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By Frank Dallahan

The jewelry industry has gone through some eye-popping 
technological changes over the past twenty years. This fact 
applies to the manufacturing sector as well as the retail 
community. In manufacturing, cast-in-place is now routine. What 
used to be done in a high tech environment with computers 
taking up entire rooms and large cad machinery is now done with 
3D printers that are virtually desktop models. At retail, it wasn’t 
that long ago when the fax machine was introduced; followed 
by computers; and POS systems. Now the Internet and social 
media have impacted the business at every level. You sometimes 
wonder will it ever stop? 

The iWatch is the latest technology product to have been 
introduced that will compete with an important sector of the 
jewelry business. The question is: will the iWatch be a jewelry 
product with technology features or a technology product with 
jewelry features?

On the one hand you cannot ignore Apple, the wildly successful 
giant in the consumer marketplace entering or creating a new 
segment of the market with a new high tech product that has 
been carefully researched and developed. On the other hand, 
you may question whether an iWatch will compete on the same 
psychographic level as a Rolex or a Patek? Will the iWatch be 
sold as a symbol of success and achievement? It is hard to 
imagine an Apple Store selling the $17,000 18 karat gold iWatch 
easily. $17,000 is serious money for any wristwatch. While the 
sales staff at any Apple Store I’ve ever visited are excellent when 
it comes to features, benefits, and product knowledge, I have a 
hard time visualizing the tee shirt and jeans approach working 
very well selling an iWatch. I think the techie look works very well 
in a computer technology environment. I’m not sure at all if it 
works selling a $17,000 watch.

In his introduction of the iWatch, Tim Cook, Apple’s CEO, 
positioned it as a “new kind of timepiece. It would allow the user 
to stay in touch, to stay fit; to pay for a soda, to do karaoke, and to 
watch a garage door open.” The iWatch will be available in three 
different versions: an anodized aluminum sport watch expected 
to sell for $349. Next is the stainless steel version priced at $549 
- $599; and finally, the high-end 18-karat gold model selling for 
$10,000 to $17,000. This model will be available in yellow and 
rose gold models. The watchstraps feature ribbons of metal 
mesh that loop through each other and are held in-place by a 
magnet. Others click into place mechanically and magnetically. 
There are also quilted leather-like straps of Fluor elastomer.

Daisuke Wakabayashi, writing in the Wall Street Journal on 
March 10, 2015 made the point about previous efforts to have 
a high tech watch, “other tech firms tried and failed because 
people did not like the designs and found no compelling use.” 
Design is a personal choice feature. The iWatch is, in my opinion, 
a very attractive product. So from that perspective there should 
be no worries. Considering Wakabayashi’s second point of “no 
compelling use,” we won’t know the answer to that concern until 

the consumer actually buys it, learns how to use it and then the 
excitement or the disappointment comes to pass. 

According to Michael Malone who wrote several days later in 
The Journal, “the watch business is not first about technology. 
It is about exquisite design, cultural prestige, and enduring 
value.” You have to wonder how Apple will address new model 
iWatches to those who have shelled out $17K for the first 
iWatches. The iWatch is well designed whether it has enduring 
value and cultural prestige remains to be seen.

Another columnist in The Journal, Holman Jenkins, a few days 
later put forth the concept the iWatch exists to protect the 
iPhone because the iPhone generates so much profit for Apple. 
Jenkins’ conclusion was “only with real users will the iWatch be 
useful, necessary and indispensible.” 

A product forecast to sell 15 million units is nothing to ignore. 
While there will undoubtedly be some loss of revenue in jewelry 
stores’ watch departments, 15 million units is a very significant 
number to consider.

It is believed millennials have given up wearing watches with 
the advent of the cell phone. Many in this consumer category 
consider the watch unnecessary. If that is the case, you have to 
wonder why an iWatch is needed at all. If all the iWatch does 
is replicate what the cell phone does, what is its compelling 
feature?

The probability is that Apple’s clever advertising machine will 
crank up significant demand for the product and my guess is 
that it will be the millennials who will adopt it. Apple’s cult-like 
following will insure sales results. A company founded on an 
entirely new idea of a personal computer, is more likely to go on 
gut instinct and “wouldn’t that be cool” product development 
than traditional methods of bringing a product to market.

One firm catering to the obscenely wealthy, Brikk, is offering 
a diamond encrusted version of the iWatch for $115,000 
according to a recent story in Tech Times by Timothy Torres. The 
jewelry industry has over the years done a good job adapting 
to market place changes. I’m confident the market will adapt 
to the iWatch as well. Or as my colleague Andy Kohler said, 
“the jewelry industry only has to worry if Apple introduces a 
diamond engagement ring!”

The iWatch
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If you’re reading this at home (and I’m betting you haven’t got 
time to read it at work!) I’d like you to do a little job for me. Stand 
up and go to your closet. Look at the items on the hangers and 
take out the items of clothing that you have not worn more than 
once in the last 3 months. Sit them in a pile on your bed. Now 
take the remaining items that you have worn recently, or more 
frequently, and put them in another pile alongside.

I’m betting pile number 2 is considerably smaller than pile number 
1, yet the items in this pile have been pretty much the majority of 
the clothes you have worn during this 3-month period.

What I’m showing you via this exercise is not that you need more 
new clothes (calm down ladies!) but it is a perfect illustration of 
the 80/20 rule and how you use it in your life.

Why do you wear the same items so often? Because you like 
them, you find them more comfortable, it’s part of a uniform or 
whatever. The fact remains that around 20% of your wardrobe 
will be providing you with 80% of your wear.

Your store is the same. Customers like 20% of your items, and 
they buy those items 80% of the time. It’s a natural law that 
occurs in all areas of business including your inventory, your 
staff and your sales. You cannot fight it.

As a rough rule of thumb 20% of your inventory 
 is responsible for 80% of your sales.

To illustrate using a store with 5000 items and $1 million in store 
sales:

Examples
Quantity of 

Items in store
$ contribution  

to sales
Ratio

Fast sellers 1,000 $800,000 20/80

Slow sellers 4,000 $200,000 80/20

TOTAL 5,000 $1,000,000

The 1,000 fast selling items (20% of the 5,000 total items in store) 
is contributing 80% ($800,000/$1M) of the store’s revenue. In 
other words there are only 1,000 of the 5,000 items sitting in 
this store that are generating most of the revenue. What would 
happen if, when these items sold, they weren’t reordered? 

The typical store can often have fewer than 10% of its inventory 
as fast sellers because they don’t reorder. Could a store sell 
more if it had more good product? If this store reordered its 
good sellers and built the ratio up to 20% or more then they 
could expect a corresponding increase in the dollars of fast 
selling items and hence an increase in overall gross sales. You 
know yourself when you are shopping if you don’t see what you 
like then you are unlikely to buy what you see. 

So the first question is; do you believe in the 80/20 rule? If you 
do then the second question is so when will you apply it?

So why not reorder? The reasons vary from “I have tax to pay 
next week and can’t afford to”, to “the customer who bought it 
doesn’t want to see someone else wearing it” to “the staff are 
bored with it”. 

So ask yourself these questions:
•  If you don’t reorder and resell it will you be able to pay that 

next tax payment that falls due? 

•   If you stop carrying it to keep it exclusive are the public likely to 
find it anywhere else? How about at your competitor’s store? 
Chances are your competition may pick the item up and guess 
where your customers will buy it then! 

•  Are your staff paying to buy the product or is it your customers? 
Who deserves the right to get bored with it first?

If you are serious about building your business reorder those 
good sellers when they sell. It’s time to take your business to a 
new level

David Brown

David Brown is President of The Edge Retail 
Academy, an organization devoted to the ongoing 
measurement and growth of jewelry store 
performance and profitability. For further information 
about The Edge Retail Academy’s management 
mentoring and industry benchmarking reports contact 
Becka Johnson Kibby: becka@edgeretailacademy.
com or 877-910-3343, ext 1

By David Brown

What It Means If You Don’t

PLANNING

Why You Need To Reorder? 
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>> Continued to Pg 14

Many women have a “quiet fear” that they won’t have enough 
money for retirement, but they can take several steps to make 
sure that doesn’t happen.

“The key is to continue earning throughout retirement and 
to find ways to create income for life,” says Donna Phelan, 
who has worked with thousands of women nationwide during 
her 18 years with several large Wall Street investment firms. 
She has an MBA in finance and is the author of a new book, 
Women, Money & Prosperity: A Sister’s Perspective on How to 
Retire Well.

Research shows that women often have far less saved for 
retirement than men, Phelan says. They frequently earn less 
than men and often take time out of their careers to rear 
children. They also spend more time with elder care. Some 
women don’t start thinking about their retirement savings until 
late in life, and by then it’s hard to save enough, she says.
So it’s important for them to think outside the box and find 
alternative income strategies so they thrive during their golden 
years, Phelan says.

She encourages women to come up with what she has 
nicknamed SISTERS — Stackable Income Streams to Empower 
Retirement Security. The most important retirement-planning 
objective is to accumulate and “stack” as many diverse 
sources of retirement income as they possibly can, Phelan 
says. For example, if you have five different sources of income 
in retirement that each paid you $12,000 per year, it would add 
up to $60,000 annual income, she says.

Possible sources of income include pensions, Social Security, 
investments and savings, retirement plans such as 401(k) plans 
and IRAs, part-time jobs, inheritance, annuities, home-based 
or small business, rental property, life insurance and home 
equity.

She also encourages women to form SISTERS clubs and get 
together to talk with other women about financial issues and 
possibly pool their talents, ideas and resources to create small 
businesses. “My passion is to start a nationwide conversation 
about women and retirement.”

Editor’s Note: The following article is reprinted from the December 30, 2014 
issue of USA Today. It is written by Nancy Hellmich. We are proud that one of  

our writers has been accorded this recognition by a national publication.  
Donna Phelan joined our writing corps this year.

By Donna M. Phelan

RETIREMENT:  
How Women Can Generate Income For Life

$60,000 $60,000 $60,000 $60,000 $60,000

$12,000

RETIREMENT:  
Women Can Generate  

Income For Life
HOW

Retirement 
Savings
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Research their own retirement. Think about how 
much you’ll need, what kind of lifestyle you want to 
have, where you want to live, what you want to do and 
where the money for this is going to come from.

Delay their retirement start-date. Make sure you 
have enough money to retire before you do. Talk to 
a financial adviser about the prospects of running 
out of money in retirement, given today’s longevity 
predictions. Many women need to understand the 
necessity of earning an income at age 65 and beyond, 
she says. “Retirement can be like a camping adventure 
during an unexpected snowstorm. It can last much 
longer than you expect, and you must ensure that you 
have enough supplies.”

Work part time. “It keeps people vital and lively. It 
gives them a social network and gives them spending 
money,” Phelan says. “It eases them into retirement 
because a lot of people don’t prepare psychologically 
for retirement.”

Pool their assets with like-minded women to create 
business opportunities. “What do a marketer, artist 
and accountant have in common? They have the 
makings of an instant start-up if they were to pool their 
talents,” she says.

Create a home-based business. “I see so many women 
doing crafts and making jewelry, and they do it as a 
hobby or for charity, but they could easily monetize it,” 
says Phelan, who had her own jewelry-design business 
with customers such as Tiffany & Co. and Cartier.

Use non-traditional living tactics, such as renting 
out rooms of your home. Phelan says she knows one 
woman began renting empty bedrooms in her own 
home to local art students, and she used the income 
to make other financial investments that produced 
income.

Get a roommate or downsize your home to a less 
expensive abode. “A house is often one of the largest 
expenses in retirement, but it can be a non-producing 
asset that is more than what women can afford to 
carry,” she says. Phelan says she has a roommate, and 
the arrangement has “allowed both of us to cut our 
living costs so we can save a little more in our 401(k)s.” 

Become financially literate. 
Some women are intimidated by going to a financial 
adviser, but these professionals usually give a 
complimentary session to prospective clients to see 
if it’s a good fit, she says. You also can learn about 
finances from books and websites.

Look into optimizing your Social Security benefits. 
Make sure you’ve learned about all the options for 
taking Social Security, such as spousal benefits (ssa.
gov), before you make a decision about your benefits. 
Unless you are in ill health or in dire need of money, 
delay taking Social Security for as long as possible. 
Every year you wait increases your Social Security 
benefit by 8% up to age 70, she says.

Pay off unproductive debt, such as credit card debt, 
as quickly as possible. If possible, pay your credit card 
bills in full every month. If you cannot, then always pay 
more than the minimum.

Rework your budget and spending plan; eliminate 
non-essential spending.

The sooner women get started doing all of 
this, the better off they are going to be, 
Phelan says. “Women need to recognize 
the role they play in their own retirement-
planning process and take responsibility now 
for their retirement prosperity.”

Donna M. Phelan 

Donna M. Phelan is the author of Women, Money 
and Prosperity: A Sister’s Perspective on How to 
Retire Well. (www.donnamphelan.com) Donna 
has spent 19 years at some of Wall Street’s 
largest and most prestigious investment firms. 
She holds an MBA in Finance from the University 
of Connecticut, and provides personal finance 
advice to clients in twenty states coast to coast. 
She has been featured in USA Today, Yahoo! 

Finance.com, CNBC.com, NBC.com, and The Houston Chronicle, among 
others.  Donna has lectured at conferences nationwide on a broad range 
of financial topics and is the author of numerous articles on investments, 
retirement and financial planning.  Donna was formerly President of the 
American Association of Individual Investors (AAII) Connecticut state chapter 
and was active in the Financial Women’s Association (FWA) in New York. 
She is currently a member of the South Bay Estate Planning Council in Los 
Angeles. Prior to working on Wall Street, Donna was Principal of a jewelry 
design and manufacturing company whose customers included Tiffany & 
Co, C. D. Peacock, and Cartier, for whom she did freelance design.

RETIREMENT:  
How Women Can Generate Income For Life

Phelan says women should:
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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.

By: David Sexton

RECORD KEEPING:  
DO YOU KNOW WHAT’S IN YOUR STORE?

Like most jewelers, you probably already have a pretty good idea 
what’s in your inventory. Yet in the event of a covered loss, you 
will need accurate and up-to-date inventory records to facilitate 
your claim settlement quickly and fairly. In the event you have 
a covered loss, your inventory records will substantiate your 
claim establishing what has been lost and its value. So how can 
establishing and maintaining a sound inventory methodology 
enhance your business?

Recovering covered losses isn’t the only reason to establish proper  
inventory control. Inventory records are essential in operational 
planning. This documentation lets you know when as well as what 
to reorder; what’s selling and what’s not. Sound inventory control 
can also quickly alert you to missing merchandise, errors in entry, 
and even help you deter internal theft. 

Because each jewelry operation differs in size, method of operation, 
and merchandise sold, it’s not practical to recommend one inventory 
control system that will be optimal for every business. Work with 
your accountant to decide which inventory control method is right 
for you. In the meantime, here are some record keeping best 
practices from Jewelers Mutual you may want to consider. 
• Track every item.

–  A perpetual inventory system tracks every item for sale, from 
the time you receive the merchandise until you are no longer 
responsible for it. Some items—such as low-valued merchandise, 
raw materials and parts, chains sold by the gram—have different 
record keeping requirements.

–  In conjunction with the perpetual inventory system, you will 
want to retain:

• Purchase invoices
• Sales receipts
•  An annual detailed and itemized physical inventory
•  To track your merchandise effectively, maintain your perpetual 

inventory on a daily basis. In addition to keeping records of your 
own merchandise, keep an up-to-date detailed listing of:
–  Your customers’ goods
–  Merchandise that belongs to others in the jewelry business 

(consigned or memo goods)
–  Items that are temporarily away from your business

• Take a physical inventory at least once a year. If you update your 
records regularly, your perpetual inventory should match your 
physical inventory. Keep a copy of any adjusting entry necessary to 
balance the perpetual to the physical inventory.
Ready to set up your inventory control system?

Adhering to the following guidelines today – and every day – can 
definitely help you recover a prompt and fair settlement in the 
event of covered loss! 
• Use unique inventory numbers. 
•  If you have an inventory control system that manages merchandise 

by stock keeping units (SKUs), you’re in great shape. If not, 
assign a unique inventory number to each merchandise item. For 
example, if you have two identical watches, they should each 
have a different tracking numbers.

•  Devise a number, letter, or letter/number sequence that lets you 
divide your merchandise inventory into categories. For example, 
a gold chain could be CH100; a wedding ring could be WR100.

When you receive a piece of jewelry
•  Always compare the purchase invoice to the merchandise 

received to assure you received the correct items. Then, enter 

them into your inventory system along with:
– Description of the items
–  The date you received the items
–  Your cost for the items
–  The manufacturer’s name and style number
–  Be sure that the inventory numbers appear 

on the purchase invoice when you file it, and 
include the number on the sales tag as well. 

When you sell a piece of jewelry, record the following on the 
three-part sales receipt:
• Inventory number                 • Date of sale
• Customer’s name and address • Selling price

Give one part to the customer, file one part for inventory control 
purposes, and keep one part for your accountant or bookkeeper.

Recording a change in value
•  If your replacement cost increases or decreases for certain items 

in your inventory, Jewelers Mutual permits you to amend these 
values on the next physical inventory you provide them for the 
purposes of developing your annual policy premium. If you follow 
these record keeping guidelines, and you maintain and update 
your inventory control system on a regular basis, you will have a 
stronger inventory record keeping system

Storing inventory records
You will want to keep your inventory records for a minimum of 
seven years or until the inventory has been sold. If you have a 
manual inventory system, keep you inventory control records 
separate from your merchandise to minimize the chance of your 
records being stolen in the event there is a theft of merchandise. 
Store your inventory control records, including purchase invoices 
and sales receipts, in a fireproof container or safe that is not also 
used for the storage of merchandise. Keep copies of your two 
most recent annual physical inventories away from your business, 
such as at your home, a bank vault, or your accountant’s office. 
For a computer-based system, back up your files on removable 
media, such as an external hard drive or cloud service, and store 
the media at a location away from your business.

Get everyone on the same page
It’s essential that all members of your staff follow the same disciplined 
methodology when it comes to managing your inventory control. 
To help jewelers improve the efficiency of their inventory control, 
Jewelers Mutual has created videos for both jewelers and 
designers/wholesalers to share with their associates. In less than 
four minutes, you can share this valuable information on inventory 
record keeping and help enhance the operation of your business by 
visiting JewelersMutual.com/records. For other tips on enhancing 
and protecting your business, visit the Safety and Security page at 
JewelersMutual.com.
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Ann Arnold 

Ann Arnold is an expert in manufacturing and finance. She earned 
her CPA working for Deloitte, and was the VP and later CEO of 
Lieberfarb, a US based manufacturer of wedding and engagement 
rings. This 27 year veteran is currently the Chief Strategy Officer of 
BIG (Buyers Intelligence Group), which provides comprehensive, 
scalable, industry solutions that deliver dramatically improved 
performance to jewelry retailers and manufacturers. To learn more, 
email ann@bigjewelers.com. www.bigjewelers.com

By Ann Arnold

PLANNING FOR TRADE SHOWS

1. START EARLY! 

2.  PREPARE 
FOR YOUR 
APPOINTMENTS

3.  SET  
A REALISTIC  
BUDGET 

Determine which vendors you plan to visit and start to create a plan. Set up appointments, but 
remember to give yourself enough time in between each appointment to get there on time (no 
one needs to remind you how big these shows are!) Speak to your staff - do they have any trends 
they are seeing or ideas for new products you may want to investigate? Make sure to leave 
yourself plenty of time for prospecting – looking for new trends or collections.

Look at your inventory, run reports and analyze them. Look at what you are selling, what you 
are not selling, determine what you need to replenish, what you need to return, and what new 
product you want to bring in. The more prepared you are for your appointments at a show, the 
more efficient you will be, and you will be able to stay on time and lower your stress. 

Analyze your categories by vendor and price point to see where there may be some opportunities. 
And, don’t forget to share some information with your vendors. When I used to prepare for every 
show, I would get inventory data from my best customers. I would then be able to come prepared 
for our meeting with what we needed to restock and what we needed to stock balance, and then 
have enough time to look at new styles. It is not enough to go to a vendor and say “ all this is 
aged, I need to return it”. It will go a lot further if you are prepared to work together. 

It is so easy to over-spend at a jewelry show, leaving you with too much inventory at the end 
of the year (and not enough cash). Leave lots of room in your budget to pay for replacing your 
fast-sellers! A good rule of thumb is to spend ½ of what you think you need for the season with 
replacement of fast-sellers taking up the rest of your budget. Most retailers do not need more 
inventory, they just need to determine the right inventory, and then replace it as fast as it sells.

How many people hear you are going to Las Vegas, and think “Wow - so lucky - have a great 
vacation!” The reality is that going to a trade show is a lot of work and quite honestly, sometimes 
quite a bit of stress. Utilize the tools that are out there such as your own inventory reports, joining 
groups like The BIG Network, and visiting the show planning sites such as “My JCK Show Planner” 
at http://jcklv15.mapyourshow.com/6_0/login/login.cfm. 

By preparing early, and going in with a plan, you will feel more in control and 
hopefully have some time to actually have some fun too! 

They say time flies when you are having fun, so we must all be having a blast, because I cannot believe it is almost time for Vegas! 
In order to make the trip worthwhile, you need to plan for it. Planning requires more than just looking at a map and making a list of 
vendors you want to see. Here are some tips to help make the process a little easier:
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     The Internet was brought to 
everyone’s fingertips when the iPhone 

was introduced in 2007. The ability to affordably connect with 
the world without a desktop computer changed the way we all 
live, but the usefulness of that change didn’t happen overnight.

Just like the dotcom craze 10 years prior, the mobile marketing 
craze that quickly ensued after 2007 was filled with get-rich-
quick app development schemes and promises of mobile 
websites. Some industries recognized the B2C (business to 
consumer) value of mobile websites and invested heavily in 
their development, but many businesses waited to see how 
others would use a mobile website or a mobile app before 
taking action.

Mobile users have grown fatigued with the process of installing 
apps that only get used once. Sophisticated apps, like jewelry 
product catalogs, require more memory and frequent updates. 
Initially those updates weren’t a problem, but now many cell 
phone carriers limit data usage. While it seemed inconceivable 
to use a full 16GB of memory on a smartphone, now most of 
us are struggling to fit our digital lives into 128GB. Given the 
choice between using smartphone memory for pics, videos, 
music, and other personal files, or loading infrequently used 
apps, we all delete the infrequently used apps in favor of 
personal files.

It only makes sense to build a smartphone app if you need to 
access those personal files, which an independent retail store 
does not. It’s better for retail stores to build mobile websites 
and dovetail all mobile marketing through popular social media 
apps that direct users back to the mobile site.

Sadly, even though smartphones have been widely available 
for eight years now, most retail jewelers have not deployed 
mobile websites. It’s no longer cost prohibitive to set up and 
maintain a mobile site. Some jewelers are using responsive 
website designs--websites that morph into different formats 
when viewed on desktop or mobile--to minimize their cost and 
satisfy the mobile users.

Google published a mobile website best practice guide a few 
years ago, and has updated it several times since. After much 
user analysis, Google is finally turning its guidelines into real 
ranking factors. As of April 21, 2015, Google lowered the ranking 
of websites that were not mobile friendly. This lower ranking only 
applies to search results seen by users of google.com on mobile 
devices, and it does not affect desktop search results. The 
impact of this is huge for most jewelers. My own measurements 
show that prior to April 21, 2015, on average, 45.3% of retail 

jewelry store organic traffic came from mobile users. In the 
absence of e-commerce, you have to consider that all website 
traffic directly correlates to in-store foot traffic. Losing all that 
smartphone traffic could cause a 45% loss of foot traffic.

Most smartphone users will visit the home page and product 
catalog pages of a site. Many smartphone users also visit the 
contact us page. Although I can’t prove it yet, I assume that 
mobile customers looking at the contact page are, in fact, 
looking for store hours and driving directions. 

Google’s dominance over search puts them in a position to force 
businesses to adopt a correct mobile strategy or suffer a harmful 
loss of sales. Although this might seem like a penalty to some; 
in the past, Google instituted penalties on those who tried to 
manipulate search results for financial gain. In this case, Google 
changed their algorithm to create a better mobile experience 
for everyone, and your non-mobile site doesn’t provide a good 
experience. While a responsive website design might seem like 
the obvious mobile site solution, Google’s guidelines strongly 
hint that default setups of responsive designs do not produce the 
best customer experience. Google has specific issues with small 
fonts, content that doesn’t correctly fit a mobile screen, and site 
speed. Without meticulous attention, even a responsive design 
won’t satisfy these Google guidelines. You can read Google’s 
mobile guidelines at this address http://bit.ly/jwagmobi

After eight years of widespread mobile availability, Google 
is finally telling us all that 2015 is, indeed, the year of the 
mobile website. Those who choose to ignore Google’s mobile 
guidelines won’t be able to escape the loss of website visitor 
traffic, which then translates into a loss of sales as more and 
more people start using their smartphone as their primary 
method of search.

Look at your own website right now using your smartphone and 
try to imagine your customer’s point of view. Even if you don’t 
consider yourself a savvy internet user, any trouble you have 
navigating your site will reflect the troublesome experience your 
customers have. Set a goal to have a good mobile experience 
before the 2015 holiday season.

By Matt Perosi

Matt Perosi

Matthew Perosi reports the latest Internet trends 
and methods that are most relevant to the jewelry 
industry in his 5-day per week newsletter, available 
through jwag.biz. Tap into the more than 1,100 
free newsletters to guide you towards better 
usage of websites, social, andmobile. Matthew 
invites your feedback and questions at matt@
jwag.biz or 973.413.8211. Many questions from 
TRJ readers have turned into great newsletter 
topics.

Your Website Just Lost 45% of It’s Visitors —  
2015 is The Year of the Mobile Website
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ORGANIZATION

Many savvy jewelers have seized the opportunity to create 
pieces using these rarer and more expensive diamonds. They 
enjoy the higher margins that are achieved by broadening the 
scope of offering to a new type of customer. It is important 
however, to approach fancy color diamonds with the right 
know how and a thorough understanding of what it is that 
makes them so valuable.
 
Color is very important but it is a combination among all 
characteristics that is crucial to the creation of a rare stone. 
The stronger the saturation of color, the higher the value of 
the stone will be. Diamonds which showcase more vibrant or 
evenly distributed color, will obtain significant premiums on 
their price. The distribution of color throughout the stone is 
also of high importance. I would mention that within the color 
distribution grade that the GIA provides on the certificate there 
are levels of color dispersion – the less colorless patches when 
stone is facing up the more beautiful the stone will appear and 
as a result, the higher the value. 
 
Compared to colorless diamonds, clarity has a lot less impact 
on the price of a fancy color diamond. In fact, the rarer the 
stone, the less important the clarity is.
 
Naturally occurring fluorescence is possessed by some fancy 
color diamonds and can ALSO have impact on their price. 
Many diamond buyers maintain that fluorescence, specifically 
blue fluorescence, which only appears under UV light, gives 
the stone a hazy quality and reduces the value. Pinks tend 
to fluoresce frequently so the price will not be negatively 
impacted as it might in a yellow diamond where fluorescence 
is less common. In some cases, when the color of fluorescence 
compliments the body of the stone, it may generate a stronger, 
more vibrant color and drive the price of the stone up. 
 
The importance of polish and symmetry is frequently overstated. 
The price of a stone primarily lies in the overall appearance, 
rather than in its maintenance which is determined by its 
polish and symmetry grades. A well-polished and symmetrical 
diamond will not necessarily make a diamond aesthetically 
pleasing. The depth of a diamond refers to the height of the 
stone divided by the width. However, the depth will not impact 
the price of a fancy color diamond unless it is at the detriment 
of its color, allowing for colorless patches to become visible. 
 
After planning the ideal model (to yield the best color, saturation 
and size), the stone will be sawn if needed and sent to the 
polishing wheel. With fancy colored diamonds, the process 
involves only one (or possibly two) ‘master cutters’. The owner 

of the diamond will usually oversee the cutting process as a 
whole, closely inspecting the stone at crucial stages. In contrast 
to the tens of thousands of cutters of colorless diamonds 
worldwide, there are only 15-20 ‘master cutters’ in all four 
diamond capitals – so specialist is the skill.
 
The world of fancy color diamonds is infinitely complex and 
should not be entered lightly; but for the discerning jeweler, 
it presents a wealth of opportunity to create pieces which are 
both beautiful and highly lucrative. 
 
Formally established in 2014, the Fancy Color Research 
Foundation is a non-profit organization which aims to promote 
transparency, fair-trade principles and high standards of ethics 
to the fancy color diamond wholesale and retail segments. The 
foundations’ principle activities encompass the collection and 
tracking of large-scale proprietary fancy color diamond supply 
and pricing data. Membership is open to retailers, auction 
houses, wholesale traders/manufacturers, financial institutions, 
insurance appraisers and mining companies.

Fancy COLOR 
Diamonds
In Jewelry

Eden Rachminov 

Eden Rachminov of the Fancy Color Research 
Foundation shares insights on what to look for 
when buying fancy color diamonds for jewelry. He 
can be reached via email at info@fcresearch.org

By Eden Rachminov
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Great brands have a point of view. Environmentally friendly is 
a viable point of view. How can this benefit my jewelry store?

What do Apple, Wal-Mart, and Google have in common? They 
have all invested in “green” technology for the betterment of 
their bottom line. Apple just announced the purchase of a 25-year 
contract to buy continuous power directly from a huge solar plant 
in California. Wal-Mart has been installing solar panels on the 
roofs of their stores since 2009. Google signed a 400-megawatt 
deal for wind energy, bringing its total wind energy commitment 
to 1 gigawatt, enough to power the equivalent of 750,000 homes. 
What is the advantage for these companies? They are investing 
in energy security, reliability and infrastructure with a generational 
timeline in mind. In addition to improving their bottom line, these 
investments reduce greenhouse gas emissions.

April 22, 1970 was the first “Earth Day”. 1980 – 1993 Environ-
mentalists are objects of ridicule. The age of conspicuous con-
sumption has begun. In 1993 the U.S. Green Building Council 
was founded. LEED (Leadership in Energy and Environmental 
Design) would encourage corporations to join in. The first LEED 
Pilot Program was launched in August 1998. 2009 LEED for Re-
tail was established. 

Energy Management is the low hanging fruit. LED replacement 
lamps or fixtures with integral LEDs provide long life and 
directional light. Fluorescent, either compact, T8’s or T5’s 
provide long life and soft light. The combination is perfect 
for diamonds. Clarkes Jewelers, Shreveport, LA save 1/3 
of their former electrical bill in a 25% bigger store. Not only 
does this lighting save electrical power costs but also saves air 
conditioning costs since there is less heat generated by the 
lighting, a big deal for jewelers.

What else can you do? 
• Incorporate daylight.
• Use a ceiling fan.
• Install occupancy sensors. 
• Use LEDs in your storefront signs.
• Have the signs on a 24-hour timer.

What is the return on energy retrofits? Lighting is the largest 
energy-related expense for retailers, according to a recent 
U.S. Department of Energy study. This study estimated that 
saving $1 in energy costs has the same bottom-line impact as 
increasing sales by $80.00! Here is another way to save money 
by being “green” - through the way you use water. 
•  Repair leaky faucets. Manitoba Hydro says 1 leaky faucet can 

fill 55 bathtubs in a year!
•  Use “greywater” in your bathroom.

• Install motion sensor faucets.
•  Install “smart” irrigation 

controllers, tied to your GPS coordinates.
• Install low flow faucets and toilet fixtures.

Plants can help you improve your “green” rating.
•  Ficus plants have especially strong gas absorbing, 

antimicrobial activity, even removing formaldehyde.
•  Choose xeriscaping or drought tolerant landscaping outside 

your store. This saves water; uses less fertilizer; entails less 
maintenance.

•  Plant a tree. Plant on the west or south side of your property 
to cut air conditioning costs. Trees absorb carbon dioxide 
and emit oxygen.

According to the National Institute for Occupational Safety 
and Health, 35 – 60 million Americans have building-related 
symptoms of eye, nose and throat irritations or headaches or 
fatigue. To help eliminate these problems from your store, 
consider implementing the following.
• Open the door(s) in spring and fall to let in fresh air.
•  Use cleaning products and processes that emit low levels of 

VOCs (volatile organic compounds) and particulates.
•  Use no VOC paint from Benjamin Moore or Sherwin Williams 

when renovating.
•    Ask your contractor to use solvent free grout for all tile floor 

and wall installations.

Your people – staff and customers - are your most important asset.
•  Studies show that “green” retail spaces can reduce 

absenteeism and increase productivity.
•  Young workers new to the business environment want to 

join a financially successful company with commitment to 
protecting the environment. Young customers feel the same.

•  Involve your staff in efforts that you are making to create a 
“green” store environment.

•  Let your customers know the good news via Facebook, 
Twitter and Instagram and don’t forget all of your traditional 
communication media – mailings, print, radio and TV 
advertising and billboards. Remember, people love stories.

Ruth Mellergaard, FIDA

Ruth is Principal of GRID/3 International, Inc. She is 
a New York certified interior designer with specific 
experience designing jewelry stores.  She knows 
a great deal about planning stores to operate 
profitably; specifying lighting to illuminate the 
merchandise and choosing and specifying colour 
and materials that make a statement.

By Ruth Mellergaard

How Green is  
My Jewelry 
Store?
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CONTROL

Over the past decade or two, branded products have taken 
center stage in our jewelry industry. Maybe we were slow 
to get there compared to other industries, but we arrived, 
sometimes grudgingly, as we often do in our trade.

Most fine jewelers carry brands of one kind or another. Few 
have been able to resist the temptation. Indeed, some brands 
have been able to penetrate the consumer’s mindset to such 
a degree that not carrying at least a few brands seems like 
a huge mistake. Without question, 
brands have their place. 

The real question with brands is: How 
do they work for you? You should 
analyze your return on investment 
regularly. You should monitor customer 
inquiries for branded products by 
name. You should know without 
hesitation the value that brands bring 
to your business.

I’m not against brands, but I have 
a concern over the demands they 
make on retailers. In my experience, 
brands tend to load retailers with too 
much merchandise in initial orders by 
insisting that a full suite of products is needed to sell even a 
few. For sure, every retailer needs an appropriate breadth of 
product. Finding the right balance is the challenge, because 
every brand, and every supplier, has products that simply 
won’t sell. If jewelers knew the strain on cash flow that opening 
orders can have on their business, a new way of thinking might 
emerge for both retailers and suppliers.

Brands don’t benefit when their merchandise doesn’t sell, nor 
do they win when a retailer can’t move product and ultimately 
drops the brand. The key to success with any brand is the 
relationship between retailers and vendors. And it isn’t a one-

way street. It’s a partnership, where retailers aren’t without 
their faults either. Retailers who promise to reorder fast-
selling merchandise must do so. Retailers have to honor their 
agreements or the win-win process breaks down. Knowing 
up front exactly what is expected is the key. And everything 
should be in writing. After all, brands exist because owners 
risk significant dollars on advertising and marketing. That is 
the very reason brands are desirable.

The number one problem in the 
industry today is too much precious 
capital tied up in dead and under-
performing inventory. No retailer or 
supplier is immune from it. As one 
well-known and very successful jeweler 
recently told me, “The only difference 
between my store and a smaller retailer 
is an additional zero on my inventory.” 
That’s not the only difference, but it’s a 
good start.

Many fine jewelry stores are brand-
conscious and often brand dependent. 
But at some point, every jeweler must 
ask the most important question of 
all: Am I a brand-driven store or is my 

store name my brand identity? The truth may lie somewhere 
in the middle. Yet at the very least, jewelers are known in their 
local communities by their name and reputation. Ultimately, 
that is their brand, and it better be good.

Bill Boyajian

Bill is the founder & president of Bill Boyajian 
& Associates, Inc. He can be reached at bill@
billboyajianassociates.com. 

By Bill Boyajian

What 
Is Y

our
A brand represents a promise. It says, 
without question, that you can count 
on the brand to deliver quality and 
consistency every time. Brands can be 
products, companies, and even people. 
You often hear it said today that certain 
individuals are trying to  

“build their brand.”

The key to success  
with any brand is  

the relationship between 
retailers and vendors. 

?
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AFFORDABLE SWISS

COLT AUTOMATIC  

Completely redesigned by Breitling, the Colt collection 
recaptures its original vocation: that of a watch made for 
the armed forces whose exceptional performance combines 
with an understated, efficient design. Water-resistant to 
200 meters, the case is equipped with a large screw-lock 
crown with protective reinforcements. The dial is circled by 
oversized, luminescent hands and markers for maximum 
readability.

Breitling

Longines
THE LONGINES AVIGATION  

The Longines Avigation is a modern interpretation of a 
1949 watch made for the British armed forces. The case 
retains the original 44mm diameter, housing a mechanical 
movement encased in a soft iron plate and dome that 
protect it from magnetic fields. The dial is typical of military 
watches, displaying red and white luminescent numerals 
with the distinctive "broad arrow" sign prominent at 12 
o’clock.

Mechanical automatic, Breitling 
17 COSC-certified chronometer 
calibre. Hours, minutes, 
seconds, date. Steel case, 44 
mm. Diver Pro II rubber strap.  
$3,025 msrp

Mechanical automatic, L704 calibre. 
Hours, minutes, seconds, date, 
second time zone. Steel case, 44 
mm. Polished black lacquer dial with 
luminescent hands and numerals. 
Alligator strap. $2,300 msrp

Ernest Borel
RETRO COLLECTION II                           

Ernest Borel revisits the classics of the 1940s and 
50s to give life to the timepieces of today. Retro 
Collection II trains the spotlight on the cushion-
shaped case,. Large Arabic numerals stand out on 
an uncluttered dial, the railroad scale that circles 
the counters underscores the watch’s vintage 
inspiration. An elegant leather strap lends the 
finishing touch to this handsome chronograph. 

Quartz movement. Hours, minutes, 
seconds, date, chronograph. 
Cushion-shaped steel case, 44 mm. 
White or black dial. Camel or black 
leather strap.  $722  msrp.

BASEL REDUX



 THERETAIL JEWELER 35

Victorinox Swiss Army

KHAKI X-WIND LIMITED EDITION                     

The Khaki X-Wind Limited Edition features a drift-angle calculator, a chronograph 
and a day/date calendar. This pilot’s watch is as much about style as it is about 
performance.The structured architecture of a stepped dial’s multi-dimensional effect 
is accentuated by the rubber-molded bezel and the dynamic impact of the X-shape 
of the pushers. The Khaki X-Wind Limited Edition is offered in four versions, each as 
a limited series of 1,999 numbered pieces: sunray silver or black dial with brushed 
dark grey accents, combined with a black rubber strap or steel bracelet.  $2,395 
msrp

I.N.O.X.                           

The 130-year history and DNA of the brand that invented the world-famous Swiss 
Army Knife have been packed into I.N.O.X. Taking its name from "inoxydable,» 
the non-oxidizing stainless steel that Victorinox adopted more than 50 years ago. 
Beneath its elegant exterior, I.N.O.X. can withstand being repeatedly driven over 
by a tank should the need arise. It keeps time with the same reliable precision in 
the harshest environs.  $525 msrp

Hamilton

Movado
MOVADO GRAVITY 

Movado’s new, ultra-modern design named Gravity. Elongated lugs accentuate the 
streamlined profile of the slender 8 mm case, while the carbon fiber ring adorning 
the case middle and PVD finish instill it with a high-tech aura of sophistication. The 
iconic Movado dot at 12 o’clock stands out against the shiny black carbon dial, 
rimmed by a black minute circle and silver-toned hour-markers creating elegant 
contrasting effects. 

Quartz movement. Steel case 
with polished black PVD finish. 42 
mm. Hours, minutes. Shiny black 
carbon fibre dial. Integrated 
black rubber strap, raised and 
subtly textured central part, 
smooth edges.  $995 msrp

AFFORDABLE SWISS

Quartz movement. Reinforced 
stainless steel case with 
removable black bumper, 43 
mm. Hours, minutes, seconds, 
date, military time on the inner 
bezel ring. Rubber strap.

Mechanical automatic, H-21 
calibre with a typical 60-hour 
power reserve. Steel case 
with rubber, 45 mm. Hours, 
minutes, seconds, day, date, 
chronograph, drift angle 
calculator. 
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Without traffic there is no business and no one to sell. Every 
single day a jeweler’s thought process should be how to develop 
more traffic. Every time someone walks over your threshold the 
opportunity to generate a sale becomes a possibility.

You cannot expect customers and potential customers to 
come to your store without developing reasons and incentives 
for them to visit. Developing traffic ideas is an ongoing and 
never ending program that needs to be at the top of your to 
do list. Enlisting members of your staff to contribute ideas, 
suggestions and participate in discussions on traffic building 
is a must. Discussions with good customers asking them what 
would bring them back to your store, talking with other retailers 
in your community to possibly learn what’s been successful 
for them or more important finding a common ground for 
developing cross promotion with other retailers in your trading 
area that will generate more traffic.

Today more than ever your customers 
are looking for reasons and incentives 
to visit your store. Are you providing 
them reasons and incentive that will 
produce more traffic?

One of the most important things any 
retail jeweler can do to develop more 
traffic is to get out of the store. Yes, 
being an active member in all types 
of organizations in your market is an 
absolute must. The contacts and communication with a broad 
range of people in these various organizations can definitely 
increase store traffic. Working with charitable organizations 
to develop benefit programs also increases your position and 
relationship with the general public. Spending time developing 
strong relationships with the local radio station, newspaper and 
magazine can get you publicity and exposure that will help 
build your traffic.

Have you thought about the hours you operate? Are they 
the most convenient for your customers and todays lifestyle? 
Some jewelers have changed the hours to meet the needs of 
the public they serve taking in all types of thinking, commuting 
time, days of work, those hours, other retailers in town operate, 
etc. As a consultant to Mark Moeller of Moeller’s Jewelers in 
the Minneapolis/St. Paul Market area once remarked when he 
asked Mark his hours of operation. Mark answered 9:30am to 
5:50pm. To which the consultant replied, “I see. You cater to 
the unemployed!” 

Is your advertising and promotion in all types of media offering 

good reason, or incentives to visit your store? A sale is an 
incentive, coupon offerings, discounts, a special event in store 
is a reason to visit and there are many other ideas that in your 
ad promotional budget can generate traffic. All promotions 
should be analyzed and designed carefully to make sure it is 
going to generate traffic.

During my 65 years in the jewelry industry many retailers have 
said they are reluctant to discount or run strong sales because 
they believe it will damage their image. Today at last, every 
retailer is marking the merchandise up so they can offer the 
customer what they perceive is a bargain. I firmly believe when 
in Rome do as the Romans do. Every type of retailer is offering 
special discounts, coupons, and sale events that develop the 
incentives to buy.

Why not join everyone in the 
retail community and mark your 
merchandise up and then discount it. 
Something you buy for $100 can be 
priced at $295 with 30% discount you 
still wind up with a solid profit margin 
and your customers will feel they have 
received a very good deal.

A great example of today’s marketing 
success is the men’s clothier Jos. A. 
Banks with the TV ads that offer buy 
one suit get three free. In order to 

accomplish this they must have at least a six-time mark up on 
cost. Most department stores are marking up goods at least 
four times and then discounting.

In todays world if you want to generate traffic you are going to 
have to change the traditional thinking and join the real world of 
retailing. Traffic is the most important word in your vocabulary. 
It is the answer to future sales growth in your business.

Traffic today is not just foot traffic its also telephone inquiries, 
hits on the website. All of these are opportunities to create a 
sale. Today more than ever you need to spend your time on the 
concept of how do I generate more traffic.

Ed Coyne

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

The Most Important Word 
For A Retail JewelerTRAFFIC…

By Ed Coyne

TRAFFIC is the answer to future 
sales growth in your business.

PLANNING
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H. Weiss

14kt. yellow gold and  
1.0ctw diamonds.  
MSRP: triple key $13,000.

H. Weiss
800.554.9989

Camelot

Vintage inspired engagement ring 
made entirely in the USA with  
all 1.0 ctw SI diamonds.  
MSRP $1,999.

Camelot
908.686.0513

Sophia by Design

18K rose, yellow and  
white gold set with  
4.56ctw of diamonds
MSRP: $23,331.

Sophia by Design
215.629.0260

THESTYLEPAGE

Effy

Effy signature ring set with 
3.60ctw of espresso and black 
diamonds with 0.34ctw of 
emeralds. MSRP: $9,560.

Effy
212.944.0020

Breuning

Sterling silve, rhodium,  
rose gold plated ring, from  
the Silver Branded Collection,  
MSRP: $178.50.

Breuning 
866.972.2842

Debbie Brooks

Changeable pendant of .925 
sterling silver, rhodium plated,  
24” sterling silver chain, with token 
insert. MSRP: $148. Many token 
styles available.

Debbie Brooks
845.255.4015

Phillip Gavriel

From the Midnight Woven 
Collection for men features a 
special black finish on sterling 
silver handmade bracelets. 
With black or white sapphires, 
MSRP: $450.

Phillip Gavriel
888.262.4246
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Color Merchants

14K rose gold marquise shape 
semi-precious and diamond 
dangle earrings, with large 
luminous 12 x7 mm marquise 
shape genuine rose quartz and 
.42ctw of brilliant diamonds. 
MSRP: $1,899.

Color Merchants
800.356.3851

Artistry

14k white gold necklace set with 0.47ctw of 
emeralds and 0.22ctw of diamonds MSRP: 
$1,995. Also available in ruby or sapphire.

Artistry, Ltd.
888.674.3250

THESTYLEPAGE

Daniel Wellington

Classic Cambridge with red, 
white and blue strap, MSRP 
for the 40mm version is $195 
and $175 in 36mm in silver  
or rose gold tone case.

Daniel Wellington AB
www.danielwellington.com

Benchmark

This 9mm comfort-fit band features 
a sawtooth designed center of black 
titanium and rose gold over white 
gold. MSRP: $674. (size 10)

Benchmark
800.633.5950

PeaceStar Jewelry

Sterling silver pendants on chain (also earrings, 
cufflinks). Available in all precious metals/
gemstones optional. MSRP: Starting at $89.* 
*Portion donated to peace organizations

PeaceStar LLC
732.687.5965

Jewelry Innovations

The Cypher - gents Vitalium band 
featuring a bark finish and rope 
edges. Vitalium (patent pending) 
is pure white, hypo-allergenic and 
scratch resistant. MSRP: $495.

Jewelry Innovations
800.872.6840

Kit Heath

Beautiful, elegant helix sterling silver 
necklace with a 30” chain from the 
British designer.
MSRP: $153.
Kit Heath
401.276.0300
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SHOUTOUT

Tara Hutchinson and a few of her creations;  
Labradorite Argentium silver two-finger ring: $179 
msrp, Rainbow moonstone and lavender jade 
Argentium silver necklace: $395 msrp Hemimorphite 
druzy 14K gold necklace: $525 msrp 

Tara Hutchinson was born to be a soldier; a leader 
of soldiers. But fate had other plans for her. Born 
in Anchorage, Alaska, she grew up following her 
older brother around his every adventure. Thus, 
her formative years were spent playing Army in the 
mud. This set her up perfectly to play Army for real 
as an adult, and she spent 10 glorious years as a 
Military Police Officer.

On Valentine’s Day 2006, she was serving her first tour in Iraq when she was 
seriously wounded in an enemy attack and instantly her life’s blueprint was 
redefined. Her right leg was severed above the knee, she suffered a movement 
disorder due to severe traumatic brain injury, she had a third degree burn 
requiring a skin graft, she was subjected to multiple back injuries, and she 
also had long-lasting PTSD. As one might expect, this was followed by severe 
depression.

It was during this depression that Tara capitalized on a life changing initiative. 
An occupational therapist suggested she try a hobby that used her fine motor 
skills. She implied it might help her gain control of her then-useless hands. Tara 
slowly started making jewelry in the summer of 2006, using inexpensive crystals 
to make necklaces, but this singular action caused her to become incredibly 
curious about the world of jewelry arts. It also helped her body heal – amazingly 
within one year, her movement disorder was almost invisible! This harmonizing 
of her body was the fuel that her internal fire needed, as suddenly she had a 
passion to create like never before.

Over the years, Tara has tried many different jewelry techniques, but finally 
settled on solder assemblage, gemstone setting, kuem boo, roller printing, 
lapidary, and precious metal application. For heirloom reasons, Tara utilizes only 
pure and precious metals, such as mild steel, 14K and 18K gold and Argentium 
silver. She also runs an eco-conscious shop and recycles her own scrap for future 
use. She meticulously sources and uses only natural gemstones, and has just 
started cutting them herself.

While being an artist was not on her roadmap, Tara has caused herself to stand 
out among her peers by showcasing her creative talent, especially her forte — 
two-finger rings. Even though she has better control over her movement disorder 
today, she continues to create because it is cathartic to fabricate beautiful works 
of fine art that are an expression of her soul. In addition, it brings her comfort 
knowing that she can help women feel good. Tara recognizes wearing her 
jewelry can be the spark to that same internal fire burning in others, even if only 
momentarily... which is an wonderful thought!

Tara lives in San Antonio with her bulldog, Mr. Fuzzy Pants, and her two cats. 
Contact Tara via email, at tarahutchjewelry@live.com or through her website at mkt.
com/tarahutchjewelry. Follow Facebook page at facebook.com/tarahutchjewelry.

Tara is exhibiting at the ACRE show, South Point Casino 
Hotel and Spa, in Las Vegas, May 28-30 as an Emerging 
Designer, Booth 411.

Tara Hutchinson

JEWELERS
FOR
VETERANS

COVER STORY



We Are Recruiting, Training and 
Employing America’s Veterans

Will You Join Us and Help?

November is Jewelers for Veterans Month

November 2015 and every November hereafter is officially 
Jewelers for Veterans Month. Every jeweler in America needs to 
show their support for our returning vets and help provide these 
selfless men and women with a pathway to economic success.

Please support Jewelers for Veterans and help the nearly one 
million military vets who face unemployment when they return 
to our country.

For just $250 per store you can be part of this national program. 
Participating retailers will receive a marketing program that ties  in 
their store to the immense goodwill this jewelry industry initiative 
will generate.

Beryl Raff
Helzberg Diamonds

Doug Hucker
AGTA

Gene Poole, US Army (Ret.)
Hudson-Poole

Bill Jones
Sissy’s Log Cabin

Jeff Roberts
Independent Jewelers 

Organization

Ruth Batson
American Gem Society

Jon and Herb Bridge, USN (Ret.)
Ben Bridge

J O B S  F O R  T H O S E  W H O  S E RV E D

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

©2015 Jewelers for Veterans. All Rights Reserved.
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dedicated to connecting US Military veterans, men and women, able 
or disabled, with training and employment in the jewelry industry.  Our 
mission is to address the high unemployment rates prevalent among 
returning veterans by offering solutions within the jewelry industry.  
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The Silver Institute’s Silver Promotion Service with National Jeweler have conducted market measurement surveys for the past five 
years.  The purpose of the studies is to gather relevant data on the sales and margin performance as well as key operating statistics 
for the performance of silver jewelry at the retail level for each year.

The Silver Promotion Service provides the results of these studies to the jewelry community to aid the industry in analysis of this 
product category, to help in the direction of new product development, to identify key price points, to provide retail jewelers  
with useful information on the Silver Jewelry Consumer and for the retail community in particular to focus on product  
development, assortment planning, inventory control and positioning within the store.

Additionally, the studies provide a useful demographic profile of silver purchasers for the retail  
community and a demographic profile useful for the manufacturers selling to the retailers.  

Silver Promotion Service

Executive Summary

1

2

3

4

5

1   67% of retailers said silver sales increased in 2014
 –  This performance continues a five-year record and trend of significant sales increases year 

over year.

2   13% experienced sales increases greater than 25% or more.  55% of retailers 
experienced sales increases of 11% to 24% 

 –  This experience is consistent with prior studies where a significant number of retailers grew 
their business in each of the prior years.

3   61% of retailers experienced sales increases for the holiday season in Silver Jewelry
 –  Again, the consistency from prior years to 2014 tells the same story.

4   43% of the retailers said silver provided the best maintained margins
 –  In prior years, silver always provided the best maintained margins.

5   48% said silver provided the best inventory turnover rate of any product line including 
diamonds

 –   Again this year, the best margin contribution contributor was Silver jewelry.  In prior years 
the number has been 42% or better. 

1.  Silver Jewelry is an 
important component 
of absolute sales, 
inventory turnover, 
and margin 
contribution offering 
jewelers a significant 
opportunity for 
growth and increased 
profitability.

2.  Silver Jewelry 
attracts an important 
consumer segment 
to your store.  78% 
percent of the 
consumers who 
purchase silver 
jewelry were  
between 20 and  
50 years of age.

Conclusions67%

13%

61%

43%

48%
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Price Points of Sales

Under $100 53%

$100 - $500 41%

$500 -  $1,000 5%

Over $1,000 1%

Style Trends

Silver and Colored Gemstones 39%

Plain Silver 21%

Textured Finishes 20%

Silver and Diamonds 15%

Color Treated 5%

Age Range of Silver Purchasers

20 – 40 56%

41 – 50 22%

Under 20 17%

Over 60 1%

Silver Share of Store Sales

34% of unit volume

  30% of dollar volume

Silver Jewelry is very important to their business

31% of jewelers said Silver jewelry was very important

24% of jewelers said Silver Jewelry was important

Purchase Types

Female Self Purchase 49%

Gifts 30%

Youth Market 19%

1.  Silver Jewelry attracts an important consumer segment to your store.  78% percent of the consumers 
who purchase silver jewelry were between 20 and 50 years of age.

2.  If generating traffic is important to you, silver purchasers’ demographics, price points, and product 
types are effective factors to use in accomplishing this objective.

3.  If female self-purchase is a strategic objective for your store, having a good selection of silver jewelry is 
critical.

Conclusions

Detailed Findings

Silver Promotion Service
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Jeweler Demographics For The Study

Jeweler Attitudes Toward Silver

83%  
participating in 
the study were 
independent retail 
jewelers

4%  
participating were  
Jewelry chain stores

13%  
participating were  
other types of retailers

29% of the participants were from the Northeast

21% of the participants were from the Midwest

28% of the participants were from the South

12 % of the participants were from the Western United States

10% were from Canada or other areas

68% of the retailers operate one physical store

20% of the retailers operate two or more stores

12% were online only retailers

Average annual sales of the respondents was  

$1.6 million

Jewelers are optimistic the current Silver jewelry boom will continue

52% of jewelers said they were optimistic

38% Silver and Colored Gemstones 

21% Plain Silver

16% Silver and Diamonds

15% Textured Finishes

37% of jewelers said they were very optimistic

11% Color Treated 

Jeweler ratings of the importance of various silver product types and characteristics

Silver Promotion Service



68% of the retailers operate one physical store

20% of the retailers operate two or more stores

12% were online only retailers

Average annual sales of the respondents was  

$1.6 million
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Clean and effortless designs are captured through the eyes of the beholder. 
Whether it’s utilizing fundamental geometry or sprinkling gemstones throughout, 
these enchanted pieces speak for themselves in a simple but prominent way. 

{Simple Statements}

01 
Anzie

An inspirational beginning has 
allowed Anzie designs to thrive 
through the use of beautiful 
gemstones and artistry. These 
14K yellow gold peridot and 
clear topaz floating mirco 
starburst studs from the Aztec 
collection are simply sweet and 
wearable. Available is various gemstones  
an metal arrangements 
MSRP $1,250
www.anzie.com

03 
Jade Trau

Chic and modest, this 14K rose gold  
and diamond pendant from Jade Trau’s  
Match Stick collection has sparked my  
jewelry imagination. Stemming from a  
long jewelry heritage, her designs are  
not only intriguing but possess a clean  
and sophisticated vibe. Personalization  
s available along with choices of 14K  
white or yellow gold  
MSRP $1,540
www.jadetrau.com

02 
Melissa Kaye 

Sometimes all you need is 
one piece of jewelry to make 
an impact and Melissa Kaye’s 
Veronica bracelet does just 
that. Set in 18K yellow gold 
with diamonds, this open and 
airy cuff drapes across the 
wrist creating an enchanted 
statement. The Veronica bracelet is available  
is several metal and diamond variations
MSRP $16,500
www.melissakayejewelry.com

04 
Sofia Kaman

Sofia Kaman has taken an 
organic and unique approach 
to designing, by transforming 
a basic wedding band into an 
original statement piece. This 
band from the Poesie collection 
captures elements of rustic and 
earthy glamour by its simple 
diamond line surrounding its 
curves. Shown in sterling silver and white diamonds but 
available in various gold materials. 
MSRP $1,710
www.sofiakaman.com

By Jackie LeBental

Trends Editor

Jackie LeBental

Jackie LeBental an industry expert and owner of Barri Luxury Consulting. To contact Jackie you
can email her at Jackie@barri.onmicrosoft.com and follow her on Instagram at Barriluxco. 
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05 
Ilana Ariel 

Drawing from 
her passion of 
worldly elements, 
Ilana Ariel has 
me smitten with 
this ring from her 
Stepping Stone collection. A beautiful combination of blue 
and orange sapphires set on a horizontal plain should be 
everyone’s next piece of hand candy.  Shown in 14K yellow 
gold, but available in both 14K white and rose gold. 
Retail $1,560
www.ilanaarielcollections.com

07 
Rebecka Froberg 

Rebecka Frobergs dandelion  
pendant in oxidized silver is  
a sweet botanical reminder that  
jewelry can be divinely simple.  
Drawing from her Swedish heritage  
and her values of faith, love and  
strength she transforms a delicate flower  
into a blissful piece of wearable art. 
Available is various sizes and metals
MSRP $65
www.rebeckafroberg.com

09 
Sandy Leong Jewelry

Mesmerized at first sight, this 40ct 
square cut amethyst stone
set in a 18K gold feminine but 
bold design had me at hello. 
Sandy Leong has taken a simple 
geometric concept and turned it 
into an elegant artistic expression. 
This bauble is a showstopper. 
Available in 18K yellow and 
champagne gold in a matte finish
 MSRP $5,000
www.sandyleongjewelry.com

06 
Paul Morelli 

The House of Paul Morelli 
signifies the true essence of 
creative magic.  The use of 
textured 18K white gold and 
placement of glimmering 
diamonds on these 
magnificent hoops from the 
Unity collection, illustrates the 
designer’s attention to detail 
and craftsmanship. Your ears 
will thank you later. 
Available in several metal and gemstone variations
MSRP $9,700   215-922-7392

08 
Carmen Diaz Jewelry

Handmade, stylish and modern this 14K gold solar diamond 
cuff from Carmen Diaz brings an outer world design to life.  
Whether worn alone or stacked with others this intergalactic 
bracelet is simply a cool piece to rock on your wrist. 
Retail $555 
www.carmendiazjewelry.com

10
Freida Rothman 

As a native New 
Yorker, Freida 
Rothman exhibits 
her cosmopolitan 
flare and classic style 
through out her 
collections. This two 
toned 14K yellow 
gold and black 
rhodium sterling 
silver bib necklace with cubic zirconia is a perfect every day 
style. Simple touches and the use of mixed finishes give all of 
her pieces a unique theme. MSRP $250
www.freidarothman.com
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Online marketing strategy is a combination of a lot things, 
but at the core it’s about presenting an engaging message 
to a targeted prospect group, and using the power of online 
analytics to improve conversion metrics. Depending on the 
strategy, the message can be a combination of:

 educational information 

 product and brand promotions 

 in-store events and contests. 

Depending on the marketing message, the conversion metric 
could come in a variety of forms, including: 

• # of new visitors 
• # of wishlist items added 
• # of new website registrations 
• # of phone calls related to a website promotion 
•  # of people attending an in-store event with an 

invitation printed from the website, etc. 

Depending on the online marketing budget there are many 
different online marketing strategies and conversion metrics. 

Generally speaking, even if your budget is 
too small to bring meaningful traffic to your 
website, an effective marketing strategy is 
to focus on your existing customer base by 
inviting them to your website and incenting 
them to complete a profile, add items to their 
wishlist, and come into the store to try items 
on at a private appointment or at an in-store 
event. Remember: existing customers are the 
lowest hanging fruit in the marketing funnel, 

and taking your relationship with them online allows you to 
engage with them more regularly and more meaningfully. The 
most successful online marketing tools to employ in this regard 
include the following:

by Larry Chasin

ONLINE 
MARKETING 
STRATEGY

Navigating the Online Marketing Channel

Part IV

As a recap, the adage to remember when thinking about navigating the online marketing channel is “Technology 
first, then Marketing”, because you only have one chance to make a first impression. At this point in our analysis 
you understand the website technology and data requirements to have in place before embarking into the online 
marketing channel. We’re now ready to explore some of the successful online marketing channels and strategies. 

PLANNING
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THE CUSTOMER PROFILE
Encouraging your website visitors to create a profile 

and provide their personal information is one of the most 
important marketing steps you can take. To be successful with 
this you really need to make an offer to the visitor to entice 
them to give you their name, email, birthdate, anniversary 
date, children’s birthdays, favorite gemstones, favorite 
designers, etc. One option is to offer a $50 in-store-only 
gift certificate for anyone who completes their online profile 
(make sure to require an ID to prevent duplicate account 
creation). Another incentive that can work well is a pop-up 
on the website asking the visitor to provide some personal 
information in exchange for a chance to win a jewelry prize. 
The reason this step is so important is that it provides you with 
data about your customers, and a method to contact them in 
the future. Otherwise they’re just anonymous web visitors that 
you may never come to know. Throw them a lifeline and make 
a concerted effort to connect with them.

THE WISH LIST
One of the things consumers do after creating a profile 

is add items to a wish list. Knowing the dates of the milestone 
moments in the lives of the people, in combination with the 
jewelry items they like, makes it easy for store sales associates 
to pick up the phone and make a thoughtful suggestion. There 
is nothing more effective than a good old-fashioned phone 
call to a prospect with a special offer or invitation. Armed with 
the critical profile information, it will be easy for you to be 
proactive in contacting customers and prospects at the right 
time and with the right special offer. 

From the technology perspective, you should want to automate 
the process of gathering and integrating new online customer 
profiles and wish list info with the profiles you gather in your 
POS. Please refer to Part II of this series for more details.

E-MAIL MARKETING
I wonder how many jewelers out there are not using 

Email as a primary method for online marketing. Most email 
services offer free account registration and a free limited service 
offer. Email marketing is still one of the most cost effective 
ways of making a consistent impression and a compelling 
offer. The big email companies typically charge a fee based 
on the number of emails sent, expedited transmission, access 
to email templates, etc. You should investigate the following 
companies, choose one, open an account, load your prospect 
list and work with someone to design and send regular email 
communication at least 1X per month:

Mailchimp
Campaign Monitor
Constant Contact
My Emma

If by chance you have not yet started to collect an email list, 
there is no time like the present! All it requires is for your 
salespeople to ask your customers for their contact information 
so that you can send them invitations to events and access to 
special promotions. Some customers may decline the request, 
but many will not- thus providing you with another way to 
reach and market to your customer base.

When it comes to email marketing, make sure to modify the 
e-mail message each month. Some months you may have a 
special product offer, or you could provide gemstone facts 
and educations, maybe an in-store event notification, or a 
seasonal trends discussion, or an update on what’s happening 
in the store. You can also configure a special landing page on 
your website and link it to the email so you can measure click-
through effectiveness. 

Google My Business Listing
Make sure that consumers can find you online. Your 

address and phone number most importantly. Not only should 
this info be on your websites header or footer, but make sure 
you claim your Google My Business listing so that you are 
properly indexed in Google search results, maps and Plus 
social, which together act as the new yellow pages of days 
long since past. Use this link and do it now: https://support.
google.com/business/answer/2911778

Facebook Post Boosting
It’s now common knowledge that Facebook posting 

only goes to less than 5% of a business’ fan base organically. This 
means that you have to “pay to play” to get real exposure and 
quality impressions to your own base. But the good news is that 
you can use the Facebook ad platform to reach any Facebook 
user that meets your specifically targeted criteria for gender, ZIP 
code, income level, interests and more. This is known as boosting 
your Facebook posts and it’s a very cost effective method for 
reaching lots of consumers in your market and presenting an 
advertising offer or simply making an informational impression. 
Try advertising specific brands, specific products, an event 
or even a contest. Even with third-party management fees, 
Facebook boosting can be very cost effective and often costs 
less than ~$5 per thousand impressions (CPM).

@

Navigating the Online Marketing Channel

Part IV ONLINE MARKETING STRATEGY





Syndicated Blog Content
Syndicated blog content can be a very cost effective 

way to engage online prospects. Unfortunately it won’t do 
anything for organic search results, but that’s not the goal of this 
approach. The Jeweler Blog, for example, costs as low as $69/
month and can form the basis of an interesting and engaging 
daily communication to your prospects. But be wary of syndicated 
content providers whose information is too general and not 
engaging. And if you do use syndicated content, make sure that 
the blog pages are set to “no index/ no follow” so that you are 
not penalized in the search engines for duplicate content. More 
importantly, blog content can also be teased on Facebook and 
then boosted to get an additional marketing benefit. 

All of the above online marketing tools can be used very cost 
effectively to generate a long-term, consistent brand exposure 
with the ability to proactively work new leads who register on 
the website and create profiles and wish lists. You can begin to 
engage these customers at little or no cost in a variety of manners, 
such as with: an interesting and informative promotional email; 
with a telephone call prior to an in-store event or a birthday; with 
social posts about your events and promotions; your customers’ 
proposal stories, etc. The more meaningfully you engage with 
your customers, the more loyalty you win with them, and the 
more business you will do them over the long haul. 

The next installment of this series explores the additional online 
marketing options you have with a larger budgets to pull more 
meaningful traffic to your website.. 

Larry Chasin

Larry Chasin provides Business Development 
services to Thinkspace Jeweler, makers of the 
Thinkspace Jeweler Website Platform and Vendor 
Data Cloud - www.thinkspacejeweler.com. 
Together they empower the industry’s modern 
B2B2C cloud-powered system for connecting 
independent retail jewelers with their websites, 
vendors and businesses like never before. Larry 
invites your feedback at larry.chasin@gmail.com
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Swiss Watch Brand Savoy Launches Epic Automatic 
VAULT-Series

The Savoy brand recognized an important market segment 
being ignored in the luxury sector. They are capitalizing on 
this opportunity by offering innovative, designed, exclusively 
Swiss Made timepieces and other fine accessories at a far more 
reasonable price than those of comparable renowned brands. 
Their experience and their combined efforts have helped to 
make Savoy one of the most unique boutique watch brands 
available today.

The Epic Single Time Automatic Vault series has the features 
one expects from a fine Swiss timepiece.
The case is crafted of solid (316L) stainless steel and finished 
either in black PVD or IP plating. Matching colored rubber 
inserts have been integrated into the case sides bearing the 
same color pattern as the dial. 

The self-winding STP1-11 caliber Swiss automatic movement 
can be admired through an exhibition back revealing the micro-
mechanical heartbeat of the Epic Single Time Automatic.

 A unique feature displays the hours, minutes, and even seconds 
via a 3-layer dial comprised of rotating discs replacing the 
hands you might ordinarily expect. Telling the time becomes 
an interactive pleasure with the hours and minutes gracefully 
revealed as the discs, rotate across the dial. 

The hour is revealed through a display window in the outermost 
ring. The minutes are measured in a digital format that moves 
clockwise in the ring just beneath the hour. Finally, the seconds 
tick continuously in the innermost circle. It is water resistant 
to 10ATM and features an anti-reflective curved sapphire 

crystal with 5 anti-reflective 
coatings.

Savoy is the brainchild of 
Swiss native founder Pascal 
Savoy, an industry veteran 
with more than 15 years 
in high-profile positions 
within the watch industry. 
As the former president of 
HUBLOT in the US, Pascal 
is well acquainted with the 
most expensive of luxury 
watches. Mr. Savoy started 
his own company for product 

branding and development in 2004. A few years after, he and 
his wife, Lola G. Savoy - a former Art Director for Michele 
watches - created the luxurious, Swiss made Savoy collections 
line. On the market since 2011, Savoy is already available in 
more than 20 countries around the globe, several high-end 
cruise lines, plus in two Savoy-owned boutiques in India and 
Asia. For more information, please call 754-300-5141 or visit 
www.savoywatches.com

Diamond Jewelry Sales Summary

Global diamond jewelry sales grew to a new record high in 
2014. Global consumer demand for diamond jewelry grew 3% 
in 2014 to a new high of $81bn. Positive growth in consumer 
demand for diamond jewelry in local currency terms in 2014 
across all of the top five diamond markets, which between 
them account for about 75% of global demand.

The performance in the US was a highlight, with the continued 
economic recovery leading to a 7% increase in diamond jewelry 
sales through the year. Demand in China was also a significant 
driver of global growth, with demand increasing 6% (in local 
currency terms) in 2014. While this was slower than 2013, it 
still represented substantial growth (off a higher base) given 
the consumption base has grown so rapidly in recent years. 
The Indian market saw growth of 3% in local currency terms, 
with lower consumer confidence in the first half offsetting a 
stronger second half.

Sales over the holiday season continued to show growth, albeit 
at a slightly slower rate. Sales growth over the holiday season 
accelerated in India, where expectations going into 2015 are 
for continued strengthening of growth rates.

The fourth quarter of the year saw a slower pace of growth 
in the US and China: In the US there was a trend towards less 
Christmas gift shopping immediately before Christmas, driven 
by early retail promotional activity. The slowdown in China was 
the result of a softer macroeconomic environment, as well as 
the impact of the Hong Kong protests.

Demand for diamond jewelry is forecast to grow modestly in 
2015 across all main markets. 2015 growth will be driven by 
continued economic growth in the US, continued momentum 
in India’s economic recovery and improvement in demand in 
China as the year progresses. Recent De Beers’ surveys and 
analysis of retailers in the major markets show optimism with 
growth forecast to be broadly in line with recent trends in 
dollar terms, and slightly stronger in local currency. The global 
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macro-economic outlook for 2015 is supportive of positive 
diamond demand growth. Demand for diamond jewelry is 
forecast to grow modestly in 2015 across all main markets. In 
the longer term, the supply-demand fundamentals point to 
further growth, driven by the strong tradition of engagement 
and bridal diamond jewelry in the US and China, as well as the 
continued growth of the middle classes in India and China.
Source: DeBeers Press Release 3/20/15

Ariva Fine Jewelry Introduces - The Rittenhouse 
Collection

Ariva Fine Jewelry, a division of world-renowned Pranda Jewelry, 
has launched an iconic new line of sterling silver jewelry, the 
Rittenhouse Collection. While some of the pieces feature the 
warm blush of rose gold plate, and others are finished in white 
rhodium, the entire collection is balanced with cast and link 
compositions. The craftsmanship of the Rittenhouse Collection 
has evolved from the Milanese technique of weaving metal mesh 
to create designs with a classic look that is timeless and elegant.

Ariva Fine Jewelry also continues to expand its core Silk Collection, 
which draws inspiration from the incomparable and unique 
beauty of Thai silk. This collection is defined by its signature 
silk texture, and accented with 18k gold, brilliant gemstones, 
and diamonds. Each collection has its own distinct look and 
style, which truly defines the meaning of fine luxury jewelry. 

Woven Bead Necklace A 
50” sterling silver woven 
mesh chain adorned with 
woven mesh beads in white, 
chocolate and black rhodium, 
and rose and yellow gold 
plating. MSRP: $875.

Open weave hoop earring 
Bold, sterling silver open weave hoop 
earrings framed in high polish and 
finished in white rhodium. MSRP: $355.



JA Applauds Introduction of Marketplace Fairness 
Act of 2015

The new Senate bill puts sales tax fairness on the forefront of 
issues to be considered by Congress this year

Jewelers of America, the national trade association for 
businesses serving the fine jewelry marketplace, welcomes the 
United States Senate’s introduction of the Marketplace Fairness 
Act of 2015 and supports ongoing bipartisan efforts in the 
Senate to pass e-fairness legislation. The association continues 
to fight for the legislation, which would close an Internet sales 
tax loophole that has hurt traditional jewelry businesses.

“Jewelers of America applauds the Senate introduction this 
important legislation that keeps the momentum on this critical 
issue alive,” says JA President & CEO David J. Bonaparte. 
The Marketplace Fairness Act gives states the option to require 
the collection of sales and use taxes already owed under state 
law by out-of-state businesses, rather than rely on consumers 

to remit those taxes to the states. Currently, brick-and-mortar 
businesses collect sales and use taxes from customers who 
make purchases in their stores, but many online and remote 
retailers do not. If passed by both chambers of Congress and 
enacted into law, the measure would give states the option to 
require the collection of these taxes by out-of-state sellers if 
the state simplifies their sales and use tax systems. The Senate 
passed a previous version of the bill in 2013. 

Jewelers of America is a longtime proponent of sales tax 
fairness, supporting efforts to enact legislation on the federal 
and state levels. The association has been guided in its efforts 
by its legislative counsel, Washington D.C.-based Haake &  
Associates. Jewelers of America is also a member of the 
Marketplace Fairness Coalition, a group of businesses and 
associations that support e-fairness. This is one of the issues that 
 JA keeps front-and-center for legislators through the Jewelers 
of America Political Action Committee, JAPAC – the only PAC 
that supports the fine jewelry industry in Washington, D.C.
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Those interested in this issue and others affecting jewelry 
businesses can use Jewelers of America’s Legislative Advocacy 
Center, at www.jewelers.org/advocacycenter, to easily contact 
their representatives via email and urge them to support sales 
tax fairness today. 

Sarine Launches New Sarine Profile for Polished 
Diamond Wholesale and Retail Trade

Sarine Technologies Ltd a worldwide leader in the development, 
manufacturing and sale of precision technology products for 
the planning, processing, evaluation, measurement and trade 
of diamonds and gems unveiled Sarine’s latest offering for the 
wholesale and retail trade in polished diamonds - the Sarine 
Profile during a launch event at their New York facility.

The Sarine Profile offers polished diamond sellers a tailorable 
solution to differentiate their diamonds and enhance their 
brand. The Sarine Profile allows users to customize, personalize 
and fully integrate their diamond’s detailed visual presentation 

Sarine Loupe main launch 
screen and its four 
optional links, depending 
on customers’ choices 
– light performance, 
visualization, Hearts 
and Arrows and Cut / 
proportions

Mr. Ronnie VanderLinden, President of 
the Diamond Manufacturers & Importers 
Association (DMIA), and Mr. Prakash 
Mehta, President of the Indian Diamond & 
Colorstone Association (IDCA) at the event.
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into their trade platforms and websites, with their own look and 
feel. The Sarine Profile presents the diamond’s characteristics 
(“story”) in a visually compelling manner, offering optional 
displays generated by three of Sarine’s cutting - edge solutions:

•  the light performance grade and a video visually displaying 
the actual diamond’s light performance generated by Sarine’s 
leading Sarine LightTM ;

•  three optional levels of stunningly realistic and detailed 
diamond visualization videos generated by our Sarine 
LoupeTM ; and

•  graphic representations of the Hearts and Arrows simulation 
and the Cut grade and geometrical proportions generated 
by the world standards for polished diamond proportions 
measurements - the DiaMensionTM HD and/or Axiom devices.

The U.S. launch event was hosted by Mr. Uzi Levami, Sarine’s 
Executive Director and CEO, the evening commenced with a 
welcome reception for many of the industry leaders, followed by 
Mr. Levami’s welcoming remarks, stating, “The introduction of 
the Sarine Profile provides a new comprehensive solution for the 
polished diamond wholesale and retail trade. Sarine is proud to 
once again be at the forefront and aims to continue to strengthen 
the diamond industry with innovative technological solutions”

New Savor Silver Website Emphasizes Functionality

Silver Promotion Service website re-launches to provide 
enhanced consumer experience

The Silver Promotion Service announced the re-launch of 
its main digital presence, www.savorsilver.com. The newly 
reconfigured, mobile-responsive SavorSilver.com showcases a 
growing number of the world’s leading silver jewelry designers 
and their creations with an interactive catalog along with other 
relevant and interesting silver-related content. Visitors to the 
site are now able to discover silver designers, as well as explore 
the various trends and the latest silver jewelry styles. The new 
comprehensive cross-brand silver jewelry catalog allows for 
easy “sharing” on various social media platforms. 

The increased social functionality will be a key factor in 
increasing consumer visitors to the site and creating a digital 
community of silver jewelry enthusiasts. The redesign was 
executed and powered by OPT®, the jewelry and watch 
industry’s leading omni-channel digital web developer and 
source for product data, marketing/branding content, and 
tools designed to drive sales.
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As the ‘go-to’ digital destination for silver jewelry, the website 
contains featured silver stories, the latest in style and trend 
information, and is a comprehensive resource for silver jewelry 
information. For Savor Silver visitors, the site is now a powerful 
tool for consumers to learn and inquire about individual 
brands or specific pieces. Savor Silver brands now have a 
comprehensive digital marketing vehicle for reaching the 
consumer. Additional capabilities to help brands and retailers 
drive leads and in-store traffic are currently in development. 

Commenting on the new Savor Silver site, Michael Barlerin, 
SPS Director said, “I could not be more pleased about what the 
new website offers both current and future designer and brand 
participants – and their retailers – that are part of the Savor 
Silver program. It also represents the first comprehensive step 
that the Silver Promotion Service has taken to actively engage 
in a dialogue with consumers about the exceptional attributes 
of silver jewelry.” 

The Silver Promotion Service was introduced in 2008 by The 
Silver Institute. The objective of the SPS is to develop and 
implement programs designed to enhance the image of and 
stimulate demand for silver jewelry in major international 
markets. For more information on the SPS please visit www.
savorsilver.com. 

Ostbye Release New Online Catalog

Ostbye announced the release of their new retailer online 
catalog, OnlineJewelBox.com. OnlineJewelBox.com is Ostbye.
com with the retailers name on it. Retailers can upload their 
logo, set their price mark-up and create their own subdomain. 

OnlineJewelBox.com gives retailers and their customer’s 
access to thousands of Ostbye styles. Retailers can link 
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onlinejewelbox.com to their current website, use on tablets or 
iPads and email to customers. In addition, retailers can share it 
on print ads, social media and other marketing efforts.

“Our focus continues to be helping our retailers be more 
successful,” states Craig MacBean, President of Ostbye. “Our 
new online jewel box is a great addition to our Thru The Store 
sales approach and will help our customers generate more 
revenue without additional expense.”

For more information call 866-553-1515.

What’s the key to a quick recovery? Jewelers 
Mutual’s New Loss Prevention Videos!

Keeping accurate and up-to-date records is not only good 
business it also can be the key to a quick recovery when disaster 
strikes. Jewelers Mutual’s latest installment of the Secure 
Business Series highlights just how important record keeping 
is for jewelry operations. “Record Keeping for Retail Jewelers” 
and “ Record Keeping for Manufacturers and Wholesale 
Jewelers” offer templates, tools and guidance to make your 
record keeping work for jewelry businesses of all types. 

“Keeping up-to-date and accurate records of your inventory 
is just good business, pure and simple,” according to David 
Sexton, Jewelers Mutual’s vice president of loss prevention 
consulting. “Whether you use a computerized system or good 
old paper files, record keeping impacts so many aspects of 
your business from ordering merchandise and tracking sales 
to preventing employee theft and filing an insurance claim if 
you’re ever the victim of a crime or natural disaster.”

In the videos, Jewelers Mutual advises jewelers to use a 
computerized inventory system or develop their own tracking 
system, with consistent codes and unique numbers to track 
inventory. Jewelers Mutual strongly recommends keeping a 
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backup copy of your files off-site in a secure location using an 
external hard drive, flash drive or in the cloud. If your building 
is compromised or you experience a total loss, the backup file 
is vital to your recovery.

For wholesalers and manufacturers, it’s important to track both 
raw and finished goods. In fact, some types of inventory may be 
easier to track by weight, adding new orders and subtracting 
goods as they become part of production or are sold. Jewelers 
Mutual recommends that each gem over 20 points has its own 
inventory number. For smaller stones with the same qualities, 
tracking their collective weight may be more efficient.

According to Don Elliott, director of claims at Jewelers Mutual, 
“When we get a call or email from a jeweler reporting a loss 
to, the first thing we ask will be, ‘Is everyone okay?’ One of the 
next questions will be, ‘Do you have an up-to-date inventory?’ 
Our goal is to pay your claim quickly and fairly, so that you 
can get back to business as usual. For jewelers who have an 
updated and accurate inventory, we’re able move the process 
along very quickly, sometimes cutting a check within a matter 
of days.”

To learn more of the best practices related to record keeping 
and access tools from Jewelers Mutual, visit JewelersMutual.
com. To find an experienced Jewelers Mutual agent or broker 
in your area, call 800-558-6411 or email YourInsuranceExpert@
jminsure.com.

JA Offers Members Scholarships for Courses at 
GIA, DCA, and JEF

Jewelers of America, the national trade association for 
businesses serving the fine jewelry marketplace, funds 
scholarships for members on renowned industry diploma, 
professional development and certification programs. JA 
awards scholarships during the enrollment period from 
February 1, 2015, through September 30, 2015. Employees of 
JA Member companies are encouraged to apply. 
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“Jewelers of America is committed to giving our members 
affordable, convenient opportunities for their professional 
development,” says JA Director of Public Affairs & Education 
Susan Posnock. “The JA scholarship fund covers up to 60% of 
fees for training at GIA and other leading industry programs 
and makes continuing education a realistic opportunity for 
employees of JA Member companies.” 

Exclusive JA scholarships are available for the Gemological 
Institute of America, Diamond Council of America and 
Jewelers Education Foundation of the American Gem Society. 
Scholarships are also available for Jewelers of America’s Bench 
Professional Certification program. Applicants must be an 
employee at a JA Member store and at least 18 years of age. 
They must have at least one year’s experience in a JA Member 
store or two years’ experience in the jewelry industry. 

For more information and to download the application, visit 
www.jewelers.org/benefits/education/jewelry-scholarships/ or 
contact JA’s Member Services at 800-223-0673. 

Smash and Grab Jewelry Robberies Soar. Arrests at 
All Time High.

Jewelers’ Security Alliance released its 2014 Annual Crime 
Report covering crime against the jewelry industry in the U.S. 
The total number of crimes against the industry decreased from 
1,414 in 2013 to 1,381 in 2014, a decrease of 2.3%. Total dollar 
losses, however, rose by 17% from $66.5 million in 2013 to 
$77.8 million in 2014.
The increase resulted from a doubling of smash and grab 
robberies, increases in high-dollar burglaries, and from off-
premises crimes which rose from historic lows. In contrast, there 
was a significant decline in lower dollar grab and runs and three 
minute burglaries.

Highlights from the Report including the following:
Smash and grab robberies increased 77% from 62 in 2013 to 
110 in 2014, resulting in major losses of high-end watches and 
diamonds.

Arrests by law enforcement soared 65% from 422 in 2013 to 
694 in 2014. This was due to intense work and cooperation by 
the FBI and local police in investigating major gangs operating 
throughout the U.S., including continuing investigations of 
crimes committed in prior years.

    By far, the main scene of crimes against the jewelry industry 
was in malls, with 515 crimes, followed by stand-alone stores 

with 292, strip centers with 248, downtown shops with 127, and 
a variety of sites including office buildings, hotels and other 
locations making up the rest.

There were 279 robberies reported to the JSA in 2014. These 
crimes were characterized by the use of force or fear. However, 
because smash and grab robbers used sledgehammers to carry 
out their crimes, the number of guns displayed in robberies 
declined from 65% of the time in 2013, to 37% of the time in 
2014. Grab and run thefts declined from 476 in 2013 to 337 in 
2014, and three-minute burglaries declined from 233 in 2013 
to 157 in 2014.

John Kennedy, President of JSA, said, “Smash and grab 
robberies have been the #1 threat to the jewelry industry for the 
past 18 months. The FBI and local law enforcement agencies 
are aggressively going after the criminal gangs that carry out 
these crimes. They have already identified, indicted or arrested 
many suspects. These smash and grab robberies resulted in 
large losses of high-end watches and diamonds which was a 
main driver of 2014’s statistics.”

Kennedy continued, “Despite one-year dollar increases in crime 
losses, the long term trend in jewelry crime is still firmly down. 
Dollar losses on an inflation-adjusted basis have declined 43% 
since 2004. Jewelers are taking stronger security measures, 
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much more crime information is being shared regarding 
suspects and methods, and law enforcement is far more active 
and effective.” The full report is available on the JSA website 
at: jsa2@jewelerssecurity.org

Charles & Colvard Appoints Marvin Beasley as 
President and CEO Following Retirement of Randy 
McCullough

Charles & Colvard, Ltd. announced the appointment of Marvin 
Beasley President and Chief Executive Officer. Mr. Beasley, a 
current member of the Board of Directors of Charles & Colvard, 
will succeed Randy McCullough, who informed the Board of 
his retirement as President, CEO, and Director on March 17, 
2015. Mr. McCullough will support the transition in an advisory 
consulting role. 

“Randy was instrumental in building our direct-to-consumer 
e-commerce business through Moissanite.com and launching 
our home party business, Lulu Avenue®,” said Neal Goldman, 
Executive Chairman of the Board of Directors of Charles 
& Colvard. “These are high-growth opportunities that are 
important for the Company. In addition, Randy assembled a 
strong team of employees who are working hard to grow the 
business. On behalf of the entire Board of Directors, we would 
like to thank Randy for his many contributions positioning 
Charles & Colvard for future success.” 

Randy McCullough commented, “I am grateful for having had 
the opportunity to lead such a talented team and proud of 
what we accomplished during an important chapter in the 
Company’s history. Together, we put in place structure and 
made investments to enable Charles & Colvard to continue 
to grow and transform. I am looking forward to seeing the 
Company’s continued growth.” 

Neal Goldman concluded, “To achieve our growth prospects 
and continue the momentum in our direct-to-consumer 
businesses, a smooth transition is important, so we are pleased 
to have Marvin Beasley move into the leadership role. 

With proven management experience and substantial industry 
knowledge, Marvin is able to hit the ground running. He will 
help drive our direct-to-consumer growth initiatives and use 
his extensive industry experience to work toward expanding 
our wholesale distribution channel.” 

Marvin Beasley has served as a director of the Company since 
November 2009. In 2009, Mr. Beasley retired from retailing 
after 44 years. He spent the last 20 years of his retail career 
at Helzberg Diamonds holding various executive positions. In 
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2004, Mr. Beasley was promoted to Chief Executive Officer and 
served until his retirement in 2009. Mr. Beasley is a National 
Jeweler Retailer Hall of Fame inductee and has served on many 
boards including Jewelers of America and Jewelers for Children. 
Marvin Beasley said, “I am honored to be appointed President 
and CEO and am enthusiastic about leading Charles & Colvard 
through the opportunities and challenges that lie ahead. While 
our immediate priority is to execute on key initiatives, we will 
also take a fresh look at the business to prioritize our strategies, 
operations, and investments to focus on growth. I look forward 
to working with our capable team on these efforts.” 

International Gemological Institute Trains “Young 
Gemologists” 

The International 
G e m o l o g i c a l 
Institute (IGI), the 
world’s largest 
independent gem 
certification and 
appraisal institute, 
recently organized 
a special kids-
oriented seminar – 
“Young Gemologists” – for the students of Oberoi International 
School in Goregaon, aimed at familiarizing young aspirants 
with the world of gemology.
Drawing participation from more than 100 students ages 10-
14, in different groups, the hands-on workshop provided an 
enriching platform to learn gemology principles and attain 
in-depth knowledge on origin, formation, composition and 
value. The participants were individually guided by IGI faculty 
and exposed to several varieties of colors in gemstones, as 
well as gemstones related to the 12 zodiac (star) signs.
 
According to IGI faculty, the children were “mesmerized” 
when given a chance to witness these gems and minerals in 
various colors and sizes, and actively participated in a quiz/
contest that followed the workshop. 

The program also highlighted the Institute’s world-renowned 
certification and grading processes, thus educating the 
children about the importance and benefits of certification.
 
Speaking on the occasion, Mr. Tehmasp Printer, managing 
director, IGI India said, “Curiosity is the best teacher, and 
with our “Young Gemologists” course, we intend to spark the 
right interest in the minds of young kids about the vast field 
of gemology. The future of gemology in India, and the world 

over, is grand and an early interest in exploring this as a career 
opportunity is an option we should offer aspiring children.” 
 
Printer continued, “Our course aims at imparting the 
knowledge needed to make kids aware and alert, not just for a 
career in gemology, but also against fraudulent and misleading 
elements in the market.”

Forevermark Launches E-commerce Pilot Program 
for Jeweler Partners

Forevermark announced at the 2015 Forevermark Forum a 
facilitated e-commerce pilot program that allows retailers to 
capture a full return on their profit margin, the first program of 
its kind in the diamond industry.
 
The facilitated e-commerce program provides the flexibility for 
authorized partners to be wherever the Forevermark customer 
shops, whether online or in-store. While increasing numbers 
of consumers start their jewelry shopping online, only seven-
percent of diamond jewelry acquisitions are purely online, 
with no in-store visit. Brick-and-mortar continues to remain the 
most essential stage of the buying journey by consumers.
 
Forevermark e-commerce allows retailers to exponentially grow 
their range of designs and sizes to match the full product offer 
on Forevermark.com. Customers pulled into store through an 
online purchase allow the Forevermark retailer to act as the 
showroom and a useful resource for supplemental services.
 
Forevermark US President Charles Stanley said in address at 
the Forevermark Forum, “The dynamics of buying jewelry 
have changed. Forevermark offers its authorized partners 
tools to stay ahead of the curve, through a unique value-
driving proposition, evolved marketing and public relations 
campaigns, proprietary insight into this changing landscape 
through extensive research, and now e-commerce. Together 
we are breaking the notion that consumers buy online for price. 
E-commerce is the next step in our endeavor to bring profit 
back to independent jewelers and create value to consumers 
– keeping the diamond dream alive.”

White Pine Ramps Up India Operation

Global Diamond Firm Opens Fourth International Office and 
Announces Major Recycled-Diamond Auctions in 2015

White Pine Trading LLC, one of the world’s largest recycled 
diamond and jewelry companies, is ramping up its Indian 
operations with the launch of a new office in Mumbai, its fourth 
globally. 

The Jewelry Business Magazine72





The Jewelry Business Magazine74

ADVERTISERS INDEX

The advertisers make The Retail Jeweler possible. Please make our advertisers your suppliers.

Abbott Jewelry Systems/The Edge. .... 15
855-TRY-EDGE
www.Trial@EdgeDemo.com

AGTA ..................................... Back Cover
800-972-1162
www.agta.org 

Allison Kaufman ..................................... 9
800-800-8908
www.allison-kaufman.com

Eternity Emerald/Arthur Groom ................. 64
800-257-2130
www.eternitynaturalemerald.com

Belle Etoile ..................................... 22-23
877-838-6728
www.belleetoilejewelry.com

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

Breuning .............................................. 65
866-972-2842
www.breuning.us

Caterina Jewelry .................................. 67
323-825-9038
www.charmopener.com

C G Creations ................................ 61, 79
800-431-1606
www.cgcreations.com 

Charles & Colvard ............................... 19
800-210-4367
www.charlesandcolvard.com

Circa .................................................... 25
855-778-2859
www.CircaJewels.com

Debbie Brooks ..................................... 11
800-DEB-BROOKS
www.debbiebrooks.com

Diamond Banc ..................................... 59
855-342-2262
www.diamondbanc.com/B2B

Drukker Designs .................................. 69
855-378-5537
www.drukker.com

Dune Jewelry ....................................... 62
617-364-1065
www.DuneJewelry.com

The Edge. ............................................ 15
855-TRY-EDGE
www.Trial@EdgeDemo.com

Frederick Duclos .................................. 45
866-898-3636
www.fredericduclos.com

Gesswein ............................................. 31
888-296-8803
www.gesswein.com

GIA ...................................................... 21
www.gia.edu

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

Greg Anthony Inc ................................ 57
213-627-2130
www.GregAnthonyJewelry.com

H. Weiss ............................................... 63
800-554-9989
www.hweisscompany.com

JA ........................................................ 71
800-223-0673
www.jewelers.org

James Breski ........................................ 61
800-346-3436
www.breski.com

JCK Show ............................................ 75
www.jckonline.com/lasvegas 

Jewelers for Children ........................... 70
www.jewelersforchildren.org

Jewelers for Veterans .......................... 43
www.jewelersforveterans.org

Jewelers Mutual ............................. 28-29
800-558-6411
www.jewelersmutual.com

Jye’s Luxury ......................................... 27
415-621-8880
www.jyescorp.com

Kelim ................................................... 49
www.kelimjewelry.com

Kit Heath.............................................. 33
401-276-0300
www.kitheath.com

Makur................................................... 37
877-77-MAKUR
www.makurdesigns.com

Manning .............................................. 66
800-223-2555

Midas Chain ........................................ 4-5
877-643-2765
www.midaschain.com

The Nulman Group.............................. 68
888-440-3367

RDI Diamonds ................................ 40-41
800-874-8768
http://www.rdidiamonds.com

Royal Chain .................................... 16-17
888-622-0960
www.royalchain.com

Samuel B ............................................. 47
855-SAMUELB
www.samuelb.com

Sara Blaine ............................................. 2
800-343-6287
www.sarablaine.com

Select Show ......................................... 55
888-427-4697
www.selectjewelryshow.com

Silver Promotion Service...................... 44
www.savorsilver.com

Star Gems ............................................ 58
800-474-5579
www.stargems.com

Thistle & Bee ......................................... 7
888-288-2801 
www.thistleandbee.net

Timeless Design .................................. 13
800-657-9270
www.timelessdesign.com

The Retail Jeweler ............................... 75
973-263-2498
www.TheRetailJeweler.com

White Pine ........................................... 73
646-681-7580
www.WhitePineDiamonds.com

William Schraft ..................................... 51
800-399-0155
www.williamschraft.com







 THERETAIL JEWELER 77>> Continued to Pg 78

In conjunction with the office opening, White Pine India’s 2015 
diamond auction program commenced February 16-19 at the 
Trident Hotel BKC. “Over 160 companies attended the event, 
translating into extremely positive results,” said Myles Schakler, 
White Pine’s Vice President of Diamond Sales. The company’s 
next India event is scheduled for April 6-9 at Trident Hotel BKC, 
with at least two additional sales to follow throughout the year. 
The Mumbai office further enhances White Pine’s global 
presence and expands its business platform. The office will 
facilitate daily brokerage of White Pine’s recycled diamonds 
and supply from third-party clients in the United States and 
Europe, providing local buyers with faster access to diamond 
supply than ever before.

White Pine’s new India office is located at DE8082 in the Bandra 
Kurla Complex’s (BKC) Bharat Diamond Bourse. Director 
Hardik Shah, formerly with Shrenuj, will lead the new division.
Ben Burne, Chief Executive Officer of White Pine Trading, 
said, “The opening of the Mumbai office marks our fourth 
international location. We continue to focus on strategically 
augmenting our business and see significant growth 
opportunity in the region. Hardik’s knowledge of the local 
market and expansive network of contacts will be a tremendous 
asset to White Pine India.”

“We are excited to be increasing our activity in India, a 
country where diamond buyers are eager to connect with 
our vast network of suppliers from across North America,” 
noted Schakler. “Based on the high level of interest we have 
already witnessed among Indian buyers, we anticipate an 
unprecedented turnout for our upcoming auctions.”

White Pine’s February auction in Mumbai marked the 
company’s first diamond event in India since 2013. The sale 
featured over 35,000 carats of melee diamonds, primarily used 
for manufacturing, and included a large variety of mixed and 
assorted parcels of all qualities, shapes and sizes.
 
Suppliers and buyers interested in participating in future 
White Pine Diamond Auctions should email” Sales@
whitepinediamonds.com or call (646) 758-0255. For more 
information on White Pine India PVT LTD, please contact 
Hardik Shah, Director, at +91 22 7498531167 or Sales@
whitepinediamonds.com

Rio Grande Wins Prestigious “ADDY” Award for 
Campaign Celebrating Jewelry Makers 

Rio Grande took home gold at the 2015 New Mexico 

American Advertising Awards (also known as the ADDYS). 
Held at Case Escencia in Albuquerque, NM.  The awards 
ceremony recognizes outstanding print, digital and integrated 
advertising and marketing campaigns from across the state. 
 
Rio Grande was presented with a Gold ADDY award in 
the Business-to-Business category for the “For the Love of 
Jewelers” campaign, which celebrates the work of independent 
jewelers and metalsmiths. A Gold American Advertising Award 
is recognition of the highest level of creative excellence. This is 
the first year Rio Grande has submitted work to the competition. 

“We were delighted to take home a gold award the first time 
we submitted work,” says Jamie Gros, the creative director at 
Rio Grande. “Rio was founded in 1944 to serve and support 
jewelry makers. That’s the spirit we wanted to honor with this 
campaign. We’re thrilled that it resonates with jewelers and 
with those outside of the industry.”

Developed over the course of 2014, the campaign features 
well-known jewelers and metalsmiths such as Ronda Coryell, 
Shane Hendren and Tim McCreight. Through videos, print 
advertisements and digital landing pages, it tells the story 
of these innovative artists and applauds the verve of every 
jeweler who is forging a career by transforming raw metal into 
works of art. 

“The campaign was created to feature the talent and drive 
of jewelers,” says Jamie. “Rio Grande wouldn’t exist without 
them, and their stories should be told. The jewelry they create 
has an impact on anyone who wears it. We’re lucky to play a 
part in their stories.”

Rio Grande plans to continue the campaign throughout 
2015, featuring jewelry makers from across the spectrum 
of the industry and from throughout the United States in 
videos, written stories, print advertisements and social media 
campaigns. Among the largest 
worldwide suppliers to the 
jewelry industry, Saul Bell, a 
skilled bench jeweler, a teacher 
and a mentor who supported 
metalsmiths and jewelers 
throughout his life, founded 
Rio Grande in 1944. Today, Rio 
Grande is still led by the Bell 
family and remains committed 
to supporting jewelers in every 
way possible. 
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Industry Committee Plans Summit to Develop Tools 
to Drive Business Success in the 21st Century 

The Jewelry industry community has announced plans to 
present “The Jewelry Industry Summit,” to be held from 
August 16-19, 2015 at the Palmer House in Chicago.  The 
industry-wide open forum, to which all are invited, will drive 
open discussions on sustainability and responsible sourcing.  
The goal is to create awareness of supply chain challenges and 
develop tools to take actions to mutually benefit the jewelry 
industry and create business opportunities and new sources of 
value for suppliers and the consumer.

The summit will be an interactive and facilitated discussion 
about important industry issues pertaining to business practices 
and the supply chain with the goal of ensuring that the jewelry 
industry will thrive in the 21st Century. Participants will include 
members of the diamond, colored gem and precious metal 
industries, trade associations, financial institutions. They will 
have the opportunity to shape the outcome of the discussions, 
and to develop tools to ensure that the industry can support 
the entire supply chain.

The mission statement for the Summit states:  “Our community 
of individuals from all sectors in the jewelry industry seeks at 
the summit to develop a shared vision to meet the challenges, 
to sustain our business and to improve the supply chain for our 
products. The goal of the summit is to discuss challenges and 
opportunities in the jewelry industry that can better support 
everyone in the supply chain.”  

The Summit will be funded by registration fees, contributions 
by individuals and companies, (large and small alike) as well as 
by a ‘crowd funding’ facility hosted on Indiegogo.com.  
  
The planning committee members for the Jewelry Industry 
Summit represent all facets of the Diamond, Colored Gem and 
Precious Metal and Watch Industries.  They are Ann Arnold, 
Ann Arnold Advisory Group;, Lita Asscher, Royal Asscher; Anna 
Bario, Bario Neal; Robert Bentley, Robert Bentley Company;, 
Mihir Bhansali, Firestar Diamond Inc.; Edward Boehm, Rare 
Source; David Bouffard, Signet Jewelers Ltd.; Eric Braunwart, 
Columbia Gem House, Inc.; Lisa Bridge, Ben Bridge Jewelers; 
Bruce Bridges, Bridges Tsavorite; Brandee Dallow, Rio Tinto 
Diamonds; Bill Farmer, Farmer’s Jewelry; Jeffrey Fischer, 
Fischer Diamonds, Inc.; Rebecca Foerster, Leo Schachter 
Diamonds, LLC; Karen Goracke, Borsheim’s; Stewart Grice, 
Hoover and Strong; Mark Hanna, Richline; Hayley Henning, 

True North Gems; Steve Hodgkins, Rolex USA; and Ferial 
Zerouki, DeBeers Group of Companies.   
For more information please contact: Suzan Flamm at 212-
997-2002 or visit www.jewelryindustrysummit.com.  

Kairos Watches Partners With Sequel AG, Global 
Licensee for GUESS and Gc Watches

Korean-American startup Kairos Watches, the creator of 
the world’s first true mechanical smart watch hybrid, today 
announced a strategic partnership with Sequel AG, exclusive 
distributor of GUESS Watches and Gc Watches. Kairos 
Watches will be providing the smart watch technology behind 
the Hybrid Mechanical Smart Watch and the Kairos T-Band. 

Switzerland-based Sequel AG is the exclusive distributor 
of GUESS Watches and Gc Watches worldwide, which are 
known for their modern, sexy, and technologically innovative 
timepieces. “When we discussed the potential collaboration 
with Kairos and saw the demonstration of the Hybrid 
Mechanical Smart Watch and T-Band, we saw an opportunity,” 
said Cindy Livingston, President and CEO of Sequel AG. “The 
smart watch technology, combined with the design of our 
products, fit perfectly with the company culture and was too 
good to pass.”

“Mechanical watch enthusiasts who are interested in the 
convenience of a smart watch will soon be able to choose 
among an array of leading watch brands that embrace Kairos’ 
cutting-edge smart watch technologies,” said Sam Yang, 
Founder and Managing Director of Kairos Watches. “GUESS 
Watches and Gc Watches feature a spectrum of designs and 
styles, ranging from classic, fashionable, and daring designs.” 
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