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ORGANIZATION
begin this editorial with a suggestion for
you to be sure to read the article “HPHT
Is Here To Stay” in this issue of the magazine.
Written by Bob Glask, a diamond dealer
located in Los Angeles, who specializes in HPHT
diamonds, his article provides an interesting
background and a history of HPHT that is useful
in understanding the current state of affairs in the
jewelry industry. Specifically, I refer to the salting
of diamond parcels with HPHT or lab-grown
diamonds, commonly called synthetics.

the challenges the economy and the industry face,
this is one development that needs immediate,
substantive attention. The last thing the industry
needs is the next diamond crisis where consumers
are led to believe by the consumer media that
their diamond may not be “real.”

I

Several years ago, when the commercial HPHT
development first came to light, a prominent firm
in the industry took the position that technology
advances cannot be held back. While technology
advances do occur, over time they come to be
accepted. These changes have and will continue
to impact the jewelry business and particularly
the gemstone segment unless there is a strong
sense of a moral compass within the industry at
every level, because ultimately, the consumer will
be affected.

Where Is
The Moral
Compass?
By Frank Dallahan

The fact is that HPHT diamonds were submitted for grading to
GIA without notifying GIA in advance that the diamonds sent
for grading were treated is perhaps the first notable example of
the lack of a moral compass. This situation caused a righteous
uproar in the industry and was the issue of the day. Over time,
HPHT has come to be an accepted product in the market just
as treatments to colored stones are now an accepted reality
in most circles. However, then as now the industry demanded
that such diamonds and gemstones be so identified as lab
grown or lab created to the consumer.
As time moved along and more science was applied to making
diamonds, we now know that laboratory-grown diamonds have
progressed along the development line and are becoming more
and more visible and viable in the marketplace. This progress
has led to the hot topic of the day today in the diamond industry,
salting Lab grown/HPHT diamonds in diamond parcels with
natural diamonds without identifying them to buyers.
Over the past two weeks in conversations with colleagues at
the GIA Career Fair and later in Los Angeles and New York
revealed that this is growing and serious question within the
industry. Rob Bates, JCK’s diamond editor, reported this week
(October 23) that Rappaport has issued a trade alert warning
that synthetic melee is now regularly being sold, undisclosed,
alongside natural diamonds. And again on October 25, Bates
in his on-line story wrote, “The diamond industry seems to be
on the verge of a possible crisis.”
Chaim Evan-Zohar similarly in two separate pieces on synthetics
being mixed with naturals in his Diamond Intelligence Briefs
wrote first about the plague and in his October 17th story
wrote about the plague becoming an epidemic.
This is a serious development that, left unchecked, will once
again bring the jewelry industry’s integrity into question. Given
8
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Diamond dealers all over the world state that
they are focused on fixing this problem. Speaking
with Vansant Mehta, a past president of the
Indian GJEPC and the Indian representative at
the meetings of IDMA at the World Federation of
Diamond Dealers told me that the GJEPC is very
concerned and thoroughly investigates claims
of HPHT diamonds being included in parcels.
He stated, “There are big teeth in India’s system
of accountability enforcement” when violators
are judged to be guilty of deliberate actions
involving misrepresentation. He said the concept
of “name and shame” meaning public exposure
have serious and significant consequences on
deliberate offenders.

The core problem is the difficulty and cost
involved in identifying HPHT diamonds. Sophisticated and
expensive equipment is needed to identify these diamonds
according to Ronnie Vanderlinden, current President of DMIA.
Vanderlinden told me “Imagine the cost of inspecting each
diamond in a parcel of melee with hundreds of diamonds. The
cost of inspecting each diamond is roughly $12.50 each. The
economics just don’t work.”
As with most industry problems, the buck literally stops
with the retail jeweler because the retailer is the one that is
responsible for communicating the required information
related on gem enhancement to the consumer. At the very
least, until a reasonable cost effective method is found to
distinguish natural from synthetic, the only option available
to the jeweler is to require your diamond suppliers to state on
their invoices that “the goods contained in the shipment are
natural and untreated.”
This requirement, in effect, should move the responsibility
back up through the supply chain to the manufacturers who
should have the capability to segregate natural from synthetic
diamonds at the front end of the channel.
Wouldn’t you know that DeBeers footprints are all over this
situation as a major producer of synthetic diamonds and the
producer of the best equipment to determine natural from
synthetic? Where is the moral compass?

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

CONTROL

TURN! TURN! TURN!
(To everYTHInG
THere Is a season)
“Give to Caesar what is Caesar’s……..” A biblical
reference cited to Jesus when confronted by the
Pharisees and questioned on the subject of paying
taxes - Matthew: 22:15 22. It seems that he too paid
his fair share, and possibly less grudgingly so than
some people today. Wouldn’t it be wonderful if
we could also find some small joy and gratitude in
paying our fair share of either Federal or State taxes?
Let’s hope that the result of reading this month’s
column might have us all humming a few bars of, An
Ode to Loving the New Federal Estate Tax Law, in G
Minor. Really now, has the author of this article lost
his mind – not for a minute!
As we close the books on 2013, we should all rejoice
in the many advantages that our politicians have
handed down to us via the 2013 Federal Estate Tax
- IRS code changes. No doubt that someone will
be tickled pink when now completing Form 706.
Although I might be speaking somewhat tongue in
cheek, there really are some beneficial advantages
written into this new law. First off is its magnitude.
Congressional action pushed the exemptions at
a federal-level up over 500% from where they
would have reverted. This is followed closely by the
preservation of unification, portability & exclusion
provisions and last but not least, Ta Daaaaaa –
permanency. Yes I know that nothing’s certain except
for death & taxes, but these new laws are more
permanent than those previously on the books.
Allow me to share a brief description as noted by
the Internal Revenue System, “The Estate Tax is a
tax on the right to transfer property at one’s death. It
consists of an accounting of everything you own or
have certain interests in at the date of death. The fair
market value of these items is used, not necessarily
what you paid for them or what their values were
when you acquired them. The total of all of these
items is your “Gross Estate.” The includible property
may consist of cash and securities, real estate,
insurance, trusts, annuities, business interests and
other assets.” -www.irs.gov.
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By John A. Politi

Magnitude of Lifetime Gift & Estate Tax
Exemption Changes
When confronted with the sunset provision that existed under
the previous law, our leaders realized that without congressional
action the federal gift & estate tax exemption would have reverted
to its previous level of $1 million. Upon the expiration of these
pre-2013 tax laws, they voted to make the $5 million exemption
permanent – even allowing for it to be indexed to inﬂation. Thus
the 2013 exemption is $5.25 million. Now that figure should
go a long way in covering most of us ordinary citizens of this
great republic. And while the estate tax rate for gifts above that
amount is now 40%,
up from the 35% rate
of 2012, that tax rate
is still much lower than
the 55% top rate that
would have been in
place had the gift &
estate tax rules been
allowed to expire.

Uniﬁed Treatment of Gift & Estate Tax
The 2013 tax law maintains the unified treatment of the gift
and estate taxes, which means that the exemption may be
used for lifetime gifts or bequests at death. Gifts made during
your lifetime will reduce, virtually dollar for dollar, the estate tax
exemption at death. The preservation of a unified exemption
provides tremendous opportunity to transfer wealth to others,
such as children and grandchildren, as individuals and married
couples can continue to make gifts during life, tax-free. In
doing so, those making a gift may reduce their future estate tax
exposure, not only by the amount of the gift, but also on the
future appreciation of the gift.

>> Continued to Pg 12

CONTROL

TURN! TURN! TURN!
(To everYTHInG THere Is a season)
During these economically challenging times, any asset with
a temporarily depressed valuation may make an attractive gift
selection. This is especially true when considering the potential
to appreciate tax-free over time.

New for 2013 – The Portability of a Spousal
Estate Tax Exemption
When one spouse dies without using any or all of their federal
tax exemption, the unused portion may be transferred to the
surviving spouse by the executor of the deceased spouse’s
estate. This means that in 2013 a married couple can together
transfer up to $10.5 million tax-free.

Annual Gift Tax Exclusion
Available again is the annual exclusion from the gift tax. This
annual exclusion is the amount that each person can give
to another person without counting against the lifetime gift
tax exemption. In 2013 the exclusion is $14,000. Please do
not confuse the annual exclusion with the gift and estate tax
exemption of $5.25 million.
This year a married couple with a child can give up to $28,000
to that child - $14,000 per parent. This amount will, not count
against their $5.25 million lifetime exemption. Many times a
parent or grandparent uses this annual exclusion to fund their
children’s 529 College Saving Plans. In addition, the annual
exclusion can be “front-loaded” for 529 Plans – this allows for
giving up to five years’ worth of the annual exclusion in the
current year. Thus an individual could give up to $70,000 in the
current year ($14,000 X 5), and a married couple could give
up to $140,000. Front-loading several years’ worth of annual

gifts allow for greater annual compounding without those
same moneys in their own accounts being exposed to taxes
on interest, dividends and/or capital gains. The only caveat is
that you are not allowed to make additional gifts to that same
person for the next four years without reducing the unified gift
& estate tax exemption amount.

Stability in Gift & Estate Tax Law Reduces
Unpredictability
Perhaps the best thing about the new gift & estate tax law
is its permanency. As I stated earlier, while nothing is ever
permanent, at a minimum the new law operates without a
sunset provision.
As I’m writing this column (October 16) approximately 6 hours
remain before the US Government enters into default on its fiscal
responsibilities. We have been experiencing a government
shutdown for over two weeks now – mainly affecting those that
can least afford it. It seems that every time we make progress,
the political gridlock in Washington, D.C. slaps us in the face
and pushes us back again five giant steps. We’d like to think
that more good things might be awaiting us this New Year, but
I have my doubts. Our politicos in Washington just kicked the
can down the road again regarding funding the Debt Limit – to
January 15. So this holiday season let’s try and rejoice for any
good reason we can find. One good reason might be for the
2013 Estate Tax Law, but I’m sure that we’ll find several other
reasons even more meaningful and gratifying. As my mother
always shared, “home is where the heart is.”
Cheers to everyone this holiday season – May you and your
families usher in a healthy and prosperous New Year.
Author’s Note: Please consult with your CFP®, CPA, Registered Investment
Advisor, Investment Advisor Representative, 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 Financial Advisor with Main Street
Financial Solutions, LLC, and Managing Director of
their offices located in Harrison, NY. John’s team
provides comprehensive and customized, Fee-Only
financial planning, consultation and investment
advisory services for individuals, families and
businesses. Since 2011, John has volunteered his time
as the Executive Director of the New York City-based
Jewelers for Veterans Foundation, a 501(c)(3) nonprofit, dedicated to connecting US Military Veterans with training, financial education
& employment in the jewelry industry. He is a member of The Twenty-four Karat Club
of New York. John welcomes your input and can be contacted at, jpoliti@msfsolutions.
com, or telephone (914) – 517-7574, fax (914) 517-7577.
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PLANNING

…and with it comes a large amount of work but the potential for the best profits of the year.
Like any potential windfall however it comes down to the key work being done in advance. If you just
rock up on December 1st and expect everything to happen you may well be disappointed.
Now’s the time to get organized and with that in mind here are our helpful tips to help make your
December trade more profitable and less stressful than its been in the past

seT YoUr December bUDGeT.
You’ll get what you aim for and if you aim for nothing then
you won’t be disappointed! Even if setting a sales goal isn’t
something you practice for the rest of the year then at least do
it for this month.

GeT THe sTaff onboarD.
Have a meeting with the troops and get them excited about
what December can achieve. Set some incentivized team
targets for them to aim for. You can afford to be generous this
month as the reward is worth it. Have a staff meeting where you
tell them what your plans are for December and just how you
intend to get there. Staff members want to feel they are part of
something. Keeping them in the dark doesn’t serve a purpose.

orGanIZe YoUr marKeTInG Well In
aDvance.
Know what promotions you are running and what media you
are using to promote. Get the ads drawn up now. You don’t
need advertising reps bothering you with last minute proofs
during the busiest time of the year. Get it all sorted and breathe
deeply knowing you’ve checked that box.

cHecK YoUr InvenTorY levels.
Do you have enough of the product that will sell well? Do
you have spares or the ability to reorder these pieces quickly?
What old inventory do you have that is “getting in the way”
and what can you do to free it up and replace it with new
product that might sell well?

fInalIZe THe rosTers.
Have you got enough staff? Do you have everyone allocated
to their days? Are you opening any additional hours over the
festive season and if so does your marketing say that? You don’t
need to be sorting last minute roster issues during December.
The best plan is to allocate everyone’s times then ask them to
organize swapping among themselves if the days and times
don’t suit. This saves you getting involved in the process.

fInalIZe DeaDlInes.
What is the last date for taking in repairs ahead of December
25th? When is the cut off for special orders?
14
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By David Bwown

cHecK YoUr fInance comPanIes
TUrnaroUnD TIme.
If you have to wait for customer approval on larger purchases
you need to know if the finance company will be slower getting
back to you at this time of year and make provisions. Nothing
is worse than losing a sale because the finance company drags
their heels.

maKe sUre YoU Have PlenTY of
consUmables.
Nothing worse than having the cash register tape run out and
you can’t find a replacement when there is a horde of people
standing in front of you! Likewise basics like ribbons and
wrapping paper need to be ordered now not when you run
out! You can always carry the spares over but you don’t want
to be caught short.

rUn some sTaff TraInInG.
Make sure the staff is up to date on the product you are planning
to sell. Have them identify “go to” pieces that are highly
profitable and can be used as an option to show customers
(read men!) who have no idea what they want to buy
As the old saying goes if you want to chop down a forest full of
trees you need to spend a certain amount of time sharpening
the axe. Your axe will never need more sharpening than at this
point in time. What you do over the next 20 days will be crucial
to your success in December. Use the time wisely and you’ll
reap the rewards. Squander it and you may have a festive
season that is more about opportunities missed.
The choice is yours.

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
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KEYWORD RANKING IS DEAD
According to the measurements from my own data center,
Google brings 81.5% of the visitors to retail jewelry websites.
Prior to September 2013, you were able to track the keywords
people searched for in Google to see how they found your
website. Google is now hiding those keywords and we won’t
be able to see them in reports anymore.
In other words, you can’t correctly measure your ranking results
for specific keywords because Google will block 81.5% of them.

Google brings

81.5% of the

visitors to retail
jewelry websites

%

5
.
1
8

Google will
block 81.5%
of them.

This is part of an evolutionary step in how the internet works
and will continue to grow. Prior to this, you could hire someone
with the directive that you “want to rank for engagement rings,”
and they would use all the latest search engine optimization
methods to do that. Search engine optimization (SEO) is the
process of adjusting words on your website or adding content
so search engines understand how to organize your site in
their index. The person you hire to do this for you is commonly
called an SEO Professional or SEO Pro.
By hiding all keyword data Google is forcing business owners
to stop worrying about specific “things” they want to rank for,
and instead focus on what the business is passionate about.
What is your passion? Why did you go into business for
yourself in the first place? It’s this passion that now needs to be
portrayed online. You may be passionate about custom design
jewelry, or helping a young couple discover their engagement
rings, or helping someone pick out the perfect 40th wedding
anniversary gift. You should think of each of these passions as
“topics” of information that you can add to your website.
Although keyword ranking is now dead, you can still rank for
topics. I’ve been using this strategy of topic ranking for a while,
and I find that the best method is to fully explain what you do
and how you do it. As an example, don’t simply say that you
provide jewelry appraisals; instead you need to dig deep and
explain why your jewelry appraisal process is different than
anyone else’s. Different doesn’t always mean you have to say
16
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By Matthew A. Perosi

you are “better,” but rather, it’s how
your process specifically works.
You can also tell stories about how
you helped one of your customers.
For those of you creating your own
content, with blogs and videos,
you now need to tell those stories
so the reader understands why that
customer came to you and how
you helped them.
If this is starting to sound like a lot of extra work for your already
busy schedule then you need to hire someone to help you. But
you can’t just hire anyone who says they can get your website
ranked. With the transition from keyword ranking to topic
ranking, the agency you hire will need to learn a lot about you
before they can do their job. They now need to be your SEO
partner for the long term.
The SEO Pro will do all the creative work as long as you
educate them fully about your business, and as long as you’ve
taken the time to find out what they need and actually provide
it to them. As your SEO partner, they will work on building
your online identity with the same passion you would. This is
labor-intensive when done correctly. Ultimately, you’ll be able
to measure the number of visitors coming to your website
based on these new topics. Instead of looking at reports that
show keyword popularity, you now need to look at individual
web pages. Popularity of a single page means that that page is
ranking well for the topic written about.
This new topic ranking strategy is going to take longer, which
translates into more money paid to your SEO Pro. Don’t be
lured in by cheap SEO Professionals because they are either
outsourcing to people who will never understand your business
or they simply don’t understand how much time this will take.
This is something that can’t be ignored. With this drastic
ranking change, you will eventually lose any search results
ranking you currently have. Change your strategy soon before
your competitors figure this out too.
Matthew A Perosi
Matthew Perosi is the Founder of the Jeweler
Website Advisory Group (jWAG), a research
team devoted to reporting how jewelers
can use websites, mobile technology, and
marketing trends to further personal and
jewelry store goals. A library of articles, videos, and an archive of jWAG
daily email “Nuggets”is freely available at www.jwag.biz. Matthew
invites your feedback at matt@jwag.biz.
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HPHT IS HERE TO STAY
Editor’s

NOTE
HPHT
(High Temperature,
High Pressure)
treated diamonds
have been part of the
diamond industry for
a number of years
now. Increasingly,
there are stories of
these diamonds as well
as laboratory grown
diamonds appearing
in diamond parcels
offered to retailers.
Regrettably, the sellers
do not always identify
these diamonds.
Once again this
situation brings home
the importance of
knowing your diamond
suppliers. Trust and
integrity have long
been hallmarks of the
reputable. Ultimately,
it is the retailer’s
responsibility to tell
the consumer whether
a gemstone has been
treated. The liability
rests on the retailer’s
shoulders, so it would
be wise to issue a
policy statement to
your suppliers that as
a condition of your
purchase, the vendor
warrants all the
diamonds in a parcel
are natural. Or, in the
case of treated or lab
grown diamonds that
they are separated and
so identiﬁed within
the shipment.
18
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By Robert Galask

A short history of the innovative process of the development of HPHT diamonds with answers to
questions you may have or your customers may ask.
“I let the fire out. I took my cylinder and unscrewed it while it was still so hot that it punished
my hands, and I scraped out the crumbling lava-like mass with a chisel, and hammered it into a
powder upon an iron plate. And I found three big diamonds and five small ones,” excerpt from
The Diamond Maker published in 1927 by H.G. Wells.

HPHT DEVELOPMENT
1953

Twenty-six years later, in 1953 ASEA, SWEDEN’s major electrical manufacturing
company produced synthetic diamond in Stockholm Sweden. Using a bulky apparatus
designed by Baltzar von Platen, the discovery, however was kept secret.
The international race was on to discover a method to produce man-made diamond.
General Electric had started research in the 1940’s but had shelved the project during
World War II. The research was rekindled in earnest shortly after the war. GE scientists
knew that if they were going to succeed in synthesizing diamond they needed to
invent a new press to supplement their task. This led to the invention of the wellknown “belt” press. Additional presses evolved from the tetrahedral, to the BARS, to
the cubic press. The most complicated and the most expensive presses used today
are the Cubic-type presses. These presses build up pressure of 70 Kbar per square
inch, at a temperature of around 2500°C.

1954

Dr. H. Tracy Hall, a researcher for General Electric, achieved the first commercially successful
synthesis of diamond on December 16, 1954.
“My hands began to tremble; my heart beat
rapidly; my knees weakened and no longer gave
support – I knew that diamonds had finally been
made by man.” – Dr. H. Tracy Hall

1955

Dr. H Tracy Hall and his Cubic Press

GE made a fortune from this discovery; Tracy Hall received a 10 dollar US Savings
Bond as his reward. This gave rise to an industrial man made diamond industry that
for decades was represented by two main players, GE Super abrasives and De Beers
Industrial Diamonds. In 1955, a year after his invention of manmade diamonds Dr. Hall
founded Novatek.

1999

In 1999 Novatek, a Provo UT manufacturer of industrial diamonds accidentally
discovered that the HPHT process could change the color of diamonds. The company
formed Nova Diamond Inc. to market the process.

2001

However in 2001 Nova Diamond quit the HPHT gem business because of what the
company’s leader, David Hall, characterized as the underhanded practices of dealers.
The company refused to be party to this deception.

2003

In 2003, Sundance Diamonds, now known as Suncrest Diamonds, a subsidiary of US
Synthetic, began offering HPHT diamond enhancement to the trade. Currently Suncrest is the largest HPHT diamond processor in the United States.
>> Continued to Pg 20
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May 1999 “The Integrity of the industry is at stake”
On March 1, 1999 Pegasus Overseas Limited (POL), a new
subsidiary of Lazare Kaplan International Inc. (LKI), announced
“an exclusive agreement under which POL will market natural
diamonds that have undergone a new GE process that
enhances certain characteristics of select natural gemstone
diamonds.” This shocking announcement caught GIA and the
diamond industry by surprise, creating concern as to how this
new process would affect the future of diamond commerce.
In a GIA press release Bill Boyajian, then president of GIA
expressed his misgivings; “GIA has not been privy to the
development of this alleged treatment and to date has
received very little information from the parties involved.
It is usual for GIA to be consulted well in advance by firms
involved in gemstone treatments and I see this situation as no
exception. Early consultation is a vital stage of the disclosure
process. It enables GIA to fulfill their mission to inform and
educate the industry about new developments and to protect
the consumer. Due to such scant information, GIA has yet to
discover any conclusive evidence to identify this treatment.
The specific process is GE’s business; the ability to identify the
treatment and ultimately to identify diamonds treated by the
process is the diamond industry’s business. If diamonds are
treated in any way, then the trade has a right to know- and
ultimately so does the consumer. The Integrity of the industry
is at stake.”

HPHT IS HERE TO STAY
Type I diamond has nitrogen (N) atoms as the main impurity,
at a concentration of up to 1%. They do not affect the
diamond’s color. About 98% of gem diamonds are type Ia:
these diamonds belong to the Cape series, named after the
diamond-rich region formerly known as Cape Province in
South Africa, If the nitrogen atoms are dispersed throughout
the crystal in isolated sites, they give the stone an intense
yellow or occasionally brown tint. In nature, the rare canary
diamonds belong to this type, which represents only ~0.1%
of known natural diamonds. These nitrogen rich stones can be
changed from brown to green and yellow. The ultimate color
depends on the type and amount of nitrogen content and the
temperature employed during the HPHT process. Rarely, low
nitrogen type 1b brown diamonds can yield purplish pink.
Type II diamonds have very few if any nitrogen impurities. Pure
type IIa diamond can yield “bubble gum pink” or white. These
diamonds make up approximately 1.8% of gem diamond. Type
IIb diamonds, the rarest of all, account for approximately 0.1%
of gem diamonds. They are always electrically conductive and
usually display steely blue or gray color in nature. Type IIb
contain boron atoms scattered within the crystal matrix. Very
rarely Type IIb can occur as browns stones, and it is then that
HPHT can change them to blue color.
The following graph shows which chemistry may produce
which colors with HPHT treatment.

HPHT PROCESSES: THERE IS A
DISTINCTION BETWEEN USING IT
FOR GROWTH OR ENHANCEMENT
Growth of synthetic diamonds takes place in the following
way: carbon is placed in a graphite capsule, a seed is inserted
on which the diamond crystal will grow and a catalyst is added
that enables the crystallization to form. It takes at least two days
for 1ct rough to grow and multiple crystals can grow in one
capsule. The necessary conditions for transforming graphite
into diamond are 55Kbar and a temperature of 1400-1500°C.
The HPHT process is also applied for color enhancement or
color alteration of natural diamonds. Each diamond type will
respond in a different manner to this process. Diamond type
is the most significant factor in predetermining what color a
diamond will become when exposed to HPHT.

DIAMOND TYPE 101
Why some diamonds turn white, yellow, pink or green…
Diamond type is a method of scientifically classifying diamonds
by the level and type of their chemical impurities. Diamonds
are separated into four types: Type Ia, Type Ib, Type IIa and
Type IIb. The impurities measured are at the atomic level and
so, unlike inclusions, they require an infrared spectrometer to
detect.
20
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Detection of HPHT enhanced diamonds
1) All fancy colored diamonds should have verifiable
certification from a major gem lab. Traditional gemological
equipment is no longer adequate to identify natural diamonds
from enhanced or man-made. Accurate distinctions must now
be made using expensive high tech laboratory equipment.
2) Clean white diamonds should have a certification from
a major gem lab or at the very least a written statement
guaranteeing natural. This includes diamonds in both large
and small sizes. Your dealer should stand by his product.
>> Continued to Pg 22
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3) If you don’t know your diamonds then know your dealer and
hope he knows his diamonds. Even the savviest dealers today
are unable to keep track of what is and what is not natural. On
a recent buying trip to India, I discovered a fair percentage of
my half-carat and smaller diamonds were manmade. All stones
were Type II, which is still the predominant type for synthetics.
Since I am actively looking for Type II, mine is a particularly
precarious endeavor.
Typically wholesale diamond buying is conducted through a
buying office that in turn contacts a variety of brokers. I have
requested that my Indian buying office keep track of the
source of each and every purchase no matter how small. All
our brokers have been informed that any synthetic or treated
diamonds found in our purchases will be considered fraud and
will be returned and/or reported to authorities. I suggest that
retailers make the same requirements of their dealers
4) If you are buying uncertified diamonds from the public,
invest in a shortwave UV transparency tester. Any stones that
are transparent to SWUV are likely type II and need to be
submitted to a major gem lab for further testing.

HPHTdiamonds.com and Beyond…
Sourcing, manufacturing, and selling HPHT diamonds has
been my primary business for the last 10 years. Over the
past decade I’ve seen the process of HPHT treatment and
the general attitudes about the stones evolve. Originally I
bought cut brown diamonds in India and rough stones in
Brazil for processing in Russia. There was a lot of breakage
initially although I painstakingly selected the cleanest stones.
The colors we ended up with were mostly orangey yellow
and yellowish green. Color saturation and tone were not very
predictable. I recognized in short order that I had little control
over this ﬂedgling process. .
Always a staunch advocate of treatment disclosure, I was
disappointed to find many dealers selling HPHT enhanced
diamonds as natural. On one occasion I purchased several

HPHT IS HERE TO STAY
white stones from a dealer in Brazil who swore that the stones
were fresh from his own mine, later to find that they had
previously been HPHT processed in the USA and had traveled
back to a small town in Brazil. These types of occurrences
initially gave our ﬂedgling business a bad name. Additionally I
encountered many detractors of HPHT’s merits. Many retailers
rejected the HPHT processed stones saying that they would
never consider handling “treated diamonds”. I found this
position amusing since they were conveniently ignoring the
fact that nearly every colored stone in the store had been
enhanced in one way or another.
But times change. I learned to become deft at using an FTIR,
which gave me control over color. Suncrest Diamonds starting
processing goods here in the US and became my mentors,
helping me to understand the intricacies of HPHT processing.
With more information regarding HPHT treatment and better
laboratory identification methods, people started to appreciate
the value and beauty of this new product. Ultimately it was the
public seeking beautiful, value priced items that recognized
the advantages of HPHT. They learned that they could buy
more vivid yellows, cleaner whites, rare pinks and greens for a
fraction of the cost of unheated diamonds. In turn, innovative
retailers followed suit to service this new clientele.
Today, most major gem labs can detect HPHT enhancement
and most stones are sold with certificates. As a result HPHT
are entering the mainstream. The demand for HPHT enhanced
diamonds around the world is increasing, as are sales here in
America. The greatest problem confronting HPHT purveyors
in the future will not be lack of sales, but the lack of good
material as demand increases.
History tells us that the introduction of every new gem
product requires time to gain momentum. Heated ruby and
sapphire, Tanzanite, oil and fracture filled emerald, irradiated
tourmaline, blue topaz etc., all had rocky beginnings but
became mainstays in nearly every jeweler’s arsenal. It appears
that HPHT enhanced diamond has begun its uphill trek to gem
industry respectability and acceptance. The newest kid on the
block seems to have found his niche.
For more information please visit my website hphtdiamonds.
com. Please also feel free to email me your questions on HPHT
to info@hphtdiamonds.com.

Robert Galask
Robert Galask graduated from the University of Iowa
and had his gemological training at GIA in Santa
Monica, California in 1978. Since then he has owned
and operated a wholesale trading company (Robert
J. Galask) in Los Angeles, dealing in all types of
gemstones. Hpht has been his primary focus for the
past 9 years. He is a member of the the Diamond
Dealers Club West Coast.
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THE HIDDEN COSTS OF MANUFACTURING
By Ann Arnold

Who remembers the game The $64,000 Question? Well here
it is: “Why are you in business?” I have heard answers ranging
from “to sell jewelry” to “I am following my passion”. Both are
nice answers, but ultimately we are in business for one reason:
to make money! Whether you are a designer starting out, a
retailer getting more into custom work and subsequently
manufacturing product, or a manufacturer yourself, there are
ways to maximize your profits while controlling costs.

Why are you
in business?

to sell jewelry

Insurance
Payroll
Taxes

I am following
my passion

So let’s start with the basics:
Costs are the money you spend to make your product. The
easiest, most obvious, and most likely the largest component to
your cost will be direct materials. That said, there are additional
important factors to consider, including but certainly not limited
to: labor and indirect costs. When calculating
GROSS Profit, remember you start with
Sales and subtract your Cost of Goods Sold.
Cost of Goods Sold is comprised of Direct
Materials, Direct Labor and Direct Overhead
(allocated indirect costs). You need to make
enough gross profit to cover the rest of your
expenses (the rest of the unallocated indirect
costs), and at the end of the day, have a NET
profit (the money you walk away with in your
GROSS
pocket).

Postage

=

When looking at labor costs, there are two
types of labor, direct and indirect. Indirect
Labor is what you pay your support staff
that does not directly get involved with the
actual production of the product, such as
your customer service team or accounting
department. Direct labor is the labor directly
associated with the production of the product.
Sounds pretty straight forward, right? But
if, for instance, you are using an outside
caster, when including labor costs as they
pertain to your castings, consider that not all
outside casters use the same fee structure.
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Proﬁt

Cost of
Goods
Sold

Sales

Direct
Materials

Direct
Labor
Direct
Overhead

Rent

Indirect
costs are
often
overlooked
and
forgotten

Utilities

Some casters include their labor charge
in the price per gram/dwt. Others may
charge for the metal and then add a price
per piece for labor as a separate line item. If
you are manufacturing the product yourself
and casting it, there is still the labor cost
associated with the person that is physically
doing the work, meaning the person that
directly “touches” the piece of jewelry. These
types of labor charges are included in direct
labor. When pricing your product make sure
to capture all the direct costs associated
with producing the product, including direct
materials and direct labor.
Indirect costs are often overlooked and
forgotten. These include any costs that do
not pertain to the direct production of the
product. Some of these costs are rent, payroll
taxes, insurance and utilities. Some of these
costs are easier to distribute than others.
For instance, payroll taxes, when calculating
your labor costs discussed above, make sure
to include all payroll taxes that you have to

pay for the employee such as your portion of social security.
Other indirect costs, such as your rent and utilities, may be
a little harder to allocate. There are many ways you can do
this. Think about the expense you are trying to allocate and
then choose the method for the base. For instance, when
dealing with rent, if you rent a 4 room space and 3 out of
those 4 rooms are used for production, you can justify 3/4 of
the rent towards direct overhead. If however, you are trying
to allocate your health insurance costs, and 2/3 of your total
payroll pertains to direct labor, then you would allocate 2/3 of
your health insurance costs to direct overhead.
Many times expenses such as rent and utilities are what they are.
However, there are indirect costs, that you can try to control.
One such cost is postage. Do you often send product from one
location to another? If so, can you centralize or combine these
packages? Can you email your statements instead of mailing
them? Can you pay bills online? Are you maximizing the use
of your own UPS/FedEx account and having your suppliers use
your number to take advantage of any discounts you may be
getting on your side?
More and more companies today are becoming “manufacturers”
in our industry and joining the established firms. From overseas
companies and designers setting up shop, to retailers doing
custom jewelry work in house, to those that have been doing
this work for close to a century, manufacturing can be a very
lucrative revenue generating stream. However, if not managed
properly, manufacturing can also become a big drain on your
assets. So whether you are an established manufacturing
company or new to the scene, don’t get complacent, keep
reviewing what you are doing and always try to do it better
and more efficiently. Remember, at the end of the day you are
in business for one reason: to make money!

Ann Arnold
Ann Arnold is an expert in manufacturing and
finance. She earned her CPA working for Deloitte,
and was the VP and later CEO of Lieberfarb, a US
based manufacturer of wedding and engagement
rings. This 27 year industry veteran is the founder
and president of the Arnold Advisory Group, LLC, a comprehensive consultancy
dedicated to helping clients increase their efficiency through financial modeling
and analysis, time management and organizational strategies, and best business
practices. To learn more, email ann@ArnoldAdviosryGroup.com.
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HOLIDAY LOSS PREVENTION:
make Your sweetest sales Period loss free
Retail jewelers nationwide anticipate the holiday season like
children waiting for a present, but you’re not the only ones hoping it’s a bountiful season. Criminals are working hard this time
of year, too, and it’s important that you keep up your guard in
the hustle and bustle that boosts your business this December.

SECURING YOUR SEASONAL STAFFING
With a ﬂood of customers looking for that perfect piece
of jewelry, employees are stretched to the max and many
stores hire temporary help for the holidays. Unfortunately,
employee theft is a serious threat. How easy would it be for
your employees to under-ring tickets and keep the difference
or sneak merchandise out the door?
Before hiring your seasonal staff, follow these tips help protect
against employee theft:
accepting applications. Require all candidates to complete a
job application with their signature that grants you permission
to conduct background checks.
Invest in reference checks. Invest time to check references
before extending an offer, per your signed application. You may
also consider standard drug screening for all new employees.
Watch. Listen. Learn. Monitor new and established employees
who handle merchandise, engage in financial transactions, or
have access to computer systems or financial records. Let them
know that you are watching by noticeably checking their work.
reconcile Daily. Check and affirm that your daily receipts
are correct. Price merchandise by stamp or machine rather
than by hand and allow only authorized employees to price
merchandise.
seek agency Help. If hiring doesn’t fit into your busy schedule,
consider using an agency. They can conduct background
checks, administer appropriate skills testing, and handle
compensation.

THROWING AWAY YOUR PROFITS
With additional inventory arriving almost daily, throw-aways
are a common and costly mistake for retail jewelers. When the
store is busy with customers, it’s easy to get distracted while
unpacking shipments.
Encourage your staff to pay particular attention to shipments
this holiday season and watch for:
roaming Inventory. Establish a dedicated shipping and
receiving area to make sure jewelry is packaged and opened
safely. It may help to keep garbage cans out of this area to
avoid jewelry getting accidentally tossed.
one Task at a Time. Stay focused and open one package at a
time. Avoid distractions.
accurate Packing slips. Most shipments will include some sort
of packing slip.. Initial the lists as you unpack the box to ensure
you have each piece.
Double checks. Instruct employees to double-check each piece
of packaging to verify that no contents have been overlooked.
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Unpack, unfold and inspect.

AVOIDING HOLIDAY HEISTS
Remind your staff what they should do in case of a suspicious
incident or robbery. Instruct employees and temporary staff
to trust their instincts, stay calm, follow directions and comply
with all demands.
clunky concealments: Be attentive when customers enter
the store carrying coats or large bags, as these can be hiding
places for stolen goods.
show Time: Show only one item at a time outside of the display
case. A common ploy by criminals is to ask to compare costly
jewelry, grab it and run for the door.
establish a code Word: Your sales team should have a code
word or phrase in place that warns of a suspicious situation. The
word should cue a staff person to visibly leave the store with a
cell phone in hand and wait outside, ready to call the police.
Don’t cut corners: While staffing costs may be at their highest,
it is imperative to have more than one person working at all
times, especially during opening and closing routines.
Nothing puts a damper on a holiday sales rush like falling victim
to a crime. Arm yourself with these and other time-tested
strategies from Jewelers Mutual to protect yourself, your staff
and your jewelry store. Visit JewelersMutual.com and click on
the Business Jewelry Insurance section for more security tips or
call Jewelers Mutual at 800-558-6411.

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.
Since joining Jewelers Mutual in 1980, Sexton has been involved in
the company´s Commercial Lines underwriting and loss prevention
programs. He currently is responsible for developing and executing
activities related to the company´s loss prevention efforts, including
initiating and maintaining key relationships in the jewelry industry,
insurance industry, and law-enforcement community.
He serves on the board of directors for both Jewelers´ Security Alliance
(JSA), a nonprofit association devoted to reducing crimes against the
jewelry industry, and Jewellers Vigilance Canada (JVC), a nonprofit
association dedicated to advancing ethical practices and crimeprevention education in the Canadian jewelry industry.
Sexton has served on the Underwriters Laboratories (UL) Security
Systems Council, formerly known as the Burglary Protection Council,
since 1994 and serves as a corporate member of UL in the insurance
category. He served on the Central Station Alarm Association´s
Insurance Liaison Committee, which assisted in the development of the
Underwriters Laboratories (UL) burglar alarm modular certificate program
and the revised UL standard. He received his bachelor´s degree from the
University of Wisconsin – Stevens Point.
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Parlé

From the Dashing Diamonds
Collection. 14K white gold
pendant features 1.25cts of
diamonds. MSRP: $2,999.99

The natural Tahitian
pearl strands feature an
art deco inspired 14K
white gold, diamond and
sapphire clasp and an
MSRP of $3,999.

Color Merchants
212-682-4788

Parlé
800-635-9800

Color Merchants

Kirchner

Ramon
Pink gold, diamond (dia
0.19 cts)and ebony earrings.
MSRP $3,600.
Ramon Joiers, S.L.
+34-934-343-000
ramon@ramon.es

Yael Design
Custom two-tone gold pendant
features a 42.39 carat champagne
dream cut amethyst, accented with
1.01 carats of brilliant cut diamonds.
MSRP $6,919.
Yael Designs
415-989-9235

Ostbye
1/8 ctw. semi-mount with 1/6
ctw. wedding band. Bridal set
MSRP $2,049. Center stone
sold separately.
Ostbye
866-553-1515
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Fingerprint rings from the First
Impressions collection. Rings are
available in sterling silver and 14K, with
one to 4 prints per ring. MSRP range
from $299 to $4,000.
Kirchner Corporation
800-328-5637

D’Amico
Solid sterling silver and rhodium
plated cross with fixed bail.
Made in Rhode Island. MSRP
$45. Also available in 14K gold.
D’Amico Manufacturing
800-989-5520

Belair Time
Swiss chronograph, 10 ATM,
stainless steel case, genuine
leather and canvas
strap, genuine sapphire crystal.
MSRP $435.
Belair Time
800-223-1654
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Clearly-You
From the Shelby St. Gelais ® Collection.
Argentium silver top and 14K rose gold
plating aesthetic. 1.50 cts. of ﬂoating
color enhanced diamonds. Available in
14K yellow gold and Argentium silver.
MSRP $1,772.
Clearly-You
1-757-351-2594

Frederic Sage
Luna pendant. Black
mother-of-pearl and diamonds
(64 dia 0.41ctw) set in 18K
white gold. MSRP $3,595.
Available in 14K gold.
Frederic Sage
516-482-1424

Phillip Gavriel

World Trade Jewelers

From the Rock Candy
Collection. A large
amethyst framed by
smaller amethysts set
in sterling silver and
18K gold. MSRP $595

Hershey’s Kiss’s earrings
featuring Swarovski® colorful,
cubic zirconias set in black
rhodium over sterling silver.
Pendant available starting
at $199.99 MSRP.
Distributed by Stuller.

Royal Chain Group
866-763-2424

World Trade Jewelers
212-983-0412

Berco
Plum garnets set in rose gold with
champagne diamonds. Pendant
(T32) MSRP $499. Available as a
ring (T33) MSRP $599.
Berco
800-621-0668

Artistry Ltd.
Ribbon Loop - elegant pendant necklace
in 14k yellow or white gold with .20ct.tw
diamonds with an 18” chain. MSRP: $885.
In stock for same day shipping.

JewelPop
This GemDrop™ Collection
heart pendant features Russian
amazonite with sterling silver
and Swarovski Crystal accents.
MSRP (GDA029RA) - $49, bale
shown (GDB020) - $55.
JewelPop
888-431-4484

Artistry, Ltd.
888-674-3250
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William Callahan, 1943-2013
William Callaghan, Chairman of Sterling Possessions/Thistle &
Bee, died on Wednesday, October 9, 2013 in New York after
a brief illness. He was 70 years old. Born in the Bronx, Bill
attended Fordham Prep and Fordham University. He received
his Masters of Business degree from New York University. He
subsequently served in the National Guard at Fort Campbell
in Kentucky.

the original design process to the production of the finished
piece old world craftsmanship is utilized without the aid of
computer technology. Every piece of Steven Douglas Jewelry
comes with its own certificate of authenticity insuring that it
is an authentic Steven Douglas design. To see the complete
Steven Douglas collection visit www.stevendouglasonline.com

Bill enjoyed a long and successful career in the Retail and
Jewelry Industries. After Fordham, Bill began his career with
Federated Stores, where he worked at the Bloomingdales
Headquarters in New York. Bill later went on to establish
Callaghan Associates, an executive search practice in New
York specializing in the Retail segment.
In 1987, Bill co-founded Sterling Possessions/Thistle & Bee,
a fine sterling silver jewelry and giftware company, which he
and his partners built to prominence over the years. With
established offices in New York, Florence, Hong Kong and
Bangkok, Bill took great pride in Thistle & Bee, the firm’s
signature brand, and the extensive private label business
through Sterling Possessions, LLC. He most enjoyed industry
events, often a mainstay at JA, JCK, NY Gift Fair and Instore
Shows. Bill served on the board of Gamco Investors Group
and was a generous contributor to many charities, including
Jewelers for Children. His gentle counsel and considerate
presence will be sorely missed.

Steven Douglas Company Introduces New
Wedding Ring Collection
California based Steven Douglas Company, Inc., designers and
manufacturers of three dimensional figurative Jewelry, proudly
introduce the all new sea life wedding ring collection. For over
twenty five years, Steven Douglas Company established a
worldwide reputation and distinguished itself a leader in this
style of wearable art jewelry by offering unsurpassed quality,
uniqueness and collectability. The complete Steven Douglas
line encompasses sea life, mythical mermaids, ﬂoral, shells,
as well wildlife and domestic animals in exacting detail or
whimsical form. Designs are available in 14 karat gold and in
sterling silver with 14 karat gold accents.”

Kim International Introduces New 2014 Catalog
Kim International is proud to introduce our new 2014 HardBound Catalog. The 280 page catalog showcases all KIM’s
designer collections including Romance® 18kt Diamond Bridal,
LaVie™ 14kt Diamond Bridal, Tesoro™ Diamond & Gemstone
Fashion, Eleganza™ 18kt Gold & Sterling Silver Fashion and
Elan™ Contemporary Sterling Fashion.
In addition, it features our classic collection of popular jewelry
basics in diamonds, gold and sterling silver. Retail priced at

The new diamond and 14 karat gold bridal collection brings
together the harmonious relation between the ocean and the
beautiful creatures within. Each individual piece requires a time
consuming process from a team of artists and craftsmen. From
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2.5x markup, it makes the ideal counter sales tool and puts our
entire selection at your fingertips. Most items are in stock for
same day shipping.
If you haven’t received your complimentary copy yet, please
contact KIM International. 800-275-5555

Jules Borel Collection – A homage to the founding
father of Ernest Borel
Ernest Borel, the makers of Ernest Borel Swiss-made watches,
today announced the release of the solid 18K rose gold,
officially certified chronometer. The model GKR9288-25391BR
is priced at $9,420.- (MSRP). It
features the 9040 Swiss-made
automatic movement which is
officially certified to C.O.S.C.,
displaying the day indication at 3
o’clock. The solid 18K rose gold
case measures 40mm and spots
an open case back showing
a fully finished and elaborate
polished movement. The watch
is delivered with 2 different
genuine
Alligator
leather
straps and numbered C.O.S.C.
certificate.
retro collection I
Combining fashion elements with practicality and Glamour a new
design within the Classics inspired Retro Collection. The model
style GBR8180-28551 (Gents) and LBR8180-28551 (Ladies)
feature a Swiss-made automatic movement with an open case
back revealing the fully finished and polished movement. The
case diameter measure 40.5mm (Gents) and 34.5mm (Ladies)
respectively. Each watch is
delivered with a multilink
stainless steel bracelet
as well as a leather strap.
Through the addition of
Roman numerals and other
classic patterns, this style
within the Retro Collection
achieves
a
perfect
combination of classical art
and modern watch making
technology.
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For more information on Ernest Borel watches call 877-5661824 or visit www.ernestborel.ch

Berco Rhodium Plating Package
The Berco ToolGuys make Plating rhodium a breeze with
their new improved digital Rhodium Plating Package. The kit
includes everything you need to get started :
New advanced 25 amp Digital plating machine (including
leads)
3 600 ml. Beakers with covers
1 Stainless steel anode 1” x 6”
1 Platinated titanium mesh anode 1” x 4”
1 Tivaclean electrocleaner
1 1/2 pint Rhodium plating solution
1 ,4 oz. spool of 18 ga. copper wire
Berco ToolGuys Basic Rhodium Plating Guide
Stock# 45.069
Only $565

Overnight Mountings Releases Four New Catalogs
Overnight Mountings, a leader in mountings and semi mounts
is proud to announce the release of 4 new catalogs this holiday
season. Each of the catalogs represents a different category of
Jewelry: Bridal, Silver, Monogram and Color Stone. The new
bridal catalog features 100 new engagement rings, all with
matching wedding bands. This collection highlights the most
popular styles like halo, vintage, and two-tone settings with pink
gold accents. All of the bridal styles are in stock for immediate
shipment as both semi mounts and blank mountings. The New
Monogram catalog features many new styles including single
>> Continued to Pg 34

and double monogram pendants as well as new initial rings and
Cufﬂinks for men. The Silver Collection has been completely
updated with all the latest fashion trends including a new silver
and diamond collection with excellent price points. The new
Color Stone Mounting catalog, named the “Sophie Marie
Collection” features beautiful rings, pendants, earrings and
ensembles, all of which are available in a variety of different
center stone sizes.

The idea of wearing 2 rings attached by chain is quite unique
and will surely get the attention of anyone wearing one. This
is truly a unique conversation piece and becoming one of
the hottest items for the holiday season. The affordability of
this entire line will entice customers to have the complete
collection with an MSRP of only $179. For your free catalog
please call sales at 877-643-2765 or email sales@midaschain.
com and visit www.midaschain.com

Just in time for the holiday season, each collection is
designed to help close more sales, and satisfy even your most
demanding customer. Overnight is an IN-STOCK company
with return privileges, meaning there is absolutely no risk to
the retail jeweler. We are so confident you will be happy with
our product and services, we offer a no questions asked 10 day
return policy on all stocked items.

X-Ray Fluorescence Instruments Stop Jewelry
Criminals

If you have not already received your set of new catalogs
please call 888.731.1111. You can also log-on to www.
overnightmountings.com to view all of our new styles.

Midas Introduces The Roaring Decades Collection
The Roaring Decades Collection is artistically designed with
retro Art Deco styling. The collection is crafted in sterling
silver adorned with CZ’s. This beautiful collection is available
in earrings, rings, pendants and bracelets. The sterling silver
comes in the traditional color
and is also available with
the beautiful tones of black
rhodium along with a pink and
yellow version as well. The bold
geometric and eclectic shapes
bring the styling of the past to
modern times. The meticulous
symmetrical shapes are a true
representation of the period
that made these styles become
so popular.
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The most sophisticated criminals are convincing jewelers to
purchase what appears to be real gold, but which is, in reality,
just a metal alloy similar to stainless steel. Despite decades of
identification experience, some veteran jewelers continue to
fall victim to this costly deception. Recently, a con artist duped
two jewelers in Kentucky, selling fake gold to both jewelry
shops. One jeweler has more than 30-years of experience. In
San Diego, a similar scam cheated a California pawnbroker out
of $3,000.
How are these con artists able
to fool seasoned jewelers? The
process starts with acid tests
jewelers use to determine
authenticity. When a scam
artist enters a jewelry store
with what they claim is a gold
bracelet, necklace or ring,
the jeweler performs an allimportant acid test. If the test
shows the item is 18 karat
gold, cash is exchanged and
the scam is successful. Even
when a jeweler uses multiple
tests, just to be sure, the result is the same; the scammer exits
with hundreds – even thousands – and the jeweler is left with
worthless metal.
But this scenario doesn’t need to end badly for the jeweler –
with the right tools the scam is quickly and easily exposed. More
jewelers, today, are now using advanced x-ray ﬂuorescence
(XRF) technology, which fits in their hand and performs rapid,
highly accurate precious metals analysis.
XRF technology takes only a few seconds to assess the value
of jewelry, coins and other items containing precious metal.

>> Continued to Pg 36

XRF technology accurately identifies the composition of a
sample by reading characteristic x-rays of the various elements
within the material – a “fingerprint” – produced when the
metal is scanned. The technology analyzes multiple elements
simultaneously, providing fast, nondestructive analysis of all
precious metals and common alloying elements – including
gold, silver, platinum and palladium, as well as common
elements used in counterfeiting of precious metal alloys such
as chromium, tungsten and titanium. It does all this in just a
few seconds without damaging the item being tested, and it
provides a read-out of the gold karat value and the chemical
composition of the sample.
XRF instruments such as the Thermo Scientific Niton DXL
desktop x-ray lab or the Thermo Scientific Niton XL2 handheld
XRF analyzer allow faster, more comprehensive precious
metals analysis than fire assay, with comparable accuracy. XRF
instruments are also faster, less dangerous and more accurate
than a nitric acid scratch test. Thermo Scientific Niton XRF
instruments are also equipped with patent-pending Thermo
Scientific Au/gold Detection & Identification Technology
(AuDIT) software, which quickly ﬂags material that is gold
plated or of a non-standard composition or karat weight. The
AuDIT feature works regardless of the composition of the
substrate, providing an extra level of confidence to the user.

GIA’s Jewelry Career Fair
Attracts Hundreds of
Ambitious Professionals
Nearly 500 hundred professionals at every career stage
packed GIA’s 30-acre campus in Carlsbad October 11, where
27 companies looking to fill hundreds of positions were onhand at the Institute’s annual Jewelry Career Fair & Open
House. The industry’s preeminent recruiting experience drew
crowds for hiring opportunities, one-on-one career coaching
and an array of panel discussions with industry executives,
entrepreneurs and designers.
“There’s really no other event in the industry like this,” said
Susan Jacques, GIA’s newly appointed president and CEO.
“GIA’s Jewelry Career Fair offers a singular view into the
diverse career opportunities, personalities and professional
aspirations in this industry. It’s also a great way to learn how
the global gem and jewelry industry is evolving and growing.”
The event began with “Job Success in Today’s Market,” a
panel presentation moderated by Jacques. Panelists Lex
Graham, retail jeweler at Betteridge Jewelers; Douglas Hucker,
CEO of AGTA; and Dione D. Kenyon, president and CEO of
the Jewelers Board of Trade, offered personal anecdotes and
advice on how to succeed in the industry.

Other Applications for XRF Technology
XRF instruments are ideal tools for many settings including
jewelry stores, pawnshops and even mobile “cash for gold”
services, providing fast, reliable results even in remote
locations. Instruments are available to accommodate smaller
or larger samples, such as silver platters or dinner sets that
may not fit inside a smaller sample chamber, depending on the
needs of the user.

Later in the day, Erica Courtney, designer and president of
Erica Courtney, Inc.; Alishan Halebian, designer and owner
of Alishan; Charlie Herner, CAD/CAM director of Green Lake
Jewelry Works; and Erik Stewart, owner of Erik Stewart Jewelry,
joined moderator Victoria Gomelsky, editor-in-chief of JCK
magazine, for a discussion on “Design to Finish.” The panel
explored the exciting world of design and manufacturing, and
provided insight into careers in these areas of the industry.

Powerful and precise XRF technology is now accessible to
everyone. XRF analyzers are simple to operate, require minimal
training and little to no preparation of samples. They instantly
provide exact gold karat weight and percentages of all
elements present, allowing users to more precisely determine
the value of a piece and eliminate the need for excessive
hedging. Whether in the store or on the go, these instruments
help remove uncertainty in buying of precious metals and can
quickly help add to a businesses’ bottom line.

“Career Fair panelists are dynamic and fascinating professionals
who have taken many different paths to get where they are
today,” said Kathryn Kimmel, GIA vice-president, CMO and
co-founder of the GIA Career Fair. “They demonstrate that
ambition, creativity and a strong sense of ethics are what it
takes to achieve your professional goals, and that there isn’t
one formula for success.”

For more information please contact or at Thermo Fisher
Scientific 617-275-6526.
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Finally, in a lively discussion moderated by Marc Smelzer,
publisher of JCK Magazine and JCK Online, panelists Rebecca
Boyajian, director of communications for Bill Boyajian &
Associates Inc; Au-Co Mai, president and CEO of Emitations.

>> Continued to Pg 38

com; Yancy Weinrich, group vice president of JCK Portfolio;
and Hutton Wilkinson, president and creative director of Tony
Duquette, Inc., focused on “Creative Careers” and some of
the sensational career paths related to gems and jewelry,
demonstrating just how diverse the industry truly is.
Ben Bridge Jeweler, Helzberg Diamonds, Jewelry Television,
Leo Hamel Fine Jewelers, Tiffany & Co. and Zale Corporation
were among the 27 companies recruiting for hundreds of
positions from retail sales and jewelry design to diamond
grading and production. Job seekers had the opportunity to
interact directly with hiring managers and learn first-hand what
kind of skills each company sought.
GIA hosted its first Jewelry Career Fair in 1991 in Santa
Monica, Calif. Since then, the event has expanded and linked
gem and jewelry companies with future employees at nearly
50 events in India, and in Las Vegas, New York and the GIA
world headquarters in Carlsbad, Calif.

Gesswein Hires John Harsh As COO
John Harsh has been named
to the newly created position
of Chief Operating Officer and
Executive Vice President for
Paul H. Gesswein & Co., Inc.
in Bridgeport, Connecticut.
Mr. Harsh has thirty years of
experience in the manufacturing
and distribution of industrial
and consumer tools and equipment, including twenty years
with the former Pratt-Read Tools (now Ideal Electrical), a long
time US manufacturer of industrial and consumer hand tools.
There, he held many leadership positions in sales, marketing,
manufacturing and new product development, eventually
serving as Chief Operating Officer. He earned a Bachelor
of Science degree in Industrial and Operations Engineering
from the University of Michigan in Ann Arbor, Michigan and
a Masters in Business Administration from the Rensselaer
Polytechnic Institute in Troy, New York.
Roger Gesswein Jr, company Chairman stated, “John Harsh
is a welcome addition to our management team providing us
with his exceptional leadership skills and extensive industry
experience. He will be a key factor in our efforts to grow
our business substantially as we enter our second century of
operations.”
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Fruchtman Marketing Promotes Shane O’Neill
Fruchtman Marketing, a leading full-service marketing
communications agency specializing in jewelry marketing, has
promoted Shane O’Neill to the title of Vice President.
In his new role, O’Neill will supervise Fruchtman Marketing’s
digital and social marketing efforts, manage all creative
aspects of the company’s services, spearhead new business
acquisition, and provide strategic planning with emphasis on
agency growth.
“Fruchtman Marketing has long been a leader and innovator
in jewelry industry marketing,” O’Neill said. “As we continue
to expand our services to the national brands, manufacturers
and independent retailers; I look forward to contribute to an
exciting time in our history.”
Prior to being appointed Vice President, O’Neill served as first
an art director, then Director of Social Media, and most recently
as Director of Digital and Creative Services at Fruchtman
Marketing. He brings more than 18 years experience in
brand development, strategic marketing, and interactive
development and e-commerce initiatives.
Prior to joining Fruchtman Marketing, O’Neill served as
Creative Director for Goodwill Industries of Greater Detroit/
Vision Advertising and Creative Director for CI/Sarmiento
Advertising and Design. He graduated from the Ohio University
with a Bachelor of Fine Arts in advertising and design.

Jewelers for Children to Honor Michael Barnes and
Glenn & Susan Rothman at 2014 Facets of Hope

Jewelers for Children will hold the annual Facets of Hope on
Sunday, June 1, 2014 at the Mandalay Bay Resort Hotel Casino
in Las Vegas, NV. During the event, Michael W. Barnes, Chief
Executive Officer of Signet Jewelers and Glenn and Susan
Rothman, Co-founders of Hearts On Fire, will be honored.
The event traditionally celebrates the success of JFC’s fund
raising efforts for the year and commitments to the charity
partners are announced. In 2013, more than 1,600 industry
guests attended during the Las Vegas market events. Both
>> Continued to Pg 40

Help Veterans Find Work.
The Jewelers for Veterans Job Board is Now Open.

Post Your Job Openings for Free.
Do you have a job opening you are trying to fill? Do you know a veteran who
may be interested in working in the jewelry industry? The Jewelers for Veterans
new on-line job board will help connect employers with prospective US Military
veteran employees.
From sales to security, bench jeweler to watch maker, retail or wholesale you are
encouraged to post your job openings. Sign up is easy. There is no charge to
post jobs on the job board and you may post as many as you need.

Jewelers for Veterans is a 501(3)c non-profit organization, dedicated to connecting
US Military veterans, men and women, able or disabled, with training and employment in the jewelry industry. Our mission is to address the high unemployment rates
prevalent among returning veterans by offering solutions within our industry.

JOBS FOR THOSE WHO SERVED

For more information or to contribute please visit
www.JewelersForVeterans.org
©2013 Jewelers for Veterans. All Rights Reserved.

Barnes and the Rothmans have agreed to serve as guests
of honor at the event with the responsibility of assisting JFC
in raising funds to benefit children who are the victims of
catastrophic illness or life-threatening abuse and neglect. Each
year, prominent industry leaders are honored by the charity.
“Mike, Glenn and Susan are all so deserving of this very special
honor.” said Ruth Batson of the American Gem Society, JFC
Chairman. “With their support, 2014 will be one of our most
successful years ever!”
The festivities will begin at 6:00 p.m. in the South Seas Ballroom on
the third level of the hotel, with dinner and the program beginning
at 7:30 p.m. Anyone interested in attending or sponsoring can
contact JFC at (212) 687-2949 or info@jewelersforchildren.org.
Details and participation forms are available at the JFC
website, www.jewelersforchildren.org. The evening will
continue at 9:00 p.m. when the annual JCK Rocks the Beach
party begins and is open to all Facets of Hope attendees.
Jewelers for Children was founded in 1999 by the U.S. jewelry
industry with the mission of helping children in need. Since its
inception, JFC has donated nearly $ 43 million to programs
benefiting children whose lives have been affected by illness,
abuse or neglect through our charity partners St. Jude
Children’s Research Hospital®, the Elizabeth Glaser Pediatric
AIDS Foundation, Make-A-Wish® America, and the National
CASA Association. JFC also provides support to Make-AWish® International, and the Santa-America Fund.
This nationwide success is due to the continuing generosity of
jewelry trade organizations, jewelry and watch manufacturing
companies, jewelry retail stores, individual jewelry professionals
and jewelry consumers.
about michael W. barnes
Michael W. Barnes is the Chief Executive Officer and Director
of Signet Jewelers. He was appointed to the Signet Board
in January 2011. Mr. Barnes joined the Company as Chief
Executive Officer Designate on December 1, 2010 and became
Chief Executive Officer on January 29, 2011. Prior to joining
Signet, Mr. Barnes was President, Chief Operating Officer
and Director of Fossil, Inc., having served in those and other
executive capacities at Fossil since 1985, and as a Director of
Fossil since the time it became a public company in 1993 and
until December 1, 2010. Mr. Barnes is currently a director of
Darden Restaurants Inc.

Signet Jewelers Ltd. is the largest specialty jewelry retailer
in the US and UK. Signe’s US division operates over 1,400
stores in all 50 states primarily under the name brands of
Kay Jewelers and Jared The Galleria of Jewelry. Signet’s UK
division operates approximately 500 stores primarily under the
name brands of H. Samuel and Ernest Jones.
about Glenn rothman
Glenn Rothman is the Founder and Chief Executive Officer of
the diamond jewelry brand Hearts On Fire. Glenn directs and
supervises all aspects of business management, new product
development, and operations for Hearts On Fire. Glenn and
Susan Rothman founded Hearts On Fire in the fall of 1996,
and over the years they have successfully led the industry in a
paradigm shift to branded diamonds.
about susan rothman
Susan Rothman is Principal / Director and Co-founder of the
Hearts On Fire Company, since its inception in 1996. Her
leadership and passion for product perfection, operations, and
inventory production is a driving force for Hearts On Fire brand.

Ann Arnold Announces Creation of Arnold
Advisory Group
Ann Schonwetter Arnold announced the creation of Arnold
Advisory Group, a comprehensive consultancy dedicated
to helping clients increase their efficiency through financial
modeling and analysis, time management and organizational
strategies, and best business practices. Company founder and
president, Ann Schonwetter Arnold, is a 27-year veteran of the
fine jewelry industry. She was formerly CEO of Lieberfarb, a US
based manufacturer of wedding, engagement and anniversary
rings, produced in platinum, palladium and gold. Arnold, who
holds a CPA, is also the CFO of H. Arnold Wood Turning, Inc.,
a premier supplier of wood products that was founded in 1919
and has been supplying quality wood products ever since.

“I am thrilled at the prospect of working with businesses to
help them achieve their full potential,” enthused Arnold.
“Whether it’s navigating the nuances of working inside of a
small, family business, helping a major conglomerate analyze
their inventory or developing a financial strategy for a mid-size
company, I am confident that Arnold Advisory Group will be an
essential resource for any size business.”
Arnold is the former president of the National Board of
Directors of Women’s Jewelry Association and currently the
association’s VP of Leadership Development. She is a Vice
Chair of Manufacturers Jewelers and Suppliers of America
(MJSA), sits on the board of Jewelers Board of Trade (JBT) and
is the Treasurer of the 24 Karat Club of New York.
Arnold Advisory Group is available for long and short term,
project and retainer based consulting services. Services
include, but are not limited to: Strategic financial analysis,
inventory analysis, management strategies, and the creation
of systems that help achieve business goals and strategies.
Those interested in inquiring about Arnold Advisory
Group services please contact Ann Arnold at ann@
ArnoldAdvisoryGroup.com or (201) 248-9824.

Michigan Jeweler Helps Develop and Launch “Buy
and Support Local Shopping”
Becky Beauchine Kulka, owner of Becky Beauchine Kulka
Diamonds and Fine Jewelry announced recently her store’s
participation in a yearlong, Michigan-wide “Buy Nearby”
campaign she helped develop and launch as a board
member of the Michigan Retailers Association. “Buy Nearby”
is a branded campaign sponsored by the Association that
encourages shoppers to buy in stores or order online only
from Michigan retailers. Any Michigan retailer can participate
simply by posting a “Buy Nearby” poster in their window

“Retail sales are responsible—directly or indirectly—for 18
percent of Michigan’s Gross Domestic Product,” explains
Beauchine Kulka. “Approximately one half of every dollar
spent at a Michigan store goes back into the local economy.
Over 850,000 jobs in this state depend directly on retail sales.”
The ongoing initiative launched with “Get Caught Blue
Handed” day, a reference to the campaign’s blue stateshaped logo. Shoppers were caught “blue-handed” in photos
or videos by storeowners, video crews or even shoppers
themselves whenever they made a purchase at a Michigan
store. The visuals were then posted on the “Buy Nearby”
Facebook page.
“‘Buy Nearby’ is different from Small Business Saturday in
several ways,” Beauchine Kulka explains. “Unlike the nationwide
event, this campaign focuses solely on Michigan, and on more
than just small businesses. It also includes Michigan branches
of large multi-state and national chains. The two campaigns,
in fact, are designed to complement each other. Everybody in
Michigan benefits, including its consumers.”
For more information about “Buy Nearby”, visit http://
buynearbymi.com/toolkit/frequently-asked-questions/

JCK Tucson Introduces Themed Buying Days
JCK Tucson’s themed buying days offer
something new for you each day of the show.
Every day select designers, manufacturers, and
brands will offer exclusive show specials paired
with new special events and complimentary
education sessions for a truly customized and unique JCK
experience.
Explore different deals from exhibitors each day to help
you save money. Attend special events and networking
opportunities that you’ve never experienced before with JCK.
Bring along your team to attend daily education sessions to
expand your knowledge and boost your bottom line.
monday, february 3 - finished Jewelry
Shop our finished jewelry themed days for the ideal bookends

Carres • Custom Shapes • Round Brilliants • Oval • Marquise • Pear • Princess • Radiant • Emerald • Trillion • Square • Heart • Trapezoid • Kite • Half Moon • Baguette • Carres • Custom •

and tying their promotions and specials to the campaign.
Posters are available for download and printing from the “Buy
Nearby” website, along with tips for getting the most out of
the campaign.

•

We know your customers
are demanding.

So are ours.
That’s why we send exactly
the diamonds you ask for.

For over 50 years Mr. Baguette has carried a
huge inventory of finely cut baguettes, small fancy
shapes and melee. All our diamonds are accurately
graded and perfectly matched to meet your specific
requirements.
From individual stones to layouts and bag filling we
provide jewelers with:

Matched Sets | Layouts | Replacements
Custom Cutting

Diamonds... Not Surprises.

A Trusted Name in Diamonds for Over 50 Years

800-598-3456

576 Fifth Ave., Ste 601, New York, NY 10036

MrBdiamonds@aol.com

Carres • Custom Shapes • Round Brilliants • Oval • Marquise • Pear • Princess • Radiant • Emerald • Trillion • Square • Heart • Trapezoid • Kite • Half Moon • Baguette • Carres • Custom Shapes •

Round Brilliants • Oval • Marquise • Pear • Princess • Radiant •

Trillion • Square • Heart • Trapezoid • Kite • Half Moon • Baguette

to your week in Tucson—uncover new lines and explore the
latest trends to complete your shopping experience.
Tuesday, february 4 - fashion
Discover the latest trends and affordable collections as colors,
textures, and new materials are brought to life by our exhibitors
presenting fashion jewelry products.
Wednesday, february 5 - silver
Find an array of fine silver jewelry, accessories and more as
we bring one of the most popular areas on the JCK Las Vegas
show ﬂoor to Tucson.
Thursday, february 6 - Design
From ornate products and new techniques to custom pieces
and twists on classic styles—JCK Tucson’s design exhibitors
are sure to provide you with an assortment of collections that
will entice even the most unique customer.
Luxury
Every day, shop LUXURY for high-end jewelry designers
and well-known brands whose collection’s elegance and
craftsmanship are sure to exceed all expectations.
friday, february 7 - bridal
The cornerstone of every store—bridal products at JCK Tucson
offer a wide selection of both the latest trends and classics
in engagement sets, wedding bands, and semi-mounts, at all
price points to present your customers with the perfect pieces
for that special time in their lives.
saturday, february 8 – finished Jewelry
Shop our finished jewelry themed days for the ideal bookends
to your week in Tucson—uncover new lines and explore the
latest trends to complete your shopping experience.

Is it a Diamond or is it Forever Brilliant®?
Charles & Colvard’s popular new Moissanite line challenges the
popularity of conventional diamonds with the announcement
of Forever Brilliant®, the world’s most stunning moissanite
stone, just in time for holiday gift-giving and engagement seas.
Created by Charles & Colvard®, Forever Brilliant® is the world’s
most brilliant gemstone. More brilliant than a diamond and
conventional moissanite, Forever Brilliant® is one-tenth the price
of a comparable quality diamond and requires less investment
to make a more brilliant statement. Forever Brilliant® offers
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consumers the most beauty for any budget including unique
designs for men and women. It is truly an innovative selfpurchase for anyone who wants to treat themselves special all
year round.
At a recent media event in New York City, the nation’s top
bloggers and fashion editors were amazed to see how closely
a Forever Brilliant gemstone resembled a diamond. Guests
were invited to take “The Challenge” to see if they could tell
a diamond among Forever Brilliant stones of similar size. The
results of the Challenge astonished all who attended. Only
one in 49 was able to identify the diamond.

“Time and time again we’ve witnessed the astonishment of
consumers who can’t tell a Forever Brilliant gemstone from
a diamond of comparable size,” said Charles & Colvard,
Ltd. CEO Randy McCullough. “With recent technological
advancements, Forever Brilliant is the finest gemstone we’ve
ever produced making it a perfect alternative to a more
expensive diamond. Since Forever Brilliant’s refraction and
scintillation are off the charts, even professional jewelers have
a tough time recognizing it. In fact, we’ve recommended
jewelers check stones closely with gemological testing to make
sure they can tell the difference between a Forever Brilliant
gemstone and a diamond.”

“I couldn’t actually believe my eyes. The brilliant dazzle of
the moissanite gems makes them the perfect choice for fine
jewelry. All my private clients love them; they work with every
outfit from the daytime drop-off to a dinner date,” says world
renowned fashion editor and celebrity stylist Jacqui Stafford,
who attended “The Challenge” editor event.

With a wide assortment of shapes and sizes, Forever Brilliant is
an ideal diamond alternative for consumers, whether they are
buying a holiday gift or an engagement ring. Set in precious
metals including platinum and gold, the gemstones have
ten percent more brilliance than a diamond and explode
with light and at a cost that is around one-tenth the price of

a comparable quality diamond, the old diamond standard of
three months salary for an engagement ring purchase may
soon be a bygone tradition.
In addition, Charles & Colvard enlisted Harris Interactive to
ask Americans for their thoughts and opinions on gemstones
in an independent survey of more than 2,000 adults. The
survey found a majority of Americans (78 percent) believe
it’s completely appropriate to get engaged with a gemstone
other than a diamond.

Forever Brilliant Jewelry Collection are available from $150 $7,000.
survey methodology
This survey was conducted online within the United States
by Harris Interactive on behalf of Charles & Colvard from
September 10-12, 2013 among 2,028 adults ages 18 and
older. This online survey is not based on a probability sample
and therefore no estimate of theoretical sampling error can
be calculated. For complete survey methodology, including
weighting variables, please contact taylor@cricciocomm.com.

The survey also revealed that:
• Nearly four in five (78 percent)
think the cost of diamonds
probably causes people to
look for alternative stones for
engagement rings.

Valentines Day—Your Second Most Important
Holiday

78%

• Men are more than twice as likely
as women to say at least one
of them (in the couple) regrets
spending too much money on the
diamond engagement ring.
• 60 percent of Americans own,
or have ever owned, a piece of
diamond jewelry.

60%

Retail Jewelers all agree that the jewelry that their customers
purchase is a symbol of their Love. And what holiday symbolizes
Love more than Valentines Day? Jewelers should be stocking
and advertising for their share of the substantial sales and
profit that can be made at this second most profitable holiday
of the year. The 24k Rose & Loyalty Co. makes it easy for the
retail jeweler to offer a price point Valentines Day Gift Package
to their customers with the “Show Your Love 3 Ways” gift set.
The promotion package with gift boxes includes:
• A real rose lacquered & trimmed in 24k gold
• A freshwater pearl bracelet with Swarovski Crystals or a pair
of Swarovski Crystal Sterling earrings.
• A heart shaped box of Russel Stover chocolates.

With a hardness of 9.25, reﬂective
index of 2.69 and luster of 20.4%,
Forever Brilliant’s icy white brilliance
will last for generations. Each gemstone comes with a certificate
of authenticity and a Limited Lifetime Warranty from Charles &
Colvard. A laser inscription on the girdle of stones measuring
larger than 5mm (1/2 carat diamond equivalent) confirms that
each gem meets Charles & Colvard’s high standards.
Made from a patented process that mimics nature, each crystal
is grown slowly, subjecting silicon and carbon to tremendous
heat and pressure for days until a precious crystal of moissanite
takes shape. Each stone is cut and polished by Master
craftsmen, then only the best color and clarity moissanite
gems are chosen to become Forever Brilliant.
Check Charlesandcolvard.com to find Forever Brilliant retailers
or visit www.moissanite.com where beautiful jewelry from the
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The wholesale cost is $46.50 and the MSRP is $99.00. Marketing
support includes ad slicks, counter displays, radio script and an
available custom TV commercial. The minimum purchase of
12 gift sets is a total of only $567.00 which includes six extra
boxes of chocolates. Call 800-843-8131.

American Jewelry Design Council Celebrates 25
years of Design
Interpretations of “Ice” (Alan Revere), “Black & White” (Linda
MacNeil), and “Water” (John Iversen)
The American Jewelry Design Council (AJDC) will showcase 25
years of outstanding jewelry design at the prestigious Forbes
Galleries in New York. The exhibition, “Variations on a Theme:
25 Years of Design from the AJDC”, is open to the public and
will dazzle museum visitors with works from over 40 AJDC
members through February 22nd, 2014.
On view at the Forbes gallery will be a selection of works from
various annual AJDC Design Projects from the very first theme,
in 1996 to the most recent, in 2013. Annually, the council asks
each of its members to create a design project, interpreting
a single concept or theme; the final product is a collection of
unique jewelry pieces joined by a solitary concept. Past themes
include simple conceptual elements such as “Water”, “Spiral”,
“Ice”, and “Flight” imagined into breathtaking masterpieces
made of precious metals, gemstones and unexpected
materials. “The jewelry pieces shown at the Forbes exhibition
have been created over time for the sole purpose of exhibiting
creativity, originality and excellence in design,” says Barbara
Heinrich, President of the AJDC.
“They are purposely noncommercial but rather inspirational
in nature, created by some of the foremost American jewelry
designers alive. Due to the unique nature and concept of the
show, it is sure to excite and inspire its audience.” Since its
establishment in 1988, the AJDC has worked to educate and
promote the awareness of jewelry as an art form. Members

Interpretations of “Ice” (alan revere),
“black & White” (linda macneil), and
“Water” (John Iversen)

THE

RETAIL JEWELER
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of the American Jewelry Design Council are dedicated to
elevating the caliber of jewelry design through educational
activities and to challenging professional jewelry designers
worldwide to actualize their creative potential. This year’s
theme “Wave” delivered awe-inspiring works of art, which
debuted at the JCK Jewelry Show in Las Vegas this past June.
About the AJDC Formed in 1988 by a group of American
designers, The American Jewelry Design Council is a non-profit
educational corporation, which recognizes and promotes the
appreciation of original jewelry design as art.
Up until this time, much of the industry still felt that only
European designers knew how to design original jewelry.
Although American designers had not followed the same
schooling and classic apprenticeship as the European tradition
demanded, many were self-taught creating brilliant, original
designs that went unrecognized. Founding members include:
Whitney Boin, Michael Bondanza, Henry Dunay, Michael
Good, Ron Hartgrove, Jose Hess, Cornelis Hollander, and
Pascal Lacroix. http://americanjewelrydesigncouncil.org

promotional tags and labels are designed to bring special
attention to your merchandise. Promotional tags and labels
are a cost-effective method of stimulating sales... it’s the
professional way to price and promote jewelry and accessories.
New BarTender® software is easy-to-use for thermal transfer
printers. Professional label design software offers benefits of
thermal transfer printing to businesses that currently do not
have bar code printing capability.
Arch Crown’s Thermal Transfer Packages featuring the
Datamax-O’Neil E-Class Mark III-A Advanced Printer. Packages
include everything you need to print tags using your own
computer. The Mark III-A is economical to operate, requires
minimum power, reduces material waste, easy-to-install, easyto operate, and can lower your material costs.
Free tech support is available from authorized factory trained
technicians. For free samples and catalog, call toll free 1-800526-8353 or visit: www.ArchCrown.com

Artists exhibiting in “Variations on a Theme: 25 Years of Design
from the AJDC” include: Sandy Baker, Jane Bohan, Whitney
Boin, Michael Bondanza, Petra Class, Jaclyn Davidson, Falcher
Fusager, Geoffrey Giles, Cornelia Goldsmith, Michael Good,
Sarah Graham, Alishan Halebian, Ron Hartgrove, Barbara
Heinrich, Susan Helmich, Jose Hess, Cornelis Hollander, John
Iversen, Scott Keating, Christo Kiffer, Paul Klecka, Steven
Kretchmer, Pascal Lacroix, Anthony Lent, Linda MacNeil,
Gregory Morin, Jennifer Rabe Morin, Adam Neeley, Mark
Patterson, Kent Raible, Paul Robilotti, Todd Reed, Alan Revere,
Susan Sadler, George Sawyer, Mark Schneider, William Schraft,
Tina Segal, Diana Vincent, and Barbara Westwood.

Arch Crown Introduces New Fall 2013 Tag & Label
and Bar Code Technology Catalogs
The Bar Code Technology catalog is 48-pages featuring a full
line of bar code technology products and over 100-styles of
stock, pre-printed and custom printed tags and labels. Arch
Crown makes your marketing efforts more attractive before,
during and after the sale with custom tags and labels. It’s easy
to let the recipient know where the gift came from, just send
Arch Crown your name and logo and they’ll create a positive
image your customers will long remember.
Turn browsers into buyers this holiday season with Arch
Crown’s promotional tags and labels. Pre-printed and custom
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Robert Bridel & Associates Ofﬁcial Sales
Representative for GLDA

GLDA announced that it has contracted with Robert Bridel
and Robert Bridel & Associates as the “Official Sales”
Representative of GLDA Las Vegas.” “Robert brings extensive
experience and relationships to GLDA Las Vegas and we are

>> Continued to Pg 50
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very happy to have his firm conduct our sales effort for exhibitor
booths effective immediately” said Arnold Duke, President of
Intergem/GLDA.
“Our goal is to expand GLDA Las Vegas to the next level and
we believe with Robert Bridel & Associates will help us to
achieve that goal.”
Robert Bridel has served as President of Gordon’s Jewelers,
Inc., President & CEO of Barry’s Jewelers, Inc. (now Samuels
Jewelers) and Executive Director & CEO of the American Gem
Society. Bridel started Robert Bridel & Associates in 2002,
which managed the Prestige Promenade, a pavilion of over
160 Booths in the JCK Show from 2002 to 2012. “I am very
excited to be representing GLDA Las Vegas and look forward
to expanding the number of quality exhibitors and attracting
more buyers of fine gems and jewelry” said Bridel. “GLDA Las
Vegas is perfectly positioned as both a major attraction to fine
retailer jewelry buyers and as an expanded opportunity for
jewelry designers and manufacturers seeking to get more high
return selling time in Las Vegas during Jewelry Show Week in
Las Vegas”.
For more information about exhibit space in GLDA Las Vegas,
contact Robert Bridel at 702-2566-2872 or email at RBridel@
aol.com.
About GLDA
The Gem & Lapidary Dealers Association (G.L.D.A.) is a
firmly established, successful wholesale gem & jewelry show
promotion company. Established in 1979, our shows have
enjoyed booming success and growth rate. The G.L.D.A.
Shows are unique in the Gem & Jewelry Industry with at least
50% of exhibitors being a direct source of loose gemstones
with the remaining exhibitors displaying the highest quality
finished goods, supplies, mountings and equipment. GLDA is
based in Rockville, Maryland.

Midas Chain Licensed For 4YR Spirit College Jewelry
Midas Chain has been licensed as the official distributor of the
4YR Spirit Collection. The Sterling Silver and Austrian Crystal
college line by Midas is one of the hottest trends on the market.
This is a way for students and others that are loyal to college

sports teams to show passion with unique designs specifically
created with school colors.
The name 4YR Spirit is an abbreviation of “For Your Spirit”
and captures the excitement that fans nationwide show for
their teams. The beautiful collection contains a custom point
of purchase display for jewelers specifically designed for the
college in the area. Some of the items in the 10-piece collection
include a color-matched football, earrings, bracelets and much
more to choose from.
“It’s amazing how loyal and passionate people are about
college team sports. This is something that all jewelers should
have in the showcase and they will be pleasantly surprised
by the enthusiasm of customers. In addition, the pieces are
absolutely breath-taking”, said Roy Merlucci, VP Sales of
Midas Chain.
The unique details and craftsmanship of these collections are
done with the highest level of standards and quality, which
has always been a symbol of an original Midas product. The
complete line includes many unique styles and designs that
can be seen in the new Midas 200 page catalog.
The new jewelry catalog includes earrings, bracelets, chains,
rings and a dazzling crystal line. Some of the exclusive collections
included in this years beautiful counter top reference are
brands such as East2West, Fengari, Roaring Decades, Crystal
Persuasions and Bon collections to name a few.
For your free catalog please call sales at 877-643-2765 or email
sales@midaschain.com. Visit the website at www.midaschain.com

Charles & Colvard to Strengthen Awareness of
Company and Its Brands

Charles & Colvard, Ltd. (NASDAQ:CTHR), the exclusive global
supplier of the moissanite gem, has hired Dian Griesel Int’l.
(“DGI”) to serve as its corporate communications agency. DGI
will work toward the objective of increasing awareness of the
company and its luxury jewelry brands, Charles & Colvard
Created Moissanite® and Forever Brilliant®, as well as its retail
channels, Moissanite.com and Lulu Avenue™.
“With increased demand for our gems, and the tremendous
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success of our Forever Brilliant® moissanite stones, we believe
we have a great opportunity to market our story to all of our
constituents, including retailers, consumers and investors,” said
Randy N. McCullough, CEO of Charles & Colvard. “We have
made great strides improving not only the quality of our gems,
but also our infrastructure, technology and management team,
steps that we believe position us well for continued growth. We
believe DGI’s experience, relationships and creative expertise
will bring us many opportunities to shine.”

female jazz band. Rutherfurd Hall is a 38-room mansion, over
looking beautiful Allamuchy Pond in Sussex County, was built
in 1902 by the Rutherfurd family. The Rutherfurds who were
a socially well-connected family of the era originally built the
mansion as a hunting lodge. Franklin Delano Roosevelt was a
frequent visitor to Rutherfurd Hall.
Photo of jewelers group from Left to Right:

Titanium Takes a New Twist
Edward Mirell’s new ladies cable collection called Tango
features bronze with sapphire accents in titanium cable. The
collection offers great cable bracelets with matching earring and
an adjustable ring. Cable is a great fashion forward collectable
because it is so versatile in a women’s wardrobe. This bold
on-trend design with impeccable quality and craftsmanship is
a look with very attractive pricing from Edward Mirell leader in
contemporary metals. www.edwardmirell.com
Gerry Manning, President Manning International
Aron Suna, President Suna Brothers
Ed Coyne, Co-Publisher The Retail Jeweler
Mort Gershman, Gershman Associates, Executive V.P. Seiko
Watches (retired)
Fred Claar, Claar Brothers (former owner, retired)
Ed Coyne and Helga Coyne

Helga and Ed Coyne Celebrate Their 60th Year
Wedding Anniversary
Helga and Ed Coyne celebrated their 60th wedding
anniversary recently in grand style at the fabulous Rutherfurd
Hall in Allamuchy, Sussex County, NJ. Ed is a Co-Publisher of
The Retail Jeweler. Family and friends joined to celebrate this
very special occasion with Ed and Helga.
Coincidentally, 2013 marks Ed’s 60th anniversary of being a
member of the jewelry industry. Joining him in the celebration
were industry notables including, Mort Gershman, Gerry
Manning, Aron Suna, and Fred Claar.
The evening included cocktails, dinner, dancing and special
entertainment by Broadway star Maurice Hines and Diva, an all
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The advertisers make The Retail Jeweler possible. Please make our
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24 Karat Rose ..................... 27
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800-257-2130
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www.benchmarkrings.com
C G Creations/
Wind & Fire ........................ 55
845-735-7373
www.cgcreations.com
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Goldstein Diamonds............. 3
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International Gemological
Institute............................... 15
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www.jyescorp.com
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www.mbmumma.com
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www.manningintl.com
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Paragon Jewelry Mfg.......... 17
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www.paragon-gem.com
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www.sarablaine.com
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www.stargems.com
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