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Good
Leaders Make
Things Happen
Randy McCullough and I first met when he was the CEO of
Samuels, a jewelry chain headquartered in Austin Texas and
I was the Publisher of JCK Magazine. We had been invited
to a golf outing by a diamond jewelry manufacturer. Golf is a
wonderful sport that allows business people to come together
share some quality time in a competitive sporting activity in a
truly beautiful location. It was the beginning of a friendship that
has lasted for more than ten years.
Over time, both Randy and I “moved on.” He left Samuels
and joined Charles and Colvard the maker and distributor
of Moissanite, as CEO. I had stops at MJSA and the AGS
Laboratories before joining The Retail Jeweler four years ago.
At the time, Randy joined Charles and Colvard, his new employer
had some serious problems that needed a steady hand on
the tiller by an experienced hand with a strong management
background. Going from retail to the wholesale side of the
desk is not an easy thing to do. Although the functions of
management are the same from one business to another, there
are many differences between retail and manufacturing. At its
most basic level management has been defined as getting
things done through other people. At every level, in every
business, people need to know how their work fits into the
whole of that particular business. They need to be able to
communicate. They need to be understood. They need to be
valued and believe they are a part of a strong and growing
team. All this is accomplished through the management team.
It is the leader of the business that sets the direction and tone
of where the business is headed.
I spent a day recently touring the Charles & Colvard facility,
meeting and talking with the management team and many of
the team members of the work force. The pleasant friendly
atmosphere created by the people in the business made a
very positive impression on me. It was a casual relaxed and
friendly environment but at the same time there was diligent
purpose in their activity. People at every level knew and used
first names from the janitor on up to the executive level. The
last time I visited Charles and Colvard the environment was
completely opposite.
Randy brought with him a level of friendly capability and
competence and has performed wonderfully. At a time when the
economy is still struggling, Charles & Colvard has doubled its
8
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workforce, introduced new products, developed new channels
of distribution, and shored up the sagging relationships with
existing customers all by focusing on basics and fundamentals
of doing business.
Among the changes implemented on Randy’s watch is a focus on
the consumer. From consumer advertising to implementation
of social media tools such as Facebook, chat rooms, and blogs
all designed to increase consumer interaction with the brand.
The result is that repeat business is growing. Last Christmas,
the company had 5,000 social contacts. Today, the number has
grown to 35,000! Younger consumers love it. This direction has
allowed a significant increase in story telling to and from the
“bridal market.” As a result, bridal jewelry has become more
important as well. “Bridal, in fact, is going crazy” according to
McCullough.
Retail jewelers, diamontaires and others in the trade interested
in the long term health of the industry need to consider the
fact that the combination of DeBeers departure from generic
advertising of diamonds over the past four years combined with
the growing importance of the green consumer evidenced by
the Millennials purchasing preferences is leading to a growing
consumer interest in other laboratory manufactured products,
Moissanite, for example.
The absence of those wonderful ads year after year showing
special diamond moments in people’s lives is having an effect.
It is certainly not the effect diamond mines, cutters, and
retailers want to see.
The financials of the Charles & Colvard are impressive. The sales
of Moissanite are growing. Over the past four years revenues
have tripled. The company is in a strong cash position and has
no long-term debt. As you may have guessed, there has been
significant insider- buying of the company’s stock (CTHR).
Good leaders make Things Happen.

Frank Dallahan
co-publisher of The Retail Jeweler
Email Frank@theRetailJeweler.com
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HOw ARE YOUR
KPI’S STACKING UP?
By David Bwown

You may know what I mean by KPI’s or you may think I’ve
started speaking a foreign language! Just to clarify, your KPI’s
are your Key Performance Indicators – the important measures
of what’s working in a business. In the same way that your
doctor measures your health by testing blood pressure and
cholesterol as a benchmark of how your health is, your KPI’s
are the indicators of how your business is performing. They
also provide you with the basis of what you can improve in
your business.
There’s an old adage in business – “you can’t manage what you
can’t measure” and like all good time tested sayings there is a
very wise element of truth to it. For many years I’ve advocated
to jewelers the importance of getting feedback and then using
that information to make changes in their activities. There are
a variety of KPI’s in a business, both financial and non-financial.
Your foot traffic for example would be a non-financial KPI but it
is an important measure of the businesses health, and provides
you with an area you need to concentrate your efforts on.
One of the most important financial areas of feedback is what
we refer to as the 4 key performance indicators. This article
will cover two of these indicators – the Average Retail Value
achieved (or Average Sale) and the quantity of items sold.
Together these two factors combine to make total sales as
shown below:

Average Retail x Quantity Sold = Total Sales
It stands to reason then, that the only way to increase sales is
to increase one of these two variables; either a higher average
sale needs to be achieved or a greater quantity of sales.
Let’s illustrate:
Cathy’s store achieves an average retail sale price of $100 and
sells 1000 items per year. This gives her total sales of $100,000
($100 x 1000).
If Cathy wished to increase her sales she has two options:
Increasing her average sale by 10% (from $100 to $110) would
result in an increase in total sales to $110,000 ($110 x 1000)
assuming no noticeable fall in quantity as a result.
Her second option is to increase her volume of sales – let’s
say by 10% again, giving her 1100 units sold per year (1000 +
10% = 1100 units). This would mean sales of (1100 x $100) or
$110,000.
Or better still Cathy could manage a combination of both.
What would happen if she increased her average sale by 5%
10

The Jewelry Business Magazine

from $100 to $105 and her quantity sold by 5% to 1050 units
(1000 + 5%)? Let’s see:
1050 units x $105 = $110,250

Interestingly a 5%
increase in both areas
is better than a 10%
increase in just one
(only by $250)
Interestingly a 5% increase in both areas is better than a 10%
increase in just one (only by $250) but if we looked at larger
percentages this impact would magnify. If I asked you to
increase you’re quantity of sales by 20% you might laugh but
if I suggested you increase your quantity of sales by 10% and
your average retail value achieved by 10% then suddenly it
doesn’t appear as daunting – and the rewards are better than
a straight 20% increase in just one area
By focusing on both areas you are giving yourself a much greater
opportunity to find a strategy that will make a difference. But
before you can do any of this you must first know where you
are – and that comes back to measuring.
So take the time today to look at a year to date report and
determine where your business is at now – then it’s time to
decide what strategy (or combination) you want to use. Once
you have put the strategy in place you then have the ability to
measure the results by checking your monthly reports to see if
the average retail or quantity is improving, and to take action
to change your strategy based on the results.
So how do you measure up?

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 Academy’s management
mentoring and industry benchmarking reports
contact Carol Druan at carol@edgeretailacademy.
com or Phone toll free (877) 5698657
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What in the
World is a
QPRT
Answer……..
???

By John A. Politi

(Qualiﬁed Personal
Residence Trust)

TRANSFERRING
A PERSONAL RESIDENCE FOR
SIGNIFICANT TAX SAVINGS
Many of us in the Jewelry Industry have been fortunate to
purchase a second home. It’s possibly a weekend retreat in the
mountains, maybe one by the seashore, or even a pied-à-terre
in the big city. The location aside, you should be fully aware
of a potentially useful method of bequeathing your castle in
the sand. Although I make reference to a second home, what
follows below can also be applied to your primary residence
as well.
A Qualified Personal Residence Trust or, QPRT, is a special type
of Trust governed by very specific IRS rules and regulations. In
essence, you will gift your home to this Trust, usually for the
benefit of the children, at a discounted value.

The Purpose of a QPRT
Qualified Personal Residence Trusts can provide significant
Estate & Gift Tax savings. The purpose is to remove this asset
from your (the settlor’s) estate with the hope of reducing both
future Estate & Gift Taxes. If the donor outlives the term of the
trust, the residence will
have been transferred
at a lower gift tax value.
The value for gift tax
purposes
represents
the present value of
the house, discounted
for the delay of the
beneficiaries’ right to use
the house and the value
12
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of the donor’s intervening interest. All future appreciation of
the residence during the trust term and thereafter will escape
taxation in the donor’s estate.

Establishing a QPRT
To establish a QPRT, an attorney and a trustee must first draft
an irrevocable trust or trustees must be appointed. The donor
may act as the sole trustee or may nominate someone to act
as trustee(s) on his or her behalf. The length of the QPRT is
established as a fixed number of years, which should not exceed
the donor’s conservatively estimated life expectancy. The
longer the term, the more tax effective the QPRT, provided the
donor survives the term. The QPRT is funded with the donor’s
ownership interests in the property, which are transferred—by
deed—to the trustee(s) of the trust. The trust may not contain
any tangible personal property (furniture, artwork, appliances,
etc.) that is not affixed to the real estate. If the property is
owned jointly, special titling considerations may need to be
addressed before the property can be transferred. Generally,
the donor retains two separate interests in the trust, as follows:
A. The right to use, possess, rent and in all other respects
exercise ownership privileges over the property for the
initial term of the trust.
B. The right to have the property revert to the donor’s
estate if he or she dies during the trust term.
A Qualified Personal Residence Trust (QPRT) provides a way
to transfer a personal residence on a discounted basis, without
the payment of a full transfer tax. A donor transfers a residence
(either a primary residence or vacation home) to an irrevocable
trust, which gives the donor the right to live in the residence for
a fixed period of time. At the expiration of the specified term,
the residence held in the QPRT either may be distributed to
the remainder beneficiaries, who may be the donor’s children,
or it may be retained in the trust for the beneficiary’s benefit.
The benefits of a QPRT are realized only if the donor survives
the term of the trust.

QPRTs: Transferring a Personal Residence
Tax Additional Considerations
The donor must file a gift tax return for the year in which the
QPRT is established. A professional appraisal is required to
establish the fair market value of the residence. The value
of the gift for tax purposes is the fair market value of the
residence, less the actuarial value of the donor’s retained
interests for the term of the trust. Some or all of the donor’s
lifetime exemption for gift tax purposes may be used to cover
the gift of the residence to the QPRT. If all of the unified credit
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is consumed in the transfer, the donor will be required to make
a gift tax payment. A Qualified Personal Residence Trust is an
effective estate-planning tool that may provide significant tax
savings when transferring a residence to heirs. The benefits
of the trust are only realized if the donor survives the term, so
the trust should be structured around life expectancy. Because
each circumstance is unique, individuals should consult with
their attorney or other advisors to determine whether a QPRT
is an effective strategy for their particular situation.

Possible QPRT Outcomes
The trust may be structured so that the property
in the QPRT passes to the beneficiaries
outright or in trust. The donor may provide
that his or her surviving spouse shall have a
lifetime right to live in the residence. If the
spouse predeceases the donor, the property
would pass directly to the beneficiaries. If the
donor does not survive the trust term, the
property is returned to the estate, which puts
things roughly in the same position as if the
QPRT had never been created. In that case,
the residence would be subject to estate
taxes but, since there is a credit for any gift
taxes paid, technically there is no penalty.
Once the property has been transferred to
the beneficiaries, there may be an agreement for the donor
to continue to live in the residence, but he or she will be
expected to pay the fair rental value of the property. If the
donor chooses not to pay rent, or to pay less than the fair rental
value, the beneficiaries will be deemed to have made a gift of
the difference between the fair rental value and amount paid
each year. Paying rent may be a tax-effective way of moving
wealth from donor to beneficiaries.

Capital Gains Burden ???
The effects of a carry-over income tax basis must also be
considered. This concerns the income tax liability to the
remainder beneficiary (ies)
if they sell the residence
either
following
the
settlor’s death or following
termination of the trust.
If they were to take the
residence by inheritance,
it would have an income
tax basis “stepped up”
to its value as of the date
14
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What in the
World is a
QPRT
Answer……..
???

(Qualiﬁed Personal
of the parent’s
Residence Trust)
death. On the other
hand, if the QPRT
succeeds, i.e., if the
settlor outlives the
trust term and the
children take the remainder under the terms of the trust, their
basis will be the same as the settlor’s. If there is substantial
market appreciation over the price the settlor paid, the
increased capital gains tax may well offset the lower gift tax
achieved by the QPRT.

Is the QPRT worth a Discussion?
Perhaps given the currently advantageous Estate & Gift Tax
levies a QPRT may very well be a moot point. So it’s possible
that depending on the value of the asset, the potential Estate
Tax, and your remaining unused Gift Tax that this planning
exercise is unnecessary.
Because the Trust is irrevocable, you’ll want to discuss
everything with your Estate Attorney, CPA and Financial Planner.
That being said, the Trust must keep its own books and file
annual federal and state income tax returns. The expense and
bother of these factors is most certainly a consideration. The
QPRT has been overlooked especially by many “middle-class”
citizens for way too long. Given the rising value of our homes
again (hopefully) back to or close to pre-2007-2009 levels this
tax-planning technique is worth a second look. If not so much
for you, than certainly for your children.
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-Based 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) non-profit, dedicated
to connecting US Military Veterans with training, financial education & employment in
the jewelry industry. John was recently named an Adjunct Professor and Director of the
Action Learning Project, Hagan School of Business, Iona College. John holds an MBA
in Financial Management, MBA-Advanced Certificate in Health Care Management,
Series 65 (Investment Advisor Representative), and successfully completed the
Financial Planning Certificate Program at the Lubin School of Business, Pace University.
He is a Board Director for the Financial Planning Association-Greater Hudson Valley,
NY, an active member of the American College of Health Care Executives, and the
24KT 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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why Financing Matters?
By Regina Leadem

Once comprised of mainly jewelry
and furs, today’s luxury market
encompasses
high-end
fashion,
cutting-edge electronics and mobile
devices, fitness and sports equipment,
automobiles, and art and accessories.
Consumers are moving beyond saving
for a nice watch to budgeting for the
latest and greatest tablet or gadget.
With the luxury market widening, an
important way for jewelers to remain competitive and foster
long-term customer relationships is to offer financing.

staying competitive
Financing plays an important role for luxury shoppers,
according to the second annual Major Purchase Shopper
Study* commissioned by GE Capital’s Retail Finance business.
More than 80 percent of jewelry shoppers begin their research
online, reviewing product styles, as well as promotions and
payment options; and spend 72 days (up 32 days from 2012)
on average, considering a jewelry purchase.
Regardless of the product, merchants who display the
availability of financing throughout their store and website
increase traffic; they discuss financing early in the sales
process to all customers; and drive customers to their store by
advertising that they offer special financing. Customers value
choices, so make sure your customers know financing is an
option you provide without having to ask. This is especially
important, considering that according to the 2013 Study, 63
percent of all jewelry shoppers determine how they will pay for
their purchase before they visit a store, and that the availability
of financing drove their choice of retailer for 43 percent of all
jewelry shoppers surveyed. The findings also confirm that once
shoppers decide on a retailer, they tend to visit that retailer
a few times before making a purchase. In fact, for jewelry
shoppers, 31 percent purchased on the first visit; 26 percent
on the second visit; and 43 percent on the third visit.

making the most of a financing program
Most customers know their monthly mortgage or rent, car
payment, utilities and expendable income. In response, many
automobile and electronics advertisements engage consumers
by promoting these expenses in terms of an affordable monthly
payment. Jewelry merchants can also help their customers
more quickly determine how the cost of an item fits within their
budget by breaking down a lump sum and presenting it as a
calculated monthly payment.

16

The Jewelry Business Magazine

Research shows that giving consumers
the ability to pay over an extended
period can lead to a higher transaction.
Many merchants promote the sixmonth with pay special financing
offer on all sales, and use the longer
promotional terms with a higher ticket.
Another consideration for merchants
is inventory carrying costs. Offering a
promotion on aged merchandise helps move items, creating
open-to-buy dollars for new merchandise that keeps your store
presentation fresh and exciting.

cultivating loyalty

relationships

While some merchants carefully
are the basis
weigh the cost of offering credit,
of referrals
successful jewelry retailers – those
and repeat
who are profitable year after year
business…
– look at a private label credit
card program as a businessbuilding tool that helps them not
just make an individual sale but to
cultivate relationship. Once a card is opened, that customer
has a revolving or open line of credit at your store that can
be used for future purchases. You may be able to regularly
communicate with your cardholders and promote financing as
a store loyalty card or a preferred customer card and provide
special sale information, discount offers, invitations to special
events, birthday wishes and other creative ideas.
Relationships are the basis of referrals and repeat business, and
repeat business is an indication that you have loyal customers.
If you use your consumer credit card program as both a sales
tool and a marketing tool, you can build the kind of customer
loyalty that starts with one sale and can lead to years of repeat
visits and long-term business success.
*The 2013 Annual Major Purchase Shopper Study surveyed more than 3,200
shoppers nationwide, comprised of nearly 2,220 GE Capital Retail Bank
(GECRB) accountholders and 1,001 random shoppers who recently made a
major purchase of $500 or more in 12 segments, including fine jewelry.

Regina Leadem
Vice president of Sales for the Jewelry and Luxury
segment of GE Capital’s Retail Finance business

PLANNING

How-To Hire an SEO Agency
Search Engine Optimization
is the process of refining and
tuning your website so Google
and Bing will be able to fully
read it. This “SEO” should be
part of your initial website design planning and then a continual
refining to keep up with future changes in the search engines.
The SEO process is never ending and it’s best performed by
someone proficient in the fast paced changes of the internet.
Instead of paying the never-ending SEO expense, you could
pay for short term online ads through Facebook or AdWords.
Consider that paid ads stop bringing new business as soon
as you stop running them, but SEO is a long term investment
that will continue to yield results even if you discontinue the
process for 6 months.
SEO is a long term investment because there’s no way to
accomplish it overnight. SEO is more than a plug-in that
you add to your website, and it’s more than a list of specific
services that someone says they will do for you. SEO takes
out-of-the-box thinking with clarity of understanding your
goals and business. Here’s a broad overview of how the SEO
process should work:
1. Analyze who you want your target market to be.
2. Analyze if your website is attracting that target market.
3. Review the customer usability of your website.
4. Discover problems with the site that prevent people
from converting from simple visitors into customers.
5. Establish a long term plan with stages to correct the
problems you discover.
6. Review results of those steps and continue with the
previous plan or improve it.
An SEO agency might take 2 to 3 weeks to complete each of
those steps. The analysis process might take longer if you have
a small number of visitors to your site. It’s harder to analyze
websites with lower visitors because there’s less accurate
data collected. Choosing the right agency could mean the
difference between business success and failure. It might take
months before you realize you hired the wrong agency, so
consider your choices carefully.
Scout for potential agencies by googling “seo for jewelry
websites” or “jewelry website seo.” The results should show
many companies saying they are the best. Here’s how you can
decide which one actually is...
18
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By Matthew A. Perosi

First, only choose those listed organically. Don’t hire someone
because you saw their paid ad in the right margin. Organic
listing proves they know what they are doing.
Next, review all the organic listings on pages 1 and 2 of the
search results. Page 1 will probably have image and video links
which you also need to see because you will also need your
own images and YouTube videos ranked. Watch the videos
and look at the images. Try to find videos and images that are
associated with one of the organically ranked agencies. Again,
this shows that the agency knows how to rank well for text,
images, and videos.
Read all the agency websites explaining their process, which
should mimic the 6 broad steps I outlined above. The more
experienced SEO firms refer to their process as a set of steps
using buzzwords like analysis/discovery, research/planning,
execution/implementation, and reporting.
Don’t hire an SEO agency that proposes any type of grid or
menu of services for you to choose. This presentation tactic
is out of date and it’s designed to confuse you and sound
impressive. In reality you need to understand in simple terms
what their process is and how it will be implemented and
improved over time based on measured success or failure of
their work.
Some SEO firms offer a process with a fast approach to get
work completed then taper off over several months; others will
provide a balanced approach over a longer time. You choose
the approach depending on how quickly you want to see
results. The faster approach will be more expensive but it will
help your store sooner and those paid online ads will be more
affective. The balanced approach might take 6 to 12 months
to really see amazing results.
Take time to evaluate every potential SEO agency. Get to know
them and how they will work with you. Don’t hire them unless
you are fully satisfied because they are as important a choice
as hiring your accountant.

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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Health Tips For Jewelers
By Nathan Gonzalez

We’ve all experienced neck pain, low back pain or sore feet
during the workday. You don’t have to be a professional athlete
or a marathon runner to be under daily stressors that lead to
nagging pain, causing you to reach for the ibuprofen. With the
fast pace of our daily lives, it’s commonplace to experience
soreness. We are a society built of entrepreneurs, weekend
warriors and finding the quick fix. It begs the question—is pain
something we just deal with or are there methods to prevent it?
Do you or your staff sit or stand for
long hours every day? Something
simple, such as good posture is
essential in minimizing pain and
injuries at the workplace. Poor
posture leads to compensation
and dysfunction of the body.
Being in the same postures for
long periods causes muscle
fatigue, imbalance and can teach
the brain improper movement
patterns. Not to mention the pain
associated. Think about how sore
your neck or shoulders have been
after a long day of bench work. Or,
that pinch you may have felt in the
lower back after bending frequently
to move things in and out of cases.

Good posture
is essential in
minimizing pain
and injuries at the
workplace

stay hydrated by drinking
plenty of water. A simple rule
of thumb is the 8x8 rule. Drink
8-8oz. glasses of water per day
(64oz. minimum). If you have a
larger stature, drink more. Stock
the fridge and give reminders to
your staff regularly. Water is vital
for all bodily functions.
Healthy snacks to keep your energy up. Keep on hand a variety
of mixed raw nuts, not roasted or salted, and bananas. Raw
nuts have essential fats that are used by the body quickly. Also,
potassium, being an electrolyte, is an excellent conductor of
The Jewelry Business Magazine
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neural impulses imperative to muscle activity. Standing is
essentially balancing and muscles of the body fire constantly
to stabilize, which takes from your energy bank. So make sure
to be filling it up with good fuel.
Take micro-breaks. This next tip is essential to the sustainability
of repetitive physical activity. Even though standing and/
or sitting for long hours does not require a great amount of
movement, it is still physical exertion, just over a longer period
of time. To reduce muscle tension, take micro-breaks. Outside
of normal break time, take a minute or two every hour. It’s an
intentional pause to stretch typically overactive, tight muscle
tissue that can cause achiness.

So what can you do? These are a few simple tricks to start
promoting on a daily basis in your store to ensure your
employees are feeling good, staying healthy and ultimately
interacting better with your customers.
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Editor ’s NOTE

What stretches should you
be doing? Alternate between
the quadriceps, hamstrings and
calves, if you stand predominately.
Perform a doorway stretch and
focus on the neck and upper
shoulder, if you sit. You can find
tutorials for these stretches on
YouTube. Perform each individual
stretch for 20-30 seconds. Doing
this will revitalize stagnant muscle fibers and may even
boost your mood or reinvigorate your concentration and
attentiveness to your work.
It’s easy to let ourselves to develop small bad habits that
overtime cause us great discomfort. With these small
adjustments to your everyday routine, you can increase your
energy, mood, and overall wellbeing.

Nathan Gonzalez
Nathan Gonzalez is a licensed Athletic Trainer from
Seattle, Washington. He graduated from Whitworth
University in 2011 with his Bachelors degree in
Athletic Training and is currently employed by WorkFit Inc. providing health and well-being services in
industrial work places.
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Las Vegas Show

HIGHLIGHTS
Stuller
As you might expect,
the largest domestic
manufacturer of fine
jewelry had an extensive
collection
of
new
products and programs
spread over their display
in the Plumb Club. Stuller’s goal is to tie everything together
for the independent retail jeweler. Under the theme of Choose,
Change Create, Stuller offered a wide variety of new products.
These include finished goods, diamonds, colored gemstones,
mountings, showcases and a very effective technology
presentation. The basic idea is to make Stuller a one-stop shop
and make it easy for the independent to find what they need
all in one place. Building relationships is Stuller’s goal.

Bridal
Engagement Rings were presented in a basic collection
including solitaires, halos, sculptural, and diamond accents.
The mountings are available in 14k yellow, white, or platinum.
Diamond qualities offered are better and best.
Wedding Rings are offered in both precious and contemporary
metals. Each ring has the style number engraved inside the
shank of the ring making it easy for the jeweler to identify.
Stuller offers a wedding band kit including 96 wedding rings
for a $2500 investment.
Bridal Solutions offers two loose diamonds categories/
programs featuring CrissCut from Christopher Designs and
Signature a new 74-facet diamond.

Men’s Fashion Jewelry
Stuller offered watches, wedding rings, bracelets, leather
products, tie bars and money clips in a nice collection at
attractive price points.

Fashion

The JcK show at mandalay bay Hotel
brought together buyers and sellers from
around the world during the first week of
June. The following is a short summary of
several of the exhibitors’ new products.

Large Gemstone looks in amethyst, quartz, smoky topaz and
blue topaz with rope design accenting around the gemstone
is offered.
Big look lightweight rings were also offered. Designs featured
very attractive pierced looks. Product is available on a 10-15
day delivery period. Retail prices are in the range of $1500.
Birthstone jewelry in sterling silver was featured in a new kit/
display for $1250 at wholesale. Overnight shipping is available.
Licensed Product included Hershey Kisses, Sweetheart, and
Disney.
Cause Marketing product called Tender Voices provides
proceeds to the ASPCA.
Other products presented at the show include the Mosaic
Collection, Teardrop Collection, Granulation new product,
A Fun Collection featuring animals including a ﬂying pig,
hedgehog, a monkey with bananas, scorpion and a snake.
Presented in Vermeil with chain at $97.
Following up on the Stuller campaign Create, the company
offered a full display program including a 6 foot display case,
Counter Sketch, tools, including loupes, tweezers, a CZ kit, and
jump drive. It is a turnkey product that Stuller will design and
install. It is priced at $29,500. Pilot stores will debut in Austin,
Texas this fall. Training in the product’s operation is provided
at either Stuller’s headquarters or in-store.

Royal Chain
Royal Chain is one of the largest, diversified manufacturers
of gold and silver products. At JCK Royal Chain presented a
wide variety of new products at the show. Stilnovo, introduced
earlier in the year, was prominently featured. It is an exclusive
product made in Italy for Royal Chain. Stilnovo is available in
14 karat gold pendants, earrings and rings. It’s a great look
and presents a great value to the consumer. Price points are
range from $100 - $1,000 at wholesale.

Stuller has stepped up attention in its fashion collection.
Product is offered in Sterling silver and 14 karat gold. Price
points range from $65 to $199.
Rose gold is selling especially well.
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Silver Star Dust is a product category in sterling silver, as the
name suggests, and uses a die-cut cutting process to imprint
star designs on the product. Silver Star Dust is available in
bangles, earrings, and necklaces and is priced from $25 - $250.
Philip Gavriel introduced a designer collection of 18 karat
gold and sterling silver bracelets, necklaces, pendants, cuff
bracelets and earrings.
Rock Candy is another new collection offered at the show.
It was well received at the show and features unique shapes
of colored gemstones including amethyst, golden rutilated
quartz, aquamarine, and green amethyst. Shown in pendants
and matching earrings the collection is priced from $120 to
$250.
Organic Stones was another new series shown in pendants,
earrings, and necklaces. The gemstones featured were golden
rutilated quartz and smoky topaz. Prices ranges from $50 to
$175.
The Karisma Collection was also prominently featured at the
show. A new element of the collection was the introduction
of interchangeable designs presented in bracelets, pendants,
earrings, and rings. The use of the inserts allows the purchaser
to coordinate and properly accessorize different outfits.
Last, but certainly not least, was the introduction of a new
catalog. It is a 496 pages four-color catalog that is simply
gorgeous. It is ready for immediate delivery. Jewelers can call
or email a request for the catalog. You can also order one from
the Royal Chain website. For more information please go to
www.royalchain.com

CG Creations
CG offered a new collection of
eco-sustainable recycled metals
and named it the Wind and Fire
Collection. It features a series of
bangles. The company received
an
extraordinary
positive
response to this new introduction
during the show. A portion of the
proceeds from this collection is donated to children’s charities.
Also new for the show was a new collection of sterling silver
and rhodium plated earrings priced from $30 to $129 at retail.
For more information go to cgcreations.com
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Midas
Midas introduced a series
of new sterling silver and 14
karat gold products featuring
love with hearts and faith
with wings. Each collection
has eight necklaces and 8 bracelets. Prices are from $35 to
$75 wholesale.
The Lightly Collection was another new series of fashion
jewelry in sterling silver and 14 karat gold. Made in Italy and
features enameling and sparkles the collection retails for $150.
It is a really nice look.
Riding the Great Gatsby wave, the company introduced Roaring
Cascades featuring slave bracelets and rings connected to the
bracelets done in sterling silver and range in price from $100
- $300.
The 4 Year Spirit Collection is an officially licensed collection of
college jewelry consisting of eleven pieces including necklaces,
earrings and bracelets. Done in sterling silver and Austrian
crystals the collection comes with a display. The display and
product is $500 at wholesale.
For more information go to midaschain.com.

Tresor Paris
A designer brand from Europe, Tresor
introduced a new collection called Circulair.
The collection includes necklaces, bracelets,
earrings, bangles, and hoops. It is attractively
done in sterling silver and crystals.
Tresor also introduced a new watch line featuring 18 different
replaceable bezels that create an entirely different look for the
wearer. The new line is available in 12 different band colors
and retails from $149 to $199. Each watch comes with two
different bezels.
The Moon Collection, another new addition to their line,
features 12 bracelets with various colors of tiger-eye. The
products retail for $149. An interesting feature of the Moon
collection is the bracelet rope pulls apart and adjusts to the
wearer’s wrist size. Several bracelets can be worn together to
create different looks.
For more information go to tresorparis.com

PLANNING

SILVER

JEWELRY

consumer profiles
The following consumer profiles may be used
with when facilitating jewelry sales. They will
help sales staff better serve clients through
an improved understanding of their
interests and motivations.

1 THE
GIFT GIVER
I don’t really know
what to buy my niece for
her birthday. I usually ask
sales staff for advice and
I usually go with what
they suggest.

Goal: To

Give The perfect Gift.

• Tends to be male, purchasing for a female.
• Is a relatively experienced jewelry buyer, though he has little
knowledge of metal qualities. Male shoppers are concerned mainly
with aesthetics and not material or quality.
• These buyers are receptive to well-known brands and tend to be
loyal to those brands. They prefer factory made products rather than
custom work.
• Men also tend to not conduct online research, being more likely to
browse and purchase from a brick-and-mortar jewelry specialty store.

THE
2
FASHIONISTA
There are certain
brands I love and I keep
up with what’s new.
I buy jewelry only
from these brands.

Goal: aspirational,

to live a branded lifestyle

• Tends to be a brand-loyal female purchaser aged 25-34.
• Tends to browse items online or in-store before purchasing.
• Purchases relatively frequently.
• Actively seeks out what she wants when shopping.
• Consumers ages 20-30 prefer plain silver designs.
• Consumers ages 30- 40 prefer silver with stones.
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SILVER

JEWELRY

consumer profiles
The following consumer profiles may be used
with when facilitating jewelry sales. They will
help sales staff better serve clients through
an improved understanding of their
interests and motivations.

THE
3 DIscernInG
sHopper
No matter what,
quality is important
to me.

Goal:

Investment pieces.

• A more experienced shopper who is educated about metals and
stones.
• Prefers brick and mortar shopping.
• Loyal to independent jewelers; prefers custom made, unbranded
products.
• Specific with their needs, will bring sketches or photos of what they
want.
• Tends to be afﬂuent females over 50 years old.
• Shoppers ages 40-50 tend to purchase jewelry with the highest
frequency.

4 THE

nonInVesTor
I like to update my
look frequently and I like
variety, without going
broke.

Goal: To

accessorize specific outfits

• Tends to be an infrequent purchaser, inexperienced about metals
and stones, and under 35 years of age.
• Tends to buy jewelry from the fashion stores where she buys clothing.
• May also shop at chain jewelers.
• Purchases based primarily on aesthetics rather than quality.
• Does not consider purchasing custom pieces.
• Average purchase price is less than $50.
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PLANNING
By David Sexton

Don’t let The Wind scatter Your business Dreams
Betsy … Floyd … Frances …
Hugo … Ike … Ivan … Jeanne … Rita
Do you know what these names have in common? According
to TIME® online, these eight hurricanes are among the 15 most
destructive in U.S. history. Together, they racked up more than
$110 billion (adjusted dollars) in damage.
They share another significant distinction: they all struck U.S.
shores in the month of September. (And the Grande Dame of
destructive hurricanes, Katrina, hit New Orleans only two days
before the beginning of September in 2005, causing more
than $100 billion in damage). This is a perilous time of the
year, especially for businesses operating along the Gulf and
Atlantic coasts.
That’s not to say that all other locations should rest easy.
Although Tornado Alley’s peak season is spring, the threat of
tornadoes remains and can emerge in locations well outside
of the Tornado Alley corridor. Just ask folks who were in the
Washington, D.C. area in September 2001, or were in New
York during September 2001, 2010, 2011, or 2012. Those
communities, along with many other locales ranging from the
East Coast and westward to the Rockies, have seen September
tornadoes.

The path to avoiding Disaster
The paths of hurricanes, tornadoes, and other severe windstorms can be difficult to predict, but your path to preparedness
can start today with a few helpful tips. If you’ve weathered a
storm before, you know that, by planning for the worst, you
have the best chance of keeping your business up and running
when the skies clear.

backup files:
• Your insurance information could be key to your recovery.
Be sure to have a copy of your insurance policies and your
agent’s and carrier’s contact information accessible in case of
damage to your business.
• Back up all the important data on your computer regularly,
especially when a storm threatens.
• Create a copy of your customer lists with contact
information.

Updated Inventories:
• Keep a copy of your latest physical inventory and year-todate printouts of sales, purchases, and other important
records in a secure location, away from the storm.
• Don’t forget to account for customers who have entrusted
you with their jewelry for repair, consignment, or layaway
purchases.
• Catalog your business personal property, such as showcases,
desks, chairs, computers, and equipment. A video of your
store’s contents is a great visual record.
• Contact shipping companies that serve your business, and
have your incoming merchandise shipments delivered to an
alternate location.

contact Information:
• You have a security system for a reason. Be sure you have
remote access to these services.
• Make a vendor list, complete with contact names, mailing
and email addresses, and telephone numbers. Don’t forget
to include your accountant, attorney, payroll service, and
bank officer.
• Update your employee list with phone numbers, mailing and
email addresses, and emergency contacts.
• Gather contact information for cleaning services, contractors,
and realtors in advance. Having this information can get you
back in business.
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sufficient limits:
Sometimes jewelers hamstring their business’s recovery
by having insurance coverage limits that are too low for
replacing their business property in the wake of a disaster.
Remember, when it comes to replacing your showcases,
furniture, computers, equipment, etc., you’ll need insurance
coverage that allows you to replace those items efficiently
to get your business up and running quickly. You might have
acquired many of these items at bargain prices because you
shop closeouts and auctions. But can you replace those items
at those bargain prices quickly and while other jewelers in
your area who’ve been struck by the same disaster are also
shopping for the same types of items? Your best bet is to have
business-property insurance limits that allow you to buy new
replacements and have them delivered quickly.
In light of September’s reputation for severe storms, there’s no
better time to prepare. Jewelers Mutual Insurance Company
provides resources for jewelers’ catastrophe-preparedness
efforts. Download these tools at www.JewelersMutual.com/
DisasterPlans.

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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THESTYLEPaGE
Centurion/Select Preview
Frederic Sage
Gem Platinum

The winner of the Centurion
2013 Best in Bridal. Set with
222 diamonds (2.09 ct).
Available in platinum, 18K and
14K. (Center not included).
MSRP: $8,995.

Spectacular diamond necklace of
18K tri-color gold set with shield cut
diamond (GIA FLP)= 1.55 cts. And pear
shape diamond (GIA LG)= 0.90 cts.br
(fy/si1)= 0.52 cts. 4 kites (fiy)= 1.00 cts
and 2 kites (gh/si1)= 0.68 cts.
MSRP $110,000.
Gem Platinum/
Jeffrey Daniels Unique Designs
800.356.3192

Frederic Sage
516.482.1424

Dilamani
Diamond slice necklace features
48.20cts of rose cut fancy color
diamonds and 9.21cts of round
fancy diamonds set in 18K rose
gold. MSRP $46,500.
Dilamani
516.466.6767

Suna
Beautiful 6.70 ct
aquamarine set in 18K
white gold with 0.56 ctw
of diamonds.
MSRP $13,000.
Suna
212.869.5670

Sethi Couture
415.863.1475
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Eriskay engagement rings by
MaeVona, named after the
Scottish island of Eriskay. 18K
white, rose or green gold,
including 0.14 ctw accent
diamonds (not including center
stone). MSRP starting from $2,700.
MaeVona
1.888.MAEVONA

Sethi Couture
Dramatic marquise shape
earrings with rosecut diamonds
and shaded champagne, pink
and white diamonds, 3.98 ctw in
18K white gold. MSRP: $11,600

MaeVona

The Touch
From the Mariner’s Collection.
14mm 14K cable bracelet,
with 0.50 ctw of diamonds.
MSRP $5,700.
The Touch
781.894.8133

THESTYLEPaGE
Centurion/Select Preview

william August Designs
Bi-color tourmaline
necklace,13.18 ct set with
1.36 ctw of diamonds in
14K gold.
MSRP $23,995.
William August Designs
312.332.2852

Honora
H. weiss

Pop Star Collection bracelets
of sterling silver with 9-10mm
ringed freshwater cultured
pearl with crystal bead.
MSRP $70 each.

Marika Desert Gold collection.
14K yellow gold handmade
cuff set with .80 ctw of
diamonds. MSRP $10,000.
H. Weiss
800.554.9989

Honora
800.223.0440

JB Star

Meira T

A stunning 10.34ct Mozambique
paraiba oval featuring half-moon
diamond sides with micropave.
Handcrafted and set in platinum.
All prices available upon request.

The center piece is a
rough blue sapphire
with rutilated quartz
surrounded by diamonds
suspended on a rose
gold chain and accented
with Meira T charms.
MSRP $2,699.

JB Star
800.223.2277

Mieira T
212.398.0606

Gumuchian

Michael John Jewelry

Large daisy ring cycle ring/bracelet
in 18K with 1 round diamond .05ct
7 1/2 “ Length. MSRP $5,000.

From Deja vu collection. 18K
yellow gold necklace with 1.86 ctw
of round brilliant cut diamonds
and 2.27 ctw of total rose cut
diamonds. MSRP $17,800.

Gumuchian
800. 223. 0774

Michael John Jewelry
213.623.4042
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THESTYLEPaGE
Centurion/Select Preview
Bassali Jewelry

A 4.88 cts octagon rubellite with
sapphires and diamond accents set
in18K white gold. MSRP: $8,000.

Dangling earring with
champagne, black and
colorless diamonds in
18K yellow gold.
MSRP: $6,150

James Breski and Company
800.346.3436

Bassali Jewelry
516.466.2045

James Breski and Company

S&R Designs
Vino message bottle with white
topaz and white diamonds in
sterling silver blackened with 18K
yellow gold. MSRP $1,950.
S&R Designs
856.985.0303

Roberto Demeglio
From the Anaconda collection.
Black and white diamonds set in 18K rose
gold on a stainless steel stretch coil. 12.50 ctw.
wof black and white diamonds. MSRP $25,480.

Beny Sofer
Sofer Jewelry white diamond
dangle earrings set in 18K white
and yellow gold. 3.50 ctw. of
white diamonds. MSRP $7,800.

Roberto Demeglio
212.575.0213

Beny Sofer
212.575.0213

Garavelli
From the Coil Collection
Concentric diamond circle
rings. MSRP from $4,500.
Garavelli
+39 0131 941350
www.garavellialdo.com

Novell
Natural fancy colored yellow intense
diamond (Center Stone 0.71 carats,
side 0.64 ctw.) set in 18K white and
yellow gold. MSRP $11,450.
Novell
732.428.8303
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THESTYLEPaGE
Centurion/Select Preview

Charles Garnier
Artistry Ltd
Vintage inspired diamond (.41ctw) filigree
necklace in 14K rose gold. MSRP $2,045.
Also available in 14K white gold.

“Pegasus” sterling silver petite rope
oval bangle in two-tone finish.
MSRP $285.
Charles Garnier
213.892.0075

Artistry, Ltd.
888.674.3250

Rahmanan

Timeless Designs
Vintage inspired ring using both round and
baguette cut diamonds. .58ct. T.W.
MSRP platinum $ 4,520, 18K $3,610, 14K $3,270

A one-of-kind emerald and
diamond ring set in 18K twotone with accent diamonds.
MSRP: $29,000
Rahmanan Corp.
800.348.4949

Timeless Designs by Jacob & Bryan
800.657.9270

Alisa
From the new Cortona Collection™,
18K gold and silver bangle contains
2.0 ctw diamonds set in a striking
interlocking knot. From Italy.
MSRP $5,500.
Alisa
888.253.6600

KC Designs

Vianna Brazil
Bracelet in 18K yellow gold, set with citrine, rutilated quartz and
diamonds. From the Géométrique Collection. MSRP $8,500.
Vianna Brazil
561.826.1100
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Diamond accordion snake
pendant in 14K gold on
16” chain. MSRP $1,645.
KC Designs
800.552.3790

ORGANIZATION

Trend Spend….
GENERATION

Y

Meet the Millennials

By Andrew Kohler

Millennials are today’s up and coming consumers. The term is shorthand for the Millennial
Generation, which is also known as Generation Y alluding to a succession from Generation X and
Echo Boomers because of the generation’s size relative to Baby Boomers. In the next few years
this group will represent one third of the population.
Born between the early 1980s and 2000s, this group of thirteen to thirty-year olds is the group
you want to be paying attention to. They are the future of the country and your business. In
spite of the fact that many entered the work force during a very rough economic period they are
prolific consumers including luxury goods. This group is much more racially and ethnically diverse
than earlier generations and possibly the most educated generation as well. The group as a
whole is quite socially conscious and not surprisingly they are also the most tech savvy.

Notable with this group is their propensity for “trend spending”. Because of the changes in
communications brought about by text messaging and social media the Millennials are more aware
of trends more quickly. Trend Spend - usually on modest popular price points is a way for the Gen Y
consumer to stay current without spending a lot on a single item. Courting the Trend Spenders can
mean big total dollar sales and increased traffic and awareness in the near term and it is a great way to
develop a prospect base for higher ticket items later on. No generalization is worth a damn, including
this one.
While one of the primary tools of marketing is determining common denominators among a group in
an effort to profile a market segment. This is not easy with the Millennials. They don’t all look or act the
same. While they are tech savvy they aren’t all always on social media, or their mobile device. Another
surprise about the group is they do respond to traditional media such as TV, radio, transit and posters
in malls.
What media to use depends in a big part what you are selling and what
the price point is. To effectively reach this generation requires a mix
of new and traditional media. To effectively sell to this group requires
serious evaluation of your product offerings. They are big buyers of
luxury goods but being an informed generation they scrutinize brands
for quality, integrity and value. They’ll spend a lot but it has to be
worth it.
An item that appeals to a fifteen year old most likely won’t appeal
to a thirty–year old. And a high-end piece is presumably not within
reach of the teen but you need both for your business to thrive. To
evaluate your product mix and see if it resonates with the group create
a grid. Age groups 13-18, 19-25, 26-30 across the top and price points
down the side. Fill in the grid to show areas where you are strong and
categories where you are weak.
Continued on Page 41

This chart courtesy of shullman research center [1] shows how the
effectiveness of various advertising media changes depending on the
age of the afﬂuent audience.

38

The Jewelry Business Magazine

Seducing Gen Y
So in a world in which attention is a rare commodity, what can
marketers do to attract and engage the elusive Gen Y user?
Well, if you want to succeed in ensnaring this group, you’re going
to have to take risks and get creative with your approach. Given that
teenagers have a strong inﬂuence over household purchases (with
13 - 21 year olds inﬂuencing 52% of car choices and 81% of family
apparel purchases [2]), your ability to actively engage these consumers
could mean the difference between the success and failure of your
business.

5 THInGs YoU neeD To KnoW
With that in mind, here are 5 things you need to know about the
Gen Y consumer to win their patronage:

1. CONNECTION
Gen Y kids are more
optimistic and more
socially conscious,
craving constant
communication and
connection with their
peers – hence the
proliferation and
enduring success of
social media.

2. VALUES
Unlike their
predecessors, Gen
Ys exhibit a higher
tolerance for diversity
[5], probably due to
the variety of global
viewpoints they’re
exposed to in day-today life, whether online
or in their increasingly
multicultural peer
groups. They tend
also to be much more
confident and socially
aware, valuing equality
and social responsibility
over the quick wins
and thoughtless
consumerism that
typified the 1980’s of
the Boomers.

In her article “5 Things You need To Know
about marketing To Gen Y Why the traditional
marketing strategies are failing.”
[2] nathalie nahai offers these tips

3. PERSONALITY
This generation values
individuality, as long as
they’re still considered
part of the group.
Unlike some of their
Baby Boomer parents,
they’re particularly
unwilling to trade in
their values for their
image, and being
seen, as ‘fake’ is
generally much worse
than being considered
uncool.

4. LIFESTYLE
Contrary to popular
belief, research suggests
that Gen Ys tend to
lead a relatively quiet
life hanging out with
friends, listening to music,
and yes, even watching
the so-called dying
medium of TV [4]. They
also value convenience,
as exemplified by the
popularity of sites such
as Amazon and eBay that
make shopping as easy as
the click of a button.

THE

5. (DIS)TRUST
Perhaps
unsurprisingly, this
group are generally
very distrustful of
mainstream media,
and cautious of their
personal safety [5] which may explain
why earned media
such as word-ofmouth, peer reviews
and testimonials,
play such a large role
in their purchasing
process.
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Jewelry manufactures have also picked up on the impact of
this important group. The last year saw the introduction of
a variety of new offerings including licensed lines such as
Scrabble® from World Trade Jewelers that compliments their
trend spend success Hershey® kiss. The redesign of best
sellers like the sideways cross from Midas Chain and the new
eco-sustainable Wind & Fire™ from CG Creations. Inspiration
and innovation that appeal to Echo Boomers can also be

found in fine jewelry offerings from Allison-Kaufman, Asher
Jewelry and Parle to name but a few.
Now is the ideal time to start focusing in on this important
growing market segment. The good news is, after you’ve
reviewed your inventory there is still enough time to make
adjustments before the Christmas season. Then use your own
social media network to promote the new trend spend pieces.

In Conclusion
If you’re serious about engaging Gen Y consumers, you have
to give them an experience they’ll want to share. By focusing
your efforts on experiential marketing, and incorporating a

sense of social responsibility and an incentive to share your
content with their peers, you’ll be able to connect with these
consumers more deeply and help win their trust.

[1]

Hedda Schupak (July 10, 2013) Spending Your Ad Dollars:
What Really Resonates With Afﬂuent Consumers.Centurion.
http://news.centurionjewelry.com/articles/view/spending-your-ad-dollars-what-reallyresonates-with-afﬂuent-consumers

[3]

J. O’Donnell (October 11, 2006). Gen Y Sits on Top of the Food Chain; They’re
Savvy Shoppers With Money and Inﬂuence. USA Today.
http://usatoday30.usatoday.com/money/advertising/2006-10-11-retail-teens-usat_x.
htm accessed 12th May 2013

[2]

Nathalie Nahai (May 13, 2013) 5 Things You Need To Know About Marketing To Gen
Y; Why the traditional marketing strategies are failing. Webs of Inﬂuence.
Psychology Today.

[4]

L. P. Morton (2002). Targeting generation Y. Public Relations Quarterly, 47(2), pp. 46 48.

[5]

P. Paul (September 1, 2001). Getting Inside Gen Y. American Demographics. http://
adage.com/article/american-demographics/inside-gen-y/43704/ accessed 12th May
2013

Nathalie Nahie is a Web Psychologist and best-selling author of Webs of Inﬂuence:
The Psychology of Online Persuasion.

Elisa Ilana Jewelry
402.926.3479

Overnight
888.731.1111

Royal Chain
866.763.2424

Lollies bracelets feature carnelian stones
with white topaz accents or faceted
amethyst with white topaz accents.
MSRP - $300-$360 give consumers
genuine semi-precious gems in a look
that is now.

Two-tone engagement rings like these
two from Overnight have caught the
attention of trend spending Millennials
in love. Left, 50861: 3/4 ctw of
diamond melee and a die struck center
for 3/4 ct to 1.50 ct. MSRP (triple key)
as a semi-mount in 14K with SI, G-H
melee is $3,900.

One of their strong sellers
for the millenials has been
the Phillip Gavriel Organic
Stone Collection of sterling
silver with or without
gold plating with natural
gemstones like this rutilated
quartz series. It sells well as
people look for more artisan
handmade jewelry that is
also more in touch with
nature. MSRP $70.

Right, 50518: taking 1/2 ctw of
diamond melee and a 1ct round
center. MSRP (triple key) as a semimount in 14K with SI, G-H melee is
$2,600. Matching bands are available
for both.
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world Trade Jewelers 212.983.0412
scrabble® initial pendants in diamond, mahogany
wood and 14K gold plated sterling silver and sterling
silver with black diamond. The custom branded
packaging is actually within the display. When an item
is sold, the image remains allowing customers to see
and order from the display. MSRP starting at $199.99

Hershey Kiss® diamond
silhouette in sterling
silver and 14K gold plate.
Starting at $129.99 MSRP
comes with custom
packaging and displays.

love for Infinity™
World Trade Jeweler’s exclusive
and protected design and name,
Love for Infinity™ offers retailers the
opportunity to romance the beloved
infinity symbol and fill forever with
love. Offered in sterling silver with
and without diamonds. The all-metal
version starts at $59.99 MSRP.

Thistle & Bee
888.288.2801

Belle Étoile
877.838.6728

Susan Michel
718.352.5064

Gemstone long drop earrings
in sterling silver with 14K
posts. Part of the Burlap
Collection designed to be
worn alone or as an ensemble
with other pieces from the
collection. MSRP $250.

Cabochon-cut jade-toned cat’s
eye stone wrapped with sterling
silver adorned with pavé-set
stones offer a sophisticated look
that will look fantastic at work
or Saturday night at the club. MSRP: $150

Sterling silver initial “beans”
with diamonds (.01ct) capture
the popularity of initial and
personalized jewelry. MSRP $64.

CG Creations
800.431.1606
Wind & Fire™ the art of eco-sustainable jewelry™
is designed for the customer who is socially and
environmentally aware and wants jewelry that
reﬂects their personality. MSRP $26.
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Why You Need To Start Blogging
By Tony Argyle

It seems everyone is talking about blogging and how good it is
for business. On the face of it though, it seems like a very time
consuming process. It is. It requires regular updating. And, is
often given up at the first hurdle.
But, nothing else I know, can match it for driving web traffic
at no cost…and as a forum for establishing your expertise. So
what exactly is a blog? The term blog is short for weblog, a
way of recording your thoughts online. It is the most popular
way for people to share their online expertise, and chances are
if you’ve done any searching for information or opinions online
you will have gleaned your results from someone’s blog. If you
want to start a blog be prepared to put some time into it.
Google loves blogging because it provides answers, which
is what a search engine is trying to find for people. Google
also loves fresh content when it decides what order to rank
websites for key phrases and the easiest way to keep adding
fresh content to your website is via a blog.

Here are 4 blogging tips to help you in creating a
blog for your website

1

be genuine.

Be Genuine. John F Kennedy once famously said “You can
convince the world you are in earnest, only if you are in earnest”
(he may have been quoting someone else so don’t shoot me
for the misinterpretation, I’m a marketer not a historian!).
Anyway, the point is if you want to have a successful blog, be
genuine in your desire to share worthwhile information with
your audience. A blog will only work if there is quality for readers
to read. If it is a thinly veiled and clumsy attempt to drive traffic
or make people pay
you money, chances are
it won’t work. There are
more and more online
resources available for
people to access. If
yours is rubbish they
won’t hang around.
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2

Use the Google keywords tool
(but don’t overdo it).

Use the Google keywords tool (but don’t overdo it). Whenever
I write a blog I open up the Google keywords tool to help
me. For those who aren’t familiar with it, it’s a great little free
device from Google that lets
you see how many people
are searching for what words
and phrases (and how much
competition there is to rank
for that word from other sites).
Now the objective is not to pack your blog with keywords
simply to get traffic, but it can help you in choosing the right
words to target. For example for this post I looked up words
around blogging and discovered there are twice as many
people searching for “How to create a blog” as “How to write
a blog” so I was able to include the term “How to create a
blog” in this blog, which I wouldn’t have thought to do without
the benefit of this tool (oh and look I’ve managed to use the
phrases 3 more times in explaining this – that’s got to help!)
Remember if you overdo the use of keywords Google will slap
you like a jilted lover and no one wants their site shut down.
Another useful tool I use is Inbound Writer, which is a free
plugin for anyWordPress blog like this one. WordPress has
another great plugin called All in One SEO Pack which I use
which helps you tell Google what you’re trying to say and what
you wanted to be searched for

3

be genuine (again).

Be genuine (again). I know I
mentioned this but it is sooo
important. The reason I put
these links above isn’t because
I get paid affiliated fees for it (I’ll
be annoyed if I later find these
websites do pay affiliate fees!).

Know wh
at
Use the
Google
keywords
tool

be
ine.

be
genuine.

No, the reason I do it is because it’s helpful to readers plus I
have a theory that if you are willing to unselfishly send people
to other websites, Google will give you brownie points for it
because you’re not being selfish and just trying to manipulate
traffic for yourself. (If I find out one day I’m right about this
I’ll let you know. If I’m not, I’ll just have to take comfort in my
sainthood)
Your readers will soon know if you’re genuine and they are
more likely to forgive you if you send out a poor post (or
accidentally send out a blog that no one can get into as I did
the other day! Despite that post going to over 750 members
of our email list only one person unsubscribed – if we sent out
regular rubbish then we would have been hung drawn and
quartered (read big email unsubscribes) for that one – it’s nice
to know people have faith in what you write and understand
when you err – thanks readers!)

4

Know what you want to say.

Know what you want to say. Have a purpose – I know that
sounds obvious but so many blogs clearly don’t do anything
other than self promote. They aren’t interested in delivering
useful information. Blogs that answer “How” questions are
often the best (think about your searching- are you usually
looking for how to do something?) At the risk of getting a
little repetitive I often do blogs with “The 6 Ways to…”or the
“15 Secrets of…”because it tells people that they will 6 or 15
useful pieces of information so they know what to expect and
that it is worth reading on.
The most important thing is: be persistent. Blogging takes
time to establish credibility. If you’re prepared to put effort in
for no results in the short term and keep being consistent the
rewards will eventually come.
TRJ
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IN WORKPLACE,

In our experience, the old saying that “men are from
mars” and “Women are from Venus” extends beyond the
differences between the sexes in the areas of relationships,
communication and emotions. We have found a marked
difference between how men and women behave in the
jewelry workplace as well – especially in how each side
deals with conﬂict. Ironically, it is our belief (totally nonscientific, of course!) that female staffers can be every bit
as competitive, aggressive and combative toward other
staffers as their male counterparts (if not more so), making
them more “mars” than “Venus.”
Typically, women will handle
conﬂicts in a less direct manner
than men. Yet the results can be
devastating to your store, your
staff and your business if you do
not take immediate measures to
resolve these issues.

SOMETIMES

wOMEN ARE
FROM MARS

By Suzanne Courvoisier-Mathis

In our experience, the old saying that “Men are from Mars”
and “Women are from Venus” extends beyond the differences
between the sexes in the areas of relationships, communication
and emotions. We have found a marked difference between
how men and women behave in the jewelry workplace as well
– especially in how each side deals with conﬂict. Ironically, it is
our belief (totally non-scientific, of course!) that female staffers
can be every bit as competitive, aggressive and
combative toward other staffers as their male
counterparts (if not more so), making them
more “Mars” than “Venus.” Typically, women
will handle conﬂicts in a less direct manner
than men. Yet the results can be devastating to
your store, your staff and your business if you
do not take immediate measures to resolve
these issues.
For example, when a MAN has a conﬂict with
another employee, he tends to confront the
person directly about what is bothering him,
gets it off his chest, and moves on. Most of the
time, the rest of the staff knows nothing about
the situation. Men seem to have the philosophy
that they have better things to do and deal
with, and they usually do not let these kinds of
issues get in the way of their production.

“nip it
in the bud”
…paying attention to
what is going on…

When a WOMAN has a conﬂict with a colleague, she tends
to tell everyone EXCEPT the person with whom she has
the conﬂict. Many times, a woman will tell everyone in her
store, department or company about the conﬂict and what
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is bothering her about the other person, without actually
confronting her co-worker. This can cause a lot of gossip and
backbiting, as well as hard feelings, awkward situations and
lowered staff morale. Often, the situation will force people to
“choose sides.” In addition, women often want to “revisit” the
issue over and over again, hoping that if they discuss it and
analyze it just “one more time,” it might change something
or give them a better understanding of the
situation. The conﬂict can suck up huge
amounts of energy, time and money.
Over the years, we have observed many women
who love to “stir it up,” and seem to get a high
off of gathering up their allies against other
employees or management. Although men
are not exempt from this behavior, most of the
time, they state their complaint or challenge
and move on – no gathering of allies, no
revisiting, no wasted energy.
Some conﬂict is unavoidable. So as jewelry
store-owners and managers, how can you
ensure that a conﬂict is quickly resolved and
does not have an adverse impact on your
business?

First of all, you need to “nip it in the bud”
immediately. That means paying attention to what is going on
in the store and observing how your employees are interacting
with one another. When you see a situation arise, immediately
confront the “ringleader,” and sit down

with any associate who just cannot “let it go.” Let them state
their complaint, listen carefully, help provide viable solutions,
put them into place and move on. If this means pulling in other
associates who are involved, do it, and tell them that once this
is addressed, it is the LAST time you want to hear about it.
If you do not quickly or adequately address the situation, it
may escalate to the point where it is beyond redemption and
you will need to make a tough decision about who stays and
who goes. How managers and principals handle this decision
is another area we have found where men differ dramatically
from women.

A male manager often wants to “let it work itself out,” while
a female manager typically wants to confront the challenge
head-on and get it behind them. In our experience, we rarely
see this kind of situation “work itself out.” In fact, the longer it
goes on, the worse it usually gets. Confrontation on any level is
not fun. However, it is your job as an owner or manager to send
a clear message to your employees that this kind of behavior
is not acceptable and wastes valuable time and energy that
should be spent on positive production.
As our economy improves, none of us can afford to let such
negative energy control our work environment. We all need to
focus on the work at hand and build our business for the future,
not worry about what someone said or did yesterday. When
you quickly address conﬂicts and issues and put them behind
you, you create a positive work environment that will make you
and your entire team happier, healthier and more productive.

Suzanne Courvisier-Mathis
Suzanne Courvisier-Mathis is president and
founder of Diamond Staffing Solutions Inc.,
one of the jewelry industry’s leading placement
firms. Diamond Staffing Solutions is an official
AGS sustaining member.
Please contact Suzanne and Diamond Staffing
Solutions, at suzanne@diamondstaffing.com.
603-437-2629
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Overnight Mountings New website
With rapid and secure online ordering, access to inventory
positions and account information, up to the minute pricing,
image downloads, frequent “New style” updates, and
Overnight’s “search by stone” feature, Overnight’s web-site
among the most user-friendly and retailer driven sites in the
industry.
www.Overnightmountings.com provides Overnight’s customers
with real time pricing and instant access to inventory positions
for all of Overnight’s items. Users can view all in-stock
variations - including diamond qualities, finger size, and
metals to help close potential sales. Using simple dropdown
menus, Overnight’s retailers can price products in all metals,
seven diamond qualities, and different finish levels…all with
the simple click of a button. Real time ship dates and shipping
costs are also provided so retailers know exactly when product
will ship and exactly costs.

The site provides Overnight’s retailers full access to all of
their account information - including previous orders, billing
statements, credits, receivables, and much more.
Overnight’s new web-site is triple key priced for “your
customers viewing” or store owners can log in with account
information and password to access their true “retailer costs”.
With new product images and constant releases of new styles
– Overnight’s retailers are urged to check the “New styles”
page frequently - to stay current with all of the most fashion
forward styles and trends.
Overnight’s web-site makes it easy to find the perfect mounting
with their “search by stone” feature. Retailers simply input the
shape, size, and quantity of their desired stone(s) and “search
by stone” instantly displays all of Overnight’s styles that can
accommodate their desired center or melee choices.
Jewelers can make www.
overnightmountings.com
their own site and promote
their
personal
brand
with a free web-site from
Overnight. For jewelers
who already have a site,
Overnight will help you
populate your site with the
latest in fashionable designs
with image downloads and
links to facilitate the sharing of Overnight’s product files.
Call Overnight Mountings at 888.731.1111 for more
information.

More is More: Tony Duquette & Hutton wilkinson
Jewelry On Exhibit at GIA
Iconic pieces to be featured at GIA’s World Headquarters in
California
More than fifty emblematic jewelry creations by Hollywood
design legends Tony Duquette and Hutton Wilkinson make
up the duos’ first-ever all-jewelry exhibit, “More is More:
Tony Duquette - Hutton Wilkinson Jewelry,” which debuts
on October 10 at GIA’s world headquarters in Carlsbad, CA.
The acclaimed body of work, which will be on display through
March 2014, embraces a wide variety of styles, periods and
palettes often showcasing unusual gemstones paired with rare
materials in whimsical designs.
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“Duquette and Wilkinson’s jewelry make a show-stopping
statement. Someone wearing these pieces would not go
unnoticed,” said Terri Ottaway, curator of the GIA Museum.
“It is amazing to see the unusual gemstone choices they
made – and astonishing to see how well these unconventional
materials work together.”
Duquette – the first and only American to be honored with a
one-man show at the Louvre in Paris – worked with business
partner and design collaborator Wilkinson for more than 30
years prior to his death in 1999. The Duchess of Windsor, Doris
Duke, Buddy Rogers, J. Paul Getty and Elizabeth Arden were
among their many famous clients. Their bold and theatrical
jewelry designs draw inspiration from their notable work
as costume and set designers during the Golden Age of
Hollywood. “If it’s not fabulous, it’s meaningless,” Wilkinson
has said of their design aesthetic.
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“They chose color for inspiration rather than searching for
perfection in the gems,” Larry Larson, a gemology instructor
at GIA, added. “They always seemed to go for strength rather
than the merely pretty.”
Wilkinson continues to create pieces for the “Tony Duquette
Collection” using their favorite materials such as malachite,
pearls, emerald and coral. Wilkinson describes these jewelry
designs as bold, theatrical, extravagant, Byzantine and
sometimes even barbaric.
Pieces exhibited are on loan from personal collectors and The
Anthony and Elizabeth Duquette Foundation for the Living Arts.
“More is More: Tony Duquette - Hutton Wilkinson Jewelry”
will be on display from Oct. 10, 2013 through March 2014. For
more details, visit GIA’s website or call 800-421-7250.
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“floral Wreath” necklace
The Duchess of Windsor-style
necklace is made of citrine,
tourmaline and mabe pearl
set in 18K gold. Following
the1951 exhibit at the Louvre,
the Duchess of Windsor
commissioned Duquette to
make a gold wreath of vines
and ﬂowers, which she often
wore to evening events. Prior to the debut of this necklace, it
was customary to wear only platinum after 5 p.m.
“Homage to elsie De Wolfe”
Jeweled box
The small lapis lazuli box
featuring cameos is a homage
to Duquette’s early mentor,
Elsie De Wolfe – later Lady
Mendl – the “first Lady of
Interior Decoration.”
“Imperial Dragon” cuffs
A pair of antique 18th century carved white
jade Foo Dogs set in their original 18K gold
enamel are grasped by diamond
tipped claws. The 18k gold cuffs
feature tsavorite garnet, green
tourmaline and citrine. The cuffs
represent an eclectic mixture of old
and new.
“Dreams of Klimt” bracelet
Square sugarloaf cut cabochons,
tourmaline and diamond.
“paisley river” earrings
A pair of carved tourmaline,
yellow
sapphire
and
diamond earrings set in
18k gold.

“othello” brooch
Ruby, diamond, South Sea cultured pearl
and tourmaline blackamore “dressed
figures” are a mix of modern and ancient
designs.
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Ben Bridge Jeweler and Circa Establish Exclusive
Partnership
Ben Bridge Jeweler a Berkshire Hathaway company and CIRCA
the leading international buyer of jewelry, diamonds and
watches, announced an exclusive partnership to offer CIRCA’s
jewelry buying expertise and services to its clients at 64 Ben
Bridge locations through CIRCA’s Authorized Purchasing
Agent Program.
Through the partnership, Ben Bridge clients can now access
CIRCA’s expertise — through in-store buying events and the
year-round mail-in program. This year, CIRCA will host more
than 10 in-store buying events at Ben Bridge locations. At the
buying events, CIRCA expert buyers meet with Ben Bridge
clients to evaluate every piece of jewelry and present an
immediate offer and payment or an incentivized store credit.
Additionally, all Ben Bridge locations will offer access to
CIRCA’s year-round mail-in program, which offers a direct line
to CIRCA’s jewelry buying expertise at all times.
52

The Jewelry Business Magazine

CIRCA manages the key logistics of this program that includes
both insurance and shipping coverage. “This partnership is an
important addition to the services we offer our customers,”
said Marc Bridge, Vice-president of Marketing. “For over 100
years, we have built lasting relationships with our customers in
a desire to be their ‘Personal Jeweler.’ Working with CIRCA,
we can expand the services we offer our customers who are
looking to transform no-longer-worn jewelry into a new or
upgraded piece. Until now, there has not been a resource we
have felt comfortable offering to our clientele and we look
forward to this exciting new chapter of our business.”
CIRCA’s Acting CEO Mary L. Forté added that the initiative is a
critical leap forward for CIRCA’s Authorized Purchasing Agent
Program, doubling the amount of retail locations where CIRCA’s
expert buying services are available. “Ben Bridge is one of
the most established and trusted jewelers in the industry and
this exclusive partnership recognizes our value proposition,”

New and
Noteworthy
she said. “This model creates a win-win scenario — we match
our buying expertise with their selling expertise and shared
passion for impeccable client service, creating a partnership
that has a proven track record of increasing jewelry sales while
providing a value added service for clients to dispose of their
unwanted jewelry.”

Beny Sofer Introduces Exclusive New Ceramic Lines
by Italian Designer Roberto Demeglio
Following the successful
launch
of
Roberto
Demeglio’s
Domino
Collection-beautifully
crafted ceramic pieces
with gold and diamonds on a stainless steel stretch coil-Sofer
is introducing two new variations to the line: a matte version
and a less expensive line accented with precious and semiprecious stones, such as sapphires, rubies and tsavorite. For
more information please call 800-307-6337.

Charles & Colvard Appoints Investor Relations and
Public Relations Agencies
The exclusive global supplier of the moissanite gem, has
named LANE, a national agency specializing in integrated
public relations, digital media and investor relations, and
Cindy Riccio Communications, Inc., a New York-based public
relations, marketing and events agency, agencies of record
(AOR). LANE, Charles & Colvard’s investor relations agency
of record, and CRC, the brand’s consumer public relations
agency, began work in June 2013.
“The Charles & Colvard leadership team is excited to have
the strategic counsel and experience of these established
PR and IR agencies to both catapult awareness of Moissanite
and articulate our aggressive growth strategy and market
opportunity to investors. We believe our proprietary moissanite
gems, the most brilliant jewel in the world®, surpass the
brilliance and beauty of traditional diamonds at a fraction of the
cost while offering enduring value and remaining the ultimate
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in affordable luxury to both consumers and shareholders.” said
Randy McCullough, CEO at Charles & Colvard.

IGI Completes First Jewelry Design Course in
Bahrain

“LANE is thrilled to tell Charles & Colvard’s story to investors
and key business media outlets,” said Amber Roberts, a vice
president at LANE. “Our team looks forward to the opportunity
to partner with Charles & Colvard’s leadership as they expand
and build value for the company’s shareholders.”

The International Gemological Institute (IGI) recently completed its first Jewelry Design Course in Bahrain. The 12-day
training was conducted in association with the Bahrain Ministry
of Industry and Commerce. The IGI Jewelry Design program
teaches individuals to confidently express their creativity in all
aspects of jewelry design and manufacturing.

“CRC is excited to partner with Charles & Colvard to generate
optimal exposure with consumer media for both the Lulu
Avenue™ and Forever Brilliant® brands to educate consumers
on two innovative and stylish collections that offer stunning
jewelry at attainable price points,” said Cindy Riccio, president
and founder of CRC. Charles & Colvard is the sole provider of
moissanite and sells the Forever Brilliant and Charles & Colvard
moissanite product lines through retail and direct channels,
including Moissanite.com and Lulu Avenue. The company
has seen consistently strong growth in sales of moissanite,
including a net sales increase of 56% in 2013’s first quarter.

The Bahrain students were trained to render their designs by
using different methods of illustration for gemstones, settings
and metal textures. The course also enumerated various stages
of manufacturing, pricing and quality control. Prominent
members of the trade and Bahrain’s leading designers
attended the course.
“IGI emphasizes education and imparting knowledge, which
raises awareness, leads to greater transparency and ultimately
increases consumer confidence,” said IGI Managing Director
Nico D’Haemer. “Since its establishment in Dubai 12 years
ago, IGI education and certification have greatly helped
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diamond traders by authenticating the quality of diamonds
and gemstones.” “We aim to better serve the industry
by continuously providing well-informed and fully-trained
professionals,” continued D’Haemer. “IGI is grateful for the
support of the Bahrain Ministry of Industry and Commerce and
looks forward to future collaborations.”

Ritani and GE Capital Introduce Private Label
Credit Card Program
GE Capital Retail Bank and Ritani, a leading designer of
engagement rings and fine jewelry, today announced a multiyear agreement to provide a branded private label credit card
program for jewelry customers. GE Capital’s Retail Finance
business, the operating entity that provides financial solutions
to retailers and dealers to help grow their customer sales, will
manage the relationship and service the account.
The Ritani Credit Card is available for purchases on Ritani.com,
participating Ritani Free In-Store Preview Jewelers, and via its
telephone call center. An online application will be available at
Ritani.com , providing cardholders with extended terms and
special financing promotions (subject to availability and approval) on purchases. Ritani cardholders can also access and
manage their account with a suite of digital tools, including
the online Consumer Center and mService, a mobile servicing
platform available on iOS, Android, Blackberry and Windows
devices.
“Purchasing an engagement ring or other fine jewelry is
a significant occasion in one’s life,” said Brian Watkins,
president of Ritani. “We are committed to making the
experience a positive one, and GE Capital’s vast expertise,
digital capabilities and special financing programs strongly
support our growth strategy and the needs of our retailers
and customers.”
Financing plays an important role for jewelry shoppers,
according to the second annual Major Purchase Shopper Study
commissioned by GE Capital’s Retail Finance business. More
than 80 percent of fine jewelry shoppers begin their research
online, reviewing product styles as well as promotions and
payment options; and spend 72 days (up 32 days from 2012)
on average, considering a jewelry purchase. The findings
confirm that 63 percent of all jewelry shoppers determine how
they will pay for their purchase before they visit a store, and
that the availability of financing drove their choice of retailer
for 43 percent of all jewelry shoppers surveyed.
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“Ritani is an industry leader, marrying the online and ofﬂine
shopping experience,” said Regina Leadem, vice president
of Sales for the Jewelry and Luxury segment of GE Capital’s
Retail Finance business. “We are delighted to work with Ritani
and provide convenient payment options that enable their
customers to design and select the jewelry of their dreams.”
For 80 years, GE Capital has provided billions of dollars in
consumer financing through major retailers and more than
200,000 small and mid-sized businesses throughout the
United States. GE Capital is a leading provider of consumer
credit in the Luxury industry for more than 30 years. The
company helps merchants build their businesses through
consumer financing programs that drive business growth and
customer satisfaction, and supports its clients with proprietary
online technology, comprehensive training, and retail insights
and analytics.

Gemprint Introduces Source Veritas
Gemprint® Corp, a world leader in diamond identification,
and DNA Technologies, a world leader in DNA based
security markings, and a division of Polestar Ltd. (Bermuda),
announced today that they had launched a Forensic Mine to
Market, Chain of Custody Solution for the gems and jewelry
industry.
The process, known as Source Veritas®, encompasses
patented technologies that both implement a DNA Marking
and Tracking system and multi level security protocols marking
rough diamonds at the mines, and Gemprint Fingerprint
Technology for identifying polished diamonds after the cutting
process. The process will allow rough diamonds to be easily
identifiable in the marketplace as coming from a specific
country or mine.
“As global interests from consumers, governments, and NGO’S
mount for reasonable, cost effective, and secure tracking and
identification systems for precious metals, diamonds, and
gemstones, our companies found synergy in working together
to fortify a responsible supply chain,” said Angelo Palmieri,
President of Gemprint Corp.
Gemprint® has a 13 year history of assisting governments, law
enforcement, diamantaires, NGO’s, and two of the largest
mining companies to help track chain of custody for diamonds
in both Canada and Botswana.
Source Veritas® allows consumers to feel confident about the
source of their most prized possessions, while providing a
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transparent anti-crime, anti-counterfeiting, and anti-terrorism
solution to protect our world’s most valuable and easily transportable assets; diamonds, gemstones, and precious metals.
According to Gemprint Chairman, Donald A. Palmieri, “Our
companies, DNA and Gemprint, are based in two countries
representing many of the most important stakeholders in the
diamond industry. We are instituting an effort to implement
these proven advanced technologies to all customs agencies,
law enforcement agencies, and governments at little cost, who
need help in the fight against money laundering, civil wars,
corruption, and terrorism where our industry’s products are
misused for funding such activities.”
For more information about mine to market solutions for diamonds and colored stones, or for finished goods tracking and
secured shipping, please visit www.gemprint.com/source-veritas.html

The 24 Karat Club Southeastern US Scholarships
The 24 Karat Club Southeastern United States has announced
that applications are being accepted for multiple scholarships.
Individuals holding residence in the following states are
eligible and encouraged to apply: AL, AR, FL, GA, KY, LA,
NC, SC, TN, VA, WV. The deadline for application submission
is October 31, 2013. Scholarship winners will be notified no
later than November 30, 2013. Additionally, winners will be
recognized at a special event to be held in conjunction with
the SJTA Atlanta Jewelry Show in March 2014.
Scholarships will be awarded to deserving individuals based
on criteria outlined in the Scholarship Application. Available
scholarships are:
• The Robert Foreman Memorial Scholarship – a $2000 award
to be used for jewelry education and training
• The Sterling Reputation Scholarship Program – One or
more scholarships distributed from a $2500 fund to be used
for jewelry industry education and training. This scholarship
program is made available through a generous gift from
Sterling Reputation, a leading manufacturer of fashion-forward,
high quality sterling silver jewelry based in Sunrise, FL.
• Diamond Council of America (DCA) Scholarships – Three
scholarships covering the cost of any course from DCA. Made
available through a generous gift from the DCA, the DCA is one
of the jewelry industry’s leading accredited schools and offers
professional certifications in diamonds, colored gemstones
and jewelry sales through distance education.
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Scholarship applications are available from any 24 Karat Club
SEUS member or by contacting David Peters at dave_peters@
sbcglobal.net. A list of members can be found at www.
the24karatclub.org.

GIA’s Jewelry Career Fair & Open-House Returns to
Southern California
GIA’s Jewelry Career Fair & Open House, the industry’s
preeminent recruiting event, returns to the Institute’s world
headquarters in Carlsbad on Friday October 11 from 8:00am
to 2:30pm with hundreds of hiring opportunities in gems and
jewelry; panels featuring industry leaders discussing design,
creative careers and job success in today’s market; one-on-one
career coaching; and classroom demonstrations.
Representatives from gem and jewelry companies, including
marketing, sales, design and manufacturing firms, will be
looking to hire skilled and motivated professionals at every
career stage.
GIA’s Jewelry Career Fair is FREE and open to the public. This
event marks the one time a year when GIA’s scenic Carlsbad
campus is entirely open to the public. Attendees will be among
the first to see Hollywood design legends Tony Duquette and
Hutton Wilkinson’s first-ever all-jewelry exhibit, “More is More:
Tony Duquette - Hutton Wilkinson Jewelry,” which debuts the
night prior.
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 more than
40 events in Las Vegas, New York, India, and the GIA world
headquarters in Carlsbad, California.
For more information, call 800-421-7250 ext. 4100, email
careerfair@gia.edu or visit www.gia.edu. Follow @GIANews
#JewelryJobs for updates.

Grunberger Diamonds Announces 2013 Jewelry
Design Competition
Grunberger Diamonds, Inc., a leading producer of AGS 0 Ideal
Cut Hearts and Arrows Diamonds that range from 0.0025 to
0.40 cts with over 40 different qualities and shades, is currently
hosting their 2013 Grunberger Diamonds Jewelry Design
Competition. For the first time, thousands and possibly
millions of consumers will be the judges for a jewelry design
competition via social media platforms.
Never before has a jewelry design competition been
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conducted via social media, providing designers with a new
and unique opportunity to see what consumers really want.
The competition is open to all designers, bench jewelers
and manufacturers. All entries will have the designer’s name,
stunning 360° images of their product and bio prominently
promoted by Grunberger Diamonds, and all entries will be
featured in one or more trade journals. For designers, there is
no other platform that will provide this significant amount of
brand exposure.
“We strongly encourage anyone who has a creative eye
and passion for jewelry design to submit their work,” said
owner David Grunberger. “We are very pleased to execute
this exciting international competition, which is intended to
showcase the extraordinary brilliance and fire of Grunberger
Precision Cut Diamonds.” Winners will be chosen in all
categories, and awards will be given at JCK Las Vegas 2014
where trade media will be attending and consumer media will
be invited. All entrants will have their designs showcased at
JCK Las Vegas 2014.
The categories include engagement semi-mounts, wedding
set, wedding band (her) and wedding band (his) in bridal;
neckwear, earrings, rings and bracelets in fashion; and
neckwear, rings, and bracelets in men’s fashion. The piece
that receives the most consumer votes will be the grand-prize
winner and will be purchased by Grunberger Diamonds. One
consumer judge will be given the grand-prize piece on national
media on Valentine’s Day 2014.
As an added bonus, all participating designers will receive the
names and emails of the consumers who voted for their pieces.
Grunberger will assist the winning designer with a product
launch and deliver news releases to trade and consumer press.
The only requirements are that the design be created with a
precious metal and Grunberger diamonds, which will be sold
at a deep discount to all designers who enter the competition.
Just for signing up, designers will receive a complementary
Grunberger Diamond and Hearts & Arrows scope.
Entries must be received by October 1, 2013. The entry fee is
$150. All participants will be given professionally photographed
images of their product.
To sign up for the 2013 Grunberger Jewelry Design
Competition, go to www.grunbergerdiamonds.com/contest
or contact William Frost at 516-482-6215.
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