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AT THE TJA CONVENTION IN SAN ANTONIO.

The Israeli Diamond Industry now in your

own backyard * 48 Hour Trunk Show ** Huge selection
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Show That Comes To You.
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From the desk of

T J A

Master Bench Jeweler Robert Harrison has been carrying the torch
as the Texas Jewelers Association President since January of 2013.
On December 31, 2014 he will turn over the title of “President” to
TJA President-Elect Jeanne Roe. Recently, TJA Magazine conducted
an exit interview with Robert, to get his thoughts and feelings, as his
Presidency comes to an end.

TJA Mag: When and why did you join the Texas Jewelers
Association?

In the late 1990’s, TJA held a convention in Austin, at the old Hilton
Hotel by Highland Mall. An old friend of mine was a member and
asked if I wanted to attend. I had been a member of other organiza-
tions, but I was interested in TJA, because it was an industry-related
group whose members were focused on jewelry. Being a bench
jeweler all my life and seeing the owners of stores showing interest in
each other was quite a memorable event. Although in the beginning I
was slightly intimidated with meeting such well known people in our
field, I realized that even wanted information to make their businesses
prosper. One of my favorite things about the Texas Jewelers Associa-
tion is that even though we are all in the same race, we are willing to
share our info to help other jewelers. I realized TJA can make a dif-
ference. I was even asked to be a design competition judge!

TJA Mag: What was the Texas Jewelers Association like when
you first got on the board, and what made you want to be on the
Executive Board? What changes did you see over the years?

I was a member of the Texas Jewelers Association for several years It
was several years before 1 was approached to be on the board. I was
so proud and excited to be asked! I felt I should get involved and be-
lieved that I could help make the changes necessary to keep TJA a rel-
evant association. During all of this time, [ continued to be amazed at
the camaraderie within our industry. We have had many board meet-
ings over the years, sone being interesting and others really amazing.
Any organization has ups and downs, and we sure wanted to keep it
on the ups.

TJAMag: Let’s reflect back on your two years as the TJA Presi-
dent... where TJA was whenyou took over, and where TJA stands
today, and what partyou played in facilitating those changes?

As I took over the President’s position, I could see the writing on the
wall and unfortunately, TJA had taken a down swing. No fault of
anyone, just something that sometimes happens to any business or
association from time to time. But instead of losing customers, we
were losing members. I called an executive board meeting and with
the backing of the immediate past President, Eric Wright, and the Ex-
ecutive Board, we made a decision in May 2013 to cancel the TJA
contract with the Executive Director of the past ten years. I want you
to know that with all this also came an outdated website, the State
of Texas Legislature wanting to put even tighter controls on precious
metal buying, and NOW looking for anew ED. The executive board
pulled together, through many hours of talking and emailing, and we
laid out a direction that we believed would help TJA move forward,
and have never looked back.

Robert Harrison

P RESI DENT

We had our first TJA Meet & Greet at the JCK Show in Las Vegas
in june 2013, and our second Meet & Greet this past June, which was
extremely successful and saw approximately 100 people attending.

In the annual meeting last year during the Smart show at the Gaylord
Hotel August 2013, TJA welcomed our new Executive Director, Ann
Glynn. Ms Glynn has been connected to the jewelry industry for near-
ly 30 years, she comes with an amazing amount of energy, tenacity,
willingness, and a hell of a lot of connections!! She was just inducted
to the Southeastern 24 KT. Club!

In August 2013 we signed on with Texas Retail Assoc., and as a lot of
you remember, TJA was part of that organization for many years. In-
fact, TJA joined TRA in 1968 and separated in 2003. Unfortunately,
TJA had to learn a hard lesson a second time, and had to buy out our
contract with TRA in May 2014, '

With all of these changes, some easy and some not so easy, we now
have an association that is enjoying such a rebound that it is hard for a
lot of jewelers (retail and wholesale) to believe. The great part is, they
see it, and now they are wanting to join.

In January 2014, for the first time, TJA had a weekend of educational
seminars in Tyler, Tx. We now have a monthly newsletter, and our
TJA magazine is now on a 3x per year publishing schedule. Our up-
coming convention in San Antonio will be the first time in 4 years that
TJA has held a state convention.

None of these things would have been possible without the continued
support of a core group of members, Retailers and Associates, who
believed in TJA and kept fighting to keep our association relevant.

Many of these Retailers and Associates will be joining TJA at our state
convention, and I hope you will join them, too. Aside from our great
line up of speakers, we have some dedicated and supportive TJA ven-
dors who will be joining us in San Antonio. And, through our partner-
ship with the Israeli Diamond Industry, and the large number of IDI
vendors who will also be piesent for our Texas-Israel Diamond show,
we all have something to celebrate.

I will be stepping aside on January 1, 2014 filled with great pride at
all we were able to accomplish, and excited to take on my role as the
Immediate Past President of the new and improved Texas Jewelers
Association.

My role as Immediate Past President will allow me to support Jeanne
Roe when she takes on the position of President, and to help where |

can. As great as I believe our upcoming convention will be, [ know |

with another year of growth, the 2015 Convention 2015 will be even
more amazing.

'
l

In closing, I want to thank the entire Board of Directors for all of the
help and support they have provided to me, and to the Texas Jewel-
ers Association in the last two year. 1 appreciate all of the input I’ve
received from our members over the last two years, and look forward
to helping TJA continue to grow!
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JEWELERS FOR CHILDREN
A GIFT OF LOVE FOR CHILDREN IN NEED

In 2013, Jewelers for Children, the industry’s charity,
donated more than $ 3 million to their charity part-
ners. Since 1999, total donations exceed $ 43 million.
That’s a lot of great support from our very generous
industry.

While JFC works with national charity organizations,
much of the funding is used to support local branches
of those charities in every state, including right here
in Texas.

The Make-A-Wish Foundation of America received $
700,000 to help grant the wishes of children facing
life-threatening medical conditions. The funds were
used to help grant 72 wishes in the U.S., bringing the
total number of wishes granted since 1999, to more
than 1,350! Here in Texas, 16 year-old Jessica went
on a shopping spree and 12 year-old lan went to Disney
World.

JFC also provided $ 500,000 to the National CASA
(Court Appointed Special Advocates) Association for
use in providing support to their local chapters to sup-
port volunteer recruitment and training to assist kids
in foster care. Since 1999, more than 4,800 children in
foster care have been aided with a trained, caring vol-
unteer to assist them through the system and get them
into a permanent, loving home as quickly as possible.

In Texas, 24 local CASA chapters have received JFC
grants.

In 2014, JFC will continue to support the National CASA
Association and the Make-A-Wish Foundation of America
to grant more wishes and reach more kids in foster care.
The local organization of these fine, national organiza-
tions are always interested in working with local jewel-
ers to promote the industry’s support, say thanks per-
sonally, and in some cases, to actually help grant a wish.
Getting involved is a great way to generate some local
publicity for your business.

Jewelers for Childr/en also provided support to the Eliza-
beth Glaser Pediatric AIDS Foundation in 2010 that was
used to fund prevention of mother to child transmission
programs in So. Africa, a country that supplies many of
the raw materials used in jewelry. Support was also
provided to St. Jude Children’s Research Hospital where
thousands of sick children are treated each year: Due to
confidentiality regulations we are not able to provide a
list of patients from Texas treated at the hospital.

JFC will be reaching out to jewelers across the country
in the year ahead to try and make connections between
you and the local chapters. If you’re interested in being
involved, contact Ann Glynn at Texas Jewelers.




DIRECTOR’S NOTES

ANN GLYNN

TJA EXECUTIVE DIRECTOR
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Happy Anniversary ... to Me!

The month of September marks my one year anniversary as Executive
Director of the Texas Jewelers Association. When I first took over this
position in September of 2013, the association was at a crossroads,
and I felt both challenged by and, at the same time, inspired by the
idea of revitalizing TJA, and restoring it back to its former strength.

Now, one year in, through the hard work and support of our Executive
Board, our TJA Board of Directors, and those special TTA members
who have been gracious enough to walk with me on this journey, I am
proud to say, “We’ve come a long way, Baby!”

If you haven’t yet had an opportunity to register for our convention, I
urge you to take a moment to do it now, before our registration clos-
es. You don’t want to miss out on our great speaker line up, which
includes DCA’s Terry Chandler, Shellie Bill of Premier Consulting,
Brad Huisken of IAS Training, Ira Savoie of Savoie Fine Jewelry Ap-
praisers and Consultants, Susan Desmond of Jackson Lewis P.C., and
body language specialist, Dr. Linda Talley.

For those of you who want to start your convention experience off
on the right foot, take this opportunity to Get Certified! Jewelers of
America’s Director of Marketing & Communications, Molly Fallon,
will be on site Saturday, September 27th to proctor two sessions of the
Jewelers of America Sales & Management Professional Certification
testing. Now is your chance to demonstrate your sales and manage-
ment proficiency through this nationally recognized certification. For
more information on the Jewelers of America certification testing, or
to register for the testing, please visit our Texas Jewelers Association
website at: http://TexasJewelers.org

We’ve put together a fantastic mix of vendors for you in the TJIA
Exhibitor room, including Ande Jewelry, Authentic Gem Imports,
Charles Garnier, Charles-Hubert Paris, eFiligree, ELLE Jewelry &
Time, Federated Insurance, Hadley-Roma, International School of
Gemology, Jewelers Mutual Insurance Company, Jewelers of Ameri-
ca, Joan’s Collections, Lavish Jewelry Cleaner, Legere, Lothar Haag
America, Martin Flyer, Natalie Ziegler, Nomination, NTR Metals,
Roseco and Time Delay. If you are attending the convention, I urge
you to make sure to stop by each of our TJA Exhibitors and spend a
few moments to look at their line, place an order if you need it, and
thank them for their support of the Texas Jewelers Association. For
more information on our TJA Vendors, or to plan your buying experi-
ence, please visit our Texas Jewelers Association website at:  http://
TexasJewelers.org

We are all gearing up for the Texas-Israel Diamond Show! The largest
names in the Israeli diamond trade are coming to our TJ'A;Conven-
tion to do business and are bringing you an exclusive diamond buying
opportunity, This is your chance to choose from loose or mounted

goods, in every style, shape and color, and buy direct from the trusted
source in conflict-free diamonds. For more information on the IDI
members who will be exhibiting, or to plan your buying experience,
please visit our Texas Jewelers Association website at: http://Texas-
Jewelers.org

Certification testing ... check! Conference schedule ... check! Vendor
opportunities and IDI Diamond show ... check! What am I missing?
Oh yes, the FUN!

Kick off your convention experience on Saturday night, and join us
at our President’s Party. TJA President Robert Harrison will host this
casual event in a relaxed environment where you can connect with
old industry friends, and welcome our new TJA Members & Vendors.

On Sunday, start your morning with a complimentary breakfast,
sponsored by Federated Insurance, before you begin your day. Our
TJA Convention lunch, sponsored jointly by Federated Insurance and
Jewelers of America will give you an excellent opportunity to relax
and refuel before heading back into seminars and onto the show floor.
Later in the day, you can enjoy our afternoon break in our TJA Vendor
Exhibit hall, sponsored by Jewelers Mutual Insurance Company.

On Sunday night, join us for cocktails on the Starlight Terrace at the
St. Anthony hotel, followed by our TJA Gala Dinner, sponsored by the
Israeli Diamond Industry. You’ll enjoy a delicious dinner, followed
by music and dancing under the stars and entertainment until 12:00
am provided by Gulf Coast personality Wayne Watkins.

Meals provided on Monday and Tuesday, including our Texas-Israel
BBQ dinner on Monday, are also generously sponsored by the Israeli
Diamond Industry.

While September for us here at the Texas Jewelers Association is
filled with convention planning, we are also keeping our pulse on the
news and information you’ll find helpful for the upcoming holiday
season. As always, if there is anything you need, or any suggestions,
recommendations or thoughts you have, please feel free to email me
at Ann@TexasJewelers.org or call me directly at (504) 615-1191.

Ann M. Glynn

Executive Director

Texas Jewelers Association
Email: Ann@TexasJewelers.org
Phone: (504) 615-1191
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HURRY! LAST CHANCETO REGISTER!

) 755:"‘{, THE ST. ANTHONY
A ‘:‘ ‘;A \:‘ !.EE San Autonle

o WML Hotel Reservations

5ept. 27-30 210-227-4392

Whether it’s brushing up on industry education or learning about
the Iate_st trends, attending the seminars at the September
Texas Jewelers Association convention is one of the most valuable
investments you will make personally and professionally in 2014.

GET READY.FOR THE

[SRAEL
DIAMOND SHOW

THE SHOW THAT COMES TO YOU.
THE ISRAELI DIAMOND INDUSTRY NOW IN YOUR BACKYARD

Speakers:

Speakers:

Susan Desmond
Shareholder,
Jackson Lewis P.C.

Terry Chandler
President & CEO,
Diamond Council of America

~ Jewelers of America Certification Testing
~ The Texas Jewelers Association President’s Party
~ A host of Fabulous Vendors
~ Our exclusive TJA/IDI Israeli Diamond Pavilion
~ Our Gala Dinner, sponsored by the I:ess?c:ﬁf
Israel Diamond Institute savole Appreisers & Fine Jewclery
~ Industry-specific speakers
~ Networking opportunities, cocktail p/arties,
world-class education and more!
Shelie Bill For more information or to register online,

VP, Premier Consulting s & -
visit our website at: TexasJewelers.org
Sponsored By...

Dr. Linda Talley
President, LindaTalley.com

President, IAS Training

Jewelers Mutual™ | - iﬁ FEDERATED
INSURANCE COMPANY TIIE ISRAEL] [NSUR‘UVCEV@ ’
DIAMOND
INDUETRY JEWELERS OF AMERICA
Se.e You In

Find out if you ¢ualify for a FREE night at the Texas Israel Diamond Show! Call 504-615-1191 today!



Applied Marketing 101:
8 key jewelry trends
for Christmas 2014

One of the most enjoyable aspects of my job is
doing the appropriate research and building a
solid intellectual framework for developing in-
sights into what will be hot for Christmas. But
it’s not just entertaining to speculate on what will
be selling - it’s also incredibly important. Get-
ting the merchandising right is mission critical
for our customers, since it’s not
enough to select the right prod-
ucts at the right prices. We also
have to build algorithms for the
quantities that we’ll need on the
shelf in mid-December, because
with the Christmas rush com-
ing later each year, and retailers
stocking minimally to ensure that
they don’t have excess stock on
Dec 26, there’s very little reac-
tion time available to get product
in the pipeline. So, here’s a look
at what I’m betting will be hot in
December.

1) Vibrating Diamonds. We are now in year 2 of
a major fad item, which means that demand will
soar as we get into the Christmas season and low
information gift-givers react to the trend. These
major fads often occur in ways that are fairly
predictable, based on a fundamental marketing
principle called the Consumer Adoption Curve
which relates how different consumer subsets re-
act to trendy products. For example, Innovators
and Early Adopters, who are psychologically
predisposed to buy fad items early so they can be
“on trend” before other members of their social
group, generally participate in fads in the early
stages, while most consumers are predisposed to
be more cautious (e.g., Early and Late Majori-
ties), and only buy after they know it’s “safe” to
participate.

In order to properly anticipate demand at various
stages during a hot trend, you need to determine
where you think you are on the Curve. I've indi-

George Prout

cated my best guess on Fig.).

In December, as consumers from the Early Ma-
jority segment react to the vibrating diamonds
trend, demand will increase to a point where
at least one in fifteen, and perhaps as many as
one in six, male gift-givers who walk into your
store will be looking for this new
product. If we get really lucky,
males who normally don’t buy
jewelry will also participate, in
which case no matter how much
you have on the shelf, it won’t
be enough. (By the way, this is
precisely what happened during
the three stone and circle trends.)

As you develop your strat-
egy for reacting to this trend,
there’s another important issue
you’ll need to address. Our sell
through data, and information
I’m getting from folks involved
in selling this category to the majors, suggests
that there is a significant selling opportunity in
larger cénters, including 1, 1 % and 2 carat sizes.
Remember in 2000 when the majors were adver-
tising 4 ctw three stone rings for $199?7 Many
independents were simultaneously selling 2 and
3 ctw three stone rings to their affluent customer
base. The same thing is likely to happen this time
around. Don’t miss it!

2) Colored Diamonds. Moderate price point dia-
mond fashion jewelry has been dominated by

colored diamonds since the onset of the reces- -

sion, initially prompted by significant advertis-
ing expenditures by Sterling featuring LeVian
“Chocolate” diamonds. But last year, as brown
and “Cognac” were trending downwards, Ster-
ling breathed new life into the colored category
through the launch of their “Artistry” collection
featuring blue, yellow, green, and purple dia-
monds. Expect additional advertising from all of

the majors to create further demand as we move into the holidays.

3) Bar Pendants. The Bar, or “Trapeze”, pendant phenomenon
started last year in higher end department stores, and is now mi-
grating into fine jewelry stores. The majors are doing memo tests
now, and with celebrities wearing them, I think you’ll see signifi-
cant activity here in December.

4) The “X” ring. High-end boutiques and upscale jewelry stores in
major metros started selling this look recently, and I suspect that
we’ll now see a trend towards rings that cover a substantial portion
of the finger. This is happening simultaneous with a re-emergence
of nail rings, so bold and curvy “finger treatments” of all kinds will
probably become important.

5) Back to Basics in higher diamond jewelry price points. Early
in the fourth quarter, I expect De Beers will abandon its Forever-
mark (FM) positioning advertising featuring special styles like the
Center of Her Universe halos, and will instead focus on psycho-

Consumer Adoption Curve
Vibrating Diamonds

—

Innovators  Early Early Late Laggards

(2.5%)  Adopters  Majority Majority {16%)
{13.5%) (34%) (34%)

logical features possessed by FM that it broadly describes as “The
Promise”, while simultaneously featuring classically styled items
mounted with FM diamonds. Much of their advertising will be tar-
geting engagement ring buyers, but since they also typically target
“Heavy Users”, if members of your older, more affluent customer
base are in the market for diamonds this Christmas, DeBeers’ new
advertising focus on classic designs may influence their purchase
decisions.

6) Bezel-set Lucite Frames holding little charms or interchange-
able inserts. This trend comes from Origami Owl, and you can
now expect it to influence your customers in a big way. In my
view, this concept resonates on the same emotional wavelengths as
Pandora, in which the wearer can select from a variety of special
items that will then fit inside her pendant, ring or bracelet. This
look may become important as more and more women see their
friends wearing it.

7) Leather Wrist Wraps. The coming high stakes marketing war

between Pandora and Endless Jewelry will be epic, as two giants
with almost limitless funds duke it out in a battle over the wrists
of American women. Jesper Nielsen, the founder of Endless, pos-
sesses the drive, tenacity, and funding capacity to turn Endless into
a major player on the global jewelry scene, and with J Lo signed up
as the face of the company starting in September, I suspect we’re
going to see them gaining substantial traction fairly quickly. As
they position their line of leather bracelets, you’ll see an intensifi-
cation of a trend that already exists in upscale boutiques. Leather
is cheaper than gold, and it’s a different kind of luxurious, so what
better way to hit affordable price points in a trendy way? If you’re
not merchandising leather with interchangeable elements, you’re
likely to miss out on something important.

8) Layered Bracelets. The Alex and Ani phenomenon is remark-
able, and has spawned a variety of look-a-like products featuring
responsibly sourced materials, as well as nice charity tie-ins (e.g.,

.-Angelica). And while Helzberg used the back page of their Moth-

er’s Day flyer to launch a sterling silver clone featuring medal-
lioris, I suspect that the more significant long-term impact of Alex
and Ani will be not just in medallions per se, but in the stackable/
layerable bracelet look (which is also consistent with Pandora’s
latest launch). This plays into the leather wrap look as well, and
for at least the next scveral years, I think that bangles, wraps, and
soft stackable bracelets will be important, provided, of course, that
you're hitting affordable price points.

The challenge of properly deploying your discretionary seasonal
merchandising budget to ensure you’re stocking and advertising
the “right stuff” has never been more difficult. It’s always been
important to follow the trends, but communication technologies
have transformed society, which in turn has transformed retail. We
live in an era of incredibly rapid information transfer, which makes
trend analysis even more important than ever. The existential test
for independent jewelers lies in the fact that if you fail to react
properly to these trends, which now emerge, crest, and recede with
ever-increasing speed, you’ll be left behind, and become increas-
ingly irrelevant in your local market. One possible solution is to
find suppliers who are doing the research, can help you keep your
merchandising as well as your advertising on target, and will then
stock balance what stpps selling, so you can afford to move on to
the next important set of trends. It might be wise to keep this in
mind as you start your Christmas shopping!

Class dismissed!

George Prout is Vice President of Sales and
Marketing for Gems One Corporation, and can
be reached via e-mail at info@gemsone.com , or at
Gems One’s New York office at 800-436-7787.
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What Can a Risk Management Culture Save You?
Have you ever met a business owner who didn’t want to save money? Yet the direction in which some owners take their
cost saving efforts can have the opposite effect. With today’s economy leaving little room for error, trimming unnecessary

expenses is the logical first step toward belt tightening. Unfortunately, risk management is sometimes looked upon as an
unnecessary expense, '

¥y K

Companies passive toward reducing their risk may not fully understand the benefits a risk management culture can have,
and instead may be discouraged by the time and money needed to concentrate on safety. Successful companies, on the other
hand, understand that to avoid possible financial ruin, they need to work to reduce their exposure. They realize risk
management, despite the time and financial investment it requires, can have overall economic benefits while creating a safer
working environment.

No company, no business owner is immune to potential loss. But knowing ahead of time where the risks lie, and then acting
to avoid them through aggressive risk management, can keep a company ahead of the game. The blueprint for controlling
losses is a commitment to risk management through involvement. But, that requires investing dedication, resources, and
sweat equity to make it happen.

Why bother?

It may feel counterintuitive to believe that a risk management culture —the sum total of all the efforts, attitudes, and
investments related to workplace safety and loss prevention—can actually improve your bottom line. But, an investment in
risk management can have definite advantages:

¢ First, by eliminating risk, your company could experience fewer insurance claims. That can equate to lower premium
for property and casualty, workers compensation, and health insurance. ;

» Second, fewer claims means you also reduce the “after effects.”” Insurance is meant to cover the direct costs associated
with a claim, such as property damage, medical bills, and legal expenses. What some businesses don’t realize or plan for
are the unexpected, “hidden” costs a loss can generate. For example, insurance may not cover the cost of hiring and
training a replacement employee, lost productivity, negative publicity, higher premiums related to the loss...and the list
goes on. Associated expenses are typically out of pocket and can quickly add up. It could take a lot of time and many
extra sales to recoup those losses.

¢ Last, workers compensation claims often result in a higher work comp mod. Not.only can this have an immediate
effect on your premiums —which directly impacts your bottom line— the consequences may be felt for a long time.

Companies that take risk management seriously understand its positive effect on their operations, both from an employee
safety and a financial standpoint. They see immediate value in being proactive in protecting their assets. As one risk
manager put it, “There are many business owners who believe that safety is too expensive. I would challenge them to put a
pencil to it. I think they will be surprised that safety pays.”

It’s Our Business to Protect Yours

O U o NN T T T R 0 T e o T i e e e N e e A N R e B el I S R e S S e e e T AT e e e e E Rl e o » ¢ 8 2 8 s 2 s

This publication is intended to provide general recommendations regarding risk prevention. It is not intended to include all steps or processes necessary to adequately protect you, your
business, or your customers. You should always consult your personal attorney and insurance advisor for advice unique to you and your business. ©2013 Federated Mutual Insurance
Company. All rights reserved.

Federated Mutual Insurance Company

Federated Service Insurance Company*

Federated Life Insurance Company

Owatonna, Minnesota 55060

Phone: (507) 455-5200 » www.federatedinsurance.com
*Not licensed in the states of NH, NJ, R, and VT.
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LIST OF EXHIBITORS -

AHARONOFF CREATIONS LTD.

Tel 972-3-5750038, Fax 972-3-5752343
Email assaf_a_@hotmail.com, Web www.aharonoff.com

Manufacturer of top quality diamonds- Rounds, Fancy Shapes
and Fancy Colors. We specialize in large stones of Ict - 20ct
and are well known for our Excellent Make.

w
BELISDIAM LTD.

Tel 972-3-5758262. Fax 972-3-5758268
Email info@brachfeld.com, Web www.brachfeld.com

We are a vertically integrated diamond corporation established
in 1923. We source rough diamonds from various producing
sources, manufacture to perfection using high - end
technological equipment.

*
BEN YEHUDA PINCHAS (PETKA)

Tel 972-3-5751423, Fax 972-3-7519567
Email info@ydvash.com Web www.ydvash.com

Ben Yehuda Pinchas (Petka), specialized in Round, Princess,
0.50 - 20ct. clarity SI2-1t, Earring and Loose diamonds.

*
BEZALEL DAVID AVIKAM

Tel 972-54-3973380. Fax 972-3-575-2427
Email avikam44@gmail.com, Web www.diamkam.com

Avikam D. Bezalel is a second generation Diamond Manufacturing
Company, specializing in Fancy Color Diamonds and Rare Gems.
From Melees to Certified Pinks, Blues, Yellows, Reds and all colors
in between.

ISRAEL DIAMOND SHOW

DALUMI GROUP
Tel 1-888-2678777. Fax 1-212-6449015
= Email usa@dalumi.com, Web www.dalumi.com

DTC Sightholder & a leading force in the diamond industry with
a new innovative approach. Manufacturers & distributors of
polished diamonds & jewelry - active in marketing initiatives

. worldwide

W
DAVID LEVY DIAMONDS

Tel 972-3-5750216. Fax 972-3-5751249
Email dkenig@yahoo.com, Web www.davidlevydiamonds.com

Manufacturing diamonds for over 40 years. Specializing in:
Clarity Enhanced, HPHT & uncertified goods, which we offer in
round and fancy cut, at sizes 0.50 -30.00 ct.

*
DAYAGI AVRAHAM DIAMONDS LTD.

Tel 972-54-3977926. Fax 972-3-5754090
Email dayagidiam@gmail.com

Manufacturing diamonds to the highest standard since 1942.
We specialize in rounds & fancy shapes 1-10ct. As well as side
stones {matching pairs) of trapezoids trillions half moons kites
& shields. s

DIAMOND
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THE 48 HOUR

DOV DIAMONDS (1999) LID.
Tel 972-3-5752327, Fax 972-3-5750848
Email office@dovdiamonds.co.il, Web www.dovdiamonds.co.il

IS GOMING TO TEXAS!

JOE BRIMA LTD.

Tel 972-3-5751133/4. Fax 972-3-5753295
Email brima@netvision.net.il

Dov Diamonds was established in 1983. We specialize in round
and fancy shapes in all sizes. Our customer base is worldwide
and our service is well known.

w
ELI SADEH DIAMONDS LTD

Tel 972-3-6122180, Fax 972-3-6122188
Email eli@elisadeh.com,

Eli Sadeh Diamonds is a leading Diamond manufacturer company,
which supply the international markets consistently, competitive
prices, in all shapes and sizes. ideal makes.

w
GAL DIAMONDS LID.

Tel 972-3-5751714, Fax 972-3-5751934
Email asaf@galdiamonds.com, Web office@galdiamonds.com

Founded in 1976 — manufacturer of mostly Rounds 0.20-5.00ct
and large size Fancy shapes. Specializing in fine makes. including
Hearts & Arrows cut in all qualities and consistent assortments.

*
JEDIAMEX DIAMONDS LTD.

Tel 972-3-5752662, Fax 972-3-5750062
Email jediamex®@jediamex.com, Web www.jediamex.com

Maufacturers and exporters of polished diamonds, wide and
assorted range of Shapes & Sizes Loose and GIA Certificates
from 0.90 up to Bigger. Round and Fancies.

Fancy Color and Fancy Cut Manufacturer.

w
KOBI OHEV ZION

Tel 972-54-3977411, Fax 972-3-5750846
Email kobilital@bezegint.net

Specialize in clarity enhanced diamonds, round stones are our
expertise from Q.1 points and up to 10 ct. We are first hand for
clarity enhanced diamonds

w
M.B.E DIAMONDS LID.

Tel 972-3-5757289, Fax 972-3-6132229
Email Israel.feder@mbediamonds.com

Specialized in servicing the American market (cumulated
experience of more than half a decade) in certified as well as
loose goods.

. %
1,
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LIST OF EXHIBITORS -

MOSHE LEVY DIAMONDS

Tel 972-3-5754077, Fax 972-3-5754076
Email info@moshelevy.com, Web www.moshelevy.com

ISRAEL DIAMOND SHOW

ROSY BLUE SALES LID.

Tel 972-3-5750520, Fax 972-3-5750836

~ Email eitan.shklovsky@rosyblue.com

Moshe Levy Diamonds is a superior diamond manufacturer
specializing in precise-cut fancies, matching pairs. layouts,
calibrated parcels etc.

w
O.1.D DIAMONDS LID.

Tel 972-3-6131434, Fax 972-3-6131418
Email otd@bezegint.net

Rosy Blue Sales Ltd, is the largest manufacture of Princess and
Cushion cut diamonds, and a part of the largest international
diamond manufacturing group “Rosy Blue”.

*

S. JUWAL & CO.
Tel 972-3-5750066, Fax 972-3-5752517
Email sjuwal@gmail.com, Web www.juwal.com

Daskal Izhak started the company in 1939, we are a manufacturing
company we deal in all sizes and clarity.

w
OFER MIZRAHI DIAMONDS LTD.

Tel 1-877-884-10MD., Fax 312-558-9066
Email leon@om-diamonds.com, Web www.om-diamonds.com

Professional team, worldwide connections, 10 branches in U.S.A,
bringing you the right goods for the right price. With the best
service, we carry a large inventory of round and fancy cut
0.75-10.00 ct.

w
RONY DUEK DIAMONDS LTD.

Tel 972-3-5756088, Fax 972-3-7519065
Email info@ronyduek.com, Web www.protead.com

Israeli Leader Company owned by Duek family Specializes and
operates 35 years in manufacturing and marketing of diamonds,
from 0.05 up to 20ct - all sizes. shapes and colors. The best
product. best price. Any time. Everywhere

S. Juwal & Co. is a leading diamond manufacturer for over 50
years. We specialize in GIA certificates from 0.50ct up to 20ct
in all shapes colors and clarities.

*
S. SCHNITZER DIAMONDS LTD.

Tel 972-3-5756600, Fax 972-3-5756601
Email ari@sschnitzer.com

S.Schnitzer Diamonds has been among Israel's leading diamond
manufacturing companies for over 50 years. The company
specializes in round and fancy diamonds in sizes of 0.1-10 Carats.
The head office of S.Schnitzer Diamonds is located in Israel,
while the company's; worldwide operations include branches
in the U.SA, Hong Kong and China.

#
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SHLOMO BICHACHI DIAMONDS LTD.
Tel 1-213-8910750, Fax 1-213-891075I
Email naomi@bichachi.com, Web www.bichachi.com

15 GOMING TO TEXAS!

Tel 972-3-5755703/6, Fax 972-3-575588I
Email info@ydvash.com, Web www.ydvash.com

Bichachi Diamonds Croup, a specialized manufactures of
Baguettes, Tapers, Princess, Emeralds, Ascher Cuts and other
square cuts, operating offices in all major diamond centers globally.

w
SORUM DIAMONDS LTD.

Tel 972-3-5756199, Fax 972-3-5756188
Email reciption2@sorumd.com, Email meir@sorumd.com

Our company's history in trade began in 1992. We import and
export polished and rough diamonds on a very large scale,
including all sizes shapes and qualities.

*
SPIRO JACOB DIAMONDS LID.

Tel 1-972-7627410
Email gadi@sjdiam.com, Web www.sidiam.com

We are a third generation company in the polished
diamond industry with location in Israel, PR.CHINA, US.A
and S.A we deal in GIA And loose 3ct down.

*

Diamond manufacturers & exporters, specializing in Rounds
and Square Fancy shapes: Princess, Cushion, Radian, Emerald
& Asscher in parcels, layouts or certificates: GIA, EGL, IGI, HRD.
Sizes from 0.25pt up to 5.00ct All colors & clarities.

Ve |
Y.L GOLAN DIAMONDS LTD.

Tel 972-3-7513922, Fax 972-3-6126580
Email info@ylgolan.com Web www.ylgolan.com

Diamonds manufacture of Fantasy shapes. in specific, Triangles,
Heart-Shapes, Half-Moons & Trapezoids cuts. We polish diamonds
from 0.06ct-1.5¢t in size, FL-12 clarity, D-M color. Stones can
be ordered as Loose parcels. Matched Pairs or custom tailored
diamond Layouts.

YSHAI ROSENTAL DIAMONDS LTD.
Tel 972-3-5753114, Fax 972-3-5756898
Email yrdiam@yahoo.com,

Selection of Rounds and Fancy cut diamonds, from 0.30 points
to 3ct. All of our diamonds have excellent / ideal makes and
are provided with GIA and ICI certificates.

.
e

THE ISRAELI
DIAMOND

INDUSTRY

AR

TENAS JEWELERS ASSOCIATION

ANDE JEWELRY

EFILIGREE

If you’re looking for Brand-name, colored stone jewelry that provides quality
at affordable prices, then Ande Jewelry is for you! Ande Jewelry is the proud
winner of the 2013 JCK Jewelers’ Choice Awards (colored-stone jewelry).
For more information on Ande colored-stone jewelry, visit the Ande Jewelry
website online at: http://www.andejewelry.com or email Ande Jewelry rep
Alan Lodinger at; ALodinger@AOL.com or call (713) 553-5666

*
AUTHENTIC GEM IMPORTS

At AGI, we believe that every gemstone is a one of a kind gift from not only
nature but from the people who create-the beautiful pieces we carry. From
the miners who will go to the deepest parts of the earth; to the cutters and
polishers who will make sure this stone is shining with perfection; to the
designers that hand set our stones instead of casting them, these precious
gems are created with passion and love for you to give to your loved ones (or
even yourself!). Our precise process allows us to procure and transform these
rare global gemstones into exquisite designs for our retail store partners
around the world.. For more information on Authentic Gem Imports, visit
the Authentic Gem Imports website online at: http://www.authenticgems.
net email Authentic Gem Imports at: agi@authenticgems.net or call (972)
233.3363

*
CHARLES GARNIER

Elegant and refined jeweler Charles Garnier Paris redefines contemporary
jewelry basics through the utilization of the latest technical innovation and
a constant care for perpetual harmony. Chartes Garnier Paris designs are
sold throughout the world. Their factory combines cutting edge technology
with old world craftsmanship and hand finishing, setting Charles Garnier
Paris designs apart from all others. For more information on Charles Garnier
Paris jewelry, visit the Charles Garnier Paris website online at: http://www.
charlesgarnier.com/ or contact the Charles Garnier sales rep, Bill Ward by
email at: WildBillwww@AOL.com or by phone at (214) 676-1208

*
CHARLES-HUBERT PARIS

Since 1990, Charles-Hubert Paris has been a major influence in the United
States watch industry. By including both retro and contemporary designs
in its line, Charles-Hubert Paris has established a large and loyal following.
With its unprecedented Lifetime Warranties, exceptional quality standards
and affordable pricing, the future looks very bright for Charles-Hubert Paris.
For more information on Charles-Hubert Paris, visit the Charles-Hubert Paris
website online at: http://www.charleshubert.com email Charles-Hubert rep
Alan Lodinger at: AlLodinger@AOL.com or call (713) 553-5666

*

eFiligree is committed to providing exceptional customer care for each
jndividual client; both the new and tong time customer alike. Every transaction
is conducted with the highest level of integrity and honesty, resulting in fair
pricing and keeping. your profit in mind. We’re dedicated to educating our
customers, arming each one with information that stimulates successful
sales. eFiligree guarantees all jewelry to be authentic period pieces faithfully
restored to the highest level of craftsmanship - exceeding your expectations.

“Your success is our success. For more information on eFiligree, visit the

eFiligree website online at http://eFiligree.com or call (888) 345-4473
ELLE JEWELRY & TIME

ELLE Time & Jewelry is a brand extension of ELLE Magazine, the world’s No.
1 best-selling women'’s fashion magazine. Iconic for its “I don’t take myself
seriousty ” spirit, for its proximity with women, its optimism and its dedication
to enhance a woman'’s position in society, ELLE is a brand that makes fashion
accessible and speaks to feminine, positive and self-confident women. For
more information on ELLE Jewelry, visit the ELLE Jewelry website online at:
http://www.ellejewelry.com or email ELLE Jewelry rep Alan Lodinger at:
Alodinger@AOL.com or call (713) 553-5666

*
FEDERATED INSURANCE

For more than a century, Federated Insurance has provided peace of mind to
business owners through valued insurance protection. Federated’s national
headquarters is located in Owatonna, Minnesota. It also operates a regional
office in Phoenix, Arizona, and several service offices throughout the country.
Federated has nearly 2,300 employees and operates in 48 states and the
District of Columbia. For more information on Federated Insurance, visit the
Federated Insurance website online at: https://www.federatedinsurance.
com or email Federated Insurance rep Michael Cox at mdcox@fedins.com or
call Michael at (817) 545-1500

*
HADLEY-ROMA

As the exclusive distributor of HIRSCH in the United States, Hadley-Roma with
HIRSCH has married together the two premier watchstrap manufacturers in
the world. The combination of European styling and hand-made craftsmanship
of HIRSCH coupled with the latest in styling, fashion and color that have
been the hallmark of Hadley-Roma for over 100 years make for a dynamic
representation in the industry that will satisfy even the most demanding
retail customers. For more in Hadley-Roma, visit the Hadley-Roma website
online at: http://hadleyroma.com or email Hadley-Roma rep Alan Lodinger
at: ALodinger@AOL.com or call (713) 553-5666
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TENAS JEWELERS ASSOCIATION

INTERNATIONAL SCHOOL OF GEMOLOGY

LAVISH JEWELRY CLEANER

Welcome to the International School of Gemology, the worlds finest and
fastest growing gemological education organization that offers world class
gemology training at the wortd’s lowest tuition rate. We are the innovators in
affordable, quality distance education in gemology and jewelry appraisal that
is based on our certified insurance industry education délivery system. To
learn more about the International School of Gemology, visit the International
School of Gemology website online at: http://www.schoolofgemology.com/
email 1SG@SchoolofGemology.com or call (210) 695-5520

w
JEWELERS MUTUAL INSURANCE COMPANY

Jewelers Mutual was founded by jewelers in 1913 and remains the leading
insurer solely dedicated to insuring jewelry and the jewelry industry. With
more than 100 years of dedication to the jewelry industry, we provide
custom insurance coverage for all types of jewelry businesses as well as
member access to our suite of loss prevention tools and programs. For more
information on Jewelers Mutual, visit the Jewelers Mutual website online
at: https://www.jewelersmutual.com or email Jewelers Mutual Agent Kent
McClenahan at KMcclenahan@rhsb.com or call Kent at (972) 231-1300 or
Jewelers Mutual Agent Steve Konetzke at skonetzke@rhsb.com or call Steve
at: (972) 744-2795

*
JEWELERS OF AMERICA

Jewelers of America is the national trade association for businesses serving
the fine jewelry marketplace, with a primary purpose to promote confidence
in the jewelry industry. Since 1906, Jewelers of America has been advancing
the fine jewelry industry through advocacy in public, government and
industry affairs; and is the leader in the development of responsible business
standards among the jewelry industry. For more information on Jewelers of
America, visit the Jewelers of America website online at: http://Jewelers.
org call (800) 223-0673 or email Info@Jewelers.org

w
JOAN’S COLLECTIONS

Joan has been in jewelry industry over twenty years. She creates the unique
collections of South sea pearls, diamonds, and jades. She also selects the
high quality of color stones such as rubies, emeralds, and sapphires in her
designs. JOAN’S Collections-Designer fine Jewelry puts the focus on providing
high-quality jewelry both workmanship as well as customer service and
satisfaction. For more information on Joan'’s Collections, visit the Joan's
Collections website online at: http://www.joanscollections.com/ email
joanscollections@hotmail.com or call 714-827-0863

w
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In 1998, Larry Rogers opened his first of 3 jewelry stores. He specialized in
Tahitian black pearl and south sea peart jewelry, and also carried a designer
line of inlaid opal jewelry. Surprisingly (or to his dismay) there wasn’t an
effective cleaner to safely clean pearls, opals and the other delicates. With
his background in jewelry, education in chemistry, and the help of consultants
he created Lavish, a biodegradable non-toxic jewelry cleaner that is safe
AND effective to clean all of your jewelry. The feedback from ctistomers
was overwhelming; they kept coming back for more. So Larry'decided‘it was
time for the rest of the world to discover Lavish... the only jewelry cléaner
you'll ever need, For more information on Lavish Jewelry Cleaner, visit the
Lavish Jewelry Cleaner website at: http://www.lavishjewelrycleaner.com/
or email Lavish Jewelry Cleaner rep Alan Lodinger at: ALodinger@AOL.com
or call (713) 553-5666

*
LEGERE

Legére is a division of The AB Group, a family-owned company that has been
manufacturing jewelry for over 40 years. We are members of Jewelers Board
of Trade (JBT) and Manufacturing Jewelers and Suppliers of American (MJSA).
The AB Group, formerly Arenburg Brothers, Inc., was founded by brothers
Charles and Robert Arenburg in 1967. Through the years, they expanded their
business, hired dozens of employees, and acquired several other companies,
thereby adding other manufacturing processes (stamping, soldering,
electroplating, stone-setting, etc.) to become a complete manufacturing
facility,. Now a well-established brand within the retail jewelry industry,
Legére offers a full line of men’s accessories, while its sister division,
W.E.Richards, offers a full line of ladies’ jewelry. For more information on
Legére, visit the Legére website ontine at: http://legerejewelry.com/ or
email the Legere rep Alan Lodinger at: Alodinger@AOL.com or call (713)
553-5666

w
LOTHAR HAAG AMERICA

Lothar Haag is a Colombia based company, with branches in Germany and
United States. Since 1957 Lothar Haag build up a reputation for fine quality
Emeralds from Colombia, Zambia and Brazil. We run our own cutting shop
and watch every step from rough to cut. As we are member of both the ICA
& AGTA, our customers can be sure that we follow international rules and
standards. For more information on Lothar Haag, contact J.B. Ziegler, U.S.
Sales Representative by email at jbziii@yahoo.com or by phone at (800)
977-9497

TENAS JEWELERS ASSOCIATION

MARTIN FLYER

ROSECO

Beginning in the Bowery District more than 65 years ago, Martin Flyer is
one of the most recognizable names in the jewelry industry today. Martin
Flyer initiated the concept of the “Five Classifications of Bridal” as an
educational tool for consumers. Developed to make the process of selecting
an engagement ring easy and worry free, these “classifications” continue to
keep FlyerFit on the cutting edge of the jewelry industry today. For more
information abouf Martin Flyer, visit the Martin Flyer website online at:
http://www.martinflyer.com/ or email Martin Flyer rep Michael Tracey at
michaeltracy45@gmail.com

* .
NATALIE ZIEGLER

Born in New York City and raised near Boston, Natalie did not set out to be
a jewelry designer. For many years, Natalie worked in TV news, mostly with
CNN in Atlanta and Washington. In 2001, she started Commonwealth Imports
to supply US manufacturers and retail jewelers.  Today, Commonwealth
Imports manufacturers and distributes fine jewelry for sale to retail jewelry
stores across the United States. For more information on Commonwealth
Imports, visit the. Commonwealth Imports website online at: http://
Commonwealthimports.com or contact the Commonwealth Imports sales
rep, Bill Ward by email at: WildBillwww®@AOL.com or by phone at (214)
676-1208

*
NOMINATION

Our jewelry is the fruit of attentive and passionate work guided by precise
values and an enthusiasm that is all Italian. Our heart is in Tuscany, near
Florence, where designers and artisans bring their skills and the latest
technology together to create something unique. Our jewelry lines reunite
the valued tradition of classic materials like 18k gold and 925 silver with
innovative materials and design. For more information on Nomination
Jewelry, visit the Nomination Jewelry website online at: http://www.
nomination.com/ or contact Nomination sales rep Alan Lodinger at rep at:
Alodinger@AOL.com or call (713) 553-5666

*
NTR METALS

NTR Metals is one of the world’s largest precious metals companies, making
a market in all precious metal bullion and offering a full range of refining,
recycling and minting services. Our integrated strategy allows us to combine
unique strengths and capabilities of each operating division. NTR Metals
operates over 75 locations globally, and we serve more than 30,000 companies,
ranging from small, independent businesses to large corporations. For more
information on NTR Metals, visit the NTR Metals website online at: http://
ntrmetals.com/ or call (469) 562-1111

*

We specialize in overnight service to fine jewelers in all 50 states, Canada and
Central America. Our 636-page catalog features over 20,000 items, of which
all are kept in stock for immediate shipping. We take great pride in the fact
that 99.2% of all items are shipped on the day of order. Fantastic service,
fine quality products, and great prices have made Roseco a leading resource
to the jewelry trade for 30 years. For more information on Roseco, visit the
Roseco website online at: http://Roseco.com or call (800) 527-4490

*
TIME DELAY

For 35 years, TIME DELAY has provided the industry with the Finest Custom
Diamond Dials & Bezels, Dial Refinishing, Italian Replacement Bracelets,
Service for the Rolex Timepiece and Custom Diamond Enhancements for Most
Luxury Timepieces. From Service to Manufacturing, 6 divisions, each with a
singular focus on quality, work together seamlessly creating a commitment to
excellence that you can depend on every day. For more information on Time
Delay, visit the Time Delay website online at: http://TimeDelay.com email
Info@TimeDelay.com or call 800.622.5203
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) 10 Minutes

ALAN
LLODINGER

T exas Star and Road Warrior Alan Lodinger accidentally

made his way into the jewelry business, and reflecting back

30 years later, he wouldn’t have had it any other way. After
graduating from the University of Florida in 1984, he moved to Texas
to live near his brother. Since his brother was already a sales-rep in
the jewelry business, he offered Alan the opportunity to “sub-rep” his
lines. Sales didn’t come easy to Alan, especially since he was not
an outgoing person at the time. Being new to the state of Texas and
also new to the industry didn’t help, either. However, Alan rose to
the challenge by reading books (Zig Ziglar’s “The Secret of Closing
the Sale” was one of his favorites), and putting himself on a fast-track

Alan Lodinger: When the stock market crashed and metal prices
turned high, I started looking for a quality product that could meet the
needs of my customers and fit into the $100 - $300 price point range
that jewelers lost because gold prices got too high. Iinterviewed with
Elle, and for my, and my customers, Elle Jewelry has been a perfect
fit. I expanded my territory from just 8 accounts to over 100 accounts
that I currently service with Elle. Ithink a lot of the success I've had,
including being the #1 ELLE rep in the US for 2014, can be attributed
to the fact that the ELLE brand makes fashion accessible and speaks to
feminine, positive and self-confident women. Today’s consumer likes
to express their individuality, and ELLE jewelry and time pieces are

for your color stone jewelry

Brand name quality, affordable prices.
+INCE. is the best manufacturer

Quw) |
Ev
learning curve which took him through what he jokingly refers to as  designed to do just that! Eag ;
[13 . '77 . . ;

Th'e School of Hard Knocks.™ Read on to find out what thoughts and TJAMag: While many customers specifically want to purchase prod- i 5 |z
advice Alan has to share. « . " -
ucts that are “Made in the USA,” such as Hadley-Roma, some also = ; =

TJAMag: What was your first line, and how did it work out for you\ ~ crave the status of wearing jewelry with an International flair. Do you = B
. carry any lines that meet that criteria? ‘g-‘-’?‘-‘,\ M
Alan Lodinger: 1 sub-repped for my brother for 3 years, and Had- Ky o
ley Roma was my first line. Hadley-Roma is a division of Roma Alan Lodinger: Absolutely! Back in 2009, Hadley-Roma entered %, e AN

Industries, and they are one of the leading manufacturers in watch
attachments, men’s and women’s leather belts and fashion accesso-
ries. Hadley-Roma is a proud manufacturer and distributor of Made
in the USA products, and I still carry Hadley-Roma products to this
day, which speaks to the quality of their products, and the success my
customers have had in selling Hadley-Roma merchandise.

In 2007, Hadley-Roma formed an agreement with Hirsch and Had-
ley-Roma assumed the position of acting as the U.S. representative
for the Hirsch Watch Band line. That agreement allowed me to inte-
grate Hirsch products into my line, as well.

TJAMag: Which line came next for you?

Alan Lodinger: That happened in 1987. Legére was manufacturing
a private-label men’s accessory line for Hadley-Kalbe. When Roma
acquired Hadley-Kalbe, they didn’t want to continue with the men’s
accessory line any longer. Legere, realizing the popularity of this line,
contacted several sales reps to ensure they had a sales team on board,
and then began branding and wholesaling the men’s accessory line on
its own. Jewelers started asking if Legere carried pocket watches, so
in 1996, Legére put me in touch with Charles-Hubert Paris so I started
carrying their full line of pocket watches, wrist watches and writing
instruments to meet these customer requests.

TJA Mag: How has the changing economy affected thé‘lines you
carry? '

into an agreement with Nomination of Italy to represent Nomination’s
line of Sterling and Stainless jewelry. Nomination Jewelry Company
got its start with the “Composable” modular bracelet, and excited
about the new launch of the “My Bon Bon’s” personalized line of
jewelry.

TJA Mag: Do you carry any watch lines besides Charles-Hubert
Paris? .

Alan Lodinger: Yes. Hadley-Roma has a rep agreement with the
Geneva Watch Group, which allows me to rep their brands, including
the Kenneth Cole and Tommy Bahama Watches. These brands have
proven to be extremely popular with my customers, and in 2013, I re-
ceived an award from Geneva for the highest expansion of a territory
since taking on the line.

In 2013, 1 also took on Armourlite watches, which was a very unique
product. Actually Armourlite watches began as an alternative to Lu-
minox, and initially, retail jewelers weren’t interested in selling the ’
product so the target market for these watches were gun stores and
tactical stores. Today, Armourlite watches, because of their glow in
the dark Tritium tube technology, are highly successful in the retail
jewelry industry.

TJA Mag: What other products round out your lines?

Continued on Page 20.
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Texas Sales Rep: Alan Lodinger cell: 713-553-5666
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Continued from Page 18

Alan Lodinger: 1 carry Lavish Jewelry cleaner, and I personally
think it’s the best jewelry cleaning product on the market. It not only
works great on standard jewelry items (gold, diamonds, silver and
gemstones), but also on pearls and porous materials. The fact that
jewelers can have the product branded with their store logo, and the
unique, fast-acting foam formula make this product an easy one for
me to sell my customers.

I also carry a great product called Universal EZ back. It’s a patented
eatring back that comes in 14K Gold or Sterling Silver and encased
in silicone which gives a very secure hold to any style of earring. It’s
a product that every store sells, it comes in 3 sizes, and it’s a high
margin, high demand item, because it fills an everyday request for
my retailers and it is affordable. As a bonus, this company now offers
freshwater and Akoya pearls, as well.

The Ande Jewelry product line rounds out my selection, and the ultra-
contemporary, fresh look of that line has been a fabulous addition for
my retailers. I actually approached Ande Jewelry because I went into
a customer’s store and saw a Citrine and diamond 14K gold pendant
that I thought was really unique and beautiful. I found the company,
and asked them if they had any sales reps in my territory. They said
they didn’t have sales reps, so I was the first one they hired. Within
the first 3 weeks of carrying their line, I opened up 13 new accounts,
and it just continues to grow.

TJA Mag: What are the biggest changes you’ve seen over the 30+
years you’ve been in the jewelry industry?

Alan Lodinger: I'm glad you said “Changes,” because I couldn’t
justname one. I think the first big change I really paid attention to was
the transition from yellow to white metals, and now, of course, we’re
seeing the resurgence of Rose Gold. And of course a big change in
merchandising came when gold skyrocketed and jewelers had to
source alternative metals to fill the “under $500” price point.

Branded jewelry brands such as ELLE now play a major role in most
stores, and with the high demand for colored stones, the Ande line is a
great fit that gives showcases a nice pop of color at affordable prices.

As far as changes in the watch industry, when I started, 18 mm bands
for men and 12 mm bands for women were standard. Now the stan-
dards have moved to 22 mm for men and 16 mm for women. I’'m also
seeing a huge increase in rubber and silicone styles, which used to be
exclusive to diving watches, now being used in fashion.

I hear a lot of talk about watch sales dwindling because of smart
phones, but that isn’t what I am seeing, at all. Watches aren’t just
a timepiece, they are a status symbol, and as long as people are still
interested in “Keeping up with the Joneses” watch sales will keep on
ticking.

Alan Lodinger is the principle of Alan Lodinger Sales. To find out
more about Alan, visit his website atht(p:/Avww.AlanLodinger-
Sales.com email him at ALodinger@aol.com or call him dt

(713) 553-5666.
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10 Minutes with ALAN LODINGER

Continued from Page 18

Alan Lodinger: 1 carry Lavish Jewelry cleaner, and I personally
think it’s the best jewelry cleaning product on the market. It not only
works great on standard jewelry items (gold, diamonds, silver and
gemstones), but also on pearls and porous materials. The fact that
jewelers can have the product branded with their store logo, and the
unique, fast-acting foam formula make this product an easy one for
me to sell my customers.

I also carry a great product called Universal EZ back. It’s a patented
earring back that comes in 14K Gold or Sterling Silver and encased
in silicone which gives a very secure hold to any style of earring. It’s
a product that every store sells, it comes in 3 sizes, and it’s a high
margin, high demand item, because it fills an everyday request for
my retailers and it is affordable. As a bonus, this company now offers
freshwater and Akoya pearls, as well.

The Ande Jewelry product line rounds out my selection, and the ultra-
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a customer’s store and saw a Citrine and diamond 14K gold pendant
that I thought was really unique and beautiful. I found the company,
and asked them if they had any sales reps in my territory. They said
they didn’t have sales reps, so [ was the first one they hired. Within
the first 3 weeks of carrying their line, I opened up 13 new accounts,
and it just continues to grow.

TJA Mag: What are the biggest changes you’ve seen over the 30+
years you’ve been in the jewelry industry?

Alan Lodinger: I'm glad you said “Changes,” because I couldn’t
just name one. I think the first big change I really paid attention to was
the transition from yellow to white metals, and now, of course, we’re
seeing the resurgence of Rose Gold. And of course a big change in
merchandising came when gold skyrocketed and jewelers had to
source alternative metals to fill the “under $500” price point.

Branded jewelry brands such as ELLE now play a major role in most
stores, and with the high demand for colored stones, the Ande line is a
great fit that gives showcases a nice pop of color at affordable prices.

As far as changes in the watch industry, when I started, 18 mm bands
for men and 12 mm bands for women were standard. Now the stan-
dards have moved to 22 mm for men and 16 mm for women. I'm also
seeing a huge increase in rubber and silicone styles, which used to be
exclusive to diving watches, now being used in fashion.

I hear a lot of talk about watch sales dwindling because of smart
phones, but that isn’t what I am seeing, at all. Watches aren’t just
a timepiece, they are a status symbol, and as long as people are still
interested in “Keeping up with the Joneses” watch sales will keep on
ticking.

Alan Lodinger is the principle of Alan Lodinger Sales. To find out
more about Alan, visit his website athttp://www.AlanLodinger-
Sales.com email him at ALodinger@aol.com or call him dt

(713) 553-5666.
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The Texas Jewelers Association Executive
Board and Board of Directors would like to
extend a big “Thank You’ to J.P.Volk, owner

of ]. Patrick Diamonds in Dallas, Texas. J.P.
has continuously and generously supported
the student design category of our TJA Design
Contest by providing 100% of the funds that

are awarded to students who win in the 1st,

2nd and 3rd place Student categories.

J.P. - we appreciate your continued
sponsorship of this project, and we
appreciate you!

40 John Williams Street » P.O. Box 546 * Attleboro, MA 02703 « Phone (508)226-1036 * Fax (508)226-1954 « Toll-free in USA

Holiday Thefts:

Sell with Security
this Shopping Season

By Jewelers Mutual Insurance Company

.

all of which may lead to theft. In fact, the holiday shopping season is when robberies, sneak

thefts, and grab-and-run thefts are at their highest. Because selling with security is more
important than ever this time of year, remind your staff of these key tips from Jewelers Mutual
Insurance Company to make your workplaces safer. :

(4 T is the season for increased jewelry inventory, extended business hours, and busy store traffic,

e Don’t Cut Corners. While staffing costs may be at their highﬂest, it is imperative to have more than one
person working at all times, especially during opening and closing routines.

e Meet and Greet. By greeting each customer and making immediate eye contact, you will help legitimate
customers feel valued, while making would-be thieves feel uncomfortable, thus abandoning their plans.
Additionally, it’s important to keep watching your customers. Don’t turn your back at any time to give them the
opportunity to grab an item and run or perform a sneak theft.

* Clunky Concealments. Be attentive when customers enter the store carrying coats or large bags, as these can be
hiding places for their stolen goods.

¢ One-on-One. Keeping your focus on one customer at a time helps avoid theft by reducing the opportunity.
It can be challenging during the holidays with so many customers, but it is important for service and security.

¢ One Item at a Time. Show only one item to a customer at a time to reduce the risk of grab-and-run thefts.
Be especially careful if a customer wants to see only the highest-priced items or seems preoccupied.

e Turn the Key. Make it a habit to lock your showcases after removing or returning items, and never leave open
showcases unattended. Never set down your showcase keys, and consider using wrist holders to avoid
costly mistakes. ,

¢ Establish a Code Word. Your sales team should have a code word or phrase in place that warns of a
suspicious situation. The word should cue a staff person to visibly leave the store with a cell phone in hand and
wait outside, ready to call the police.

» Safety First. Following security tips can reduce your risk of robberies, but there is no surefire way to
prevent them completely. Instill in your employees that the safety of your customers and staff is the top priority.
Instruct employees not to panic, not to resist and to follow the criminal’s orders as quickly as possible. -

Nothing puts a damper on a successful holiday season like falling victim to crime. Arm yourself with these and
other time-tested strategies from Jewelers Mutual to protect yourself, your staff and your jewelry business. For more
information about how to keep your business safe this holiday season, visit JewelersMutual.com.

]ewelers Mutual’

INSURANCE COMPANY
Coverage you can count on. People you can count on.
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Industry Trade Show Schedule October 2014 - April 2015

October 10
GIA Jewelry Career Fair
Carlsbad, CA

Gemological Institute of America
800.421.7250 ext. 4100

www careerfair.gia.edu

October 11-14

Jewelers International
Showcase (JIS)

Miami Beach FL.

Miami Beach Convention Ctr.
561.998.0205
www,jisshows.com

October 27-29

JAN.Y. Special Delivery
New York, NY

Jacob Javits Convention Cir.
646.654.4983

www ja-newyork.com

October 25-27

Miami Beach Antique
Jewelry & Watch Show
Miami Beach, FL.

Miami Beach Convention Ctr.
239.732.6642
www.usantiqueshows.com

November 7 - 9

Miami Antique Jewelry

& Watch Show

Miami, FL

Miami Airport Convention Center
239-732-6642
www.antiquejewelrymiami.com

January 18 - 20

JA New York 2015 Winter
Show

New York, NY

Jacob K Javits Convention Center
888-562-4962
www.ja-newyork.com/

January 23 - 25

Armory Antique Show

New York, NY

Location TBD

239.732.6642
www.armoryantiqueshow.com

January 24 - 26

Miami National Antique Show
MIlami, FL

Miami Airport Convention Center
239.732.6642

www.miaminationalantiqueshow.com
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January 23 - 25

Armory Antique Show

New York, NY

Location TBD

239.732.6642
www.armoryantiqueshow.com

January 24 - 26

Miami National Antique Show
Mlami, FL

Miami Airport Convention Center
239.732.6642

www.miaminationalantiqueshow.com

January 24 - 26
Jewelers International
Showcase (JIS)

Miami Beach, FL

Beach Covention Center
561.998.0205
www,jisshow.com

January 24 - 26

Retail Jewelers Organization
Spring Buying Show (RJO)
San Antonio, TX

Westin Harbor Resort & Spa
800.247.1774
www.rjomembers.com

January 30 - February 3

The Original Miami Beach
Antique Show

Miami, FL

Miami Beach Convention Center
239.732.6642
www.originalmiamibeachantique-
show.com/

January 30 - February 10
J.O.GS. Tucson Gem &
Jewelry Show

(continued)

Tucson, AZ

Tucson Expo Center
213.629.3030

www jogsshow.com

February 2 -7

JCK Tucson

Tucson, AZ

JW Marriott Star Pass Resort
800.257.3626
www.jckonline.com/tucson

February 3 - 8

AGTA Gem Fair Tucson
Tucson, AZ

Tucson Convention Center
214742 4367
www.agta.org

February 3 - 8

GJX Gem & Jewelry Show
Tucson, AZ

GJX Pavilion

520.882.4200
WWWw.gjxusa.com

February 21 - 25
Independent Jewelers
Organization (I1JO)
Palm Springs, CA

Convention Center and 4 Hotels

203.8464215
www.ijo.com

February 28 - March 2
SJTA Atlanta Jewelry Show
Atlanta, GA

Cobb Galleria.

800.241.0399

www atlantajewelryshow.com

March 8 - 10

MJSA Expo New York
New York, NY

The Hilton NY
800.444.6572
WWW.mjsa.org

March 15-19
Independent Jewelers
Organization (1JO)

San Antonio, TX

Marriott River Center Hotel
& San Antonio Convention
203.846.4215
www.ijjo.com

April 18 - 20

The Smart Jewelry Show
Chicago, 1L

Chicago’s Navy Pier
212.981.9625
www.smartjewelryshow.com

April 22 - 25

AGS Conclave

New Orleans, LA

Marriott New Orleans
702.255.6500
www.americangemsociety.org

April 25 - 27

Jewelers International
Showcase (JIS)

Miami, FL.

Miami Beach Convention Center
567.998.0205

www.jisshow.com

t
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Lifetime Warranty

.800.221.1881
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precious MEeTAL Refining, inc.

Stone
Removal
Process

Gemsfone Separation
& Frosting Available
This non-destructive method of stone

removal using a metal dissolving process
allows for a safe return of your

Diamonds, CZ's, Moissanite and most

harder colored stones.

Refining Advantages

Fire Assay/Maximum Returns
24-48 hr. Scrap Settlement
Stone Removal
Pool Accounts
Product Discounts
Investment Bars & Coins
Wire Transfers/Checks

Cleaning, Inspection
After the gemstone removal process is
complete your stones are carefully
cleaned, inspected, weighed and
packaged for shipping.

Weighing Your Lof
Once your merchandise is received,
United takes great care in the accuracy
of weighing your lot. Your precious
metals and stones are always under the
surveillance of a video security camera
to protect your returns.

Accurate

www.unitedpmr.com

2781 Townline Road * Alden, New York 14004 ¢ USA
Phone: (800) 999-FINE (3463) or +1-716-683-8334
Fax: (800) 533-6657 or +1-716-683-5433

United News!

on our website

Available on the
D App Store
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By SHELLIE BiLL

Welcome to September’

The kids are back to school and football season is beginning which
means that the holidays are right around the corner! If you haven’t
started preparing, there is still time.

Consumers have more and more choices of what to select for the per-
fect gift and once they have narrowed down their choices, they have
many options on where the gift should be purchased. How can you
set yourself apart from your
competition, so that your
store is at the top of their
list? A great place to start
is by providing Special
Events,

Think of Special Events
as parties and who doesn’t
want to be invited to a fun
party??? Events provide
the opportunity to reward
your customers and make
them feel special. Every-
one likes to feel important,
Events provide the occa-
sions to recognize your
customers and show them
how much they are appre-
ciated and valued. Customers will drive out of their way and past
several other stores to receive that special treatment.

Shellie Bill

You can plan anything from simple to elaborate, although I prefer to
keep the details simple to focus on the attention that you will give to
your guests at the events. There are several options for you to choose
from. Trunk shows provide you the opportunity to showcase more of
a designer’s line to give your guests the opportunity to shop a larger
selection. Ladies Nights and Men'’s Nights allow the ladies to have a
fun filled evening while filling out “Wish Lists.” This can be followed
by a fun filled evening for the men, giving them the opportunity to
purchase from these lists. You can also schedule themed parties such
as a Disco Party or Hollywood Glam! If you are not sure what to
schedule, you can always utilize Social Media to find out what your
customers would like!

You should schedule events throughout the year and there is no time
like the present to get started. This will give your staff and your
customers something exciting to work toward and look forward to.
Events also create the opportunity to generate sales over and above

28

the everyday sales volume. They also create the opportunity for you
to build better relationships with your customers by providing them
with unique opportunities that we don’t offer on an everyday basis.

Special Events also allow us to create and instill the buying habits of
your customers. If you continually give them unique and exciting rea-
sons to visit your store, when they need a special gift, your store will
be the first place they think of to make that special purchase. Remem-
ber, couples will always be getting married, celebrating anniversaries
and we all have a birthday every year. That doesn’t change. What can
change is where the gifts are purchased.

If you would like ideas on how to implement a Special Event plan into
your store, please stop by my booth at the Texas Jewelry Association
Convention. I will be offering free consultations on anything relating
to Special Events, which will also include the marketing and Social
Media aspect. Ilook forward to seeing everyone in San Antonio!

WHERE WILL YOUR WATCH TAKE YOU?

CYCLE FARTHER CLIMB HIGHER

BETTER NIGHT VISIBILITY

w T100 TRITIUM WATCH

BY ARMOURLITE

UP TO 4 TIMES BRIGHTER THAN
STANDARD T25 TRITIUM WATCHES

Lightweight polycarbon case » Swiss quartz movement « Sapphire crystal
10 year battery » 200m water resistance * 47mm Case * Dive bezel

1-888-355-4366 - www.ARMOURLITE.com
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JEWELERS OF AMERICA
JEWELERS OF AMERICA SALES & MANAGEMENT PROFESSIONAL CERTIFICATION ONSITE
EXAMS OFFERED ON SEPTEMBER 27, 2014 AT THE TEXAS JEWELERS ASSOCIATION CONVENTION

This nationally recognized jewelry industry certification is open to all jewelry professionals!
Jewelers of America membership is not required.

Jewelers'of Ajgerica is offering its renowned Sales & Management Professional Certification exams at the Texas Jewelers
Association Conference. Don’t miss this special opportunity to demonstrate your sales and management proficiency
through this nationally recognized certification.

Sales Professional Certification and Management Professional Certification are offered in two levels. Successfully
completing the first level of certification earns an individual the title of JA Certified Sales Professional or JA Certified
Management Professional. Successful completion of both the first and second level tests earns the title JA Certified

Senior Sales Professional or JA Certified Senior Management Professional.

Why Get Certified? (O G
H H & <,

* Your customers want assurance that the jewelers they shop with are educated, & %,
ethical and experienced. When certified, you clearly communicate your i’? .
professionalism. R =

* Promoting Jewelers of America Certified Professionals on staff differentiates "a(// $ ch

. . ‘. 5
your store and drives consumers to it. /.‘//'/'3/511)']\1\.\‘0\%;.'\&

* There are few better ways to demonstrate to the world your commitment to

H : : » CAONAL CEpey.
ethics and professionalism than to become certified through one of JA’s O\-x.é“’ ¢ "///.-,(,,/
& ’,

certification programs.

* Think of certification testing as the beginning of an exciting journey that will N
lead you to higher levels of professional achievement as it validates your ‘ i
existing knowledge and reveals areas that can benefit from further developlpent. ’('»,/(/J g 0‘\5

%, a
Ly <
LUy WOV

You’re Ready Now - No Studying Required! Simply take and pass a written exam at
the Texas Jewelers Association Convention. Exams are available for two levels of skill and ability and cover procedures,
terms and concepts that jewelry professionals encounter in their everyday work.

Who Should Get Certified? Recommended for jewelry store managers, assistant managers, owners and all sales
associates.

Testing Times and Location: The Texas Jewelers Association Convention is being held at The St. Anthony Hotel,
San Antonio, Texas. Two testing sessions will be offered on Saturday, September 27. The morning session will be held
from 9:30 am - 11:30 am in the 3rd Floor testing room at the St. Anthony Hotel. The afternoon session will be held from
1:30 pm - 3:30 pm, in the 3rd Floor testing room at the St. Anthony Hotel.

Cost/Registration: Register early and save $10.00! Pre-registered JA members can take each exam for only $25
(835 on-site) and pre-registered non-members can take each exam for $45 (regularly $55)! On-site registration spots
are limited. For more information or to register for one or both exams, contact Jewelers of America at (800) 223.0673,

extension 8007 or 8003.
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, 1 JOIN JEWELERS OF AMERICA TODAY!
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Build your business. Save money. Enhance your reputation.

Join Jewelers of America to build your business —
and stand with us to help improve consumer confidence in the jewelry industry.

Visit www.jewelers.org/join or call (800) 223-0673 for more information.
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