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The question of the local sales tax exception on goods 
purchased on the Internet has been a topic of discussion 
and frustration for retail jewelers for some time. The Alliance 
for Main Street Fairness and the JA have been pushing for 
the enactment of the Marketplace and Internet Fairness Act 
which would require internet sales companies to collect the 
same sales tax as their bricks and mortar counterparts.
 
As the offi cial magazine of the independent jeweler, The 
Retail Jeweler magazine has from the beginning focused 
its editorial content specifi cally on the interests of the 
independent retail jewelry community. We share the 
opinion that providing a signifi cant competitive advantage 
to Internet sellers of jewelry where the consumer avoids 
paying local sales taxes on purchases goes beyond unfair 
and unreasonable. It is wrong.

In this issue of The Retail Jeweler we feature an article 
from one of our very involved readers, Joanne Osborne, 
of Osborne Jewelers in Goodyear AZ. She provides a 
bricks and mortar retailer’s perspective and chronicles her 
“fl y-in” trip to Washington DC sponsored by the Alliance 
for Mainstreet Fairness to meet with her representatives 
on this important matter. We urge all retail jewelers to let 
their voices be heard in local state houses as well as in 
Washington. 

With all the talk of “fairness” coming out of Washington, 
it is remarkable that this matter is still unresolved by 
law. Take a moment today and speak up by sending an 
email or making a phone call to your senators and your 
representatives and express your opinion. There’s nothing 
like phone calls and mail to capture the attention of those 
running for offi ce! 

As my high school French teacher, Francis Brian, used to 
say, “to be seen stand up. To be heard, speak up.” Contact 
your elected representatives today and ask them to vote 
yes on the Marketplace and Internet Tax Fairness Act.

The following is adapted from a letter 
from Joshua Baca, Small Business 
Outreach Coordinator Regarding the 
status of the Marketplace and Internet 
Fairness Act (MITFA)

I am excited to share we are one step closer to fi nally closing 
the online sales tax loophole. On July 19th the U.S. Senate 
introduced the Marketplace and Internet Tax Fairness Act 
(MITFA). This legislation combines two overwhelmingly 
bi-partisan pieces of legislation, the Marketplace Fairness Act and 
the Internet Tax Freedom Act, into one bill for consideration. 

Here’s what this new development means for members of the 
Alliance for Main Street Fairness (AMSF), and our effort to get 
e-fairness enacted: 

COMMONSENSE PARTNERS. MITFA combines the e-fairness 
legislation that passed the U.S. Senate in 2013 with legislation to 
keep Internet access to the Internet tax-free. 

UPDATE: NO MORE PICKING WINNERS OVER LOSERS. With 
broad support, MITFA presents a unique opportunity for Congress 
to ensure that Internet access remains tax-free while also closing 
the online sales tax loophole, putting an end to outdated policy 
that adversely impacts local retailers and consumers alike.

MORE WORK TO DO. While this legislation should be a no-
brainer for Congress, it still faces some challenges. In the coming 
weeks, we will be asking AMSF members to show strong support 
for MITFA and urge legislators to ensure its passage this year.

Our goal remains the same – establish a level playing fi eld 
between Main Street and online retailers so everyone is 
competing by the same rules. MITFA is now our best chance 
to achieve this goal before Congress adjourns this year. 

We will need you to speak out again to let legislators know why it is 
important to VOTE YES on the Marketplace and Internet Tax Fairness 
Act. Watch your inbox (if you’ve signed up)—we’ll be sending you 
information in the next several days detailing how you can take action. 

For far too long, America’s small-business owners, like you, have 
had to compete with one hand tied behind your back. MITFA is 
now our chance to restore fairness in the marketplace. 

-Joshua Baca, Small Business Outreach Coordinator

Frank Dallahan

co-publisher of The Retail Jeweler 

Email Frank@theRetailJeweler.com

By Frank Dallahan

NO on Internet Sales is WRONG

Update from the Alliance 
for Main Street Fairness

 Use these links to fi nd contact information for your 
 representatives in Washington.

 Congress:  http://www.house.gov/representatives/fi nd

 Senate:   http://www.senate.gov/general/contact 
 information/senators_cfm.cfm



WRONG
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Since our nation began, our cities, towns, and states have had 
retailers lining the streets of Main Street. The owners of these 
stores have been part of their community. They infuse money 
into the place they live, work, and play. They donate money to 
charities, schools and churches. They help the environment. 
They take leadership roles on boards and commissions; 
and being elected by the people surrounding them. These 
small business owners, such as myself, know that when their 
community prospers they in-turn prosper too. 

In the last decade, these retailers have had many 
changes thrust upon them and consequently created 
great challenges for them. Not only do they have healthy 
competition among their own brick and mortar stores, but 
also have to deal with the new technologies, new forms 
of retailing, and the convenience of shopping online. 

There is nothing wrong with competition, we must work harder, 
better, and faster to make our claims heard and believed. 
We also have to work through a very tough economy and a 
devastating recession. We have struggled through regulations, 
tax systems and increased costs , many of which are out of our 
control. We have forged on. Unfortunately, this forging on is 
not done on a level playing fi eld. 

The strong retail businesses have changed their ways and 
business models to keep up with the times and stay relevant. 
Just a month ago, our store lost a large diamond sale to the 
Internet. When we know this is occurring, we will do our best 
to keep the client. Offering high quality customer service and 
looking for ways to work with the customer’s purchase. Asking, 
“Do you need an appraisal, can we set the stone for you, or 
does the ring need to be sized,” but at the end of the day, 
there is something that we cannot compete with and that is 
the sales tax we have to charge in our store and which most 
Internet sales companies do not.

Recently, I fl ew to Washington, D.C. along with a few other 
local business owners to speak with our elected Senate 
and Congressional Leaders. Along with fellow cohorts from 
many states, we were there to let them know the decade old 
technologies of purchasing has forced us to change our way 
of doing business, and that our state has changed their tax 
system to allow for incoming Internet sales tax.  Our goal is 
to persuade our federal government to change the federal 
tax system. I know myself that I have stood up on this issue 
with our elected leaders for over three years. Our government 
simply needs to do its job. 

The concept of a sales tax on Internet sales is not a new tax. 
A shoe is a shoe whether that shoe is purchased in a store 
on Main Street, a mail-order catalog, or online, that shoe is a 
taxable item. Our government must make the playing fi eld fair 
for all contenders and get the job done this year. It is not the 
federal government’s job nor responsibility to create winners 
and losers in the private sector. 

We have seen in so many different areas the overreach of 
the federal government into the private sector where they 
do indeed try to pick winners and losers. They have been 
extraordinarily successful in picking losers. A few examples are 
appropriate: Solyndra $535 million; battery maker A123 $249 
million,; Fisker Automotive $193million; GM’s Volt tax credit of 
$7,500 per vehicle alone cost the US Treasury $157.5 million 
on the 21,000 automobiles purchased.

Requiring Internet sellers of merchandise to collect sales taxes 
is fair and right. There is no reasonable logic that persuades 
anyone to provide a signifi cant competitive advantage to 
one form of retailer over another. A 7% sales tax on a $5,000 
diamond engagement ring is $350. If you were the consumer 
where would you place the order?

One fi nal point, for every $1.00 spent locally, 68–72 cents is 
kept in that community. For state and federal legislators this is 
or should be a compelling argument!

The Internet Sales Tax Issue
By Joanne Osborne

Joanne Osborne

Osborne Jewelers
Goodyear, Arizona  City Council Member

A RETAILER’S PERSPECTIVE

Requiring Internet 
sellers of merchandise 
to collect sales taxes 

is fair and right

Tax
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HOW CAN YOU PREVENT IDENTITY THEFT? 

>> Continued to Pg 14

IDENTITY 
THEFT 
PREVENTION & 
RECOVERY

By John A. Politi

Recent cyber-attacks involving 
companies such as Target and Neiman 
Marcus remind us that identity theft 
and credit card fraud occurs every 
day, and not only with major retailers. 
Lest we forget that foreign entities 
have gained system access to the 
most secure and top-secret computer 
fi les of our government agencies in 
Washington, D.C. – including the 
Department of Defense, the Pentagon, 
and Veterans Administration. Given 
the highly priced inventory you stock 
and sell, and the affl uent clientele that 
patronizes your business, prying eyes 
could be trained on your systems as 
you read this article.

Major companies have become victims of criminal security 
intrusion, which affects not only the success of their business, but 
their customers. Every day hackers steal credit and debit card 
data, personal information including names, addresses, e-mail 
addresses, phone numbers, and most importantly Social Security 
numbers and dates of birth. Cybercriminals steal this information, 
auctioning it to other cybercriminals who open new lines of credit 
using stolen identities. Once this occurs, it’s extremely diffi cult to 
completely remove stolen personal information from the Internet.

Not only do hackers steal credit card information to make personal 
purchases, they also fi le tax returns using stolen identifi cation to receive fraudulent refunds. In almost every case, 
the legitimate taxpayer is unaware this has occurred until they fi le their return and are notifi ed by the tax authorities 
a return has already been fi led in their name. 

As a result of these breaches, many have asked me what precautions should be taken to improve security measures 
and what to do once one’s identifi cation is stolen. My suggested action plan is to combine prevention with 
aggressive reporting.

Below I have listed several proactive ways in which you can 
stay vigilant. Obviously, these are not all pure prevention 
panaceas, but they will surely aid in minimizing the extent 
of the breach. While these recommendations are generally 
targeted to the “consumer,” it stands to reason that as luxury 
merchants you too should stay on top of your banking, trade 
credit and various other available lines of revolving credit. 

It’s easy enough for hackers to identify business owners, and 
many times unearth revealing information as to their personal 
addresses and telephone numbers. 

    REVIEW MONTHLY STATEMENTS: Be diligent in checking 
your credit card bill every month. This will enable you to 
detect erroneous charges to your account. 
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>> Continued to Pg 16

    ORDER AND REVIEW YOUR CREDIT REPORTS: By 
ensuring the information in your credit report is correct 
and up to date, you have a better chance of detecting any 
signs of identity theft. At AnnualCreditReport.com you can 
request your free credit reports annually from TransUnion, 
Equifax and Experian. These three credit agencies are 
required by law to provide you one free credit report a year. 
My recommendation is to order a different report on the 
fi rst day of the month, every four months. By following this 
method you will always be up-to-date on anything reported on 
your account in error. Please be sure to make all corrections as 
required.

    SHRED DOCUMENTS WITH BOTH BUSINESS & 
PERSONAL INFORMATION: Shred account statements 
and destroy expired credit cards to prevent criminals 
from fi nding your information in your trash. You can fi nd 
inexpensive shredders at offi ce supply stores such as 
Staples and Offi ce Max. Would it surprise you to know that 
undesirable characters have been surfi ng through your 
trash – possibly even the offi ce cleaning crew that visits 
after you leave. 

  SECURE YOUR PERSONAL INFORMATION: 
Keep important documents such as your Social 
Security card and credit cards you may not 
be using in a safe place. Secure your online 
passwords by changing them regularly, making 
them diffi cult for anyone but yourself to crack.  

  BE CAREFUL HOW YOU HANDLE BOTH RECEIVING 
REMITTANCES AND PAYING YOUR BILLS: Use online 
payments when possible. If you must use regular mail, be 
smart about how you post it. Depositing mail in a secure 
mailbox or by hand to the Post Offi ce is certainly better 
than leaving mail unattended in a private mailbox on your 
house or by the curb, especially when important confi dential 
information is included. Utilize a bank “lock box” whenever 
available for customer and creditor checks. 

  AVOID DOING BUSINESS WITH UNFAMILIAR ENTITIES:
Don’t make online purchases if you are not familiar with 
the company or you cannot be sure their website is secure. 
If a “lock” icon appears on the status bar of your Internet 
browser, your information is safe. Remember, if something 
seems too good to be true, it most likely isn’t!

    PROTECT PERSONAL DATA SAVED TO YOUR COMPUTER:
 Install fi rewalls and virus detection software so hackers can’t 
access personal information you have saved. Even if you 
categorize yourself as a small business, you 
should be engaging an IT Security Professional 
to review your systems on a contractual basis.  

   FILE YOUR TAX RETURNS EARLY: By fi ling early, chances 
of someone else using your information before you do is 
diminished. File electronically through a secure website. 
Request your refund through direct deposit so criminals 
don’t have the opportunity to steal your refund check. 

   TRANSFER PERSONAL INFORMATION FROM YOUR 
COMPUTER: Transfer personal fi les to other mediums, 
such as CDs or fl ash drives, and store them in a safe place. 
Deleting information from your hard drive prevents criminals 
from accessing it when you dispose of the computer. 

    IDENTIFY SCAMS AND ALERT THE APPROPRIATE 
GOVERNMENT AGENCIES: Criminals send mailings or 
create e-mails pretending to be from government agencies. 
If you come across a scam claiming to be from the IRS, the 
U.S. Postal Service, or the FBI you should report it. Forward 
the letter or the link to the contacts listed below. 
IRS phishing@irs.gov 
USPS spam@uspis.gov or 877-876-2455.
FBI http://www.ic3.gov/complaint/default.aaspx 

   Notify your bank and Trade Creditors: Cancel your checking 
and savings accounts. Obtain new account numbers and 
ATM passwords. Stop payment on any outstanding checks 
you are unsure of.

   Contact all your credit card issuers: Get replacement cards 
with new account numbers to make sure your card can no 
longer be used by someone else. 

   Put a fraud alert on your accounts: Call the fraud 
units of the three credit reporting companies, 
Experian, Equifax and Trans Union. Request your 
accounts be fl agged with a fraud alert so new 
credit can’t be granted without your approval. Advise each 
agency of the specifi cs of your identity or credit card theft. 

   Call your telephone, electrical, gas and water utilities: Alert 
these companies that someone may attempt to open new 
service under your name.

   Seek legal assistance: If required, engage counsel to 
determine whether your rights have been violated under 
various credit, banking, and SSN laws.

   Report the identity theft: After you take proactive 
steps to minimize potential damage, fi le the 
appropriate reports. The earlier you fi le these 
reports, the faster the problem can be solved. 

WHAT DO YOU DO

IF YOUR IDENTITY IS STOLEN?
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HOW TO FILE A REPORT RESOURCES

   FILING IDENTITY THEFT AFFIDAVITS: Download the 
Identity Theft Affi davit, Form 14039, or request a copy by 
calling toll-free 1-877-ID-THEFT (438-4338). Use this form to 
report the theft to three credit bureaus, Experian, 
Equifax and Trans Union, as well as to credit card 
companies and other sources of credit. 

   REPORT STOLEN CHECKS TO TELECHECK: This check 
guarantee company will fl ag your fi le so fraudulent checks 
will be turned down. For more information visit http://www.
fi rstdata.com/telecheck/index.htm or call the Telecheck 
fraud, identity theft, and forgery line at 1-800-710-9898.

   REPORT THE FRAUD TO THE IRS: Submit a copy of 
your valid government-issued identifi cation, along 
with a copy of a police report and/or a completed 
IRS Form 14039, Identity Theft Affi davit, which 
should be faxed to the IRS at 1-855-807-5720. You can 
also contact the IRS Identity Protection Specialized Unit at 
1-800-908-4490.

  In appropriate circumstances, report the fraud to the local 
Police Department, Post Offi ce and FBI. It is important to 
keep a copy of the police report and save originals. This 
will make it easier to prove your case to credit agencies and 
fi nancial institutions. Report fraudulent use of your Social 
Security number to the Social Security Administration’s 
Offi ce of the Inspector. Go to http://oig.ssa.gov/contact-
oig to submit a reporting form. This report should only be 
fi led in the most extreme situations.

   KEEP A LOG: Keep track of all conversations, 
including dates and names when discussing your 
identity theft with credit agencies, authorities, or 
credit issuers. Keep all notes and documents so 
they can be submitted as needed to defend any 
claims against you or to clear your credit history.

   APPLY FOR AN IRS IDENTITY PROTECTION 
PIN NUMBER: This IRS pilot program is available 
to taxpayers in Florida, Georgia and the District 
of Columbia- the three U.S. jurisdictions with 
the highest per-capita percentage of identity theft. The 
PIN number is used to avoid delays in fi ling returns and 
refunds. Identity theft creates fi nancial hardship, credit 
destruction, and generally frustrates each affected party’s 
fi nancial future. Repairing your credit history can be a long 
and arduous effort. You should do everything you can to 
protect your identifi cation. If it is compromised, stop the 
damage from compounding and take immediate steps to 
begin the repair process.

John A. Politi, Jr

John Politi is a Financial Advisor with Main Street 
Financial Solutions, LLC, located in Harrison, 
NY. John’s team provides comprehensive and 
customized, Fee-based fi nancial planning, 
consultation and investment advisory services for 
individuals, families and businesses. Since 2010, 
John has volunteered his time as the Executive 
Director of the New York City-based Jewelers for 

Veterans Foundation, a 501(c)(3) non-profi t, dedicated to connecting US 
Military Veterans with training, fi nancial education & employment in the jewelry 
industry. John is an Adjunct Professor and Director of the Action Learning 
Project, Hagan School of Business, Iona College. He holds an MBA in Financial 
Management, MBA-Advanced Certifi cate in Health Care Management, Series 
65 (Investment Advisor Representative), and successfully completed the 
Financial Planning Certifi cate Program at the Lubin School of Business, Pace 
University. John is a Board Director for the Financial Planning Association-
Greater Hudson Valley, NY, an active member of the American College of 
Health Care Executives, Westchester County Bar Association, 24KT Club of 
New York, and Troop Chaplain for his son’s Boy Scouts of America local Troop. 
John welcomes your input and can be contacted at, jpoliti@msfsolutions.com, 
or telephone (914) – 517-7574, fax (914) 517-7577.  

    ARE YOU A VICTIM OF IDENTITY THEFT? 
  If you receive a notice from the IRS, please call the number 

on that notice. If not, contact the IRS at 800-908-4490 or fi ll 
out the IRS Identity Theft Affi davit, Form 14039.

    SOCIAL SECURITY ADMINISTRATION’S OFFICE OF THE 
INSPECTOR GENERAL

  Reporting Fraud: If you suspect someone of committing 
fraud, submit a report form at: https://www.socialsecurity.
gov/fraudreport/oig/public_fraud_reporting/form.htm

   U.S. MAIL
Social Security Fraud Hotline

 P.O. Box 17785, Baltimore, Maryland 21235
 Fax: 410-597-0118   Telephone: 1-800-269-0271

   CREDIT BUREAUS 
Equifax:  www.equifax.com 1-800-525-6285 
Experian:  www.experian.com 1-888-397-3742 
TransUnion:  www.transunion.com 1-800-680-7289

   REPORT SUSPICIOUS IRS RELATED EMAILS
  Report suspicious online or emailed phishing scams to: 

phishing@irs.gov. For phishing scams by phone, fax or mail, 
call: 1-800-366-4484.

In view of the recent spate of online hacking it behooves all 
of us to review our system of checks & balances. The recom-
mendations provided above are a very good start to hopefully 
attaining a better night’s sleep.  

Author’s Note: Please consult with your CFP®, CPA, Registered 
Investment Advisor, Investment Advisor Representative, and/or 
Estate/Tax/Eldercare Attorney when discussing your fi nancial needs 
and developing the appropriate personal/business fi nancial plan.
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By David Brown

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 profi tability. For further 
information about The Edge Retail Academy’s 
management mentoring and industry benchmarking 
reports contact Becka Johnson Kibby: becka@
edgeretailacademy.com or 877-910-3343, ext 1

I’m sure some of you don’t want to think about it yet but your 
busiest month of the year is just around the corner. The lead 
up to December 25th can be the busiest for jewelry retailers…
and the festivities continue even after Christmas Day, which is 
why this period is very crucial.

However, it has to be duly noted that there is little or no 
correlation between the income generated during this period 
and the time and effort put in to preparing for it. Too many 
jewelers devote enough time to prepare for the period that 
has a huge impact on their profi t. The same jewelers will think 
it unimaginable for a singer or sportsman to enter an important 
event without suffi cient preparation, but are willing to take 
their own “major event” for granted.

As the festive season draws near, where should you focus your 
attention to make the holiday season a memorable one from a 
fi nancial point of view?

 REVIEW OLD INVENTORY – This is the perfect time to 
trade these items without suffering a heavy loss. Considering 
the number of people that will visit your store, even the ugliest 
of items can surely fi nd a buyer! Re-ticket and re-box these 
items. Be sure that the current market value is refl ected in the 
price. Consult your staff about the product. Many a time, an 
item is unsold because the staff are bored of seeing it or don’t 
like them. Give your staff incentives for selling them – it saves 
them from repeatedly cleaning the pieces!

 HAVE A MARKETING PLAN – Don’t wait for a radio sales-
person or newspaper to come asking for advertising your prod-
uct. Have a viable marketing plan in place. What is your bud-
get? What are the mediums through which you can contact 
customers? What are your best sellers? What other retailers 
could you be jointly promoting your store and your products? 
How can you make your store the preferred shopping destina-
tion this holiday season? 

 KEEP BACK UP INVENTORY – This does not mean you buy 
pieces in lots of 36, like many jewelers do! This refers to your 
most popular items that you will surely need for the holiday but 
your vendor may not be able to provide consistently during 
December. Anything that has a fast seller status of 6 or more is 
likely to sell so quickly in December that you will actually lose 
sales if you don’t have spares. 

 KEEP YOUR BEST SALESPEOPLE ON THE FLOOR – Even 
though this seems obvious, many retailers have their best staff 
bogged down with other non-counter tasks during this period. 
This is too important a time for novices. Be sure to let your best 
staff get the required training and practice in the run up to the 
holiday season. The rest of your staff must support them and 
take care of other tasks.

 PREPARE YOUR STAFF FOR THE FESTIVE SEASON – Let 
your staff know about your goals for the season. Tell them your 
plans and how you propose to execute them. Explain good 
sellers to them and how they can help customers notice them. 
Remember at this time the customer has a lot of other stores 
to buy the same product. However, if your salespeople are well 
prepared, it will make a lot of difference to your sales.

 MEASURE AND RECORD YOUR ACTIVITIES – In the 
hubbub of implementing new plans, processes and initiatives 
this year, remember to make a note of them for your reference. 
If not, next year you will fi nd yourself starting from scratch. It is 
important to have a record of your policies and initiatives for 
this year. Even if you get certain things wrong this time, having 
a record will help you learn from your mistakes. Marketers often 
fail to understand that if they simply collect data they will be 
able to see whether their efforts are bearing fruit. A case in point 
is database mailings. In order to measure their effectiveness, 
the store must make a note of how many were brought back for 
redemption. Without that, the store has no idea if the promotion 
was successful and they rely on a hunch instead.

 TO COPE WITH DEMAND, REVIEW YOUR PROCEDURES 
– Apart from more manpower, you may need extra wrapping 
paper, spare repair books, computer rolls, or even a till and 
extra POS terminal. Make sure you take care of all these needs 
prior to the festive season.

There’s only one December in every year. Make sure your 
advance preparations will be a big help in having your sales 
skyrocket. 

PLANNING DECEMBER 
IS SOONER 
THAN YOU 

THINK
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Other than large e-commerce jewelry websites, independent 
retail jewelers have been slower to launch mobile versions 
of their websites. Slow adoption was understandable a few 
years ago when mobile programming costs were high and 
the potential return was unknown. Some companies offer 
inexpensive 5-page mobile websites as an alternative to those
expensive mobile websites. These solutions were adequate for 
a while, but now your customers are demanding more.

In June 2014, 43.12% of the visitors to jewelry websites were 
using some type of mobile device. That’s up from 39.88% in 
April 2014. It’s becoming more and more important to make 
sure your website is not only mobile-friendly, but also gives 
your customers immediate access to the information they seek.

As a way to lower the cost of mobile website programming, 
many website agencies now offer all-in-one websites using 
something called a “responsive website design.” These 
responsive websites have the ability to change how they look 
in order to fi t the size of the screen they are using. The hope 
is that the website will look just as nice on a large screen TV 
in your living room, as on your 17” laptop, and on your 4” 
smartphone. Responsive designs usually succeed rather well 
at reorganizing the same information on different screen sizes.

A few months ago, I started noticing that the consumer’s 
expectations with mobile websites are now higher than what 
these responsive websites can deliver. Although responsive 
website design is a cost-effective way to create a mobile 
website, it’s starting to look like they are just a link in the 
evolution that mobile technology is heading.

Even though I adopted mobile websites in the technology’s 
infancy, the last four years probably represent the phase of 
early adopters in the jewelry industry. I tip my hat to you if you 
have a mobile website up and running as you read this.

But, now you probably need to redesign it.

Before redesigning a mobile website, you should hire someone 
to track and analyze your existing site, so you can discover what 
mobile experience is best for your specifi c customers. If you 
can’t perform your own research, then another option is to refer 
to the general mobile research information found on the “Think 
with Google” website at http://www.thinkwithgoogle.com/.

The Think website has several years of data about mobile 
usability that will help you understand what features you can 
and should build into your site. On one hand, they recommend 
a responsive website; but on the other hand, they recommend 
some highly sophisticated programming that could only be 
built into a dedicated mobile website.

One of the recent Think studies points out that the home 
page of a mobile website needs to display information that 
satisfi es customers who have a completely different purpose 
than those customers using a desktop computer. Responsive 
design really can’t do that, and many large e-tailers are already 
heading away from one, single responsive site.

Responsive websites are not suited to display different 
information, only to display the same information, differently. 
In the future, I see the potential for a single website to have 
three responsive versions for use by desktops, tablets, and 
smartphones.

At this rate, it looks like your mobile website will one day 
be more important than your desktop site. So, make sure 
you consult with your website analyst several months before 
your next redesign so they can guide you through the latest 
variations your site should address.

I was an early adopter of mobile technology and mobile websites. My fi rst mobile experience 
was in 2001 when I programmed a website to communicate with alpha pagers. Then in 2003, 
I built my fi rst truly mobile website. While mobile technology advanced slowly ten years ago, 
personal computers, the internet, and software programs were rapidly advancing side-by-side. 
The same side-by-side rapid advancements are now happening today with mobile technology.

This mobile technology website race has been going strong since Apple introduced the iPhone 
in 2007. Large online retailers like Amazon and Blue Nile tweak their mobile websites every time 
a new Nexus, Samsung, or iPhone is released. They also continually test their mobile websites 
to see how customers react to subtle changes.

By Matthew A. Perosi

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.

Mobile Websites for The Day After Tomorrow

43.12%
June

2014

April

2014
39.88%
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At fi rst glance, the pendant looks like a simple tool – a water pump – fashioned of silver, 
hanging from a delicate chain.

But this pendant is no mere accessory: it symbolizes one gemologist’s vision to revolutionize 
the jewelry industry by recognizing people as its “most precious resource.”

Alethe Fatherley, executive director of Jewelers for Water, hasn’t always tried to link 
social justice with the jewelry industry – in fact, the idea of encouraging an industry 
that’s both responsible and profi table has only crystallized for the East Coast-based 
gemologist in the last several years.

The daughter of Jamaican immigrants, Fatherley moved to the United States when she was 
8 years old. She was deciding on her next step after she graduated from high school in 1991, 
when her godmother, a buyer in Tiffany & Co.’s Paloma Picasso department, suggested she 
apply at the New York headquarters.

The eager-to-learn 19-year-old was hired for a temporary clerical job with Tiffany’s, and 
shortly after landed a merchandise assistant position in the fi rm’s diamond-buying offi ce.

“I knew I wanted more than an entry-level position,” she says. “I also became more 
interested in learning about diamonds, because the Tiffany’s sales professionals had very 
high expectations, even for a teenager.”

The salespeople often quizzed their new hire, holding up GIA diamond grading reports and 
asking Fatherley to explain them and describe the stone’s clarity characteristics. “When I 
wasn’t able to, I could hear the frustration in their voices,” she says. “So I began to insist I 
attend GIA with almost every evaluation I had with my boss. I just kept asking.”

Fatherley’s persistence paid off; she was eventually cleared to study at the Institute’s 47th 
Street campus in New York City.

Jewelers for Water

GEMOLOGIST SETS HER SIGHTS ON SOCIAL JUSTICE, 
HEALTHY BUSINESS REPRINTED FROM GIA ONLINE

Jewelers for Water’s sterling 
silver necklace, left, designed by 
Thomas Kurilla and manufactured 
by Hoover & Strong, was 
inspired by a water pump, right. 
Sold by local, brick-and-mortar 
jewelry stores on the East Coast, 
proceeds from sales of the 
necklace benefi t Jewelers for 
Water’s clean water projects. 

Photo by Thomas Kurilla, 
courtesy Jewelers for Water

Alethe Fatherley, pictured here 
with a few of the children she met 
in Tanzania, returned home to 
the United States with a vision to 
recognize people as the gem and 
jewelry industry’s most valuable 
resource. 

Courtesy Alethe Fatherley

I loved it – 
fi nally, I felt like 

I was doing 
something I really 

enjoyed,” she says. “I 
still recall the bounce 
in my step after GIA, 
just embracing my 

walk down 
Fifth Avenue. 

Reprinted with permission from GIA
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“I loved it – fi nally, I felt like I was doing something I really 
enjoyed,” she says. “I still recall the bounce in my step after 
GIA, just embracing my walk down Fifth Avenue.”

Fatherley earned her GG diploma in 1999, but she knew it 
was just the beginning if she wanted a career that lasted. She 
joined the GIA Alumni Association and set out to learn sales, 
marketing, wholesale – and, after a 13-year career there, the 
industry outside of Tiffany & Co.’s walls.

She taught gemology at New York’s Fashion Institute of 
Technology, and worked for David Yurman, H. Stern, and http://
www.gia.edu/gia-news-research-alethe-fatherley-gemologist-
sets-sights Lazare Kaplan International, where she sold loose 
stones. At Lazare Kaplan, conversations often referred to the 
fi rm’s cutting facilities in Namibia.

“I became interested in Africa and simply wanted to learn 
more about the people,” she says.

That desire to learn more soon turned into something much 
deeper. Fatherley researched nonprofi t organizations and 
settled on Cross Cultural Solutions, a non-governmental 
organization. Her supervisor at Lazare Kaplan granted her a 
three-week leave from work, allowing Fatherley to travel to 
Moshi Town, Tanzania and serve as a kindergarten teacher at 
Kilimahewa school. The makeshift classroom where she taught 
was set up in the home of a pupil’s parents.

The stark contrast between the world of luxury jewelry and 
the lives of people in Tanzania moved her deeply, and quickly. 
Fatherley returned home just weeks later with an entirely new 
perspective, and founded Jewelers that Care in 2009. The goal 
of her nonprofi t is to “energize development projects,” such as 
schools and water wells, through donations and partnerships 
with other aid groups. (The organization’s name changed to 
the more focused Jewelers for Water this spring).

“When we examine the serious issues facing Africa and rural 
villages around the globe, we fi nd ourselves making a full circle 
back to the issues of a lack of clean water and education,” 
she says. “We believe this contributes to the root of other 
problems, including HIV/AIDS, crimes against women and 
children, and other serious issues. 

“I wanted to help within my capacity. But the stories of poverty 
are diffi cult to tell – and diffi cult to sell,” she says. “I had to 
come up with creative ways to get people interested.” 

Fatherley - who also earned 
degrees from the American 
Gem Society, Fashion 
Institute of Technology 
and SUNY’s Empire State 
college – developed deep 
relationships in the jewelry 
industry, and became what 
she calls “something of a 
recruiter,” helping friends and 
colleagues from all aspects of 
the industry make professional 
connections in exchange for support of the charity.

Jewelers for Water is focused on building water wells and 
collaborates with many like-minded professionals in the 
industry. The water pump necklace, for example, was designed 
by Thomas Kurilla, manufactured by Hoover & Strong, and is 
sold exclusively by a handful of local, brick-and-mortar jewelry 
stores on the East Coast, with proceeds benefi tting Jewelers 
for Water’s water pump projects. The group also created 
an annual awards ceremony at JCK that honors jewelers 
addressing humanitarian issues.

Fatherley, who lives in Fairfi eld, Connecticut with her husband, 
Christopher, runs Jewelers for Water while caring for the couple’s 
4-year-old son, Gordon, and 2-year-old daughter, Marisa. 

“My dream and my long-term goal is to collaborate with our 
industry in the most sensible way that benefi ts us as an industry, 
as well as the people living in rural villages,” she says. “I want 
our industry to shine by contributing to the communities that 
keep us going.”                                                                    TRJ

Jewelers for Water

GEMOLOGIST SETS HER SIGHTS ON SOCIAL JUSTICE, 
HEALTHY BUSINESS REPRINTED FROM GIA ONLINE
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There are four words a jeweler never 
wants to hear: “On the fl oor ... now!” 
Recently, Jewelers Mutual hosted 
webinars for the jewelry industry 
titled “Robbery: Before, During and 
After” with recommendations on how 
to reduce the likelihood of being 
targeted, survive the threat if you are 
targeted and recover from an attack. 
Along with the webinar, which can 
be accessed at JewelersMutual.com, 
Jewelers Mutual also introduced a new 
robbery checklist for jewelers.

If an armed robber enters your store, 
what will you do? Jewelers Mutual’s 
loss prevention specialists, Carrie Volp 
and Tim O’Conner, began with tips to 
know when your store is being cased. 

According to Volp, “To prevent a 
crime, you have to assume that you 
are being cased and always be aware 
of the threat. That’s the fi rst step to 
making your store as safe as possible.”

But even with the best preventative 
measures in place, preparing yourself 
and your staff mentally for an attack 
can mean the difference between life 
and death. “The game changes the 
second someone comes into your store 
with a weapon,” says Volp. “The most 
important thing you can do is stay calm 
and comply. The sooner you can give 
the robbers what they want and they 
leave, the better.”

It may sound counterintuitive, but 
Jewelers Mutual recommends not 
activating a panic button or alarm until 
the robbers have left the store. Doing 
so too early could lead to the police’s 
arrival on the scene while the robbery 
is occurring, which could precipitate a 
dangerous hostage situation. 

Once the immediate threat has past, the initial shock of a robbery can leave jewelers 
and employees feeling anxious and overwhelmed. Flashbacks are common, and 
talking about the experience and your feelings with a trusted support system of friends 
and family members can help you recover emotionally. You should also consider 
professional counseling if the stress or fl ashbacks interfere with your home life or work.

Your insurance coverage should also provide the extra step of helping its policyholders 
deal with the trauma of an armed robbery by offering a benefi t that contributes to the 
costs of professional counseling services. “We are here to serve the jewelry industry, 
and part of that service is helping our members recover and move forward with their 
lives and their businesses,” said Volp. “This benefi t is just one small way we can help 
you recover when you face a loss.” 

In addition to the webinar and new robbery checklist, jewelers can fi nd time-tested 
strategies to help protect their businesses at JewelersMutual.com. To learn more 
about insurance coverage and fi nd a Jewelers Mutual agent in your area, call 800-
558-6411 or email YourInsuranceExpert@jminsure.com.                                          TRJ

CONTROL

By David Sexton

Vice President of loss prevention at Jewelers Mutual Insurance Company

Four Words 
A Jeweler Never Wants To Hear: 

Lock the doors immediately after the 
perpetrators leave

Call 9-1-1 and tend to anyone who may be injured

Try to keep all witnesses at 
the scene and collect contact information

Ask your staff and witnesses to make notes as 
soon as possible about the robber and the incident

 Share these details with the police, 
and allow them to conduct a full investigation

Contact your Jewelers Mutual agent or the 
company’s 24/7 emergency line to report the loss

AFTER A ROBBERY, 
it can be diffi cult to know what to do fi rst. 
To help jewelers during these crisis moments, Jewelers Mutual has 
developed a robbery checklist jewelers can refer to immediately 
following an attack. It includes tips like

Lock the doors immediately after the 
perpetrators leave

Call 9-1-1 and tend to anyone who may be injured

Try to keep all witnesses at 
the scene and collect contact information

Ask your staff and witnesses to make notes as 
soon as possible about the robber and the incident

 Share these details with the police, 
and allow them to conduct a full investigation

Contact your Jewelers Mutual agent or the 
company’s 24/7 emergency line to report the loss
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Ankit Malpani

Inspired from the human aura where each color has 
its own signifi cance. In this cuff, the green color of 
emerald denotes healing, the 18k yellow gold and 
sapphire denotes energy and the white diamond 
depicts protection. MSRP: $5,200.
www.ankitmalpani.com

Ankit Malpani
201.279.5343

James Breski

Natural light yellow oval diamond set in a double halo 
of yellow and whitediamonds with complementary 
yellow and white diamond shank, set in 18kt two tone 
gold, center yellow diamond 
1.00 ct, accent diamonds.46 ctw. 
MSRP: $10,500 

James Breski
800.346.3436

Midas

14kt Yellow Gold
MSRP: 470.00
The new LightZ Collection of sparkling 
CZ and high polished 14kt gold are 
crafted into glimmering bangles and 
earrings. MSRP: $470.

Midas
877.643.2765

Frederic Duclos

Two-tone inspiration is a perfectly 
balanced bridge bracelet with 
yellow gold plated accents on 
highly textured beads. 
MSRP of $325.

Frederic Duclos
866.898.3636

Diancee Bridal Collection

14K white and rose gold two-tone 
band set with a 0.55ct center 
diamond and 0.20ctw of accent 
diamonds. Handcrafted in USA. 
MSRP $4,300.

Paragon  Couture Group
800.435.6664  

Jessica Surloff

Crown Ring of 18kt rose 
gold with a 4ct yellow beryl 
and 1ctw of diamonds. 
MSRP $5,200. 

Jessica Surloff
212.575.2395

THESTYLEPAGE

Marco Moore

Numbered limited edition 
to 499, 14kt rose gold 
pendant featuring 6.17cts of 
amethyst, white topaz, and 
diamonds. MSRP: $1,795.

Marco Moore
800.762.9900
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Royal Chain

Wizard of Oz Commemorative 
Special Edition Angelica Bracelet 
- designed and made in the USA 
from recycled metals. 
MSRP: $32.

Royal Chain
800.622.0960

Ariana Rabbani

14kt gold, 16” necklace 
with three small 
diamond butterfl ies. 
MSRP: $1,500.

Ariana Rabbani
212.869.0973

Elizabeth Buenaventura

Pumpkin eternity ring made 
from 14kt gold and 0.75ctw of 
diamonds. MSRP $2,695.

Elizabeth Buenaventura
646.469.7171

Artistry, Ltd.

Artistry’s morganite and diamond 
(.11ct.Tw) pendant necklaces are 
both exquisite and affordably priced.  
Each 27mm pendant includes a 
14kt rose gold adjustable 18” chain.  
MSRP $1,250.

Artistry, Ltd.
888.674.3250

THESTYLEPAGE

Omi Gems

Tsavorite and yellow diamond 
pendant handcrafted with an 8.54 
carat fancy cut tsavorite accented 
with 0.97 carats of fancy yellow 
diamond rounds set in 
18kt yellow gold. MSRP $150,000.

Omi Gems
877.OMI.GEMS

Belle Étoile

Fontaine Bangle featuring nickel 
allergy-free, rhodium-plated 
sterling silver with 
pavé-set stones. MSRP: $375

Belle Étoile
415.626.9223

Benchmark

This stunning 8mm two tone band 
features a beautifully unique 14kt 
rose gold mesh and milgrain center 
framed perfectly  within 14kt white 
gold drop bevel edges.
MSRP: Size 10 - $1219.63 

Benchmark
800.633.5950
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During a luncheon in New York hosted by the DCA and its 
President and CEO Terry Chandler, a truly new and dramatically 
exciting announcement was made. Chandler announced the 
launch of The DCA Career Readiness Program. More than that, 
however, as Terry told the story of an idea that grew into a 
concept that developed into a test model that evolved into 
a well thought out plan, the excitement and interest of the 
group who listened to the story grew.

Necessity, according to the saying, is the mother of invention. 
For the past few years the industry has lamented the state of 
the economy, competition from electronics, and millennials 
who do not buy our products and they don’t like them. The 
millennials, the experts tell us, associate diamonds, gemstones 
and jewelry with their money grubbing parents. It’s almost as 
though we are re-living the sixties with the anti-establishment 
direction of the war protest movement, the back to nature 
crowd, tie-dyes and the like. Add to this environment, that 
DeBeers morphed into a new model and quits advertising the 
fundamental product of the business! Oh! What’s the industry 
to do?

As the Star Wars character Yoda said, “Do or do not. There is 
no try.” In the case of the DCA’s new Initiative “Do” carried the 

day. Everyone who attended the presentation was impressed. 
Words like, “fantastic”, “game changer,” “revolutionary,” 
brilliant” were used to describe what we all heard.

Simply stated the Initiative provides high school students with 
the opportunity to learn about diamonds, gemstones, and 
selling them as a way to build qualifi cations for employment 
when their high school days have ended. This is a program 
where everyone wins. Schools in many regions are in need of 
additional funding from both the state and federal government. 
This program results in more funding to the schools because at 
both the state and federal level funding is available to schools 

Creating Qualified Job Candidates
The Jewelry Career Readiness Initiative was developed by the Diamond Council of America to help 
create qualified job candidates for the retail jewelry industry. It uses DCA’s accredited distance-education 
courses in diamonds, colored gemstones, and jewelry sales to supplement the career-readiness programs 
that exist in most US high schools.

This folder contains sample pages from the materials produced by DCA to support and promote the JCR 
Initiative.

Jewelry Career readiness initiative

For complete access to JCRI Teacher Support, 
visit: https://teachers.diamondcouncil.org/

Contents
industry Certification Program information about JCRI, for district school boards, 

administrators, and others who have a say in curriculum 
decisions.

Jewelry Jobs and salaries Sketches of jewelry industry career possibilities, designed 
for teachers and students, to build interest in classes that 
include the JCRI component.

teacher support DCA website landing page for teachers participating in JCRI.

getting started Step-by-step suggestions for planning and teaching classes 
that include DCA courses. The first two pages of the 
document are included here.

guest speaker guide  Guidelines for scheduling, contacting, and communicating 
with industry guest speakers, and for making speaker visits a 
success. This folder includes initial pages of the document.

guest speaker Messages Samples of templates for emails to industry guest speakers. 

activity guide One of the guides for hands-on projects that are traditionally 
within the scope of high school jewelry arts classes.

Press releases Samples of templates for press releases teachers can use to 
publicize their JCRI classes. 

Quotations Quotations from individuals who participated in JCRI 
classes, including the school principal and teachers, 
industry guest speakers, and students.

Photos Photographs of DCA President/CEO Terry W. Chandler 
awarding students in JCRI pilot classes their certificates of 
completion for DCA courses.

The DCA Career Readiness Initiative By Frank Dallahan

Innovation:
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“I really enjoyed the DCA certifi cation 
process. It was a great learning experience 
that taught me so many different skills 
that will help me in a multitude of work 
environments now and in the future.”

 “I am more than thankful for being part 
of the experience and what I have received 
from the Diamond Council of America. Its 
not just a grade but the foundation of my 
future career goals.”

that provide specifi c job related training. Students need 
specifi c job training so that when they graduate, they have an 
opportunity to fi nd employment in a much different arena than 
tossing hamburgers and making fries. Teachers win because 
they have a subject to teach that is completely new, different, 
and relevant. 

The curriculum wins because the Initiative refocuses on a topic 
practical and pragmatic. The jewelry industry wins on two 
counts. One, there will be a cadre of knowledgeable young 
people coming into jewelry stores in search of employment. 
And two, with that employment will come their friends and 
acquaintances looking for engagement rings and other 
products they can purchase from a contemporary they know 
and trust. Retail jewelers benefi t from both. Brilliant!

The DCA also announced the appointment of Suzan Alexander 
Weir as head of the Initiative. Weir brings more than twenty 
years experience in the industry to her position. She is certifi ed 
in DCA’s diamond and gemstone courses and is a Graduate 
Gemologist from GIA. With a successful pilot this past year 
under her belt, Weir will focus on expanding the program 
primarily in the state of Georgia by making presentations to 
school boards and administrators.

Career readiness programs are welcomed in high school 
curricula and according to Terry Chandler, these programs 

already exist in most high schools in the United States. Whenever 
and wherever there is funding to be secured in public schools 
you can bet that Ms. Weir will have an attentive audience.

I think the most interesting and exciting part of this story is the 
comments and reactions of the students who graduated from 

the program. For example:

Dave Meadows, owner of Art Jewelers in 
Woodstock, Georgia was a guest speaker at 
Woodstock High School in Woodstock, Georgia 
as a participant in the DCA Initiative. He had this 
to say about the program and his experience 
with it:

“As a local independent jewelry storeowner, I was honored 
to be invited into our local high school to supplement their 
educational experience by presenting an hands-on experience 
of actual gemstones. I was invited by the Art Department to 
speak on organic gemstones. I was impressed by the students’ 
questions and excitement for the subject. I discovered that they 
are using the Colored Gemstone course materials developed 
by the Diamond Council of America as their textbook. The 
course has obviously kept their interest and expanded their 
understanding of gemstones and the industry overall. I walked 
away with a desire to be more involved in their journey and 
with an appreciation of the Diamond Council of America’s 
contribution to the future hire-ability of our next generation. 
I feel the interaction with the high school is an ideal forum to 
build trust with the next generation of diamond buyers as well 
as with good will with the community at large.” 

Innovation is a wonderful thing! Congratulations DCA and 
Terry Chandler for a well thought out plan. TRJ

FANTASTIC

GAME 
CHANGER

REVOLUTIONARY

BRILLIANT

The DCA Career Readiness Initiative
Innovation:

INNOVATION

CAREER

ORGANIZATION
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In a February 2014 GIA expedition to Sri Lanka, Field Gemologist Andrew Lucas and 
Video Producer Pedro Padua gained access to a gemstone world rich in tradition 
and potential. The team spent two weeks on the island documenting their fi ndings 
for a series of research articles and videos. The country – known in Sanskrit as “Ratna 
Dweepa” or “Island of Jewels” – is a centuries-old gemstone source and center for 
mining, trading and cutting that has made evolutionary and revolutionary changes 
to its industry over the last two decades, making it a key international participant in 
the modern market.

Throughout history, Sri Lanka has been known as a land of gems. King Solomon was 
said to have procured a great ruby for the Queen of Sheba from Ceylon. Marco Polo 
wrote of wonderful Ceylon gems. The Blue Sapphire is king of Sri Lankan gems. The 
400-carat Blue Sapphire called “Blue Belle”, which adorns the British Crown, is from 
Sri Lanka. The beautiful star sapphire misnamed the “Star of India” displayed at a 
New York’s Museum of Natural History. 

In addition to rubies and sapphire, the illam gravel also 
bears cat’s eyes, alexandrites, aquamarines, tourmalines, 
spinels, topaz, garnets, amethyst, zircons and variety of 
other stones. 

Sri Lanka, the island known as the pearl of the Indian 
Ocean lives up to its nickname as a hotbed for a variety 
of gems. Sri Lanka is home to 40 varieties of gems. 
Gems of Sri Lanka have found there way to many a court 
all over the world since time immemorial.

 
The GIA research duo visited gemstone mining, cutting, trading, jewelry manufac-
turing, pawning, and retail centers and businesses that represented the activity for 
each market sector. There, they discovered a dynamic industry that blends traditional 
methods and market practices with a defi nite movement to modernization for the 
global marketplace. Updated import and export regulations have opened the path 
for Sri Lankans to acquire rough gemstones from around the world, revitalizing their 
trade, while a domestic retail, manufacturing and pawning industry for 22K gold 
jewelry continues to thrive alongside new jewelry markets for younger generations.
 
“I’ve never seen such a complimentary combination of traditional practices, new 
technologies, skill sets and strategies to meet the needs of future domestic and 
international markets as in the exotic gem-rich island of Sri Lanka,” said Lucas. 
“Traditional cutting lives side-by-side with modern technology, producing cuts with 
the highest standards. Modern business practices incorporate the trading expertise 
of generations of Sri Lankans, creating a brisk marketplace. And artisanal mining 
practices blend harmoniously with mechanized mining where logical.”
 
In keeping with its mission to ensure the public trust in gems and jewelry, GIA regularly 
conducts research fi eld trips to important gem and jewelry centers around the globe, 
incorporating fi ndings into research practices and education programs and relaying 
information to the trade and public through a series of channels. Findings from the 
Sri Lanka fi eld trip will be featured in an upcoming Gems & Gemology (G&G) article, 
as well as fi eld reports and video documentaries on www.gia.edu.                       TRJ

As Sri Lanka develops their industry some 
traditional practices, such as the mining of this 
pit with hand tools, prove to still be effective. 
Photo by Andrew Lucas; © GIA.

At this pit mine in Ratnapura miners haul the 
overburden and gravel up in buckets by a 
hand powered winch. Photo by Andrew Lucas; 
© GIA.

River mining involves constant dragging 
motion with mammoties to scoop out the 
illama for washing. Photo by Andrew Lucas; 
© GIA.

Jewelry composed of substantial amounts 
of 22K gold is popular throughout Sri Lanka. 
Photo by Andrew Lucas; © GIA.   

At this pit mine in Ratnapura miners haul the 

River mining involves constant dragging 

Sri Lanka has been 
known as a land of gems

GIA Field Researchers Explore the Island of Jewels
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In Case You Missed It

Read in the July 25th JBT Weekly Alert

In Case You Missed It

Distinctive Curved Wall Showcase

The GL123 is a pre-assembled, 
tempered glass wall showcase with 
four glass shelves and available with 
halogen or LED top and side track 
lighting as options. Shown here in 
brushed gold laminate and available 
in all Techno Display’s standard 
laminates and wood fi nishes as well 
as custom fi nishes. Size is 45” wide 
by 15.5” deep and 74.5” tall. Prices 
start at $2,645. 
 
For More information contact Tecno 
Display at 800-255-3536.

62% 48%

5%
7%

zero infl uence

great deal

No infl uence

at all

great deal

A recent Gallup Poll in 
which 62% of Americans 
stated social media has 
zero infl uence on their 
purchasing decisions. 5% 
said this channel has a 
“great deal” of infl uence. 

For the millennial 
segment, 48% agreed  
that social media has  
“no infl uence at all” on 
these decisions, 
7% “a great deal;” and 
the balance “some.”

Moody’s Investor Services projects an annual growth rate of 
14% for online retail sales and says while bricks-and-mortar 
retailers need to be in the online space, their physical 
presence for shoppers 
gives them a competitive 
advantage vs. pure play 
on-line retailers, as even 
Millennials want to see 
and touch the latest 
fashions/things. 
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Color Merchants Inc. Welcomes Rick Morris To 
National Sales Team

Color Merchants, a top supplier of diamond and gemstone 
jewelry for almost 30 years, is growing. The newest member 
of the team is Rick Morris, who will be representing the 
Southeast region of the United States. With many years of 
road experience and extensive knowledge, Rick is ready to 
showcase Color Merchants’ beautiful line of diamond and 
gemstone jewelry.

To learn more about Color Merchants call 1-800-356-3851 
and visit www.ColorMerchants.com to view their full catalog. 
Retailers are encouraged to call Rick at 205-531-4901, or email 
him at rick@colormerchants.com for an appointment.



Star Gems Debuts Innovative 3D Product 
Marketing Capability

Star Gems, Inc. has announced the launch of an innovative 
3-D product-marketing capability, which will revolutionize the 
way jewelry is viewed on-line As a market leader in providing 
industry-changing technology to empower retailers to better 
market their product, Star Gems has created cutting-edge 
technology that provides the capability to offer 3D “live” 
product images in 180 degrees. 

The company shoots approximately 90 pictures of each piece, 
which are edited in high resolution to provide customers the 
opportunity to see the most detailed image possible. The most 
exciting part of this technology is the company has worked to 
ensure it can be integrated into any retailer’s on-line marketing 
program. 
Authorized Star Gems retailers have the added advantage 
of access to Star Gem’s extensive inventory via your own 
company’s website thus providing the opportunity of use 

when meeting with customers. Literally hundreds of designs 
are available to view. Two Star Gems authorized retailers have 
adopted this marketing tool and the company expects dozens 
of additional retailers to add this tool by fall.
 
Founded in 1986, Star Gems, Inc. is known for its extensive 
loose diamond inventory, state-of-the-art customer design 
work and extensive bridal line collection. Star Gems is part of 
the world’s two largest and most well respected buying groups 
and is also a registered supplier of the American Gem Society. 
Star Gems can be found online at www.stargems.com and can 
be reached for inquires at 1-800-474-5579
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With the Right Insurance, Losers need not be 
Weepers

A Jewelers Mutual® policy could give your customer’s ring-loss 
story a happy ending

“My best friend’s husband lost his ring on his honeymoon 
while playing volleyball in the shallow water.”

“I lost my ring and found it months later. We sold our car, and 
when the dealership was cleaning it, they found it under the 
seat.”

“My husband lost his (ring) at a party. We found it the next day 
in the beverage bucket.”

These are real-life, lost-ring stories submitted to the website 
thenest.com. While many such stories have happy endings, 
just as many do not. Summer may be wedding season, but 
with the warm weather and increased outdoor activities, it can 
also be lost-or-damaged-ring season.

An insurance policy may not replace the memories associated 
with an engagement or wedding ring, but it can alleviate the 
fi nancial stress of replacing it. “Our jeweler partners need to 
remind their newlywed-to-be couples of the importance of 
protecting those symbols of love with insurance,” said Michael 
Calabresa, director of business development for Jewelers 
Mutual Insurance Company. 

Jewelers Mutual offers personal jewelry coverage that jewelers 
can inform their customers about. Perfect Circle® Jewelry 
Insurance provides worldwide, comprehensive coverage 
against loss, theft, damage or mysterious disappearance, as 
often occurs with an item so small. “Plus,” said Calebresa, 
“our coverage will ensure that customers’ rings are replaced 
or repaired to their original condition – something not all 
policies will do.” 

And while jewelry insurance is important for your customers, it 
can be an even more essential tool for your business growth and 
building loyalty. “Mentioning Perfect Circle Jewelry Insurance 
shows customers that you stand by your products and care 
about how they protect their jewelry once it leaves your store,” 
Calabresa added. “As an added business benefi t, Jewelers 
Mutual encourages insured customers to return to your store 
for regular inspections, cleanings, and reassessments. In 
addition, with Jewelers Mutual, customers have the fl exibility 
to choose you – their preferred jeweler – for claim-related 
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repairs and replacements should the worst happen. No need 
for multiple estimates. Jewelers won’t fi nd benefi ts like that 
with every insurance carrier.”

For more information about jewelry insurance for your 
customers, free materials for your store or how you can earn 
rewards; contact a Jewelers Mutual Insurance representative 
at 800-558-6411, ext. 2118 or Marketing-PJ@jminsure.com. 

Pure Grown Diamonds Sets New Record for Grown 
Diamond

Three Carat White Stone is World’s Largest

Pure Grown Diamonds – the world’s largest distributor of gem-
quality grown diamonds has announced a new milestone in 
the creation of a 3.00 ct., K color, SI1 clarity, round brilliant-cut 
grown diamond.

“We are ecstatic to once again celebrate technology and 
innovation in grown diamonds” said Lisa Bissell, new President 
and CEO, adding, “It is very gratifying to break our own 
records and reach the three carat milestone”.

Previous records set by the company include a 1.29-carat E color, 
VVS2 emerald-cut diamond, followed by a 1.78-carat G color, 
SI1 clarity princess-cut stone announced in November of 2013.

Since April of 2013, Pure Grown Diamonds (formerly Gemesis 
Inc.) has made steady advancements in the fi eld of grown 
diamonds, in size, color, and clarity. In the nearly 60 years since 
the fi rst diamonds were grown, the technology used to create 
diamonds has seen signifi cant and positive growth. Pure 
Grown Diamonds is proud to share this newest achievement 
with their customers and the gemstone industry.

Michael Barlerin Associates appointed by Manfra, 
Tordella & Brookes for Sales and Marketing

Assignment for bullion based jewelry and promotional 
products produced by PAMP

Manfra, Tordella & Brookes, Inc. announced that Michael 
Barlerin Associates, LLC has been appointed to provide sales 
and marketing services for its line of bullion based jewelry and 
promotional products. The Swiss-based refi nery and fabricator, 
PAMP, produce the diverse product line. The line includes gold 
and silver ingot pendants, packaged precious metal ingots 
able to be customized, and a silver calendar ideally suited for 
corporate gift giving. 
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Commenting on the appointment, Scott Spitzer, COO of MTB 
said, “We are very pleased to be working with Michael and the 
MBA team. His extensive experience in jewelry marketing and 
the precious metals industry makes this an ideal partnership.”
Barlerin added, “The PAMP products are unique. Whether for 
the corporate gifts sector or consumers wanting bullion based 
jewelry and gift items, matching the product, distribution 
channel, and target customer will be an exceptional 
opportunity.”

Manfra, Tordella & Brookes was founded in 1957 and is a full-
service precious metals product distributor. The Company 
is the sister company for PAMP and is headquartered in the 
International Gem Tower in New York City. 

PAMP is the world’s leading bullion brand. The company holds 
a dominant position in many of the world’s major precious 
metals markets and utilizes a state-of-the-art precious 
metals refi nery and fabrication facility in Switzerland. PAMP 

distinguishes itself from all other 
leading refi ners by maintaining 
its identity as, above all, the 
industry’s leading innovator. 
As the fi rst precious metals 
fabricator to employ decorative 
designs on the reverse side of 
its bars, PAMP introduced the 
world to the art of precious 
metal transformation. 

Michael Barlerin Associates, LLC 
was formed in 2005 to provide 
marketing and management services to the jewelry industry. 
Prior to forming MBA, Barlerin had been CEO, Americas for 
World Gold Council, and a position he held for 15 years. 
He previously was Senior Vice President, Marketing at Zale 
Corporation. He currently serves as Director of The Silver 
Institute’s Silver Promotion Service, which MBA formed in 2008.
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Jewelers unBLOCKed™ Adds Jeff Mills to the Team

Jewelers unBLOCKed is 
pleased to announce Jeff 
Mills joined the company as 
the Relationship Executive. 
Mills will be responsible for 
expanding the company 
network in the luxury jewelry 
marketplace. In addition, 
he will focus the fi rm’s 
association with premier 
insurance brokers serving 
the jewelers block and 
personal collector space.

He joins Jewelers unBLOCKed™ with 20 years experience 
in management, underwriting and claims roles. Mills was 
Vice President - Commercial Operations for Jewelers 
Mutual Insurance Company, and before that held a series of 
management positions including Vice President - Claims.

“Adding a focused relationship executive to the team is a 
signifi cant step in our expansion,” said Jewelers unBLOCKed™ 
President and CEO, Patricia Low. “Jeff’s extensive industry 
knowledge, expertise and broad talent are a welcome addition 
as we continue to build out capabilities.”

Miller is a graduate of Ball State University in Muncie, Indiana 
and holds a number of professional designations including 
Senior Claims Law Associate (SCLA) and Chartered Insurance 
Operations Professional (COIP).

Michael Bungert Joins Uneek by Benjamin Javaheri 
As Senior Vice President

Los Angeles based, preeminent bridal 
and fashion fi ne jewelry brand, Uneek by 
Benjamin Javaheri, is pleased to announce 
the appointment of Michael Bungert as 
Senior Vice President.

Michael’s history within the industry spans over forty years 
and yields a wealth of invaluable experience in strategy and 
management. He spent 29 years as the Vice President of 
Kattan Diamonds & Jewelry Inc. where his responsibilities were 
signifi cant in building the business’ sales and merchandising 
strategy and planning. 



At Uneek, Michael will spearhead the development of all 
sales, marketing and merchandising initiatives, will assume 
the management of the external sales force and will also be 
responsible for key retail accounts. 
 
“I am pleased to welcome Michael to the Uneek family. I am 
confident that his business acumen, rich and long standing 
relationships and unbridled passion will be an incredible 
addition to the company. We are looking forward to a fruitful 
4th quarter and 2015”, said Benjamin Javaheri, Owner & 
Designer of Uneek. Michael can be reached at 888-238-6335 
or a michael@uneekjewelry.com

JIS Announces The 18K Club

Through listening to our show buyers and exhibitors it became 
apparent to JIS that the demand for 18K finished jewelry and 
other high end merchandise is once again on the rise! 

Exhibitors are transitioning their lines in order to meet the 
renewed demand for higher end luxury designs. In order to 
assist the JIS Trade Buyers in navigating the massive 1250 

booth show and making it effortless for them to locate these 
higher end exhibitors and designers we created the 18K Club 
Designation!  

The current list of 18K Club members is available on the JIS 
website. The list of 18K club members continues to grow as 
the JIS October show continues to grow. We suggest checking 
back frequently to see who else has joined the ranks of the 
18K club and the full exhibitor list, which is always available on 
our website,www.jisshow.com.

Although this is only one segment of the expansive merchandise 
from around the world found at JIS shows, finished diamond 
jewelry is the single largest product category at the October 
11-14, 2014 JIS show!  

The show is always held at the Miami Beach Convention 
Center in the heart of the world famous South Beach. And this 
year the show promises to be as exciting as South Beach itself!   
For additional information please contact the JIS Show Office 
at: 561-998-0205 or info@jisshow.com
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Anna Martin Joins GIA as Senior Vice President of 
Global Development

 GIA announced the appointment of Anna Martin as Senior 
Vice President of Global Development.  Building on a career 
of more than four decades in banking serving the gem and 
jewelry industry, Martin will be responsible for broadening and 
deepening GIA’s relationships with clients and stakeholders 
and overseeing the Institute’s global benefi ciation efforts.

 “Anna Martin brings invaluable and unique expertise and 
experience that will help us continue to focus on ensuring 
consumer trust in gems and jewelry,” said Susan Jacques, 
GIA’s president and CEO. “Anna will help build our capabilities 
as a global organization as we work to deepen our research 
program, expand laboratory capacity and bring gemological 
education to more people around the world.”

“I am very excited to join GIA to help build on its history of 
excellence in research, education and laboratory services,” 
said Martin. “There are so many opportunities for the gem 
and jewelry industry to do good in the world; I look forward 
to working with my new colleagues at GIA to seize these 
opportunities.”

Previously Martin was Managing Director and Head of Global 
Marketing, Diamonds and Jewelry, at Standard Chartered 
Bank. Martin, who served on the GIA Board of Governors from 
1997 to 2011, is one of the most well-known and recognized 
fi gures in the gem and jewelry industry. At Standard Chartered 
Bank and previously at ABN AMRO bank, she signifi cantly 
expanded the availability and delivery of fi nancial products 
and services to the global trade. Her work has been recognized 
with numerous industry awards and she has served on the 
boards of many industry organizations. She will begin her new 
position at GIA, based in New York, on Sept. 2 and will report 
to Jacques.

NAJA Announces 2014 Scholarship Winners for the 
HOWARD RUBIN EDUCATIONAL FOUNDATION

The National Association of Jewelry Appraisers (NAJA) 
announced the winners of the 2014 Howard Rubin Educational 
Foundation (HREF) Scholarship to attend the World of 
Gems Conference IV scheduled on September 20-21, 2014, 
Rosemont, IL. 

Ms. Heidi Harders, GG, Chicago, IL and Kathleen Marino, 
GG, Rochester, MN are the 2014 winners of the fi rst annual 
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scholarship. Ms. Harders is accomplished appraiser and 
member of NAJA since 1996 and shares her thought that “the 
World of Gems Conference goes above and beyond.” 
Ms. Marino is a novice appraiser and joined NAJA in 2013 
and feels that “continual education is integral to growing as a 
gemologist and an appraiser.”  

The Howard Rubin Educational Foundation Scholarship is 
awarded to only NAJA members - one new appraiser and 
one experienced appraiser - for continuing education, other 
than NAJA conferences, relating to gem and jewelry personal 
property appraising.  

The National Association of Jewelry Appraisers is the largest 
membership association specializing exclusively in gem 
and jewelry appraising and related appraisal issues. It offers 
education and networking opportunities with knowledgeable 
appraisal professionals. 

For further information on becoming a member of NAJA, 
attending NAJA’s 2014 Conference please contact Gail Brett 
Levine, GG, Executive Director, The National Association 
of Jewelry Appraisers, P. O. Box 18, Rego Park, NY 11374, 
718.896.1536 fax 718.997.9057, naja.appraisers@netzero.net, 
www.NAJAappraisers.com.

Jewelers Mutual Prepares Jewelers For Hurricanes 

Jewelers Mutual Insurance Company helped jewelry businesses 
prepare as Hurricane Arthur approached with these crisis-
management tools:
• Jewelers Mutual’s Hurricane Preparedness Guide,
• a guide to building a business-continuity plan,
• a business-continuity planning checklist/template, and
• an emergency planning checklist.

When a hurricane is imminent, 
many questions swirl in the mind of 
a jewelry business owner. Should 
I evacuate or stay put? Should I 
stay open or close shop? How do 
I secure inventory, the business 
premises, and business assets? 
Which, if any, data and documents 
should I back up? What can I do 
to ensure my employees’ and my 
own personal safety? What steps 
should I take if my business incurs damage or a loss?



Jewelers Mutual Insurance Company provides the important 
resources listed above to help you develop sound responses 
to these and many more questions that a looming threat can 
raise. The tools, tips and checklists in these guides will help 
you better prepare your jewelry business for, and react to, any 
crisis precipitated by hurricanes.

The Hurricane Preparedness Guide can help you:
• establish a business continuity plan,
• prepare before the storm,
• act after the storm, and
• choose a contractor (if damage has occurred).

Please take a moment to review the materials listed above and 
prepare. You just might discover advice that could save your 
business.  For more information please go to JewelersMutual.
com.

NUMBER OF CRIMES DOWN, ARRESTS SOAR

Jewelers’ Security Alliance recently released its statistics 
regarding crimes against the jewelry industry in the U.S. for 
the first half of 2014. 

The total number of crimes decreased from 740 in 2013 to 641 
in 2014, a decline of 13.4%. Total dollar losses also declined 
slightly, from $35.3 million in the first half of 2013, to $34 
million in the first half of 2014. During the same time period, 
the number of arrests of jewelry criminals soared from 211 in 
2013 to 374 in 2014, a remarkable 77% six month increase, 
largely as a result of large gangs of from five, to seven to 11 
members being apprehended

John Kennedy, President of JSA, said, “Terrific investigative 
work by the FBI and local law enforcement agencies have 
been principal drivers  of these encouraging results. The other 
main driver has been an upsurge in information sharing by 
local crime prevention networks of jewelers, and particularly a 
dramatic increase in the sharing of good suspect surveillance 
photos and videos. 

Recently, quite a number of suspects have been immediately 
recognized due to photos and descriptions in weekly JSA 
Email Crime Alerts when they enter a store, Kennedy said. 
With leads provided by jewelers, law enforcement agencies 
are pursuing jewelry gangs with perseverance, sometimes 
involving a year or two or more of dogged investigative work.”
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Turn Ordinary into Extraordinary 

Overnight’s new Halo Heads collection is the most 
comprehensive collection in the industry. With all of the most 
popular diamond shapes - in virtually all center sizes, Overnight 
has the halo head your looking for! 

Overnight’s Halo heads are made to fi t any setting that takes 
a peg head, giving you the ability to create new looks easily 
and instantly. Overnight stocks all of the heads as semi-mounts 
in 14kt for immediate delivery. Alloy sample displays are also 
available for only $199. All halo heads are available in 10kt, 
14kt, 18kt, platinum, and palladium and can be set with any 
one of nine diamond qualities. 

To view, price, and order any of the Halo heads (or the Halo 
Head display), simply go to www.overnightmountings.com. All 
prices are listed retail at daily metal market.

Select By Centurion Show Announces Exciting 
Education In September

The Select By Centurion Shows announced their exciting 
September 2014 Educational line-up for retail jewelry store 
attendees.

Nashville, TN, Loews Vanderbilt, Sunday, September 21, 2014, 
9-10 AM

•  TITLE: Remarks from Chuck Koehler, Anthony Jewelers, 
Nashville, TN and Southern Jewelry News Columnist

•  SPEAKER: Chuck Koehler, Anthony Jewelers, Nashville, TN 
and Southern Jewelry News Columnist

•  DESCRIPTION: Join Chuck Koehler author of “The Retailer’s 
Perspective” column from Southern Jewelry News and long-
time emergency responder. Chuck will address running 
a jewelry store and crisis management and how the two 
intersect. You’ll never look at running your business in the 
same way again!



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

Jobs for 
Those Who 

ServedPost Your Job Openings for Free on The Jewelers for Veterans Job Board.

Do you have a job opening you are trying to fill? Do you know a veteran 
who may be interested in working in the jewelry industry?  The Jewel-
ers for Veterans’ new on-line job board will help connect employers with 
prospective US Military veteran employees.

From sales to security, bench jeweler to watch maker, wholesale to retail 
sales, you are encouraged to post your job openings.  Sign up is easy.  There 
is no charge to post jobs on the job board and you may post as many as 
you need to.

For information or to contribute please visit 
www.JewelersForVeterans.org 

©2014 Jewelers for Veterans. All Rights Reserved.

Your Donation Will Help 
US Veterans and their Families 



Minster Makes Moves at Scott Kay

Scott Kay Inc., announced the hiring of two, C-level executives 
reporting directly to Scott Kay’s CEO, David Minster. 

Effective immediately, Tom Kennedy has been appointed to 
the role of Chief Commercial Offi cer, and John Croston as 
Chief Supply Chain Offi cer.

“We’ve spent nearly a year focusing on aligning a myriad 
of opportunities into one, strategic and focused framework.  
Now, we are executing that strategy by creating a world-class 
executive team to realize the full potential of the Scott Kay 
brand,” David Minster said. 

“Before I hired David to lead our corporation, we had very 
frank discussions about our expectations.” Scott Kay stated 
regarding David Minster.  “My direction to David was to build 
a superior team; don’t hold anything back. That, is exactly 
what he is doing.   My vow is to cultivate our corporation to 
the same exacting precision in which we create our jewelry, 
then share it with the world.  With David at the helm and these 
tactical executives secured, I now have that assurance.  This 
allows me to return to what I do best:  art, expression and 
design.” Scott Kay expressed.  

Tom Kennedy has had a distinguished career in prestige 
cosmetics, timepieces, and management consulting.  Tom 
is quite possibly the best general manager I’ve ever known 
and will excel as Scott Kay’s new CCO,” commented Minster. 
“As Chief Supply Chain Offi cer, John Croston brings over 2 
decades of experience in every level of jewelry manufacturing. 
His dedicated relationships, supplier strengths and continuous 
improvement orientation in producing exceptional jewelry, 
befi tting of the Scott Kay brand.

Embracing the ever growing Latin population and their desire 
for higher karted gold and inspirational jewelry designs, 
Minster has also added a seasoned, sales executive to fully 
develop the brand within the South, Central America and 
the Caribbean markets.   Blanca Rodriguez has joined Scott 
Kay as Director of Sales.  Focusing her 20 years experience 
with international retailers  our distribution within the Latin 
community will now be fully realized,” Minster stated. “Blanca 
embodies the faith and fashion mindset of Scott Kay allowing 
her to properly represent Scott Kay’s deeply spiritual and 
freeform design expressionism to Latin America,” Minster 
added.
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Minster hinted that this is the fi rst of a series of forthcoming 
announcements related to executing the Scott Kay global, 
strategic plan.  “We didn’t spend the last year as a ‘visioning 
exercise;’ we carefully obtained only the fi nest executives in 
specifi c areas of management expertise in formulating the 
retooled Scott Kay enterprise.  With these appointments 
and another announcement in the near future, the company 
foundation is cemented. We will continue to launch 
initiatives, elevating Scott Kay, the brand, and the business to 
unprecedented levels,” Minster concluded.

Delcam’s ArtCAM JewelSmith helps create 
jewellery for the stars

Stephen Webster Ltd, founded by one of Britain’s leading 
designers of luxury jewellery, Stephen Webster, is internationally 
renowned for its chic and dramatic glam-rock jewellery, with 
over 200 points-of-sale worldwide and seven boutiques in 
London, Beverly Hills, Moscow, St Petersburg, Kiev, Vienna 
and Marbella. Its pieces have been worn by celebrities such 
as Madonna, Christina Aguilera, Kate Moss, Sir Elton John, 
Rihanna and Kate Beckinsale, to name but a few.

Edward Slater, head of the company’s CAD department, 
explained how the company created its jewellery – “Our 
designers always start with a brief as to the theme and 
inspiration for a particular project before they sketch out their 
designs. Our Jewels Verne or Le dents de la mer collections, for 
example, were initially inspired by 2000 leagues below the sea.”  

Each collection consists of up to thirty or forty pieces, including 
earrings, rings, necklaces and larger statement pieces, such 
as cuffs.  The CAD team is given around four weeks from 
the time they receive the signed-off designs to convert all 
paper drawings into 3D CAD models, taking around a day 
for each design.  Once they have modelled the jewellery, the 
designer looks at the each model to make sure that it is as they 
envisaged and make any amendments before they import the 
design into Delcam’s ArtCAM JewelSmith software, to create 
the toolpaths for CNC milling.  

Mr. Slater initially saw ArtCAM JewelSmith at the IJL exhibition, 
where he was impressed by how quickly it could calculate 
toolpaths.  “It cuts the time down drastically,” he claimed.  
“Half a day was cut down to a couple of minutes.  It is great!  
When it comes to bangles, ArtCAM has been something of a 
revolution for us; we could have never done one before with 
our previous software and machinery.”  
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He continued, “ArtCAM JewelSmith has a really easy work fl ow 
and is extremely simple to use with its 3D Machining Wizard.”  
ArtCAM JewelSmith comes with a number of options to create 
the toolpaths to produce a design effi ciently on a CNC machine.  
The software also gives Mr. Slater’s team the opportunity to 
check that the block of wax is the correct size for the jewellery 
model, as well as to add the number, size and thickness of the 
supports to hold the piece in place during machining. Before 
the design is sent to the CNC machine, Mr. Slater and his team 
run a simulation of the toolpaths cutting the design to make 
sure they have chosen the correct machining strategies and 
cutting tool, and, if necessary, to make any amendments.  “It 
is interesting seeing it simulate the toolpaths because when 
you come to see it on the machine there are no surprises,” he 
commented.  

“Whatever we are working on, I know that Delcam are always 
there to help, giving us advice on the best tools and approach 
to mill a design should we need it,” he concluded. 

For further information on ArtCAM JewelSmith, please contact: 
Rebecca Freemantle Direct Tel No: 0121 683 1003 or E-mail: 
rlf@delcam.com                                                                    TRJ






