factor into your planning.
Silver jewelry too, should be considered as well. Bridesmaid’s
and groomsmen’s gifts should be carefully considered in
connection with the gold and silver jewelry product category
analysis. Weddings are a big part of your business. There is no
reason to think these categories will be any less important in
planning for the wedding season. It is a good bet this year’s
wedding business will pay handsome dividends compared
with prior years activity.
It’s also a good idea to speak with your diamond, gold, and
silver suppliers to share your perspective with them on the
growth opportunities you see ahead. Find out what they think
the season will look like. You depend on them as they depend
on you. It is vital that you both come with the same perspective.
The selling season will be different than previous years. It’s just vital
that you are prepared for it. The naysayers will always have
commentary on what will be. Coming into the most important
selling season of the year unprepared is not where you want to be.

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

ASSESSING THE NEEDS AND
ASPIRATIONS OF OWNERS
Owners who are contemplating a business transition or
succession plan have often thought about it for years,
but have done little to prepare for it. I usually get calls
when an owner is nearing the end of the “working
together” phase with their successor.
By Bill Boyajian

They range in age from their mid-50s to mid-80s. In most
cases, those at the far end of the age range look for a plan
only when their physical, emotional, or mental ability to run
the business is seriously compromised. Usually, they are too
late. But late is better than never. Still, business transition is a
multi-year endeavor that must be led by the controlling owner
as early in the process as possible.

PERSONAL AND FINANCIAL ASPECTS
Owners need to first assess their own personal and
financial needs. As similar as many situations are,
there are still many differences. Every owner is unique and
each has goals and objectives that can differ significantly based
on personal and professional circumstances. Life and health
situations, business transition and succession options, possible
debt repayment obligations, financial assistance for other family
members, and a host of other circumstances can lead owners
in different directions. Thus, developing a financial plan to
accommodate retirement needs after a transition is vital.
Another major aspect is the personal side. Family businesses can
be challenging because it is hard to separate family members
and their personal relationships from the business itself. It
requires an abundance of “give and take” and thoughtful,
constructive compromise. A family business is successful
mainly because of the track record and relationships the family
members have built over many years with their community and
their customer base. This is particularly true with retail jewelers
who have spent a lifetime building a reputation of integrity
in their marketplace. As a result, the value of the business is
strongest when a family member remains present in it with
ownership, such as in a constructive buy-out to another family
member or in a business transition from parents to children.
But owners tend to have deep-seated feelings about their
departure from the business. Most have enjoyed the control
they have had over the business for years, even decades, and
that is hard to give up, emotionally and psychologically. Retiring
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from a business that an owner has ostensibly poured a lifetime
of work into isn’t easy. Not only is there the fear of no longer
being in control, but there may be an even more serious concern
about “who they are and who they will be” when they no longer
own the business. The question that almost always arises from
such an owner is, “If I’m out of the game, who am I really.” A big
part of their personal identity is wrapped up in their business.
The other concern for owners is what they will do with their
newfound time. Owners need to have something to “retire
to.” Going cold turkey into retirement is often very difficult and
disconcerting. Some people lose heart and motivation because
most of us need a reason to get out of bed in the morning.

FEAR NOT!
Owners – and I’m talking to you – dream about the
day when life won’t be dictated by early morning
alarms, regimented commutes, hassles at work, employee
problems, and limited free time. So, quit worrying about what
you will do and start enjoying a new life of leisure to travel and
enjoy much deserved flexibility in life, which is the new, true
luxury. Discretionary time is wealth, and the older you get, the
more you will realize it.
With this in mind, assess your goals and aspirations. Pat
yourself on the back for building a great business and for a
career well spent. Determine what is best for you and your
family, and move toward business transition and succession
planning with confidence.
Bill Boyajian
Bill is the former long-time president of the
Gemological Institute of America, and is
currently founder & president of Bill Boyajian
& Associates, Inc. His company consults for
a wide variety of businesses in the gem and
jewelry industry, specializing in leadership,
business, and organizational development,
family transition, and succession planning. Bill is
the author of Developing the Mind of a Leader
– Your Path to Lead and Inspire People. He is a sought-after business coach
and speaker, and can be reached at bill@billboyajianassociates.com.

By Mia Katrin

CAN’T GET ENOUGH CUSTOMERS?
5 Tips to Boost Your Sales thru Email Marketing
Your customers and contacts are the life’s blood
of your business. Your easiest sale is to a repeat
customer who already knows and trusts you. Are you
regularly re-marketing to them? If not, you’re squandering
a critical asset of your business.
Omnichannel marketing is now the norm. You need to reach
your customers through all channels where they are, on their
smart phones (an average of 3 hours a day) and computers
through your website, direct email and text marketing, social
media marketing, and direct online “sales funnels” focused
on conversions to leads or sales. If you’re sitting in your store
waiting for watch battery and repair customers to walk in,
you’re missing the real action.
Your contact list, including email addresses and cell phone
numbers for texting, is critical to your business. Five tips to
maximize your sales thru email marketing are:

Grow your email contact list and re-market
to them regularly.

1

Do you have an email list of your customers and contacts
(potential customers)? If not, you need to expand your
email contact list and re-market to them regularly through
engagement, by captivating posts and special offers. You
can manage your campaigns by programs such as inContact
or MailChimp. The “conversion” or closing rate on a brandnew lead generated from a “sales funnel” or pitch is 1-3%. But
when re-marketed to regularly, the close rate rises to around
50% over a six-month period. Slow and steady wins the game.

Collect new email leads through sales funnels
or pitches.

2

Collect emails from all your customers and visitors to your store.
You can also create special offers through sales funnels from
Facebook ads to generate leads. Offer something of value,
like a discount coupon code, or free webinar or informational
PDF like “How to clean your jewelry” or “How to create
beautiful new jewelry you’ll love from your treasured pieces
you no longer wear that customers will receive by providing
their email address. Be sure you get their permission to “opt
in” to receive email messages so they’re not spammed.

Increase Deliverability.

3

Be sure your email messages are not marked as spam,
or worse, not even delivered. Check with your email program
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for tips to increase your deliverability rate. Avoid using ALL
CAPS in the title, the word “free” (overused by spammers),
and extravagant unsupported claims such as “Get rich quick.”
Provide value up front—interesting, entertaining content your
recipients will enjoy and look forward to, not mark as spam. You
should aim for a minimum of 5% opening rate to avoid having
your emails throttled or suppressed.

4

Maximize Opening Rate

To increase opening rate, the use of a catchy interesting
headline is key. Best is between 5-10 words so that it is not too
short and not too long. And make it something intriguing, that
makes you want to know more. “I Know What I DON’T Want
for Christmas…” Also, who the email is from is important.
Make it personal “mia@thejewelersmarketer.com” rather than
“info@ABCCorporation.com”. And, the first few phrases, that
may appear on previews, are central. Don’t waste it on “Hello
and greetings.” Get to the point. “Beautiful new styles just in
time for Mother’s Day.”

5

Amplify Click Through Rate (CTR).

This is the payoff. You want your email recipients to click
through to your website or landing page with an offer, a direct
conversion to sales. But you should not start with your sales
pitch upfront. Always add value first—something interesting or
informative like “Sapphires Have Traditionally Been Coveted by
Royalty” along with beautiful images from your inventory. It’s a
give and take. Present something of value, then make an offer—
for a sale, or a discount coupon, then another presentation, and
another offer. Your sales pitch should be made at least 3 times
in the copy for maximum results. Readers do skip around.
Following these 5 simple tips will dramatically increase your
potential sales and profit. By focusing on your best customers
and regularly providing value to them, helping them satisfy
their needs and desires, you’re nourishing the life’s blood of
your business. It’s the ticket to success.

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

THE SHIFT TO DIRECT
RESPONSE MARKETING
In this installment, the critical move away from
“branding” approaches, toward the more measurable,
testable and controllable Direct Response approach.

By Jim Ackerman

PARADIGM SHIFT #2: SHIFT FROM BRANDING TO A DIRECT RESPONSE APPROACH TO MAR-KETING.
For what seems like forever, but actually has only been about
5 decades, the marketing world has been obsessed with
“brand” and “branding.” Never mind the fact that if you ask
100 marketers the definition of these two terms, you’re likely
to come up with 100 different answers, including blank stares
and shrugs.

preferably today. You live in an “eat what you kill” world.
You need sales every day. If you don’t have enough people
coming through your brick and mortar or digital door spending
enough money to pay your overhead and make you a profit,
can you really start a campaign now and hope it pays off in a
year, or 6 months, or even 3?

There was a time when all marketing was DIRECT RESPONSE.
Any marketing you did; any ad you placed, was designed to
do one of two things… get someone to buy, or to take the
next step in the buying process.

Didn’t think so.

It was all measurable. You’d run the ad and count up your
sales. Or run the ad and count up your leads. Either way, you
could tell which ads worked and which didn’t, and you could
tie your results directly to specific ads and media.
But advertising agencies and media didn’t really want to be
held to such a cut and dried measurement of success. They
liked the ideas of branding and “top of mind awareness”
(TOMA). Tougher to measure, sexy sounding, theoretically
defensible, if not numerically so.

So start making compelling offers in ALL of your advertising.
That’s the essential first step. And by compelling offers, I’m not
saying 10% discounts. They don’t move anybody.
Consumers tell me a discount isn’t a discount until it’s north
of 20%. Twice that is better. But I’m not even talking about
discounts. Focus on value-added offers.
Bonnie Frey’s High Tech Holiday for example. She offers a
gift with purchase tiered to different levels of purchases.
She budgets a maximum of 20% of the purchase level to
pay for the gift. Far more compelling than a 20% discount
would have been. (You can license this program at www.
JewelersMarketingGems.com.)

And so “image” or “institutional” advertising was born.
To be fair, some of this can make sense. If you have a ubiquitous
product that is widely distributed, this kind of thing can work,
if you don’t care where your prod-uct is purchased or from
whom. Budweiser, Duracell, Ford come to mind. You can buy
them just about anywhere.

Hadley Perry does a variety of promotions every year. They
often include dis-counts, but offer additional value in the form
of gifts with purchase, in-store attrac-tions like massages and
make-overs for the ladies and whiskey-tasting and exotic cars
for the gents. And often, she’ll provide substantial gifts with no
obligation to buy, just for showing up or making an appointment.

As an independent jeweler, you don’t have that luxury. Your
products have to be bought from you; YOUR store. And

A couple of times a year, Bill Warren just gives stuff away. Open
a pirate chest or an Easter Egg and get whatever’s inside. No
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obligation to buy, but he sells tens of thousands of dollars
worth of goods with each promotion anyway, and he runs the
promotions every single year.
Point is, it’s no small task to get people off their duffs, into the
car and across town to your store. Especially when they think
they can find the same stuff online.
And that leads to your advertising. Once you have the offer,
you’ve got to promote it. Make those offers in your ads and
provide a tracking mechanism whenever you can. If you send
a direct mail piece, have them bring it with them to get the
deal. Print ad? Include a coupon. Digital advertising is easier
because you can track clicks right back to the original ad.
What about billboards and broadcast? Send them to a landing
page from which they can buy or surrender their contact
information. Again, all trackable to specific ads.
When it comes to social media and email marketing, apply the
same rules. Make offers! Instead of a bunch of posts that you
think are cool but your audience prob-ably doesn’t care about,
make offers. They can be for specific items, or they can be for
information, guides, ring sizers, reports, a loupe or any other kind

of lead gen-eration offer you can think of that results in getting
contact information and per-mission to market to the prospect.
Use Facebook Live to conduct online sales. Use email to make
weekly offers to your list. Use both to drive specific categories
of business with specific products, offers and information.
Whether advertising in the digital or analog worlds, make sure
you meticulously track your results. Run A/B splits of headline,
offers, layouts, copy, to determine which ads work and which
don’t. Keep running the ones that work. FIRE the ones that don’t.
This is direct response marketing’s biggest plus, and in today’s
world you can do it better than at any time in history, no matter
how small your company may be. Do this and you’ll “genetically
engineer” your marketing for ever-increasing success.
Jim Ackerman
Jim Ackerman offers a Marketing Fitness
Check-up for quickly evaluating your marketing
systems and recommend direct response
alternatives, which he is providing to Retail
Jeweler readers FREE (A $397.00 value).
Text Jim at 801.918.4117 to initiate the process.
Jim Ackerman is known at The Marketing Coach
to the jewelry industry and has addressed
jewelry retailers at the nations biggest
marketing events, including JA New York, JCK,
The Atlanta Jewelry Show and many others.
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HERE COMES THE

By Gloria Maccaroni

…BUSINESS!

2021 will see a surge of 650k weddings, bringing the total 2021 number of weddings to 2.77 million versus a normal year of about
2.12 million. Despite challenging times and changes to many original proposal plans due to COVID-19, couples around the nation
continued to strengthen and progress their relationships, showcasing how even in the most challenging times love cannot be canceled.
For the jeweler, this surge in weddings brings even more opportunity for sales. The sales potential extends well beyond engagement
and wedding rings. The betrothed will be looking for pieces to complete their look as well as for gifts for their bridal party and parents
and this represents a sterling opportunity for silver jewelry sales. Only silver, can offer the perfect white metal options and price points
to personalize each bridal accessory and every wedding party gift.
Wedding surveys might vary slightly on the numbers, but all the surveys, whether it’s The Knot, Brides Wedding Study or The Wedding
Report, say that couples are looking for ways to reflect their personal style on their big day.
And no one is better at offering a wide selection of styles and personalized service than the jewelry retailer.

ADD UP THE POTENTIAL:
The Engagement ring:
According to The Knot 2020 Jewelry and Engagement Study, the average cost of an engagement ring is currently $5,500. The
study found that one-fourth of all respondents are spending between $1,000 to $3,000 on their engagement ring. In fact, 11% of
ring shoppers are spending under $1,000.
While the purpose of this article is not to focus on the engagement and wedding rings but to illustrate how much potential
business there is for you in offering suggestions for accessorizing the bride, groom and bridal party.
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LOOK AT THE OPPORTUNITY:
The most popular ring setting material:
Sterling
silver
7%
Yellow gold
13%
Platinum
14%

This adds up to 68% of ring purchases
in white metal perfect for coordinating
with sterling silver jewelry for
coordinating accessories!
White gold
48%

Sterling silver jewelry offers the best options
to complete the brides and bridal parties look.

Rose gold
16%

Sterling Ring
Gabriel & Co

Sterling & Diamond
Ring Lika Behar

Sterling Men’s
Band Samuel B

Accessories for the Bride:
The bride spends $300- $1000 on jewelry alone to accessorize
her look.
Although the average spent by the bride for the perfect
accessories varies greatly- on jewelry alone estimates are from
$300- $1,000, there is one thing in common: the bride wants to
make a personal statement, to create a look that is uniquely hers.
Selecting Wedding Jewelry
Although engagement and wedding rings
typically get the most attention of all jewelry
accessories, wedding jewelry extends far
beyond the brides’ fingers. In fact, the right
jewelry pieces will enhance the entire look
from head-to-toe.
From classic pendants and layered bracelets to elegant
earrings this is where you can suggest a range of sterling silver
jewelry. Whether the bride prefers small, dainty charms or
bold, statement pieces, finding the right wedding jewelry is an
important part of completing her individualized look for one of
the most memorable days of her life.
Give Guidance
While the actual amount of wedding jewelry the

bride decides to wear is ultimately a personal preference,
experts typically lean toward the idea that ‘less is more’. They
advise not overdo things by wearing large pieces that would
take away from the bride’s natural beauty — or that of her
fabulous ring!
Provide Suggestions
Explain that - when choosing her jewelry,
it’s often recommended that “you use it
as a way to guide the eyes of your guests
towards whichever features, you’d most
like to highlight and keep in mind that your
selections should complement your gown
since that is the focal point of your wedding
look and style.”
Be Knowledgeable
The bride should coordinate jewelry options
with the wedding gown’s neckline; here are
several suggestions for pairing jewelry with
various gown types.
For a higher, bateau neckline, consider
opting for a romantic pair of teardrop
earrings — along with an up-do — instead
of wearing a necklace.

THE
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Accessories for the Bride: (continued)

Samuel B Sterling &
Pearl Drop. MSRP: $79
wholesalesamuelb.com

Martha Seely Sterling
Interchangeable Earrings
with White topaz
baguettes. MSRP: $760
marthaseely.com

If she has chosen a v-neck gown, this style is a very
versatile option for wedding jewelry and can be worn
with or without a necklace, and with long or short
earrings.
Gabriel & Co
Sterling & White
Sapphire Beaded
J Stud Earrings.
MSRP: $250
gabrielny.com

Michou Silver
& Gold Earring
with Pearl,
Quart, and
Blue Topaz.
MSRP: $177
michoujewelry.com

Hope Faith Miracles
Sterling CZ Petite
Crown Stud. MSRP: $80
hopefaithmiracles.com
Adel Chefridi Sterling Moonflower
Diamond Sapphire Earring
MSRP: $475 chefridi.com

If the gown is strapless, suggest that she either wear a
statement necklace or go with a simple, classic pendant.
PiYaRo Sterling Silver &
14K Gold with H color VS
natural mined diamonds.
MSRP: $1,799
piyaro.com

Kelim Sterling Floral
Necklace. MSRP: $315
kelimjewelry.com

Kir Collection Sterling Pendant with
Mother of Pearl & Blue Topaz MSRP: $495
kircollection.com
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Silver is the perfect accessory for brides-

What the bride buys to finish her look:

• Silver offers a variety of style options so to personalize their look

69%- purchase earrings

• Silver it is the white metal that goes with 68% of engagement ring settings

37% - select bracelets

• Silver it fits their budget

35% - choose a necklace or pendant

• Silver is a precious metal
• Silver is a lasting keepsake.
One or two carefully chosen pieces is likely all she’ll need to
shine. Of course, the most important thing is that she feels
radiantly beautiful wearing whatever pieces she’s chosen.
Bella Cavo Sterling Cable Cuff Bracelet with
Simulated Diamonds. MSRP: $90 kellywaters.com

E.L.Design Sterling
Silver with Hidden
“Heart”. MSRP: $320
eldesigns.com

Phillip Gavriel Silver & Diamond Yellow Quartz
Popcorn Bracelet. MSRP: $795 phillipgavriel.com

The Groom
Grooms, too are changing their preferences to the once
traditional tuxedo, with 70 percent now choosing to wear
a suit to the wedding. And a large percentage of grooms
are choosing to buy their formal wear instead of renting.
Whether wearing a suit or a tux, the groom also buys
jewelry to complete his look. On average he spends a little
over $400!
Most grooms add an element of sophistication with cuff
links. Again, this is where silver shines – offering a range
in looks and styles that not only will compliment his look
but define his personal style. A link bracelet or a very “on
trend” brooch – adds a touch of sophistication.

Adel Chefridi
Sterling Nomad
Cufflinks with -Black
Diamonds.
MSRP: $790
chefridi.com

Kelim Sterling Calalilly
Brooch.
MSRP: $145
kelimjewlery.com

Piazza di Spagna Men’s Sterling Silver Italian Gunmetal
Station Bracelet. MSRP: $465 royalchain.com
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The Bridal Party
When the betrothed couple are in to select their wedding
rings, suggest bridal party gifts that can be personalized for
each member of the group. You have already gained their
trust. Now is the time to build on it by suggesting timeless,
classic styles in silver to suit each personality.

Gifting silver jewelry when it comes to bridal party presents,
is a thoughtful and affordable gesture that will add a beautiful
finishing touch to their wedding outfits. Each time they wear
the piece they will be reminded of the amazing journey they
all took together.

Bridesmaids Gifts
The Bridesmaids have helped plan, prep and pull off every
detail of the wedding from the start. Suggest the precious
gift of sterling silver for a special gift that can be cherished for
years to come.

Phillip Gavriel Silver & 18kt
Initial Pendants with Diamonds
on Paperclip Chain.
MSRP: $250 phillipgavriel.com

Amanda loves bracelets, Dana’s birthstone is amethyst, the
possibilities are endless.

Lika Behar Sterling Prismic MultiColor Sapphire Bracelet.
MSRP: $990 likabehar.com

Groomsmen Gifts
Gift the gift of sterling cufflinks so when it’s time to dress up for the wedding,
the groomsmen will have stylish designs that they can wear again and again.
Timeless cufflinks make classic accessories he can wear during the wedding
ceremony and future formal occasions.

Samuel B Sterling & Gold
Classis Cufflinks. MSRP: $315
wholesalesamuelb.com

Something Borrowed Something Blue, Something from me to you
It is common for the bride and groom to purchase a gift for each other to give on their big day. By watching their responses to
other selections, you should be able to quietly suggest the “perfect gift” for each other.
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Joryel Vera Modern Hammered
Sterling Cuff Link with Matte
Black Rhodium. MSRP: $295
joryelverawholesale.com

Frederic Duclos Sterling
Necklace. MSRP: $350
fredericduclos.com

Gift for the Parents
According to the Wedding Wire
the average couple pays for
roughly 45% of their wedding cost,
with parents & family footing the
remaining bill. This is all the more
reason why the couple usually buys
something special for parents to
thank them for their support. With
silver the options are unlimited.
Sentimental gifts that they can
cherish forever.

Joryel Vera Sterling
Personalized Gemstone
Pendant. MSRP: $395
joryelverawholesale.com

Gabriel & Co Sterling Silver
& Pearl Necklace. MSRP: $90
www.gabrielny.com

Happy Anniversary
Yes, opportunity awaits! Send a reminder to the groom a month in advance and a happy anniversary card to the couple and you
might have customers for life!

Rembrandt Charms Sterling Charming
Memories Bracelet & Charms. MSRP: $539
rembrandtcharms.com
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From the engagement to the 50th wedding anniversary – bridal and wedding sales
add up to multiple sales opportunities and return customers
The 2021 Wedding Report
“Wedding Jewelry Spending”

2019

2020

Engagement Ring

3380

3456

Wedding Rings (Her)

769

787

Wedding Rings (Him)

454

465

Bracelet

175

179

Earrings

152

155

Necklaces

201

205

Groom

253

257

Gift/s for Attendants*

102

103

Gift/s for Parents*

122

123

Gifts & Favors
Gifts & Favors

*per person
Add up the potential of thousands of dollars in silver sales. Make sure that you have the right selection of styles for every tobe -wed couple visit savorsilver.com to find the right collections and capture this great growth opportunity.

The Role of Technology
The pandemic furthered couples’ reliance on technology for
every stage of pre-proposal planning, especially shopping
for an engagement ring. Many proposers used more online
features throughout the process due to COVID-19, whether by
increasing the amount of time spent researching engagement
rings online (33%), connecting with jewelers via social media
(11%), or even using virtual tools for online consultations with
jewelers (10%). As a result, nearly a third of engagement rings
were purchased online in 2020, though the majority (63%)
continue to be purchased in person at either a local jeweler
(51%) or national retailer (33%). Due to social distancing
guidelines and limited in-store appointments, however,
proposers visited less retailers in 2020 (on average 2, down
from 3 in 2019) and viewed significantly less rings (8, down
from 15 in 2019) before selecting the one.

Although ring shopping experiences looked different this year,
the pandemic, state of the economy and overall uncertainty
around the future did not impact engagement ring spend for
most to-be-weds (86%). In fact, it resulted in minimal change
to the national average cost of an engagement ring in 2020
($5,500, compared to $5,900 in 2019). Plus, engagement ring
shopping in 2020 continued to be a two-person job for most
couples, as 72% of proposees reported being involved in the
selection of their engagement ring.

References used in the article:
The Knot’s Real Weddings Study, Brides American Wedding Study, and
the Wedding Wire.

Gloria Maccaroni
Gloria Maccaroni is Director of Brand Development for The Silver Institute /Promotion Service (SPS).
SPS, launched in 2008, develops and implements programs designed to enhance the image of and stimulate demand for silver jewelry in
major markets.
Retailers are encouraged to visit savorsilver.com to find jewelry collections to grow their silver jewelry sales. Brands and designers are
selected to participate in the program and can request more information by writing to info@savorsilver.com
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Don’t Just Sit There…
Advertise! The Show Season is Coming.
Whether you’re a manufacturer or a retailer now more
than ever you need to advertise.
The past year and a half have been tumultuous times. Openings, closings, shut
downs, remote working, back-to-work, travel bans, no travel bans… and finally
the vaccines.
This isn’t just about you, but your customers, too. Do they even know you’re still
in business?
The jewelry show season is back and it’s a really big deal for both retailers
and manufacturers.
For manufacturers it offers the opportunity to meet new customers and rekindle
relationships with old customers. For the retailers it’s a chance to see wonderful
new products and programs to excite your customers and increase sales.
To help retailers TRJ continues to lead with smart, authoritative information you
will benefit from. Written by jewelry industry experts it includes guidance on
advertising and marketing you can apply right now to improve your own programs.
And you can rely on TRJ’s advertisers who are among the savviest in the business.
Show Special Advertising Offer
To help manufacturers get rolling again The Retail Jeweler is offering a show
special advertising program to help you reach every JBT listed retailer in the USA
and save $1,000. You get a Big Full Page, Full Color ad in the July (pre-show) and
August (show) issue for Just $3,200 each.

There’s Business Out There. Go Get It.

Advertise.

A Year Like No Other…
By Vince Rath

What a year! I think it’s safe to say that the previous
12-months were unlike anything any of us have ever
seen. March marked the one-year anniversary of the
Covid-19 pandemic and the associated shutdown in the
country. Back then, most of us were filled with a host of
emotions including confusion, panic, and uncertainty. In
those early, dark days, I related to many retailers who
feared the worst.
They didn’t know if their business would survive or how
they would take care of their family if the worst happened.
It was a difficult time and our company worked hard to
provide encouragement, reassurance, coupled with a plan
to put things back together once the country reopened.
In the end, a jewelry revival began, and retailers saw sales
activity they couldn’t imagine just a few short months
before. Today, nearly every single retailer I know ended
the year with some combination of record sales, higher
profits, more cash, and less inventory than they ever
thought possible.
With these points in mind, we thought it would be
interesting to analyze the data and determine the lessons
learned from such a challenging situation. Guy Kramer,
one of our Senior Consultants, reviewed the information
from those retailers using our POP Performance
Dashboard. He considered results from June 2020
through February 2021 from our diverse collection of
independent jewelers. The group represents nearly
$200million in annual sales, over 200,000 transactions,
and locations all over the country. What follows are the
key points of his analysis.
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OUR GROUP OF
JEWELERS DID QUITE WELL

Guy Kramer, Optimum Retail Solutions (ORS)
One thing is certain, the results of the last 9 months are a testament
to the resilience of the people and businesses that went from months
of crisis and fear to some of the strongest sales and profit results in
their history. At the darkest times, I spoke to many owners who were
proud of how their sales teams rallied to contact every customer to
spread a message of goodwill and support. As reopening occurred,
their most loyal clientele sought them out and began shopping
again, and then as we all entered the holiday season new customers
found their stores and created additional possibilities for future
growth.
Four things stand out when comparing the most recent 9 months’
results vs. the previous year:
1. Overall, 92% of jewelers increased sales an average of 18% versus
the previous year!
2. In total, Transactions dropped-5.2%. 45% of retailers saw an
average decline of -17% while more than half saw an average
increase of 9%!
3. The value of each transaction increased in nearly all stores by an
average of +24%!
4. Aggregate Gross Profit % remained almost the same at +0.8%,
but 62% of jewelers increased their GP rate at least somewhat.

WHY DID
INDEPENDENT
JEWELERS NET SUCH
SOLID SALES INCREASES?
Transaction results were mixed across the board, but we
consistently heard reports that traffic as comparatively light
for much of the period. So, in our view, sales increased
for two reasons: a huge rise in average transactions and
jewelers did more with fewer customers. Gross profit didn’t
diminish, and occupancy limits were strict, so we know
discounts and promotions weren’t responsible for the extra
volume. Some might argue that, after years-long efforts to
be part of the community, investment in local advertising
and a good location, website presence, merchandising
and a homegrown sales team, it all came together in a big
way and paid off. I am sure those factors helped but the
bigger picture shows that stores responded with enhanced
services, sales teams were more effective and made the
most of their situations. Yes, we were dealing with a
motivated customer who had few purchasing options
at the time but the retailers we know executed a wellthought-out plan. With outrageous urgency, they began
a comprehensive Clientelling campaign that included
aggressive contact and appointment goals.
They altered their service to meet the customer where
they wanted whether that was curbside, in-store, or
virtually. They implemented consistent “show and tell”
efforts whenever they were in the presence of a customer
and they used Turnover to give the customer a separate
shopping experience without leaving their stores. In short,
retailers focused on what they could control and knocked
it out of the park.
Looking At The Top Merchandise Performers Year-OverYear, one can see how Average Transaction Value and Units
Per Transaction (UPT) drove the increases. This is a trend
that’s been building momentum over the last few years
as customers put more trust in physical stores than online
for their important purchases. Changes in how customers
have been shopping clearly benefited independent
jewelers over the last 9 months, highlighting them as a
trusted destination for important gift-giving and personal
purchases. For instance, when we evaluate merchandiseonly sales, Watches, and Loose Diamonds lead the pack
with the largest increases in volume and average transaction
value. Units in all categories increased 3.9%.
That means selling multiple units and rising average $
transactions doubly helped to improve transaction results!

NOW WE
SHOULD ASK,
“HOW DO WE RETAIN
THIS DRAMATIC
DEVELOPMENT?”
Selling and building your client base is not all about closing hard
and racking up the transactions. When it comes to traffic, jewelers
will still need to continue to do more with less. Developing strong
client relationships has always been essential, but now it is more
important than ever.
We recommend that companies ask their sales teams to complete
the 5X5X5 basic daily clienteling actions- 5 personal phone
contacts – 5 Handwritten notes – 5 “media” contacts (text, email
or social), with the expectation of setting one appointment every
single day. The goal is to systematically use services, personal
occasions, and sales or service follow-up to earn the goodwill of
customers. This leads to more frequent visits and, hopefully, a
merchandise interaction with a well-trained salesperson.
Maintaining higher Average Transactions is not only supported
by second purchases and special event sales; improving selling
skills plays a major role. Behaviors like Building Value around the
emotions of their customer’s special occasion or Adding On to the
first item by asking more questions to maximize the moment of
each selling opportunity also contribute. People are looking for
much more than acquiring things these days, they are looking local
and they want a great experience- And when they find it, you can
just look at the results of our group above and see that they are
appreciably rewarding these jewelers with purchases and loyalty.
Those are some of the conclusions from our sampling of jewelers who
are beating the trends and will continue building on their successes.
At ORS we help jewelers create plans that improve results and
provide support to put them into action. For a free 30-minute
consultation, please contact us at 801-907-1650, 630-699-6336 or
at vince@optimumretailsolutions.com, guy@optimumretailsolutions.com
** https://www.professionaljeweller.com/trust-and-goodcustomer-service-motivates-millennials-to-buy-jewellery-instore-study-finds/

Vince Rath
Vince Rath is the owner of Optimum Retail Solutions,
a coaching and operations improvement company
dedicated to independent jewelry retailers. If you’d like
to know more about ORS or how they might help your
company improve its results, feel free to contact him at
vince@optimumretailsolutions.com or at 801-907-1650.
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10 TIPS FOR KEEPING
YOUR JEWELRY BUSINESS

SECURE

By Larry Spicer

There are many potential risks that may occur within your jewelry business. One of the main
risks is robbery and theft as they pose a real threat to your jewelry business and can result in
significant losses. Make sure your jewelry store security is strong all year long.
Neglecting security measures early on could leave your business exposed during times of
the year when crimes against jewelers tend to escalate. Plus, not getting in the habit of
security best practices will only get more difficult to change as the year goes on.

Here are 10 tips to keep your business secure when it comes
to preventing crimes that can easily go unnoticed.

Prevent grab-and-run thefts.

1

Only show one piece of jewelry at a time.
Thieves posing as customers may try to make
sales associates feel guilty for not letting them try more than
one piece on to compare. If that happens, put something on
yourself and compare side-by-side.
For those that are exceptionally persistent in trying on multiple
items at once, Jewelers Mutual Group has created tasteful
showcase signage that make customers aware this practice is
a security measure required by their insurance company. Visit
info.jewelersmutual.com/order-security-materials to get yours.

Document and share
suspicious incidents.

2

Create a running document or spreadsheet
that can easily be searched and filtered by
date, incident description, or any other variables you’re
tracking. Reviewing your surveillance footage daily is much
less costly than an insurance deductible or replacing stolen
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merchandise. It’s also smart to have code word or phrase as an
alert to your staff that something is suspicious.
Whenever you encounter any suspicious activity on your
premises tell your staff, crime prevention network, and local law
enforcement. Be sure to report it immediately to the police and
inform the Jewelers’ Security Alliance (JSA). This organization
can assist law enforcement in determining whether similar
incidents have occurred in your area recently and can even
identify thieves before anything happens. The JSA website
is a great place to find crime information and assistance for
the jewelry industry. Visit their website at jewlerssecurity.org
or follow them on social media for the latest crime alerts and
prevention information.

Open and close your business
with two or more people.

3

When opening the store, one associate should
enter the premises while the other observes.
The associate unlocking the facility should immediately lock the
door after entering. Then, this individual should conduct a full
walk-through of the premises, looking for anything suspicious.

The other associate should watch from a safe distance with a
cell phone ready to call police if the need arises. Only after
receiving a pre-established “all-clear” notification from the first
associate, the second associate may enter — again locking the
door behind him/her — and assist with opening safes and/or
vaults, setting up display cases, and preparing for the day’s
business.

Meet and greet every
customer that enters
your business.

4

6

While safes and vaults are critical to limiting the amount of
merchandise stolen in burglaries, criminals have proven time
and again that, if given enough time, they can compromise
the most durable of security equipment. That’s why your alarm
— and your relationship with your alarm system provider — is
so valuable.
Contact your alarm system provider to ensure that your alarm
is providing the protection your business needs.

Say hello to every customer who enters your store and make
direct eye contact with them. Even if you’re busy with another
guest, you should still go out of your way to offer a quick and
friendly greeting. This immediate acknowledgment could be
enough to tell any potential thief that your staff is alert and
attentive, making your store a difficult target when it comes
to crime.
Also, keep your eye on groups of three or more customers
entering your store. People rarely shop for jewelry in large
groups and these individuals could be casing your store or
working together to commit a distraction or sneak theft.

Make sure your showcases
displaying valuable
merchandise are strong

Verify every alarm
signal with your alarm
monitoring facility.

5

enough to withstand a smash-and-grab
robbery. Sophisticated criminals will case jewelry businesses to
determine the easiest path for committing their crimes. They
will know the layout of the building, where the most valuable
merchandise is located, the exact value in each showcase, and
even how much force is needed to break the showcase glass.
By having a well-constructed showcase with resilient glass,
you can limit — or even completely prevent — the loss of
merchandise during a smash-and-grab robbery.

Require multiple forms of
ID with check transactions, 7
one being a photo ID.
Compare signatures carefully from all forms of identification to
ensure they match and keep a copy or write down the information.

Don’t post photos that reveal
the layout of your store or

8

merchandise displays anywhere online. This
includes social media as well as resources that your customers
may use to find you such as Google My Business or Yelp.

Keep as much merchandise
as possible in your safe or 9
vault overnight.
Sure, it’s more time consuming at the close and opening of
business, however, you’re not fooling criminals by simply
throwing a blanket over your showcases.

Larry Spicer

Vice President, Loss Prevention and Risk
Management Services, Jewelers Mutual® Group
Larry Spicer joined the leadership team of
Jewelers Mutual Group as the vice president of
Loss Prevention and Risk Management Services
in 2019. Larry has over 20 years’ experience as
a security professional, having held leadership
positions at Aurora Healthcare, Home Depot, and
Kohl’s. Most recently he was the Director, Public
Safety at Aurora Healthcare in Milwaukee,
WI, responsible for the development and implementation of security
strategies and procedures to safeguard over 70,000 team members.
Larry maintains Jewelers Mutual’s high level of loss prevention excellence
and puts commercial lines policyholders first.

Make sure you and your
10
entire staff are up to date

on all things security by visiting the Jewelers Mutual Clarity
blog at www.jewelersmutual.com/clarity-blog.
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Kelly Waters Hits A Sweet Spot
Kelly waters recently introduced two collections that hit
popular gift and self-purchase price points.
Black Label by Kelly Waters. These classic and elegant sterling
silver rings from fit that need beautifully. They’re easy to wear
and even easier to sell. MSRP $99.95
Bella Cavo by a Kelly Waters sterling silver birthstone bracelets
make memorable and meaningful gifts. Beautifully made In
Italy and adjustable for a comfortable fit. MSRP $114.95.
For more information call 800-647-7017.

The fifth option is an 11-piece
Memory Forge men’s display
featuring personalized accessories
such as knives, a wallet, cuff links,
and more. The final option is a
7-piece personalized pet display
featuring actual pawprint, nose print
and 3D pet photo jewelry. With
purchase of the lighted locking
tower, jewelry retailers will also
receive a free All-In-One Android
Tablet Fingerprint Scanner. A
separate digital marketing screen
can be purchased which provides
additional marketing support for the
entire Kin & Pebble line including
the men’s Memory Forge line.
To inquire about all display options
from Kin & Pebble, please call 253358-2399.

Artistry, Ltd. New Products Supplement
Artistry has announced the release of a new products catalog.
The 25-page supplement includes Artistry’s newest products
in Precious Color, Semi-Precious Color, Diamond, Gold and
Sterling Silver. Special pieces from the Limited Edition and
One-of-a-Kind Collections are also featured. The easy-to-use
advertorial layout provides a quick and straight-forward way
for customers to peruse the latest offerings. Priced to match
Artistry’s catalogs, the new products supplement can be used
on the sales floor, as well.

New Color Options for Kin & Pebble Tower
Kin & Pebble’s popular 3-in-1 tower displays have a brandnew additional color option available. The new color is a
very subtle, pastel green that accentuates almost any décor!
The tower display is modular and allows you to choose any
combination of 3 displays from an available list of 6 display
options.
The first display option showcases an 11-piece combination
of fingerprint, handwriting and photo jewelry. The second
option is a 13-piece wedding themed personalized jewelry
display. The third jewelry display option is an 8-piece baby
themed personalized display. The fourth option is an 11-piece
cremation jewelry display.
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“Artistry is entered 2021 with
great optimism,” said Susan Klemt
Williams, Artistry’s Vice President.
“Our team has worked tirelessly the
to continue to provide our customers
with a new offering of high-quality
products at affordable prices. We
believe that many of these items will
quickly earn the coveted status of
“best-seller” in no time!”
To learn more about Artistry, Ltd.
and gain access to their catalog
and new supplement, please visit
www.artistrylimited.com.

Evocateur Gardens Collection
Joris Hoernagel, noted Flemish artist, didn’t lack imagination
when he created this unique piece of art. The craftspeople at
Evocateur have taken his masterpiece and combined it with
22k gold leaf and enamel to create this gorgeous Pink Tulip
cuff. From the Gardens Collection, it’s two inches wide and
hand made in the USA. Also available in one and a half width.
MSRP $378. For more information call 203-956-0705.

Select has also announced the return of their Tucson Show
in 2022. The exciting new Tucson event will be held at the
luxurious Westin la Paloma Resort in Tucson, Arizona on
January 30-31, 2022.
The Select Tucson schedule of Sunday and Monday, January
30-31, 2022 is ideal for better retailers coming to Tucson. It
does not interfere or overlap with the main Tucson gem shows,
such as AGTA GemFair, that open on Tuesday, February 1st.
Select Tucson provides buyers the opportunity to meet with
well-known fine jewelry designers and manufacturers before
the other shows for better use of their time.
Retail Jewelers interested
in attending a Select show
can register online at
www.selectjewelryshow.com

Select Expands Two Sold Out Fall Shows
With the Select Jewelry Show September event in Dallas still
months away already sold out Select has added two Salons
to deliver additional top-tier brands to the Southwest’s retail
jewelers. Increased demand necessitated expansion of their
popular October show at the Mohegan Sun Resort and Casino
in Connecticut.
The 2021 Dallas show marks the 11th anniversary of the
founding of Select. The shows cater to better manufacturers
and designers, and the jewelers they serve.
Select Shows are “right size” trade events that run for two
days, Sunday and Monday, featuring 55-65 of the most popular
lines and prestigious brands. Select provides the retail jeweler
with comfort and convenience while working with nationally
recognized fine jewelry designers and manufacturers.
Complimentary breakfast and lunch and a fabulous cocktail
party are available to all attendees.
The 2021 Select Show schedule encompasses the Ritz-Carlton
in Dallas, Texas - Sept 12-13; Mohegan Sun Resort & Casino in
Connecticut - Oct 3-4, and Marriott Marquise in Washington,
DC - Nov 7-8. There only a few open exhibitor spaces in the
Washington DC show.
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Brevani’s New Spring Styles
Floral motifs are always popular and these mini diamond floral
studs are the perfect everyday earrings. These 14kt white gold
earrings feature 0.22ctw of diamond. MSRP: $930.
These paperclip earrings add movement and tons of sparkle to
any outfit. These diamond-accented link earrings feature 14kt
yellow gold and 0.30ctw of diamonds. MSRP: $1,410.
Brevani’s popular pave paper clip earrings are also available as
a pendant. The link-inspired pendant features 14kt yellow and
0.41ctw of diamonds. MSRP: $1,530.
For more information
visit www.
colormerchants.com
or call 800-997-8780.

year of confirmed silver jewelry sales growth. Survey results also
confirmed silver as a top performing category for fine jewelry
retailers, driving sales and maintaining margin, especially
during the holiday selling season. Additionally, 89% of retailers
expressed optimism that their silver jewelry sales will continue
to grow over the next several years.

Highlights from the 2020 survey include:
• 42% of the jewelry retailers surveyed said their silver jewelry
sales increased in 2020.
• 52% of those reporting an increase said their silver jewelry
sales increased between 11% and 25%.
•
52% indicated their Holiday 2020 sales of silver jewelry
increased over the 2019 holiday season.
• Silver jewelry delivered the best-maintained margin during
the holiday season in 2020 – more than twice that of any
other category (43% silver compared to 19% diamond, 17%
bridal, 16% gold and 5% platinum).
• 39% of respondents said silver jewelry experienced the best
inventory turnover rate (followed by diamonds at 29%, gold
at 15% and bridal at 13%).
• Surveyed retailers reported their silver jewelry sales, as a
percentage of their overall jewelry sales, averaged 34% of
their unit volume and 27% of their dollar volume.
• 41% said their online silver jewelry sales increased compared
to the prior year.
• 50% of retailers said that they increased their silver jewelry
inventory in 2020 an average of 19%.
•
The age group buying the most silver jewelry is 20-40
according to 51% of the retailers.

Silver Jewelry Sales Up Again
In the United States silver sales showed strength and resilience
in 2020, and abundant optimism for the category in 2021.
Survey Shows silver jewelry having best-maintained margins
and strong year-over-year holiday growth.
Despite unprecedented, pandemic-related retail challenges,
according to a recent survey conducted on behalf of Silver
Promotion Service (SPS), 42% of retailer respondents reported
an increase in silver jewelry sales and of those, 52% reported
double-digit sales increases. This marks the twelfth consecutive
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• 89% of retailers say they are optimistic that silver jewelry
sales will continue to grow.
SPS Director Michael Barlerin commented, “The Silver
Promotion Service is pleased that silver jewelry continues to
grow in importance for American jewelry retailers, maintaining
double-digit sales increases and strong margins, despite the
challenges related to the COVID-19 pandemic. We are also
excited by the robust expression of optimism for silver jewelry’s
continued future growth.”
The research, conducted was fielded in February 2021,
marking the 12th consecutive year that SPS has commissioned
such a survey.

AGTA Announces Two Shows for 2021
The American Gem Trade Association (AGTA) announced the
production of two shows for 2021. The AGTA GemFair™ Las
Vegas show will take place August 24 – 26, 2021, at the Encore
Resort. Originally scheduled for June, AGTA GemFair™ Las
Vegas was put on hold until new dates and a location could
be confirmed. “We’re excited to be able to produce a muchneeded show for both our exhibitors and our buyers,” said
Douglas K. Hucker, AGTA CEO. “While this will be a one-year
location, the great thing is we are in the same resort complex
as the COUTURE Show and the Las Vegas Antique Jewelry
and Watch Show.”
The Wynn-Encore Resort will truly be one-stop shopping for all
of your colored gemstone and jewelry needs. While each show
will have separate registrations, AGTA will honor COUTURE
and LVAJWS badges. “After such a hectic year, it was important
to AGTA to provide a safe marketplace for our businesses,”
said Ruben Bandra, AGTA President. “We will work closely
with Encore Resort and local health officials to make sure all
safety protocols are in place for the show.” Registration for
the GemFair Las Vegas can be accessed at AGTA’s website:
https://bit.ly/3vxw4zi
The second show from AGTA will be a new one – AGTA
GemFair™ Denver will take place September 18-21, 2021,
in conjunction with the Hard Rock Summit. AGTA GemFair™
Denver will be an integral part of Sparkle & Joy, a section
of HRS dedicated to fine gemstones, fine jewelry, and
extraordinary gemstone objects. “We are especially thrilled to
start a new GemFair in Denver this year,” stated Hucker. “It’s in
a beautiful location, and the timing is perfect for stocking up
for the holiday season.” Registration for GemFair Denver will
be accessible at AGTA’s website soon. More details to follow
for the Denver show when available.
For exhibition information or other questions, please email
shows@agta.org
The dates for the 2022 AGTA GemFair™ Tucson are February
1 – 6, 2022.
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BriteCo and GemFind Introduce Insurance Quote
Shopify App for eCommerce
GemFind Digital Solutions, the leading provider of web
technologies and digital marketing for the jewelry industry,
and BriteCo the innovative jewelry appraisal and insurance
provider, announced a new instant Insurance Quote Shopify
App exclusively for GemFind members and BriteCo jeweler
partners.
Free to jewelers using the Shopify ecommerce platform,
the Instant Insurance Quote Shopify App provides an easy
and painless way for online jewelry businesses to offer their
customers immediate insurance coverage for their purchase
when they check out.
Customers simply check a box on the Shopify ecommerce
checkout form to receive an instant quote for an insurance
policy directly from BriteCo as shown here.

Retail jewelers can learn more about the Instant Insurance
Quote Shopify App at www.brite.co/shopify-app or download
the app directly at https://apps.shopify.com/briteco
“As more retail jewelers are choosing the Shopify ecommerce
platform to help boost their sales,” said Alex Fetanat, founder
and CEO of GemFind, “we are pleased to be introducing this
added customer convenience with BriteCo.”
GemFind is the jewelry industry’s single source for online
services tailored specifically for your jewelry store- from awardwinning websites, Shopify Apps (including DiamondLink®,
RingBuilder®, JewelCloud®, Stuller Shopping Cart ), inventory
integration, to comprehensive digital marketing strategies
that drive traffic in store and online. Besides the free Shopify
App for insurance, BriteCo also offers GemFind members its
cloud-based appraisal system software free of charge. Along
with marketing support materials and incentives, the BritCo
free appraisal system helps jewelers save time and generate
additional revenue.
“By joining forces with GemFind,” according to BriteCo
founder and CEO Dustin Lemick, “we can give our jeweler
partners additional resources of knowledge, expertise and
technology they can use to manage the digital transformation
of their retail businesses.”
For more information on membership and other services, or
for details on the strategic affiliation with BriteCo, contact
GemFind at info@gemfind.com, or call 800-373-4373. BriteCo
jeweler partners should contact jeweler@brite.co or call 312809-9100 for more details.

Sapphire River Resumes Sapphire Mining in Montana
Sapphire River Inc. will resume mining its vast sapphire and ruby
deposit, situated in Dry Cottonwood Gulch, Deer Lodge County,
Montana, according to Tom Lee, Sapphire River President.
Mining is anticipated to resume in late May, subject to the
Montana winter thaw. The company’s rich sapphire and rubybearing property was previously owned and mined by Gem
River Corporation. The company is fully vertically integrated, in
so far as it cuts and polishes 100% of its gem production in Sri
Lanka and in Germany. The majority of stones will be marketed
directly to jewelry designers and manufacturers worldwide.
Exceptional stones, larger than 10 carats, will be sold through
international auction houses.
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The company’s mineral deposit produces blue, green,
white, pink, orange and yellow sapphires, as well as rubies.
Gemologically, the orange stones produced are true
padparascha. The largest stone produced to date from the
deposit was 39.41 carats. Approximately 40% of the gems
mined are not heat-treated or enhanced. Sapphire River will
heat-treat the gems requiring it, utilizing its proprietary heattreatment processes.
Sapphires and rubies produced from this deposit are of
exceptionally vibrant colors, with wonderful internal clarity.
For more information contact Tom Lee at 616-438-5269 or at
gemholdingsmt@yahoo.com

IJO Launches New Website
The Independent Jewelers Organization (IJO) announced
the launch of their new website on – www.ijo.com. The new
website features a fresh, updated look and feel, as well as a
variety of other features for the benefit of the membership.
The new features include:
• Making it more user-friendly
• Making it easier to navigate
Creating ease of use on mobile devices
• Making it easier for the consumer to “Fine Your Local
Master IJO Jeweler”

THE

RETAIL JEWELER

|

53

• Utilizing testimonial & video to explain the IJO Member
Advantage to consumers, retailers and vendors alike
According to IJO President & CEO Jeff Roberts, “We put a
great deal of effort into getting everything just right, and we
hope our members enjoy the new format and all the changes
we’ve made to our website. We look forward to hearing any
feedback they wish to share!”

IJO’s website administrator, Barbara Bazar, added, “As with
any new website launch, we know there will be things that we
may have missed with our testing. Should you notice anything,
please contact me at barbara@ijo.com.”
In early March of 2022 IJO will be celebrating 50 years of
improving the businesses and enhancing the lives of its
members. Their next conference will be August 13-17, 2021, at
the Marriott Downtown in Kansas City, MO. For information on
membership please contact Penny Palmer at penny@ijo.com.
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