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COMING SOON TO DALLAS!

Mark your Calendar Now!! Join us in Dallas for the premier buying
show of Instore Magazine called the SMART Jewelry Show.
Over 350
exhibit booths already sold and more coming.

Instore Magazine...
“SMART Jewelry Show”
Sept. 8-10

Gaylord Texan Hotel

Grapevine, Texas




Hi-Tech

Precious Metals & Refinery

“Our commitment, your advantage.”

Karat Scrap Settlement - Same Day Bench Sweeps - 3 to 5 Days

+ Same Day Full Settlement * Lock-In Flexibility

= Assay Precision s No Fees 96% Payment on gold

» Fire assay option available 90% Payment on Platinum
Gold Rates Pure Content
Settlement: 99.3% + 90% of silver content 100 + tr. oz.
99.2% + 90% of silver content 50-99.9 tr. oz.
99.1% + 90% of silver content 20-49.9 tr oz.
99% 5-199 tr oz
98.5% 1-49 troz.
Platinum Rates Pure Content Polishings, Sweeps, Filters, etc. - 5 Days

Settlement: 95% 10 + tr. oz.

0y - .
92% 1-9.9 troz $90 Processing Fee

96% Payment on Gold
90% Payment on Platinum

Silver Settlement - 24 Hour Turnaround

Rates Pure Content
96% (75%+ Purity) 100 + tr.oz

o a0 1-866-950-PLAT(7528)

90% (50 - 74.9% Purity) 1-99.9 troz

* No harmful elements WWW.hiteChpmr.Com
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President’s Message

Eric Wright

hope by now that you have

read, seen, heard or been told

by someone about the new

major jewelry show coming to
the Dallas/Fort Worth area. It has
been a long time since Texas has had
a large jewelry trade show with this
much potential and this one promises
to be “Texas” size. It is being put on
by the Smart Media Group, better
known as InStore and InDesign. This
is the same group that does “The
Smart Jewelry Show” at the Navy Pier
in Chicago every April. The Dallas
one will be Sept. 8-10, 2012 at the
Gaylord Texan Resort and Convention
Center in Grapevine, TX. Conferences
and educational events will begin on
Sept. 7™ for those who wish to attend
early. This will be a great opportunity
for early season fill in and to meet
many new vendors.

The primary reason that I am
excited about this new venue is the
connection to Smart Media. Their
approach to creating an outstanding
regional show was to form an
advisory board consisting of various
members of the jewelry industry from
Texas and the surrounding states that
would feed attendees to the event.
The members of this board will serve
for two years and the main purpose
was to provide ideas, feedback and
critique of the up and coming show
and its’ educational program. The
president of our association will serve
on this board and I had the privilege
of being selected to serve. From the
meeting, I learned that it should be a
class act. Seminars will be done in
special areas of the show floor so that
you do not have to leave to attend
them. In its’ start-up phase they will
be using convention areas A thru D
(with the future option of expanding
to E and F).

Has Had a

This current space will provide
approximately 450 vendors and the
show staff has graciously given TJA
one booth and we will have access to
a block of booths in our area for our
vendors to rent. This gives us the
opportunity to have “A Texas
Jeweler’s Association” section.
Creating a potential area of all Texas
jewelry manufacturers and/or
vendors. Please go to the website
“Smart Jewelry Show — Dallas” for
more information.

At the advisory board meeting one
of the ideas I proposed was, “would it
be possible to have the TJA design
contest winner’s and entrants pieces
displayed?” and the response was an
absolutely positive yes. This will give
Texas members an opportunity to
present their pieces to a very large
group of people and with proper
planning have them vote on selecting
“Best of Show" and possibly have
them featured in InStore magazine.
This is a golden chance for you, a
Texas jewelry designer, to show your
talents to a huge marketing group. If
you've entered before or never
entered the competition this is simply
to great an opportunity to miss. I
look forward to having the most TJA
design contest entrants and pieces
ever! Just think of the publicity you
will get out of winning one of the
special categories.

Please look in our TJA Magazine
for further information about the
Smart Show. We will be giving you
more details about how to register,
places to stay nearby as well as
information about the room block and
rates at the Gaylord Resort itself. We
will also schedule a short TJA
business meeting for all members one
morning before the show opens and

Its Been A Long Time Since Texas

Large Jewelry Trade Show

invite all to attend. Come find out
what the Association has been doing
for you on the State level and why it's
so very important for you to be
proactive in current affairs that di-
rectly affect how you do business.

You need to know everything we have
on the “Crafted Precious Metal” bill
passed by the 2011 State Legislature
and what we need to do before the
2013 session in order to modify and/
or change it so that we as an industry
are recognized as stakeholder.
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Coa h u i Iteca n Armory_Reprint of World Gem Society article
How sea sponges became cutting tools and arrow heads....in Texas

Eighty million years ago the area around San Antonio Texas (that we call home to the
World Gem Society) was under a shallow sea. On the sea floor lived a lot of exotic types
of sea creatures including large sea sponges. As millions of years of sediments covered
up generation after generation of these creatures the weight of the sediments eventually
compressed the sediments into the limestone rock, with the bodies of the sea sponges
compressing into nodules of high silica content that we know as flint. It was impossible to
know back then that these sea sponges would one day become a very important resource
to the local Native Americans living in the area. They would, in fact, become the
Coahuiltecan Armory!

Approximately 10 millions years ago what were
once the layers of limestone seabed were raised up many hundreds of feet in altitude along
the Balcones Fault line. As the rivers eroded the ground they created the hills and valleys of
the Texas Hill Country, with the layers of sedimentary rock containing the remnants of the
ancient sea sponges becoming exposed...particularly in road cuts. You can see the results
along Loop 1604 outside of San Antonio in the images at right and above left.

Looking up the sedimentary rock wall along Highway 1604 you can see the layers of these
ancient sea creatures exposed in the evenly cut wall face (thank you Tex DOT for being so
careful).

# Below you can see a close up of this rock wall showing the layers of high silica nodules where
21 the bodies of these ancient sea sponges and perhaps other creatures were squished by the

& overlaying of sediments, eventually becoming silica nodules in the otherwise calcium

& carbonate limestone rock.

6 Continued on page 9



"Navigating the Online Marketing Channel"
by Larry Chasin

ogle

By now all retail jewelers know that they need to have a strong web presence,
but they don't know how to do it in such a way to measure or guarantee a : 08S sopeins h
stronger return than traditional print for the added investment of time and wow . 54 - mrgeally Searc
money needed to learn effective online marketing. At GemFind we've devel- o o :?gﬂg:‘eﬁn

oped a unique approach to selling websites and web tools which looks at the .z "aste problemmamdeq,)

bigger picture of helping jewelers to use technology to engage their customers ~: >
both in store and online. At is core what we've learned is that building a o
strong web presence is a process. It starts with having a strong website and

learning how to use it when you don't have the desired diamond in the show-

case, and it peaks when you have successfully coordinated your entire marketing effort across both traditional print, web and

social marketing channels.

L busmess
a"geremol\éedm .month

A virtual diamond inventory is the single most important web tool out there. We've learned that most independent jewelers
don't sell much of anything online since its mostly their own customers who come to their website looking for directions and
hours, like they used to go to the yellow pages. A strong website does 2 things: (i) it gives online customers the opportunity to
learn more about you and browse products and brands that you sell, and (ii) it gives store associates a tool to use when they
don't have the desired item in the showcase. A strong web presence and a solid education of the online marketing channel are
needed to bridge the gap between the ‘click’ and the 'brick'.

The First Step.
You have to start the thought process by thinking about your overall marketing budget. Every successful jeweler has one, and if
your like most, you're spending 100% of that budget in traditional print media vehicles. The downside of traditional print is that
it's difficult to track the marketing expenditure to the resulting sales. The upsides of online marketing are that the analytics can
track just about any event. And so the real trick for jewelers is to figure out how to integrate the 'click' to the 'brick' to use both
traditional print and web search and social media sharing to drive customers into the store. So the first step is not spending new
online marketing dollars, it's re-allocating dollars from your existing marketing budget to the online channel.

Contd’ on page 8
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Before They Call (800) 373-4373Today

Walk In Mention This Ad & Save Up To $1,000 On Your New
Website Or 50% Off The Setup Of All Jewelry Apps
Limited to the first 20 Jewelers . Special Terms & Conditions Apply . Offer Ends June 30th

They Log On

E-Mail: info@gemfind.net | Website: www.gemfind.net



...Navigating the Online Market Channel...Continued

Step 2.

Now that you understand the importance of having a dedicated online marketing budget, it's time to look at your current web
presence. Your website is the first place to start. You need a state-of-the-art site that will act as a hub for all online activity
which will grow over time to include, blog, news, events, Facebook integration etc. The key to building your online presence is to
understand that it is a process. It starts with redoing your website according to your new online marketing budget, and then
learning to work the website both in store and with low-cost e-blast promotions to drive traffic to the store. This step is about
using your website to grow your business with your existing customers in-store when you don't have the item in the showcase,
and with the people who come to your website at home like they used to go to the yellow pages.

Step 3.

After your website is working in this regard, your online marketing budget stays the same and now you are ready to promote and
market the site to grow your customers and fans beyond your immediate geographic region. Search Engine Optimization through
Google and Yahoo targeted to local and state geography and the brands you carry is a proven method for reaching new
customers. Other online marketing programs include social media sharing through portals such as Facebook, Twitter, Pinterest,
and You Tube. Using these channels and tying them together is not rocket science, but it does require education and time to
manage.

At GemFind, we have been building success stories
by helping jewelers to navigate these

SPECIAL ORDER

online waters. We're very much looking forward to

working with TJA to help educate the membership on MAN U FACTU RI NG
the process. Please feel free to contact us for a no BUILDING RELATIONSHIPS FOR THE FUTURE
obligation evaluation of your web presence and a WE PROMISE, WE DELIVER!
discussion on how to get started in a

step-by-step process to maximize return by using » FULL SERVICE SPECIAL ORDER
online marketing channels more effectively. MANUFACTURING COMPANY

« ALL FACETS OF MODELING

CASTING, SETTING AND FINISHING

Did You Know?

Not too many people realize that Texas boasts the

largest topaz ever found in North America. The topaz * MODELING CHARGE
range from colorless to some light blues due to
natural radiation. The topaz gemstones here in ALL METALS, DIAMONDS,

Mason, Texas are beautiful stones with a long history COLORED DIAMONDS, COLORED GEMSTONES
going back to early ranchers and even earlier Native
Americans who valued these stones for jewelry and
ornaments.

150 - 200 (ON AVERAGE)

Al —|
FOR SPECIAL ORDER INQUIRES
PLEASE CALL MARK O. BERMAN
Mason County Topaz 4670 carats—934 Grams (201) 407 9444

Found and lo d ] i OR
aned et laines. Jr. EMAIL MARKO@ICONCREATIONSJEWELRY.COM

ICON
CREATIONS INC

48 WesT 487H St. » SuITE 1401
NEew York, NY 10036
CEeLL# (201) 407-9444 FAX (201) 526-4447

http://texasjewelers.org’ " MARKO®IcONCREATIONSJEWELEY.CoM

CusTOM@|CONCREATIONSIEWELRY.COM

MADE IN THE USA

Learn more about the TJA benefits online.
Visit us at:




Continued from page 6

A close up view of these nodules provides graphic evidence of the unusual formations that these sea creatures left
behind.

The local Coahuiltecan people, who inhabited the region before the Spanish arrived, used this flint to create tools
and weapons. These nodules could be found on the ground or pried out of exposed limestone rock and chipped into
shapes that created tools and weapons. By using other pieces of flint to

" most important, due to the hardness and tenacity of silicon flint, these

" tools are often sharper than modern day scalpels used for surgery. This

* " provided the Coahuiltecan people with exceptionally sharp and durable
-} tools with which to sustain themselves in a very harsh environment. This
*" completed the cycle of this silica from Cretaceous Era sea sponge to

=1 modern day cutting tools and arrow heads. Above left you see a large

nodule of silica that could be made into a variety of tools. Below is one

Bandera, Texas.

A flint nodule was used to create this cutting tool. You can see how the leading edge of the cutter has been worn away
while the upper edges remain as they were originally created by the Coahuiltecan craftsman. To this day this tool is
extremely sharp where not broken, and under magnification one can see just how carefully the cutting edge was cre-
ated by very tiny but well placed chips.

Although the arrow head you see at right was found on top of Queen's Peak
outside of Bowie, Texas and made by the Apache people who once lived there,
this is the type of arrow head that was made from our ancient sea sponge
nodule. The flint is easily worked and can be made very sharp. And since it is
made primarily of silica it is very durable.

The Native American people had to be
tenacious and resourceful in order to survive.
Certainly the South Texas plains must be
considered one of the most difficult places.
But Mother Nature provided a natural means for the native people of the region to
obtain important tools and weapons by providing for a natural

Coahuiltecan Armory.

As you drive in your area, take some time to look at the road cuts. You never know
what kind of historical record you may find. Sometimes, living creatures of this earth are connected through millions of
years, with links being found right by your car door.

Just be careful where you park.......

Robert James
World Gem Society



Burrell Printing

Company Incorporated

www.BurrellPrinting.com

Dear Precious Metals Buyer,

Last year the Texas Legislature passed House Bill 2490 modifying the regulations that
govern the licensing and operations of Crafted Precious Metals Buyers.

There are many new and updated regulations ranging from the requirement to register with
the Office of the Consumer Credit Commissioner (OCCC), to an eleven-day hold period,
to permanent and temporary buying location disclosures, to the requirement to report to law
enforcement, fo a new required preprinted, pre-numbered Crafted Precious Metals
Reporting Form.

These newregulations went fully into effect January 1, 2012. More information can be found
atthe OCCC's website, www.occe.state.tx.us. If you would like copies of both the updated
Texas Occupation Code §1956 and the Texas Administrative Code 7 TAC Chapter 85,
Subchapter B please give us a call or email, and we will be happy to send them to you.

Working with the Texas Jewelers Association, we have developed a Crafted Precious
Metals Reporting Form that complies with the new Texas regulations. A sample of this form
and a continuation page, along with pricing information is enclosed.

The enclosed form is designed for manual use. We also have forms configured for use with
laser or dot matrix printers. If you would like samples of any of these forms, please give us
a call or email, and we will be happy to send them to you. Do you have a custom form? We
can produce them as well; call for a quote.

If you have any questions, comments or need more samples, please feel free to call or

email.
Sincerely, Mark Bolles President

Save 15% - Special Introductory Offer
ORDER A COMEINATION OF BOTH REPORTING FORMS AND SAVE 15%
Combao orders must be printed with the same company information.

Crafted Precicus Metal Report #18-4310 (CPMR) Continuation Page #18-4315 (CP)

CPMR CcP Regular Intreductory
3 Part 500 + 250 = §174 $ 147

1,000 + 500 = §222 $188

2,000 + 1,000 = §-340 $ 289

The above combinations are suggestions. Any combination of the Texas Crafted Metals Report
Forms and Continuation Page Reports qualifies for the 15% Discount.
Intreductory Discount does not apply to custom forms, extra services or shipping charges.
Introductory Discount applies to first orders only, not on reorders.
Intreductory Discount offer expires June 30, 2012,

Burrell Printing Company, Inc. 800-531-5234

Prrices subject bo change without notice. - Prices listed do nol indude shipping chanpes or sakes lax - March 2012

SEE FULL INFORMATION AND PURCHASE FORMS AT WWW.TEXASJEWELERS.ORG 10



Texas Precious Metal Buyers

Crafted Precious Metals Report Form - #18-4310

Prices listed include Printing the Company's information plus sequential numbering.

250 500 1.000 2,000 3,000 4,000 5,000 10,000
2 Part $69 587 $99 $169 $239 $309 $379 $729
3 Part $75 $99 $123 $217 $311 % 405 $ 499 %969
4 Part $87 $117 $147 %265 $383 %501 $619 $1,209
Continuation Page - Crafted Precious Metals Report Form - #18-4315
Prices listed include Printing the Company's information. (no sequential numbering)
250 500 1.000 2.000 3,000 4.000 5.000 10,000
2 Part $69 587 $99 $ 169 $239 $309 $379 $729
3 Part $75 $99 $123 217 5311 $ 405 $ 499 $ 969
4 Part $87 $117 $ 147 $ 265 $383 $ 501 $619 $1,209
No. 10001 Seller's Transaction
Mame Date
CRAFTED PRECIOUS METALS REPORT / BILL OF SALE Purchase Transaction
Q&]lﬂﬁ'&ﬂ Crafted Praclous Matal Daaler J B-LI]-'BI'E- Mame and Parmanent Business Address
Na. 10001
TEXAS FINE JEWELRY
0000 South Maine Street, Gold, Texas 78660
512-000-0000
Dealar's Reglstration Mumbsr
123456 Page_1_of
Location of Purchass (W aifarani ihan above) Tims= of Trarsacion [ats of Transaction
Salkrs Mame (Last Mamsa Brai) Idantilcation Typs & Mumber
Sellrs Address (Residencel [iabs of Birth Helght Gender | Eyes
Hem| Purly, Colord Type ofMelnl | Cuandty Dezcrighion (sings, chains, forks, $eays) | size or length § serinl numbers or engraving ! gender | gem £, color & size Tofial Weight Amount Pakd E.5.W
1
2
3
4
5
6
7
2
9
10
11
i2
13

SEE FULL INFORMATION AND PURCHASE FORMS AT WWW.TEXASJEWELERS.ORG
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Block the Exits or Start Building Employee Loyalty

Employees are ready to run at the first sign of recovery
By Mark True, Manager, Corporate Marketing, ITAGroup

Two out of every three of your
employees are likely to be heading for
the exits and new jobs when the U.S.
economy turns around. An
engagement strategy focused on
transparency, communication and
recognition for their loyalty could stem
that rush to the door. “It's been a
difficult couple of years, no doubt, but
I believe that some companies are in
for a rude awakening when employees
begin to get more confident in their
ability to find new employers,” says
Beth Schelske, Vice Presi-

dent Performance Solutions Group.
“Those employees who have survived
layoffs and budget cuts, done without
merit increases and have taken on
more work — without being recognized
for their efforts — have had enough.”

THE DATA IS IN

Recent research says employee loyalty
is falling and employers don't seem to
be noticing the problem. Employees
have been beaten up over the past
several years. They've survived
budget cuts and layoffs, been asked
to do more with less and have
shouldered the burden of many of
those decisions. Survey results from
Gallup-Healthways show that the
workplace continues to be a huge
source of stress: the Work
Environment Index for June marked
the fifth consecutive month of lowest
recorded scores in 42 months.
Employee loyalty has reached a
three-year low, according to MetLife's
9th Annual “Study of Employee
Benefits Trends.” And while
employees have perceived less loyalty
from their employers each year,
employers believe employee loyalty is
holding steady.

“The widening gap in loyalty
perception is a sign that
employers may be taking
employee retention for granted.

They are not paying attention to
serious cracks in the loyalty
foundations of their workforce; cracks
that can expand to threaten their
ability to retain the key talent they
need most,” wrote the report’s
authors.

A March 2011 Deloitte survey showed
that companies are not dealing very
well with their frustrated employees.
“While corporate executives and talent
managers may be tempted to believe
the talent marketing has returned to
normal and they can go back to
‘business as usual’ now that the econ-
omy is growing again, our survey sug-
gests that this strategy could leave
companies on the losing side of the
competition for talent,” warns the re-
port. When the economy tanked, ex-
ecutives turned their focus to layoffs,
budget cuts,

falling revenue and rising costs. En-
gaging employees dropped off the
table, as illustrated by one human re-
sources professional highlighted in the
Metlife survey: “Because of the mar-
ket, I don't think we're as concerned
with employee job satisfaction...you
can get the same

employees without all the bells and
whistles,” the executive was quoted as
saying.

BUT NOW WHAT?

Research shows employee and em-
ployer confidence in the health of the
U.S. economy is growing, but it's a
bumpy ride.

“Even amidst the volatility in the
recovery, we continue to caution
employers about the rising number of
workers likely to make a job change,”
says Roy Krause, president and CEO
of SFN Group, Inc. “Now is the time
for employers to ramp-up retention
efforts to ensure their best talent
doesn't opt to seek other
opportunities."

Three ways to quickly turn the
situation around are:

1) Build transparency within your or-
ganization

2) Provide opportunities for growth,
and

3) Reward employees for meeting or
exceeding those expectations.

BE TRANSPARENT &
TRUSTWORTHY

What does it take to be transparent?

- Tell the truth and make sure eve-
rybody understands it, from senior
leadership down to front line employ-
ees. Relentlessly communicate truth —
including the financial impact of deci-
sions big and small — to close informa-
tion gaps and help those responsible
for fulfilling the mission understand
the mission.

* Encourage others to tell the
truth, even when it's uncomfortable.
Reward those with differing opinions
by giving them fair consideration and
valuable feedback.

- Admit mistakes. When leaders
admit their mistakes, they teach em-
ployees to admit to mistakes so they
can more quickly move on to correc-
tive action.

* Share the bad news too. Treat
employees like adults, providing infor-
mation on which they can act. And
when something changes, let them
know that, too, quickly and accurately.
- Be visible and accessible. Leaders
who share information by engaging
employees can also gather a lot of
valuable data — from individual and
department performance issues to
employee morale — that’s not neces-
sarily apparent in monthly sales and
production reports.

12



“Block the Exits” continued from page 12

PROVIDE OPPORTUNITIES FOR GROWTH
While employees often like the work they do, the
biggest motivator to leave a company is that they
don't have opportunities to grow or advance with
their current employer.

The lack of an established career path for employees
is a huge debilitating factor in many large
organizations. Equally crippling is the perception that
organizations don't develop leaders. Fifty-three
percent of employees who said they are either
passively or actively seeking new employment in
Deloitte’s March survey rate their companies’ efforts
to create career paths, develop leaders or retain top
performers as “fair” or “poor.” How do you establish
growth opportunities?

- Identify superior employees who fit the long
term needs, goals and objectives established by
your organization through job performance, internal
references and organizational fit. Communicate your
findings to those employees so they understand the
opportunities and the steps to take advantage of
them.

* Provide training and practice through formal
and informal training and a variety of job
experiences, to test your assumptions and allow
employees to test themselves. This is a safe place to
assess capabilities without risking the loss of the
employee. If it's not working, you can likely find
another job within your organization, thereby
retaining the investment already made in that
employee.

- Make the move when the employee is ready.
Experiences gained in a job-rotation program or
job-shadowing initiative help determine when and if
the employee is ready for the additional
responsibility. Make the change according to the
schedule, or be ready to explain the reasons why
and establish a new expectation if you don't act on
schedule. And if there are no opportunities for
advancement, be transparent. Explain the situation
and collaborate on career advancement alternatives.
Consider rewarding high-potential employees with
professional development opportunities and projects
to help expand their skill sets. If possible, move the
employee to a different team to provide new
challenges and opportunities to contribute to the
organization’s success.

REWARD & RECOGNIZE

Employees who toil away with little or no recognition
are not ideal candidates for longevity. Sure, some
employees avoid the spotlight, but human nature
suggests that most people are motivated to perform
at a higher level by some level of recognition.
Maslow recognized humans must have their
physiological needs met, feel safe and be loved, but
they also have a need to be respected and to have
self-esteem and self-respect.

They want others to accept and value them. A well-designed
reward and recognition effort addresses the need and responds
with a purposeful, consistent and appealing program.
Development and implementation of a successful rewards and
recognition program includes the following steps:

1. Determine purpose - i.e. achievement, service, financial
results, etc. — and measurable goals and budget to stay
focused and deliver solid ROL.

2. Identify employee preferences — tangible gifts, privileges
and certificates, etc. — to ensure relevance and effectiveness.

3. Establish recognition strategies so you know from the
outset who recognizes whom, what criteria will be used to
determine eligibility for rewards, when or how often the
recognition will occur, how the recognition will be
accomplished, etc.

4. Create benchmarks and document progress with
ongoing measurement so you can make adjustments in the
program along the way, based on real data rather than
guesses.

5. Communicate often so employees understand and
embrace opportunities to provide ideas that improve the
workplace, products, service and/or the brand.

6. Allow for ongoing feedback so you can adjust the
program as appropriate to ensure maximum effectiveness.

Walking the Walk

As an organization that values loyalty and helps our clients
create loyalty, it's incumbent upon our profession to practice
what it preaches for our employees.

The Texas Jewelers
Association
Welcomes New Board
Member!!!

Mark Sandler

VP of Designer Jewels, Inc.
Houston, Texas
www.designerj4ewels.com

Designer Jewels, Inc, based in Houston, Texas creates and
custom designed jewelry, including custom made engagement
rings and custom made wedding rings. For the past 4
generations the Sandler family has created handmade jewelry in
platinum, gold, and sterling silver utilizing fine quality diamonds,
colored stones, and pearls. For 3 generations, our certified
gemologists in Houston have appraised fine jewelry and related
collectible items. We repair and restore fine jewelry and watches.
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http://www.designerjewels.com/html/custom.html
http://www.designerjewels.com/html/rings.html
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http://www.designerjewels.com/html/about.html
http://www.designerjewels.com/html/about.html
http://www.designerjewels.com/html/repairs.html

Secrets of Successful Telemarketing

Telemarkers! Everybody universally
despises them, don't they? But there are
sure a lot of them employed all over the
country. Because telemarketing works.
We know how you feel about those
annoying calls at dinner time, designed
to get you to buy a subscription to some
publication or go to a timeshare
presentation, or make an appointment
for an insurance evaluation or mortgage
review. But they must pay off, or people
wouldn't continue to market this way.
Still, this isn't the only form of
telemarketing. And if you're one of those
jewelers who thinks, I'll never use
telemarketing because I don’t want
people using it on me, better think
again. First of all, you may not like
getting telemarketing calls, but they're
never going to stop because you don't
use telemarketing to grow your
business. Most importantly, though, you
may be leaving, tens of thousands, or
even hundreds of thousands of dollars
on the table by not selling by phone.
Yes, telemarketing can work for almost
any jeweler, but you must understand
what it really is and you must
understand how to best use it, if

You want to succeed. Telemarketing is
simply using the telephone to sell your
products and/or services, or to get your
prospects to take the next step in the
buying process.

So, here is the great and profound
secret...Whether you are per-
ceived as a “telemarketer” has
nothing to do with the fact that
you use the phone to sell, and
everything to do with what you
say and how you conduct yourself

Wink calls his clients on the phone regu-
larly. Sometimes it’s just to suggest they
get together for lunch. Sometimes the
lunch leads to business and sometimes it
doesn't. Either way, the relationship has
been fortified, and Wink used
“telemarketing” as part of the formula to
accomplish that. Linda Kha of KTD Jew-
elers in San Francisco keeps a file on
each key client and what they like.
When she gets something in that fits a
given client, she sets the piece aside

and calls the client with an invitation to
come take a look.

Linda never classified this marketing
method as “telemarketing,” and if you
asked her clients, they probably
wouldn't either. But it is! Keepsake
Diamond Centers’ Jon Silva introduced
an exciting new warrantee program.
The Manager of one of his stores
suggested having sales staff call clients
with pieces that were not covered, and

You can, and should, follow the
lead of these successful jewelers.
Some critical do’s and don'ts of
telemarketing...

recommend they come to up-grade to
a new piece that is covered by the
warrantee. That's telemarketing.

1. Don't assume telemarketing is not
for you. Develop a test plan and try it
on for size. You'll be amazed at what it
can do for your business.

2. Do use scripts, but don't sound like
you’re using a script. Scripts work,
plain and simple. Jim was able to add
over 2.29 million dollars to the coffers
of one non-jewelry company, in one
year, just teaching their staff how to
make offers using the right scripted
procedure. You must recognize the
power of scripts and you must
recognize the value of people who can
use them without sounding like they're
using them. Many people can do this
with the proper training.

Do make offers... specific offers. The
people who are calling with the sub-
scriptions, the timeshare trips, the
investment programs, all know exactly
what they are trying to accomplish.
Some are trying to get you to buy on
the spot. Others are just generating
leads or relationship building.

Whatever the purpose, the
successful ones are making
specific offers and they’re asking
for specific action to be taken by
each person they call.

3. Do telemarketer to your best
customers. They're the most important
and the least likely to see your call as
telemarketing or to be offended by it.
They like you already! And when you call
to bring greater value to their life, they
appreciate it — even if they don't take
you up on your offer .

4. Do use telemarketing for lead genera-
tion. I know that’s what the insurance
and mortgage people are doing and I
know it can be annoying. Unless you
happen to be locked into some crummy
adjustable rate mortgage deal and that
telemarketer can offer you a legitimate
way out. (You see, for the consumer, it's
all about timing. When they need you,
they don't see you as a bother. For you,
it's a numbers game. Call enough people
with the right offer and you're bound to
generate some great leads.)

5. Absolutely DO NOT ask people to
hold for your recorded message.

6. ABSOLUTELY DO NOT EVER use an
automated system that is programmed
to leave a recorded message only.

Like anything else, if you just “phone it
in” when you phone, you won't have a
rewarding experience. But executed with
forethought, consideration and elegance,
with your prospect or customers’ best
interest at heart, telemarketing can be
an incredible tool that can dramatically
impact your business for the better.

EDITOR’S NOTE:

Jim Ackerman is President of Ascend
Marketing, Inc. He conducts a special
Marketing Gems Coaching Program for
jewelers.
jimack@ascendmarketing.com
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The Eyes Tell All

During any type of interview, with a patient, client, boss, recruiter, etc, the eyes are always telling a story. Someone once said h .
that the eyes are the pathway to a person’s soul and I don’t know if that's true or not but the eyes can certainly be revealing a
to someone who's looking and knows what they are looking for! When you make eye contact (2-4 seconds), you are -
connecting with people. You are saying: “Hey, I see you! You are there!” And that feels really good to another person because -
we all love to be seen, be visible, be recognized.

If you are not making eye contact, people make judgments about you. Limiting your eye contact may convey many messages

such as being someone who is dishonest, uncertain, shy, shifty or a fake. If you were talking to someone who made limited

eye contact, who was smirking at you, who might also be squinting, how would you feel about that person? Just writing this and thinking
about it brings the hair on my arms to attention.

I recently watched a news program where a news reporter followed a women job candidate through a job fair. The candidate said that she
had been unemployed for 1.5 years and was hoping to find a job. I doubt she will unless an employer is desperate. The woman did not make
eye contact. Even as the reporter asked her questions, she did not make eye contact. As she talked with prospective employers, she did not
make eye contact. She was dressed for success and had a corporate appearance, but her lack of eye contact knocked her out of the game.
Another thought that came to mind was why the news reporter chose to follow a job applicant who was obviously lacking in social skills? I
never saw the reporter’s face so that could tell us something too!

Limited eye contact such as squinting along with a furrowed brow, when asked a question, conveys a message of discomfort, uncertainty or
distress. During an interview or sales call, is that how you want to be perceived?

Use eye contact to do what you want it to do—validate the presence and existence of another human being. It will make you feel good and
the other person, too!

Who do you trust? A Jewelry Lighting Professional,
or a light bulb salesman?

AMERICAN
Eastern Lighting has been illuminating the g r}tr.f‘lf :t:i'r v
Path to Profit for over 18 years, and we know
jewelry store lighting like few others. Your > %
lighting is too important to leave to someone \
without a proven track record. AGS members,
such as Ford's Jewelers in New Jersey, have g /
trusted Eastern Lighting for a turnkey solution
for their showroom lighting needs. Put our
experience to work for you by calling for —
straight answers and join our growing family of

satished customers.

Eastern’
E Lighting

lNuminating the Path to Profit TOLL FREE: 800-839-3604
Email: sales@easternlighting.com

Visit us at www.easternlighting.com 13335 Murphy Road, Stafford, TX 77477
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4-color (CMYK)—add 35% to above black
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refusal of color for fractional ads in special
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1S
YOUR
DIAMOND

before after Fire Polish
Get more... much more... than what you paid for it.

Fire Polish is a revolutionary new technology that adds microscopic
prisms - nano-facets - to the pavilion of any natural, round, polished
diamond.

Certified by GIA and AGS, Fire Polish is a breakthrough in visual appeal
for diamonds. Fire Polish makes the most beautiful stone brighter and
sparklier or wakes up the sleepiest stone.

No buy-ins. No minimums. No inventory risk. Just send us your stone
and we'll send it back. Brighter and sparklier, and with ho
carat loss. !

-

learn more at www.firepolishdiamonds.com FIRE POLIS T_H
or call toll free 855.805.3473 (FIRE) SEARNERATTERS
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MICRO-PAVE & DIE-STRUCK SOLITAIRES

Available as micro-pavé semi-mounts
showcasing a dazzling cascade of
diamonds (.25cT 7w or .38cr Tw) or as
die-struck solitaire mountings.

Over 1200 combinations of metals,
ring widths, and setting shapes/sizes!

Save up to 17% when yau join
the Cathedral Partners Program.

800.527.4490 - roseco.com

Overnight service for all your findings, tools, and supplies needs.

KGK Diamonds LLC (an affiliate of KGK Diamonds (1} Pvt. LTD., a Diamond Trading Company Sightholder)

- Used under Licence from the OTC
- \

TJA Members Discounts on all grades of diamonds, precious stones and a wide range of superb jewelry at prices that only a DTC Sightholder can offer

Prices : For Specials and TIA Members everyday needs February 2012 News Flash » KGK AFRICAN SAFARI & DIAMOND MINE TOUR

Broker/Wholesaler prices : Diamonds Emeralds Tanzanite Rubies

Sapphires and Jewelry. > 5 B . p s _ ‘

Promotion of color gemstones : KGK has arranged for the e LB |} 5 ; ;

Tanzanite Foundation to provide TIA Members FOC marketing -

materials and KGK will support product and training. . -
All at special prices for TJA members

Training : KGK has arranged for Free training for staff of all
Game Lodge Tours

TIA Members on the DTC Discovering Diamonds Mini course.
Mig Torrente and DTC will train your staff in the art of
‘selling emotions’ using leading-edge technigues.

Wildlife Tracking and Photography

DTC promotion material available for all TIA Members.

Endless Beaches Take a Wineland Tour Magnificent Golf Courses

Gemex Seminars : learn about the technology, and how touse it . . . . .
) o Enter the Cullinan Diamond Mine Visit DTC Polishing Factory
tosecure larger margins. Roadshow basis with dates to be confirmed.

Real Discounts at KGK's Diamond Factory

Book Gemex Seminars or DTC Training for your Staff

mig.torrente@kgkglobal.com Details : Call or Email Mig Torrente : 231-866-1721 or miq.torrente@kgkglobal.com

TIA Members » view HUGE USA and International List : Special Discounts only for TIA Members

|‘ ' Direct Call 2318661721 or Direct Email mig.

SomELIN




A Unied REFINE,

Right on Time.

Have you looked

CI.OSE

at the benefits of

ACCUI‘CICY Fire Assay's in Triplicate
along with X-ray &
I.C.P. Technology

Inquire about our New
Fast Pass™ Sorting System
to Expedite your Lots

Results We are a Primary Refiner
paying on Gold, Silver,
Platinum & Palladium

OPﬁQn §  Pool Accounts, Product Discounts,

Investment Bars & Coins,
Wire Transfers/Check

Ston Non-destructive,
Removal ceon, Weigh & Inspect Stones,

Stone Frosting

Speed

DNiTEd

PRecious meTAl Refining, iNC.
(800) 999-FINE (3463)

7 sales@unitedpmr.com

’ NiTed®
www.unitedpmr.com /S8 (= = -
S Fine Gold & Silver

GRINDINGS

POLISHING
SWEEPS

FILTERS & 2 ’
CRUCIBLES ' \

SILVER
SCRAP

SLUDGE &
CARPET

STONE
REMOVAL
100% Recyc/ed (Green)



ONE Cadll

* ONE Company

Your Federated representative, along with a dedicated support team, has access
to a wide variety of products and services. Discover the value of being able to
access all of these services—with only one call—using one company.

Visit www.federatedinsurance.com to find a representative near you.

FEDEI
INSURANCE

It's Our Business
to Protect Yours®

Federated Mutual Insurance Company * Federated Service Insurance Company* ¢ Federated Life Insurance Company
Home Office: 121 East Park Square « Owatonna, Minnesota 55060 ¢ Phone: (507) 455-5200 » www.federatedinsurance.com
*Federated Service Company is not licensed in the states of NH, NJ, RI, and VT. © Copyright 2012 « Federated Mutual Insurance Company



