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L - Doug Jackson
has donea great job as president. My goal 1s
1o see the growth and enthusiasm continue
0 grow.

The 2008 conference is a time of sharing,
[ belicve the core of any successful group
is the membership’s passion to share. QOur
indusery has many challenges. One big way

1o alfecr those challenges is 10 share our

Peter Barr
Corpus Christy, X
AG1-992-2277

perer@peterharrjeweles.com

Garven Garcia ® Roseen
Daathas, TX
Q72-991-9731 ext: 2006
Rosccol €2msn.com

{Arn: Garven Garann)

Amber Gustafson ® Amber’s Designs
Kary, I'X
281-391-06333

Awmberdgné®iol.com

David Harleswon © Larbrop’s Gem Shop
Bellajee TX 77401
13- 665-0614

dharleston@@ey 1 ne

knowledge and experiences. Whether it is a
simple marketing plan that knocked i home
run or a new fastseller that’s putting a smile
on your face, sharing helps everyone.

I commit my knowledge and experiences
10 you. With 31 years of jewelry retail
under my belr, Pve seen alot of changes.
Some ol those changes have been outright
hilavious,  Some  rippled  through  the
industry and threatened o shake s very
core. By sharing. .. from jeweler to jeweler,
[riecnd o fiiend, person o person, ., the
jewelry industry thrives. You and you and
you and | are the reason for that.

Not o be philosophical but we work in
one of the world’s oldest industrics. 'T'hat's

precty darn cool. We all have an integral

Richard Hirsh
Daallas, Texas
214-739-4848

shellhedaol.com

Ronnic Miller © Meyerland Jewelers
I louston, TX
713-066-6333

meyerjew] ol com

Ronnic Pagel
Round Rocle, T'X
91 2-388-40633
rpagel9 1930l com

Jeannie Roberts Roe
[yl Ria, 'I'X
S17-775-00600

link o that heritapge. And not just anybody
can have heritage. [conly comes over nme,
Every picee of jewelry is connected 1o that
Il(.‘l"lt.”lgc. SU thSC FC\" \VU]’(]S dre leSt neant
to take you a few steps back and a {ew steps
over o cross your arms and gee a fook at
the big picture. Jewelry is beaudful, 1es
valuable. Toells storjes and marks the mose
important moments in everybody's life all
over the carth EVERY DAY! And it can last
F()l' l\ull(ll‘c(ls Qr )’k'i‘lrs!

I think we work and thrive in one of the
most magnificent professions in the world.
Threough TIA we all have a pare in shaping
what the furture will be.

Wishing you all a profitable holiday

scason filled with family and friends.

Renato Ronquilte
[ Touston, T'X
7137397955

Renatof18@yahoo,com

Curt Vinson © Tiey Viuson Jewelers
Granbury, I'X
817-573-7881

apriools@henews.com

bved 1896 heglobelnet

Joy Volle e [ Paered Dignonds, L,
Diallas, Texas
214-739-0089

jpdi€sheglobalne

Joe McCullough
174 Executive Divector
Austin, TX
877-305-3935 (1ol {ree)

Jmceullough@assnmgmi.com
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- o Fast Settlements

¢ Pool Accounts
¢ Maximum Returns
¢ Wire Transfer

¢ Checks
¢ Advances
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{

sales@unitedpmr.com
www.unitedpmr.com

Phone (800) 999-FINE (3463) or
+1-716-683-8334

Fax (800) 533-6657 or
+1-716-683-5433

2781 Townline Rd.
Alden, New York 14004
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You have done everything in your
power to give the customer a memorable
presentation,  You  have  developed  a
relationship, established trust, shared in
the emotional reason why the customer
is buying  jewcley, asked  the  proper
questions 1o determine whitt is important
to the customer in the selection of jewelry,
demonstrated the product based on the
information learned, and have finally asked
the custonier to buy. Then it happens, the
customer gives you an objeation. e/she
says that hefshe needs to look around a
little bit, or that your store is the first place
they sh_oppcd, or they need to walk to the
spouse. Belicve me it happens te everyone,
Rejection. Apparently, somewhere in the
sales presentation something went wrong,

If in fact as we have determined, a sale
is made based on trust and value being
estahlished, then icalso niuse hold true chae
a sale is lost due o a lack of either rust,
vilue or both, Somewhere along the line,
we have missed the mark. We end up half'a
bubble off of plumb. Whatever happened,
our job now is to ligure out what happened
and 1w solve our customer's reason for
rejecting our presentation and the purchase

of the jewelry.

6 - Texas Jeweler

BY BRAD HUISKEN

The single most common type of
rejection is an objection. If you have heen
in sales for longer than a New York minute,
you have heard, “I need 1o think it over”,
“I need o shop around”, "T'll be back”,
and “we'll 1alk about it and let you know
tomorrow.” Objections are as common as
the hair on your head. By giving you an
abjection, that customer is telling yeu thar
they are not convineed. Something clse is
going on that the customer may not feel
comlortable telling you.

In many situations, a false objection is
given as their ticket to ger on the *Be Back
Bus™. You arc in for a very long day and
frustzating career if you spend your working,
hours standing on the corner waiting for
)’()U.l' custamers 0o conic bﬂCl"\ an l]ll'.' BL
Back Bus. I lite 1o be the one o break it wo
you, but although the bus always leaves, i
VC[‘y r:ll‘L‘ly comes hﬂ.ck-

Many salespeaple give their business
curds 10 their customers in the hope that
rney will actually come back in to see them,
L reality, a business eard could very well be
a one-way ticket giving your custamer the
ability o leave, with no insurance thac chey

will be coming back. Granted, in some

cases, especially in the jewelry business,
customers do come back. The poiue |want
to make is that as long as yon have the
customier In your store; give it your best
effort ro save the sale,

‘The real fruserarion, and a fact thae the
professional  salesperson has 10 realize,
1s that up o 60 pereent of all objections
givent are in fact {alse reasons for not
buying. Cunstomers have learned thar it
is very casy to gee rid of a salesperson by
giving them the ypical “I'll be back” or
Pll think ic over” objection. T have never
walked up o someone whoe is deep in
thought, asked him or hee what they weee
doing, and gotten the reply "I'mi thinking
over Joo Salesperson’s presencation from
carlier today”. 1 have never seen or heard
of a customer going home, turming the
lights down low, pouring themselves a glass
of wine, putting a little jazz music on the
stereo, sitting back in the recliner, when the
spouse comes in and says; “Iloney, what
are you doing?” to hear the response that [
any thinking abour rhe jewelry salesperson’s
presentation.” It just doesnt happen that
way. The customer has given you a false
reason for not hoying in order 1w get off

the hook.

www.texasjewelers.org

Further, [ contend thar as much as 70
percent of the time when the customer gives
you a false reason for not buying it very well
may have something o do with the price,
The customer is simply embarrassed o
tell you that the price was o ligh or that
the price was more than he/she wanted o
spend. 1 find this o be particularly rrue in
crass gender buy/sell relationships. The man
with an cgo doesn't want o tell the sales lady
that he can't afford the picce of jewelry that
she was presenting, Therefore, the customer
makes up an cxcuse not (o huy,

In some cases, the salesperson actually
causes the custonter o become confused
and thus in turn the customer gives an
objecion, | find that many salespeople
in the jewelry industry tend o alk in
terms af thedr industry jargon, or industry
specific terms that the customer doesn't
understand.  Should the customer not
understand a word or a phrase thar the
salesperson stated, many customers won't
admit their ignorance, they will simply say;
“Pll be back” or “I need o think abour i,
Belicve it or not, many customers don't
know the difference bevween Carar &
Karat. Some customers don't know that a

three grainer is % of a carat. In other words

Fall 2008

it you, as a salesperson, are delivering
preseutitions using your industry jargon
without cxplaining o the customer what
you said, you may be causing the customer
to give you an abjection or false reason for
not buying,

It is also tue that you may receive not
one, bur numerous abjections throughout
the process of completng the sale, Your
customer may just have several concerns
about your productsand services. These will
all need 1o beaddressed inorder to complee

the rransaction. 1 cerrainly  wouldn't

purchase anything i | had unanswered
questions or concerns aboul an e or
service, Realize that you will encounter
abjections, and that your customers have
the right to have the abjections answered
in a caring and profussional way.

We will be discussing cwo different cypes
ol objections in s article, 1) the stall,
and 2) the specific objection. Your quest,
in arder 1o handte the objection and 1o save
the sale, is to identily the type of objection
that che customer has given you and 1o

solve the sttnation,

Texas Jeweler-7



Astall may or may not he true, A sull
objection can be identified as the examples
[ pave you earlier, "I'll be back™, "I need o
think it over”, or "l need wo bring my spousc
back” among dozens of others. Be very
careful though, because a stall could very
well be a true objection, I the customer
really does need 1o bring their spouse back in
before making the dedision, that is a specific
objection. You need o be very clever and
use specific techniques in order to discover
the true reason for not buying while being
carcful not to indmidace the customer.

A specific is probably true. A specific
objection is defined as the customer welling
you certain information that they are
concerned with, which is probably 1rue.
For example things like, “It is the wrong
color”, “The length is wo short”, “Ity
the wrong size” or “It's the wrong shape”
could be specific reasons the customer isn't
buying. [owcever, these examples could
also be a stall and not truly the reason they
aren't poing along with the deal. It's up o
you to [igure out which it is,

You will find that in mosit cases once you
discover the objection is a specific reason
for not buying, it is usually due ro a poor
needs assessiment, You could have found
out what color they needed, what size they
wanced, or the shape they had in mind by
asking more or betrer questions during the
needs assessment.

Your customer may even have an objection
ta the price of the jewctry. People think chat
the price of everything is too high until
value has been established. The lesson 1o be
learned abeut price is that any money issuc is
a specific objection, However, an objection
to the price is potentially an objection to
onc of two completely different issues eicher
value or budget.

The customer may not find enough value
m your product, or you haven't created
cnough value, for them to rade their
money. If this is the case, they will need o
hiave more value added in order to make
the purchase, Remember, everything is too
expensive, until value has been established
and that valuc is simply pereeption.

On the other hand, the customer may
find the value in the jewelry, but simply
not be able wo afford i M ibey can'c afford

the price of the product you have shown, it

8 - Texas Jeweler

would then be an objection due to a lack
of budget,

The straegies and  wchniques  for
handling price objections based on value
or on budger are completely different.
You musr first determine which of the
two price objections you are dealing wich,
Many sales and/or profits are lost due to an
assumption that the customer is objecting
ta value when in reality it is a question of
budger. You may lose the sale completely
or think incorrectly that you need rto
discount your products if you assume that
your customer's objection is budget when
actually the customer has an objection to,
or doesn’t see the value in the item.

| find most salespeople handle objections
one of two ways, both of which arc
incorrect, One salesperson may hand the
customer a business card and cell him/her
wien they decide come back to see them.
I this case, the salesperson is invitng the
customer 1o leave, The salesperson did

not give a presentation with hisfher best

effort possible. On the ather hand, a more
apgressive salesperson may  start saying
things like: “What other information do
I need o give you” or "I told you this or
I wold you that”, or “If [ cauld get it for
you for less would you buy it today”, The
customer may take offense w a salesperson
arguing, defending the store, and  the
merchandise. T'he result in both cases is the
customer will probably never come back
even if they were intending 1o come back
up to that point,

Remember  the  following  important
statement: No customer has never changed
his or her mind from a *no” ro a “ves” based
on the informartion already given, Just as
no rial verdict has ever been changed from
guilty to nor guilty based on the evidence
already presented. In order to re-open the
trial the lawyer must present new evidence,
Your job as a salesperson is to present
new evidence or new information o the
customer i order o get the cusiomer o

change their mind from a “no” 1o a “yes”

www.texasjewelers.org

There are seven basie sweps to handling
objections,  both  stalls  and  specifics,
Through following these steps, you will
be able to determine if your customer is
giving you a stall or specific objeciion and
what the true abjection is. Once you have
learned this infermartion you can then "fix
it By fixing i, [ mean you will be able
to address the customer's concerns, quite
possibly solve the reason they are objecting,

and make the sale.

1) Listen to the entire objection. The
last thing that you would want 10 do s
interrupt the customer in the middle of
their objection, They are giving vou their
concerns, and want and need 1o be heard.
Should you not listen completely, yon may
just miss the seeret to saving the sale. In
addition, [ believe that most customers have
one defensive shield and you will wanc 10
repeat back their defensive shicld verbatim.,
Dan't give the cuscomer a new defense char
they can come back with. Further, T don't
believe there 1 anything more imporeang

ro a customer than being heard.

2) Acknowledge the Objection. By
acknowledpe, [ mean you need ro verbally
let the customer kanow that you really heard
their concern and are about o address the
issuc. T'hrough repeating back the abjecrion,
“I can understand you want to come back”
or “T can appreciate you needing o tlk w
your spousc” or I understand thar you are
concerned about price” the customer will
know that they we heard and thar you can

empathize which their concerns.

3) Give agreement. By giving aprecment
you will ler the customer know that they
aren’ein for an argument. There is, however,
a fine line berween agreement and agrecing,
Should the customer say that they need 0
look around, aprecing would be saying,
“Yes, you should look around”. By giving
agreement the professional would say, *1
can understand that you feel you should
look around, ics a big decision isnt (12" As
m every other step in the selling process,
this step is designed to et the costomer to

say, “Yes™.
Fall 2008

4} Relieve resistance. Your customer
may just have some lefwover fear, resistance,
ar wension in them that will need 10 be
ciminated before the purchase can be
completed. You can very casily relieve their
resistance and ease their wension by saying
“Before you go, Can I ask you a quick
question?” By saying before you go, you are
letting the customer mentally off the hook;
however, you will still have them physically
in the stere. In this way the customer
muy be more willing o 1ell you the e

objection. In asking can [ ask you a quick
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question the customer will always say "yes”
the issue becomes what is the question. |
like 1o ask; “Did you like the ?"I'he
answer will be cither yes or no. Should
they answer no, then you have a chance
to cler up any misundoerstanding, Should
the customer say, “Yes” then reconfirm
how beautiful is the picee, “Itis a gorpgrous

st ue?

5) Review NA=A/DA, Through reviewing
the clements of NA=AJ/DA (needs assessment
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Loose Diamonds 30% - 50% Off Rapaport
Avaliable at competitive pricing and generous terms.
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you will be able to clarify thar you understood
exactly what the customer needed and wanted,
and that you demonstraed those needs and
wants, At this point, your customer could ¢l
you whether or not the objection thar they
gave was the whole tuch and nothing but
the cud. For example, “How did vou feel
about the colonial look of the jewelry?” If
they say they liked it then reconfirm how the
laok will Ienche them. Should they say that
they are not sure then you can explain the
benefie furdher, Should the customer agree
to everything that you showed during the
demonstradon and confirtned it during this
process, then confront them head on with;
“How did you feel about the price?” The
price will he ¢ither fine or oo high. Should

the price be fine then increase the value.

0) Increase the value, This is the time
to pull out your cannon. Remember the
customer may have ro have more vilue added
in order o complete the sransaction, Back
in the demonstration step you should have
saved your best for Jast. Ir is now the time to
pull out your most powerlul FBA (Feature —
Benefic — Agreement Question), Renember
that your most powerful cannon may be
anether company story. For example, 1 also
wanted to mention thar we have free cleaning
and checking, or appraisals cte. Should the

price be oo high then address the price,

10 - Texas Jeweler

7) Address the price. Now, and only
now, ts the eime o address the price issue.
It is also the time o deacrmine wheher
the price concern s in fact a question of
value or bg:dgcl. The tollowing question is
the single most eflcciive way 10 detenmine

which price objection you need 1o address.

[s the price of this pacticular
too high, or is it more than you wanted w

spend today?

“Is the price of this particular item wo
high”, will tell you it'it is a question of value.

“Is it more than you wanted 1o spend”,
will tell you if i is question of budger.

If they respond that the price of the item
is oo high, (value) then it is time to add
value with your most powcerful FBA or
Company Story.

Through “is it more than you wanted
to spend today”, they will tell you iFicis a
question of budger or money.

If they respond thar the price of the
particular itent 1s too high, it is up to you
to fix it. Fow you fix ic is different for
every custonier. You may need o show
them a less expensive ttem, or add value
o the item.

Sell the lower-priced item on its own
merir, with its own IFBAs that fir the
needs of the customer, They may ask you

N \ : 4 '\
: N
Refinery : METALE | Diamonds
Platinu~ i . é - Palladiu™

“Docs it have this?™ or “Docs it have thae?”
The only answer is “No, unfortunately i
doesnt”, You certainly wouldn't want 1o say
“You get what you pay for” or any other
condescending statements liable o make
vour customer uncasy. If they really wang
the features and benefits of the higher-
priced item, figure out a way for them o
have it A lictle value and creativity can go
along way.

If they respond, “it is more than [
wanted 1o spend” you will know thar the
item is not within their budger. Now is
the time to ask the question, "How much
did you want to spend?” Their answer
will tell you whar you need to do next.
They will say, “I didn't want to spend
over (X) amount of money.” You can then
show your customer an item that fits their
budget and make the sale.

A key o handling objections is to realize
that you may uncover the true objection at
any point during the objection-handling
process. Once the tue reason for not
going ahead with the transaction has been
determined, the only answer is o "fix 1"
You will cichier need o add value with 2
new reason to by, (add some additional or
vour most powerful 'BAs, or scll the store
more), or address the price issue, and close
the sale again.

Will this process work every time? No,
but I assure you thae you will handle more
ohjections and close many more sales with
this method than saying here is my card
— or “What would it wke for you 1o buy

this jowelry today?”

Author, trainer, consultans and speaker Brad
Hrisken fs President of 1AS Training. Fuis-
ke awthoved the book T a salesinan! Not
a POD. and developed the PMSA Relation-
ship Selling Program, the PSMC Proféssional
Sales Manageraent Conrse, The Mystery
Shoppers Kit, The Weekly Sales lraining
Meeting Video Series (exclusively for jewelry)
along with Aptisnde Tests and Proficiency
Lxarns for new bives, curvent safes staff and
setles mavagers. b addition e publishes a free
weekly newsletter called “Sades nsight”. lor
more inforination contact [AS Iraining at
1-800-248-7703 or info@iastraining. com
or fax 303-936-9581. Il fiee 1o visit their

website at ww FSId IR Rg.conl.

www.texasjewelers.org
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Like many things in life, appraisals usced
to be simpler. Valuations were limited until
the carly 1980s, when the exploston of
valuation theory courses boosred awarcness
and clevated gemologists from appraisal
horedom. However, even though a scorc
of years has passed since then, rrained
appraisers are still a minority,

"Please ...," you sy 1n anticipation that
I am wrying to sell you on the benchies of
appraisal training. “I do not need o 1ake
courses because we just stick o reports for
items we sell.” Well, T am not selling you
on the idea of waining although it would
e nice il you did. Inswead, T want to el
you that although you muiy not embrace
the larest valuation theories and standards,

there exists an aspect of appraising that

affeets all reailers wha appraise items they

sell, Listen to this,

We Guarantee It
Guarantees come in many forms — such
as implied or express warranties,

Basically, express warrantics are creared as

12 - Texas Jeweler

BY BILL HOEFER, G.G. FGA

part of a sales contract. Implied warranties
are linked to the idea thar goods should be
merchantable. You sell someonc a ring then
they should be able to wear itas a ring, By
the way, thare is no distinction between
new and used goods as both have the same
warranty standards,

Most wirrity laws can be found in
hoth the federal and stares’  Uniform
Commuercial Code (UCC) — induding
Texas - specifically in seeton (represented
by the symbal §) 2-313,

Put it in Writing

What do warranties have 1o do with an
appraisal? Well, believe i or not, the conrts
have deemed appraisals issued by a seller
to be a warranry. Yes, you heard that right
— that appraisal you rendered as a courtesy
to your customer (often referred 1o as gift
wrapping by independent appraisers) is
really a writien warranty!

I you deseribe the diamond as 1 1 color,
then it must be a D color. You guaranteed

it in writing!

Basically a description in an appraisal
tssued by the seller is a warraney, Whatever
is stated is looked ar as a fact. What
happened o subjectivity? Unless vou make
it clear tha the description is subjective, it
15 assumed not to be.

Ler's back up and look ar this closer,
shall we? An cxpress warranty s once in
which the scller affirms a fact to the buyer
which relates 1o the hem sold. Tt becomes
part of the basis for the sale. The point
here is that the ftem must conform o the
\'\'ﬁl‘r}]ﬂ[y.

Theres more. Any description of the
item made during the saleis also considered
a warranty, Iiven a sample or model thae is
part of the sales pitch can be a warranty.
The scller does not have o use the words
“guarantec” or “warranty” for an express

warranty o (.‘.‘(iSl'.

Better Late than Never?

If you sell an item and six months later

render an appraisal for thac item, even that
report’s deseription will be considered a
\V}ll’[(ln[)’.
- A precedence setting case in Virginia
ruled char an appraisal’s descriprion issued
by an appraiser that was sent months lazer
was 1 warranty. This cuse is a treasure trove
of good information about the appraisal-
\V}“Tﬂ[l[y iS.‘illC.

The  appriisals  limitng  language
— usually included in a cover letrer — did
not specificaily mention the descriptions as
subjective. If the seller-appraiser bad said
that the desceription was his “merc opinton,”
the ourcome may have been different.

Since the scller had superior knowledge
as to the quality of the diamaonds, the
description was ruled 10 be a warrang,
Lvery jeweler will qualify as having superior
knowledge 0 a customer unless your

customer happens (o be a gemologist,

www.texasjewelers.org

Worth is Not a Warranty
Althougl the Virginia case above discussed
vitlue as a warranty — the court did not state

their decision in a crystal clear manner,

But another Virginia case did stace j clear

cnough for non-attorneys o understand.
They declared that ... an aflirmation merely
of the value of the goods or a statement
purporting to be merely the seller's opinion
or commendation of the goods does non
create a warranty.” By the way, this is taken
lirerally from the UCC §2-313.

Aninteresting case froma Narth Carolina
court alse concluded that no  express
warranty existed when a jeweler stated a
value of $2,000 to a customer. And then,
the jeweler sent an appraisal lacer stating the
value o be $2,600. To complicate matrers
cven mote, an  independent  appraiser
rendered a valuarion for a mere $595!

Since there were no special circamstances
separating the seller and his appraisal
statentents (rom those of other merchants
in ordinary transactions, the court deemed
there was no cxpress warranty since several
values were rendered for the irem and
cach value was derermined with different
circumstances in mind,

In facy, the UCC § 2-313(2) states in
part “...an aflismation merely of the value
ol the goads or a statement purporting ro be
merely a seller’s opinion or commendation
of the goods does not create a warranty”,

An exeeption occurs il the seller clearly
states the value in a non-opinion manner -
lor exsample, il you tell 1the castomer, “The
itemn will appraise for inore than the price
paid.” A Pennsylvania court concluded that

SllCl] dslatement Cl'(."ill'(':d in express \\’Hl'l‘.\l‘ll)’.

What About Certs?
Diamonds oflered by laterner dealers
vsually include o laboratory report. lo

compete, retailers in brick-and-mortar
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stores have become reliant on laborarory
reports too. Diamonds are almost a loss
leader in roday’s rewil jewelry  siores.
Retailers have 1o be sharper in sclecting
inventory, more knowlcdgc:lb]c and willing
to work with skeletal profic margins, Maost
retailers blame the Internet.

Flowever, bothy markers sellers have a
common problem. The lab reports they use
o sell diamonds are considered warrantics.
Waira minute, these “certs,” as they are called
in jewclry parlance, have fine prine stating

them to be subjective. Tt dows not mauer.,

Say you scll a 10 carm D) Tlawless
dimmond. Worse yeu, pretend that you sold
this dizsmond during the carly 1980s when
diamond prices made oil price increases
look cconomical by comparison.

You gave the customer a Gem lrade
Laboratory {GIA-GTL) Jab report for che
diamond. Sometime later, she decides to
sell the diamond. However, she has lose the
lab report and resubmits the diamond to
GIA. Instead of a lab report stating ir to be
[ in color, it is now an 14,

Of course, she is upset, You tell her, such

e|en
cole

jewelry art

custom design
www.helencole.com
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a report is subjective, I states exactly that
on the back In almest unreadable gray
print. She ealls her atomney and togerher
they lodge a lawsuit against you for byeach
of wacranty. What would be the outcome?

No need o guess because just such a
case exists. T'his Florida published previous

juclicial opinion {called case law) reasoned

that the warranty scetion of the UCC only
applicd to the vendor and did not include
thitd partics such as the GIA-GTL. In
other words, it did not mater what the
report stated as subjective.

The seller used the laboratory report
as a selling wol and the buyer relied on

it, thercfore it was considered purt of the

transaction. Thus, the laboratory teport
wits considered an express wartanty. The
joweler was made o pay the dilference in
value between o 1 and an L.

Wait. There is a silver lining lor cvery
doud. “there were no representations
made at the tme of the sale o dissuade
plaindil irom relying on the accompanying
report.” reported the conre, It continued
with [ further find the report w stace facis
and not mere opinions. Certainly o an
unsophisticated buyer a diamond’s rating
of calor and clarity appear 1o he objecrive
enough o be relied upon” What does
this el us o do? State that lab reports are

subjective when selling a dinmond,

Bill Hovfer is a valuation wiethodalagy con-
sultant to professional gppraisers. In adeli-
tion ta heing o gemolagist-appraisen, be worore
the Drternational Seciety of Apprafsers (15A)
appratial conrse, Fxpert Witnes, as well ws
the Advanced Persoval Properiy Appraisal
(APPA) conrse, offered by the fewelers Filu-
certional Povndiation (1) and the Ainerican
Cern Society (AGS). He offers apprafsal tps
and professional onlive sensinars thrangh bis
websites ar wwie AppraisingDemystificd.com
and wiew AppraiserUnderCOatly, corn,
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Both small and larpe business owners
must pay close attention Lo their modus
operandi, especially in o these times of
mflation, recession and consumer cuthacks.
All indications point to this prim cconomy
being a short windaw of our lifetime. The
key to coming out on top is paying close
attention to your customers and making
them priority one,

Thefirst thing managers must do ina slow
cconomy is get their prioritics straight: Do
they choose to keep prowing the business or
just make sure they survive the downtime?
Many wise dedsions e nor based on
net profits alone, but on the future of the

business, Lven in times ol slow Spcnding,

everyone still needs products and services,

Somctimes the st thing business owners
cut back on s marketing, Tlowever many
success(ul managers know how to focus on
creative marketing strategics and get creative

1o get the biggest bang for their buck.
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BY DENNY DURBIN

N S .

Wherther you hawve a brick and moraar ora
Website, you have to bring customers in the
door to generate revenue, The key here is
ta be innovative; never try o blend in, you
want to stand up and be noticed. 16s the edgy
innovative things that make people pointand
start talking about you and your business. If
it’s @ websire that you're trying to promote,
offer every friend you have something in
atder to use their e-mail database ro send
out a couple of c-mail blasts inviting people
10 check out your stee. [Fics a strect address,
with drive-by customers, you shonld focus
on the curb appeal, signage, landscape, front
of building and enrance. Don't try to look
like 1he guy next door, try a brighter sign
with giant letrers that are casily legible ar 45
mph. I you have no customers, have your

employees park their ears up front. If you're

selling a product that can be displayed on
the front sidewalk, carry it in and out all day

and keep erying new things to look busy,

Your goal should be o win satisfied
customers into loyal customers. You can
be happy with sausfied cnsiomers, but
don't be surprised if they also spend cheir
hard-curned dollars with your competitors,
especially when price is involved.  Loyal
customers, on the other hand, are far
more focused on quality and service when
deciding where to buy,  Loyal customers
\"\-'1” Ii.t(.'lﬂ"y jlllnp.‘itfll't )’UU[’ gl‘ﬂﬂsl’o()ts
campaign by becoming mavens for your
business and 1eiling everyone they know
of the pleasurable experience of doing
business with your company. Lssentially
loyal customers become a major part of
your marketing and sales ream and the hest
part about it is you don’t liave to pay them,

you just have to create them.

: It doesn't
matter what business you're in — auto, ap-
parel, banking, restaurant, real estare, and
the whole gamut of the business watld
-you berter know what business you're in.
You may be surprised, but i's rarely what
you think it is. Il you are in the restaurant
business, and someone asks you what busi-
ness you're in, you're automatic response
would be, “I'm in the foed business.” The
real answer to that question from @ savvy
restauriteur would be, “I'm in markcling“
I you answer you're n the food business,
therds o good chince you have a lot of

empry seats and a betier chance you won't

www. texasjewelers.org

be inany business long, But if you're in the
marketing business, thercs probably people
wailing (o gel a seat at your restaurant,
Fveryone in business should be in the
business of marketing, Onee you know the
three mose important rales of any business
the next step is to implement them. 1és
one thing o know what vou need o do,
it’s anotber o actually do i, and that alane
can put you ahead of the competition.
Fiest, itsimportant you know the difference
between mackering and paid advertising. A
quick and simple definition of markening is
anything and ceverything, nothing wo smalt
and nothing oo big, that you do 1o bring
customers in the door. These are everyday,
COMIMOoN tl'ling.\‘ thﬂ[ y()ll‘l'L' l)!‘(ll)ﬂl)l)’ i]]l’Lﬁ‘l(ly
doing,
daily rasks in a whole new light.

but now you're going (o look ar these

In today’s fast-paced  world it’s an
ongoing education thar every business
owner should be enrolled in. New tricks of
the trade pop up every day; the difference
berween a markerer and those who choose
to do the same thing cvery day is the
markerer is a risk raker who believes in
being innovatton and testing new serategics,
at the risk of making a mistake. Mistikes

are considered necessary steps 10 suecess,
and truly successful entreprencurs learn
from their mistakes, I you're not learning
something every day, you're simply not
paying attention.

A g()O(I |]1i]l'l(L'[i[]g S“"dlcgy CHC(JIT]PHSSL‘-S P
wide variety of daily exercises.

Some we paid for, some simply involve
the investment of tme and some forms of
markcting cost nothing. A good example
is prassroots marketing, These commumiry
driven,  word-of-mouth  wstimonials  have
proven since the beginning of tme to be the
most valuable form of publicicy and marketing,

They have great capacity o jumpstut a

worthwhile product, opic or cause.

A good mention of your Dbusiness
from satishied customers goes a long way
toward sending you new customers. When
you take a step further and convert your
satisfied custoners into loyal customers, it's

a guaranteed home run for your business.

Denny Durbin is an entreprencur and anthor
af “Lazy Lwnchiludas, Redefining Sueces,”
which explains fivithand the valnes of taking
risks, assessing sweccess and adding creativity to
d career. Denny bas created, built and vwned
nrore than a dozen biinesies, Visic wiww. la-

syenchiladas.com for information,
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It's What You Get To Keep!

There are wwo things in life you don't
want 1o watch cosely as they're made;
the first is sausages, the second is tax Liws,
While deach and raxes are inevitable, death
doesnt get waorse every time Congress
meets, The constant push-pull of special
interests, parasian and “pork barrel” politics
left us with an income tax system that is
convoluted and overly complex,

The system has one saving grace: icssemi-

voluntary. [or cxample, cveryone knows

There are diftering, degrees and levels
of audits, yet they all have one thing in
common: They are triggered by whad people
put in their business s returns, The 1RS
has something called Discriminate Function
programmed into their computers. When
the numbers on a rerurn fall under certain
criteria, the reeurn is Aagped for manual
review. An agent will determine i thae
return should be audited. Although the
specific oriteria are seeret, we know thac
certain things will wipger audits: Ratios and
anusually high deduciions, and cerain 1ax
shelters and strategics. You should claim
these deductions 1 you have  incunred
them, but retain documented proof such as

receipts and cancelled cheeks,
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BY PATRICK ASTRE

that if” you own a home, you may deduce
the property taxes and mortgage interest.
But you are not required 1o, You could file
form 10404 and forego deductions and
“volunteer” to pay more tascs.

There are a great number of tax-saving
opporumitics available ro business owners.

Sad 10 say, many ol these opporunitics
are not well known and often ignored even
by tax planners, CPAs and atorneys, By

not using them, you will have “volunteered”

Here are a number of audic triggers on
corporare, partnership and other business

returns that you can casily avoid,

Audit Triggers:

¢ Round Numbers: Deductions
rounded off w the nearest handred or
thousind will lead the IRS 10 think
the taxpayer is guessing  rather  then
determining from accurate records. You
didn't spend $10,000 an advertising - it
was $9,487.56!

*  Answerall questions and boxes: Blank
docsn't mean "na.” Questions on various
returns involving wusts, partiesships, fowign
accounts, accnnting methads, ewe. should

be answered, Don't leave them blank.

LO Py More Lixes.

Lets ger oue thing our in the open at
the getpor Lverything this article covers
is lepal, andit-tested and rooted well within
the IRC (Inwernal Revenue Code) So leds
get started so you can keep more of tha
hard-carned money from your husiness.

There are plenty ol business tax savings
in the system without resorting o illegal
strategics thar can come back 1o bite you. Stay
away from uix evasion schemes such as [orcign
rrusts, seeret oflshore bank accounts, cluming
vour house as a “church,” and other shady
deals sold our of magazines or the Internet,

Remember what happened w Wesley Snipes

= Caegorize deductions: Large
deductions headed “Miscellancous™ or with
vague wording may lead the IRS o decide
yau're not keeping good records, can't prove
the deduction, orare hiding false deduciions
within that general cuegory.

* Be carclul abour distribwtions on
Schedule K of your corporation tax renurns
(1120 or 11208) I you are asnle sharcholder
of'a “sub §,” a recent tax court ruling holds
that you may not ke distribudions, it must
b structured as payroll. IFthere are muldiple
owners, the amount of distributions on
Schedule K must always be less han
officers’ compensation on page one of your
11205, [F you are a “C” corporation most
distriburions will be considered a dividend
and subject 1o double waxation.

* Document NOLs (Net Opertting
Loss) very carclully. 10 you have a year
in which yon occur large losses in your
business. you may go back three years by

filing for NOL and receive refunds of raxes

www.texasjewelers.org

recently? Well, here are a fow legitimate
stiategies you can implement now:

* Rem part of your home o your
business,  Many business owners use par
of their homes {or business, sccond office,
storage, <1c., and yet those expeises are not
deducred, Determine the portion of your
home that is used for husiness and rent it
16 your corposation or LLC. Rent should
be reasonable and average for your avea.
You must report the income an Schedule
L of your personal tax recurn (1040) b
you will apply a percenmage of deductions
against that income such as udilities, home
insurance and maintenance, depreciaon,
cte. that you cannot use otherwise,

= Don'Uear the home ofllice deduction.
If you operate as a sole proprictor, you
cannot rent pace of your home 1o yoursclf,
[However, you can use the home office
deduction. A court ruling in the late 80s
resulied in that deduction being outlawed
and dented to many businesses. Legislation
two years lier overturned  this ruling
and restored the deduction, However,
many accountants o this day lear using
this.  Don’t listen to them.  Flome office
deductions are legitimate and allowed by

the 1RC. As in all deducrions, be sure 1o

paid previously. NOLs are serutinized very
carcfully and audited most ol the time. Be
sure your docomentation is near perfect
betore filing,

s Skewed ratios and constant business
losses, You can't operate a plumbing business
lora decade and lose money each year, A real
estare oflice miy have gross commissions of
$200K in one year and expenses of $190K.
A couple of years later the gross income rises
to $600K. Will the expenses also 1hse 1o
$570K? Usually not. These are actual cises
that were audited. As you iy guess the
restls weren't very good.

¢ Choose  your ax-preparer and
accountant carefully: You are responsible
for your business return, [f there are errors
triggering an examination, you are the one
who will beadied aind pay, When the [RS
suspects tax preparers of incemperence or
mwisconduct, it can fosce them to produce
lists of clients whe may face cxamination,

Lere are some guidelines o use when

Fall 2008

keep documentadon o back it ap,

o Domt negleat busines use of your
antenmobile. Simply because you dont use
your car often in your business, it doesnt mean
you shouldnt deduct the amaune that you
do use, Keep alog of your business mileage,
reimburse yoursell by using the IRS inileage
rate andd deduct iton your business ax retirn,
Do rot include commute to and from your
business, and nmuke sure 1o document the
business reason for auo usage.

= Muake your spouse  put owner
{shareholder) of your Sub S Corporuion. A
recent t court ruling held thatany money
paid sole sharcholders of *S™ corporations
from the business must be taken as payroll,
That's because 8™ disrributions are nou
subject to payroll taxes and the IR wants
those tuxes paid, The tux court backed it up
by stating that a single sharcholder-owner
is rendering service to the corporation. By

having

it spouse part ownet, you no longer
have asole sharcholder and the spouse may
receive distributions without payroll txues.
Caution: Be certain you have a good
marital situation because your spouse will
now own part of the business.

= Are you bad ar record  keeping?

Consider L1LC " Disregarded Entity Suus.”

choosing an saccauntant or ax-preparer:

* Always use preparers with
certilications. FAs  (Bnrolled  Agents),
CPAs and Awormeys are the only ones
auchorized by the Treasury  Department
to represent <lienes before the IR, There
are many goad prepirers out there without
cerdfication, but how would you know
which are good and which are not?

o Never aceept arewamn withoue the
preparer’s tax 11D number and signane . (his
is required by law 17 3cis Jeft blank or states
*Self Prepared” there's something wrong!

¢ Review your return, Are the ligures
on the return the ones you gave? Ask
questions. Lven the best preparers can ke
a mistake, especially during the pressures of
a busy tax scason.

* lalk o your accountant. Be sure
you're on the same page and ask about
strategivs. e proaciive. [t will keep you
oul ol trouble and save you money,

In recent years IRS audns have dropped

[["you are a single member LLC owner, the
[RS allows your siatus 1o be “disregarded” lor
income tax purpases. You file a Schedule €
(Self employment) just like a sole proprietor,
yet you are protected from Tability. The
advantage issimplilication of record keeping,
You can take money out ol your business
anylime, you can co-mingle moncy, avoid
filing us a corporaton and generally make
business life casier. Caution: You must still
document income and expenses and rerain
documentation o back it up.

o Setup a SEPIRA, SIMPLLE, 401K
or other retirement plan. Since it comes ol
the tap, this will save 27.5 pereent and 7.5
pereent (NY) m the average brackes. Sure,
you can't spend it until you redre, but so
what? You're going to gee older and nead
money for retivement; where will it come
fron il you doo't accumulate 2 Caution;
[Fyou have employees you must contribute
equally to their retirement plan, Consult
with a pro for the detils.

These are only a few business ideas.
There are wns more in the IRC, Be
proactive, Work with your accountant 1o
develop sale, tax-saving strategies. 10 you
want 10 “volunteer™ money, give it o your

lavoriw charity, not the IRS,

for stalfing reasons, bul are now increasing.
Businesses and average-wo-higher income
individaals have greater chances {or audits
in coming years, This is just a small sample
of the savings possible with good planning,
There’s not enough room to list them all,
but they're out there waiting lor you
just like the [RS,

Patrick Astre — CFR TA, RIC — is an avthor,
speaker wnel w recognized tax and financial
expert specializing on the cconomic jsues of
longerity and business. As the fownder of As-
tre Plonwing, lue, Patrick bas becu advising
ivdividuils, small businesses and corporations
Sfor wearly 40 yeas, Clicuts inchede ING Di-
veet, Princess Crrses and Perald Pasport
huteriaeional. He s the autlor of) "This is
Not Yorr Barerts’ Retivernnent, " (Entreprenerr
Media Publisbing) and "Uelwcared hivesting
and the Doier Seasons af Moyey ™ For more
informaiion, coutact Pateicl at 1-03 1244

D100 or wisit wiwre ProsperonsBovuer.com.
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Jewelers  of  Amwrica, the
mational association of rerail
jewelers, has releused the A
2008 Cost of Doing Busines
Swrvey, which analyzes member
stores’ financial dara from 2007,
The Survey, which has been
published annually for 17 years,
represents the most complete
and

financial information available

historical  comparative
to specialty jewelers in the ULS.
[t compiles data from a cross
section of jewclers, inc]uding
independent  high-end  firms
(22.6%), mid-
range firms (36.5%), jewelry
(7%)

custom jewelers (11.8%).

independent

chains and  designer/

In 2007, mid-range independent retailers saw declines,

while higher-end independents orew 3.5%

For Jewelers of  America

| members, 2007 produced
mixed  resulis, There  was
growth  amang  designer/

custom, independenr high-cnd
and chain retailers; while mid-

mnge independents saw real

I dedines. Overall growth was

| essentially (lat for the first time
' since 2001 and 2002, coming

in ar -0.3% on average {down
from 4.1% in 2006). Designer/
custom retailers fared best with
2 0.1% sales increase over 2006,
Independent high-end rerailers
saw growth of 3.5%, but that
was down from 2006, when

Chart 1.
Net Profit as Percent of Net Sales
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the category was up 7.4%.

| Chain stores-experienced 2.5%

sales growth, while mid-range

retailers  were down  1.7%
compared to 2000 sales,
Profitability  was  down in

2007, with specialty reilers

| experiencing a median 4.6%

net profit as a pereent of net
sales compared 0 last years
5.3% [Chart 1], Gross manrgins
were 48.7%, down from an
2000.

Resules once again varicd hy

mcrease of 49.1% 1n

oype of specialty jeweler, with
independent high-end remailers
sceing their margins improve
slightlly 1o 45.2%  {versus
42.9% in 2006), while chains

and desipnerfeustom {irms were

Grass margins at independent
mid-range stores were steady

from year to year.

The Swrvey shows that the
distribution of sales remained
consistent from year o year,
Diamonds {loose and set) are
sull in the majority, widh 52%
of sales, up 2% (rom 2006, The
next biggest product caregorics
are colored stone jewelry (10%
of sules) and karar gold (8%).
Repair sales continue 10 be
important, hringing in 11% of
sales, up 199 (rom 2006. Sales
of timepicees went from 4% of

sales to 3% of sales, compared

I presured by lower margins. | o 2006,

www.texasjewelers.org

The jA 2008 Cost of Doing

Bustiress - Survey  proves that
eflective management can make
the difference between a high-
profic and a low-profit firm.
While high-proficstores in 2007
did ot have greater sales per
store ($1,179,108 on average
compared 10 $1,214,544 for

low-prolit  stores), they did

5T

[igh-profi retailers contained
their operating cxpenses in 2007
by spending a lower percentage
of nersales on payroll, oceupancy,
advertising and  other  related
expenses. They spent 6.5% less
an lUlﬂ.l UPL‘]‘“ting ﬁxl}t‘ﬂﬁ@s

i low-profit  companies

[Chare 3] "I is clewr that high-

| profit jewelers do many chings

have higher sales per full-time

employee, with lower payroll
and operating oxpenses, Also,
high-profit stores had a 20%
sreter inventory turnover than

low-profic firms [Chart 2].

1

Comparative Financial & Operating Ratios High-Profit vs. Low-Profit Firms

Performance Measure
EBIT to Total Assets

Net Profit Before Taxes to Net Sales
Asset Turnover (net sales/total assets)

Inventory Turnover

Sales Per Square Foot — Total
Sales Per Full Time Employee

Sales Growth
Total Debt to Total Assets
Current Ratio

Sales Per Store
Store Size

1
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just a linde vetter than dhenr
low-profit - competition,”  says
industry unalyst Ken Gassman,
Amcrica

who  Jowclers  of

commussioned this year o do a

i supplementary analysis of the

Survey, entitled A4 2008 Cost
of Doing  Business Survey, An

| Apeibysis,

In his analysis, Gassman

Chart 2.

High-Profit Firms
13.8%
8.7%
1.6X

1.2X
$556.25
$251,643

2.8%
41.7%
3.6

$1,179,108
1,775

Chart 3.
Comparative Income Statement High-Profit
vs. Low-Profit Firms

Net Sales
Cost of Goods Sold
Gross Margin

High-Profit  Low-Profit

Operating Expenses:

Payroll {Incl. Benefits)

. Occupancy %
| Advertising & Promotion

Employee Training & Ed

| Other Operating Expenses

Total Operating Expense

- Operating Profit

Interest Expense
Other Non Cperating Income

| Other Non Operating Expense

| abscrves

| s high water” mark in 2006,

Profit Before Taxes
1

that while  fAnancial |
results for 2007 were bess robsust, ;
the business is cyclical. “Jt wasn't |
a bad year in 2007; rather, it |

was clear thae the industry hic

and the ride began o recede in

2007, a trend that continoes

Low-Profit Firms
2.7%
0.8%
1.4X

1.0X
$609.58
$238,500

-1.0%
48.9%
2.9

$1,214,544
2,200

Firms Firms
100% 100%
49.3% 52.6%
50.7% 47 .4%
20.0% 20.3%
4.9% 5.9%
3.3% 4.4%
0.1% 0.2%
7.8% 9.8%
38.9% 45,4%
10.0% 1.2%
0.9% 0.9%
0.1% 0.1%
0.0% 0.0%
8.7% 0.8%

today,” he says.
Gassmans analysis not only
looks at this years numbers,

but

perspective,

also  offers a historical

Retailers  may
yearn for the “gead old days™ of
maore prosperous limes, but he
says a look ar the /A [998 Cost
of Daing Busivess Strvey (which
reviewed 1997 daty), veveals a
different story. "Ten years ago,
jewelers” gross margins were
lower; their stores were large,

inefficient,..and,  =sales  per

| OSLOTe Wore a [.I'JIC[iOﬂ ()fClll“I'(.'ﬂ[

levels,” he notes.

Jewelers of dmericds 2008 Cost af”

Doing Busiviess Survey eontaiis
77 pages of datd iables orgunized
by the four catcgorics of specivlry
Jetwelers, T order the 2008 Cost
of Doing Business Sterocy, visit
ot jewelers.org or call Jewelers
af Anicvica at 800-223-0673. 1t
is wpaitable to Jewcters of Ameri-
cet mientbers for $24.95 aid non-
seniliers for $150.
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Big things come in small packagesi
is cortainly true for jewelry, But when
it comes to shippiug, a “small” picce of
expensive jewelry has a better chance of
artiving safely if it is delivered in a big,
inconspicuous package.

Shipping the Hope Diamond in a large
plain brown envelope to the Smithsonian
Institute proved wo be an insightiul move to
avord a potential loss. Flowever, expericnce
shows that a small package passed through
many hands, may end up lost or otherwise
divered i every handier down che line
knows of the high value inside.

Jowclers may face a greater 1isk of thelt

when shipping their products than any

other retailers, Shipping jewelry takes more

thought than simply placing jtens i a box
and ataching 2 mailing label. Below are some
tips that may help you review your shipping
procedures and possibly preventa loss:

o Whenever you ship jewelry, double-

box it Place one of your business cards and
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the packing slip in the small, inner box
containing the jewelry, The larger, outer
box should be strong, and large enough that
a dishonest shipping company employee
cannot hide it Use a plain ourside box and
do noc use labels that indicate value,

¢ Small boxes, folders, er envelopes are
much casicr to steal or 1o become lost by
handling mistakes — so bigger is better. Speetal
security tape might seem like a good ider, bu
is more likely to be a red Hag for thieves. Tape
the box securely using reinforced tape. Never
use jewelry-relawed words on the box or label
since it draws attention o the high value
of the contents. Using jewelry terms in the
address or your return address is like writing
“steal me” on the box.

*  Make cortain the address is accurate
and then glue or wpe the labed securely o
the box. Consider the wype of labels you
use when shipping jewcelry, Dont use the
type that is inserted into a clear plasic

sleeve or pouch. Thieves can casily replace

these labels with new ones thar divere the
delivery destination o ane of their liking,

¢ Usc plenty of packing marerial so the
box is quict when you shake it Add some
extra weight, because a very light, large
box indicates high value. Apply regular,
reinforced shipping tape.

*  Always require that a signature be
obtained upon delivery. This helps assure that
the package arrived at its destination and may
liclp rrack a lost package or help identify a
thic(if it falls into the wrong hands.

_*  Cheek your current insuance policies
and procedures, Your insurance policy may
not properly cover shipping jewelry, as each
type of shipment needs a lini for coverage
o apply. There is often a one-limit oprion
providing parcel delivery service and another
covering Registered Mail ™M o Taxpress
MailA by the U.S. Postal Service (USPS),
Depending on the insurer, you may or may
net be required o purchase insurance from
the USPS. Armored car services may also be
provided under some insurance conrracrs.
Make sure you completely understand how
your insurance catrier will respond o your
various needs. Use the UL, Postal Services
Registered Mail I'™M or - Express MailAl
shipping options as often as you can. lLoss

statistics compiled hy the Jewelers Seeurity

www.texasjewelers.org

Alliance show this is by {ar the safest way
ter ship jewelry You can also arranpe for the
USPS to pick up your packages. Another
avernight delivery option is Fed Exs Dieclared
Value Bxeeption (DVX) progrant.

o Clonsider the destination. New York
City, Chicago, and los Anpeles require
pattieular attenton, It is especially risky to
use a parcel delivery company wa ship jewclry
o these ZIP Codes: 10036, 90013, 90014,
and 90015, so ke special precantions,

Ship wisely and safcly. Even thongh the
shipment is insured, if it is lost or siolen,
you can't recover the hidden costs of the
loss. Insurance won't make up for your
rime to investigate and file a claim, ov for
the sentimental value and loss of customer
trust and goodwill,

Following  these  risk  wanagement
guidelines will belp wisnre that your "big”
smiatl itewis ave delivered .\‘djz‘éi This article
twas provided by Federated Mutnal Insuvance
Co. Risk Management Strategies lor fewelers
The FEDERATED Diswiance Companies
FHome  Offree: Owatonna,  Minnesoia
55060,  Phone: (800) 533-0472, www.

Sitver, Gold and Platinum Repairs

RIL ‘Star Center | '
QB 5158 n Y
0 Ch e
" 15 = -
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C , NC Sal fMece

sa b H re

Jedvratedinswrance.com This publication is
intended 1o provide general vecoranicndations
vegerding risk prevention, It is wot Intended
to include all steps or processes necessary to

adequaicly protect you, your business, or your

custormcrs, You showld always consnle your
porsenal attovicy and fuswance professional
for advice unigue to you and your business, ©
Copyrighe 2008 Federated Mutual Insurance
Compeny. AH vights reserved,
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Jewelers of America Helps Jewelers Thrive
in 2008 with Free Business-Building

Tips Online

P
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Responding to retail jewelers' concerns

about cconomic conditions, Jewclers of

Americi, the national assoctation for the
retail jeweler, has launched a Thriving in
2008 program online. The elements include:

*  Daily online retail jewelry tips at a
new microsite, ip:/ftips. jewelers.org

o lips in Action: individual jewclers'
proven strategics for thriving in 2008

o Thriving in 2008 weekly e-newsletter

The Thriving in 2008 program kicked
oft in May and will continue throughour
the year. In additon to a daily tip on
the Thriving in 2008 site, the weekly e-
newsletrer delivers the week's five cips
direetly o jewelers’ inboxes every Friday.

All jewelers can sign up 1o receive the frec

Thriving in 2008 c-newsletter at Jewelers
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of America’s homepage, www.jewelers.org,
where they can also link dircetly 1o the
Thriving in 2008 sice (hupi/fipsjewelers.
org). Ar the Thriving in 2008 microsite,
Jewelers can view past tips grouped by
topic to quickly find ideas thar hie their
immediwe needs,

“lewelers are facing challenging times
right now, and Jewclers of America is
providing them with actionable waols that
will help them to suceeed,” says Jewelers of
America Chairman John Green, owner of
Lux, Bond & Green, West Hardford, C1.
"If we can do one part of our jobs beuter,
smarter and more cost effectively every
week, our company will be more profiable
and enjoyable. Jewclers of America’s daily

tips and weekly c-newsleuer help rewailers

do this - so they don't have to face the
holiday seuson unarmed.”

Calling upon the knowledge of Jewelers
of America's resident experts, such as
Director of Education David Peters and
Jewelry Infermarion Center's Amanda Giza
and Helena Krodel, the daily tips deliver
quick, up-to-date and timely straregies for
retail suceess. The immediately actionable
tips cover all arcas of jewelry retail, from
financial management and marketing 1o
customer service, display, merchandising
and maore,

The business-building dps also  take
advanrage of insights contained within
Jewelers  of  America and  JIC  retall
informarion products, such as the Jewelers
of Amcrica's annual Cost of Doing
Business Survey and JIC's Public Relations
Handbook and trends reporrs,

In addition to internal resources, the
daily 1ips pull together advice from a
wide range ol industry sources including
the World Gold Counal, the Diamond
Promotion  Service and  the  Jewclers
Vigilance Committee,

www.texasjewelers.org

The Texas Jewelers Associnion would like
o welcome one in newest board members
Jay Volk, who owns and operaes |. Parrick
Diamonds Inc. in Dallus. His company has
been working with manuficuners, designers

and rerailers for more than 20 yeurs.

I've been in the jewelry business for 23
years. For the [ist twa years, [worlced in retail.
After that, 1 formed a parenership with an
over the counter buyer, We buile the business
from nothing. First we had one account, then
10 accounts, then 25 accounts.

loday, with onc receptionist, 1 work
with 60-70 manufacturers, designers and
retail jewelers from here to Maui, Flawaii,

I siill work with somie of the ficst clients
[ pickcd up. W work as teams, rather than
me picking things out of the air. [ know their

clientele and what will appeal to them.

1 Lo ” . . ’ . L,

[ love the process of putiing agether
layout and trying 10 figure our what the
end users taste is, [ listen oacaly o the
informatien jewcelers pive me, and come up
with somerhing their cicar will flk in love
with, [ pride myself on communicating very
well with the jeweler, provided they get the
information from the client, [ alo pride

myselfon having diamonds with personality,

’

Do what you say you're going 1o do. Do

that and you'll go far.

Fall 2008
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To help TIA pull jewclers together
to work as a unit, instead of scparate
entities. IF we can form buying groups
and nerworking groups, we can keep the
business in “lexas. This association should

work for its members.

Ice hockey, gardening and painting,
izht now P'm working on an oil paintin
Right [ g p g

of my daugheer.

A professional hockey player T grew up

in Canada.

International School of Gemology

www.SchoolofGemology.com

ISG Gemology Classroom-At-Home DVD Lecture Series

Individual Courses Offered:
Pearls
Diamonds
Colored Gemstone Grading
Colored Gemstone Identification
Identification of Synthetic Gemstones
introduction to Watches

This new concept in gemologicat training gives you the experience of a classroom
setting without the financial expense and time detays that go afong with having to
travel and be away from home for extended study periods.

Total cost including all course material and complete
DVD/CD lectures and reference materials: $1495.00

registration@schoolofgemology.com
210-877-5816

Member

American Gem Trade Associalion = Texas Jewelers Associatian e Jewelers Vigilance Committee
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Oculesus is the study of eye contactand it
is constantly being researched in universicy
scttings around the world because of s
importance in the business world. Fye
contact is something we all do, if we wane
to succeed in the business world because
no cye contact throws up the perception
of hiding semcthing, deceiving someone,
uncertainty and fear. You can imagine,
any onc of these is a killer in business
relationships.

When you make cye contace with
someong, it can show different things. For
example, when a stafl person walks into

your office and you make 2-4 seconds of cye

BY LINDA TALLEY

contaet with that person, you are showing
warmth and attentiveness and recognition.
Why do 1 mention recognition? Regardless
of how long you may know semcone, for
cach meeting, until you make cyc conracr,
that persona will feel invisible,

You can use eye contact o make the person
feel welcome, usually 2-4 seconds. [Fyou want
o inthmidare them, mainain CYC COnact {or
8-10 seconds or lnngcr. In chis respect, the
person who maincains cye contact longer will
be perecived as more eflective, confident and
have a Ingher staws.

Longer cye contact is also perceived as

intimacy. Remember when you were dating

TEXAS INSTITUTE OF
JEWELRY TECHNOLOGY

A Division of Paris Junior College

Offering Training fn Jewelry, Gemalogy & Horology » 2-ay and 5-Week Short Courses
Associcte Degrees » Certificates 1A Certification
Financial Aid/Student Loans
2400 Clarksville Street s Paris, Texis 75460
1-800-232-5804

www parisjc.edu — 1ijtéd panisje.edn
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your beloved? [ low many times did you sit
and stare into ¢ach other’s cyes? Great way
o cratte intimacy!

Using prolonged cye contact 1y a way
of controlling the person or the business
situation, particularly in negotiations, Why
are there always an equal number of people
from oppesing sides during negotiations?
Because if there is an unequal number, the
person who is faced by the most people has
the most influence.

So next time you makea sales presentation
toa prospect, take along another person sich
as the sales manager or technical wep so that
vou have the prospeat and the other person
facing you, thereby, creacing the perception
of influence in the eyes of the buyer.

No cyc contact can be a power
mcthodology where you might say, “you
are not important enough for me o look
at” or a control methodology where you
say, “I'm angry ac you and not willing 10
see you, When you steaigheen up, then T'll
IOOI'( at )’Dll." UnFﬂl’[llllﬂlL’l}’ Wwe Lse “nU
eye contact” withour thinking and it has
dreadtul consequences with stall as they
feel invisible and become resentiul towards
you. This usually leads 10 decreased
praductivity and morale issues, "The same
thing bappens at heme, When you arrive
at home and den't make cye contact, your
spouse, kids and the deg {eel invisible,
taken for granted and licking, OF course, if
you have a car, they simply don't care,

Use cye contact to create and sustain
relationships at work and  at home,
Remember, eye conract in business is used
for a vartety of issucs, make certain you
arc saying what you wanr to say with ey

contact or no Cyc caontace,

Linda Talley, a leadership coach, offers per-
sonal coaching sessions and frequently sevves
as a speaker ab seninars and training sessfons,
For more information an ber sevvices amd

preaducts, visit wine Linda tialley com.

www.texasjewelers.org

BY NANCY FRIEDMAN, TELEPHONE DOCTOR

There’s rarely a program T present that
someonc doesn’l ask me il smiling is really
that important — cither on the phone or in
person. People actually ask me: “Nancy,
i you l'cnl[y hear a smule?” Yes, Virginta,
you «an really hear a smile, And your caller
can hear the lack of a smile as well,

So this 1s a colunmmn abour SMILING and
the reasons for it Now. if you happen w
alrcady be a smiler, you might want o pass
this article on to somcone who 1sn't, or doesn't
know that you CAN TIEAR a smile.

SMILE: [0 smile, be asconished: 1o bave or
tiake on a facial expresiion, showing pleastere,
Amusement, nﬂi’ﬁ!ian, _ﬂ‘i{'i}rl/i})z’:‘.\z frony;

cic.. .f{)’.’(i f/)fi’i"fl('ft’i?‘}.’;é’d b}' wdn Hf)l{ffﬂ'[j ('fH'U.I'J?g

of the corners af the mouth and a sparking of

the eyes. Seel It's something most everyone
cin casily do,

And il is that casy...don't you wonder
why more people don't do i2 Haven't you
ever been in g store, or just been walking
around, and see that people aren't smiling,
Even when you start aalking with thens?

A recent New York limes review by
Roxana Popescu of the book A Brief
History of the Smile written by Angus
Trumbie asks a very pood question — “Why
do English speaking people say CHEERST
to make you smile, bur Chinese speakers
say Fggplant?® And ‘Trumble continues,
“The spontancous smile of the little child
is essentially trudhiful.”

“Certainly weall know, not saying ‘please’
and ‘thank you' is usually considered rude,”
says Fricdman, “but the list of rude behavior
15 much longer than those offenses. m nol
sure why we constantly need 1o be reminded
to smile,” she continues, "hut we do. Youd
think it was common sense to simile when
you're with a customer.” Al but commion
sense is not that common now, is n?

WAl a smile belp? “Sell,” says Fricd man,

Fall 2008

“as my mother used 1o say, “it couldn’t hure,”
Fricdman also suggests keeping a mirror hy
your desk. “That” she says “is vet another
good reminder 1o keep a smile on your face
when yor're wlking with customers,”

My hushind and T are in airpors a lor,
Welve made a conscience decision to keep
a slight smile an our face when we walk
through them. Why? Because when we look
ar the faces coming towards us... mouths
turned downwards, looking worse than sad
— almost mad...we decided we didn't want
to look like that, Sure, it may feel a livtle
{unny keeping that little smile on our face,
bur we hoth know we look hetwer for it

SMILE week reminded me of a siory a
skycap old me a few years ago. You'll enjoy it

JOE, our friendly skycap at the St. Louis

through the airport a while back and came
upon a woman sitting hunched over on her
luggage — mouth wirned down as for as it
could be turned down. She looked - in his
words — rerrible, He decided w go over and
ask her if she was QKL “Exeuse me, Mam,”
he said, “are you OK2" The woman looked
up — meuth continuing o be tuirned down,
and grumbled a mean “YES” “Well,” he
said, "NOTIFY YOUR FACE"

SU ]'C]T]Cnlb(.']', lF SONICONe Comees UP o
you and asks, “arc you OK?” it probably
meaos you don't look very happy.

Now say..."Cheese.”

Nancy Friedman Is president of  felephone
Doctor, « customer service training compa-

ny. For mere information, visic www. Tile-

airport old e this stery. e was walking — phoneDocror.com.
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Jewelers of Amcrica, which last [all called
upon Congress to amend the Burmese
Freedom & Democracy Act of 2003
to include pemstones mined in Burma,
commends the U.S. Congress for passing
a bill to thac effect on July 22, entided:
Tom Lantos Block Burmese JADL (Junta's
Ant-Democratic Efforrs) Act of 2008,
The legislation prohibits the importation
ol Burmese jadeite and rubies, and jewelry
comtaining thase gemstones,

Jewelers of America issued an advisory
to its members last fall, dewiling its deep
concern  about  the  Burmese  military
government’s Jongstanding human rights
violations. “Jewelers of America members
helieve v is their responsibility o support
and respect the protection of international
human rights within theirsphereof influence
and to make sure the sourcing of gemstones
is not complicit in human rights abuses, in
line with the commitments chey assume o
the association’s Statement of Principles.”

“These commitments include adherence
to the principles of U.N. Glabal Compact,

which JA has agreed to support.” lo sce the
complete Jewcelers of America Sratement
of DPrinciples go to: wwwijewelers,org/
about]Afresponsibility.heml,

Some of the steps Jewelers of America
asked its members o rake last fall included
contacting  their suppliers 10 ascertain
whether any of the gems they supplied
were from Burma. The associarion also
urged members to seck, on all future orders
placed, written  assurances  from  their
supplicrs thar they would ner knowingly
supply any gems mined in Burma, until the
process of democratic reform had started in

that country,

21100
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Richard W, Tlughes,  Gemalogical
Administrator for the AGTA Gemological
lesting Center (AGTA G1C), will be

leaving his position effective at the end of

August for z new opportunity in'Fhailand,
Hughes has been with AGTA since 2005,

Hughes is ane of the world's foremost
authoritics on ruby and sapphire. A Fellow
of the Gemmological Association of Great
Britain, his firse book, the highly regarded
Corondum, was  published  in 1990,
Richard's 1997 book, Ruby & Sapphire.
is the standacd work on the subjecr and s
considered amang the finest monographs
ever written on a single gem species. He
also contributed several chapters to Robert
Webster's Gems,

’:’_:3"
A
,»L-S; L, ee
Lad .. '
A _
"
r
)J
1] -
b

www.texasjewelers.org

Marcemu . tn

Jewelers for Children (JEC) hascommitted
$3,070,000 tois charity partners for theyear
ahead. The JTC made the announcement au
its 10th annual Facets of Hope celebration
held on June 1 in Las Vegas.,

The distributons will  include  $1
million to the Nutional CASA Association
o continue funding the Champions for
Abused Children program. The National
CASA Assaciation supports and prometes
court-appointed  volunreer advocacy for
abused and neglecred children so they can
thrive in safe, permanent homes,

JEC has also pledped %1 million o St
Jude Children’s Rescarch Hospital toward
a $5 illion multi-year commitment w
fund wscarch imo the immune system,
Including the 2008 monerary commitment,
JEC has donated $30,535,000 10 charitics on
behalf of the jewelry industry since 1999.

loanne Pantaze
Advertising Representative
(012) 272-9393
A2V 2781531 ax
Jpantaze@pveo.n t
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Years ago | was embarrassed 1o front of a
customer because [ did not remember his
wife's name. 1should have remembered her
name because they rogether had purchased
clectronics,  furniture,  appliances  and
tires from me for over 12 years, [ vowed
this would never happen again. Since [
have o werrible memory 1 started writing
everything down about every customer on
index cards. Everything: name, address,
telephone number, fax number, spouscs
name, cvery birth dare of every member
af the family, mother and father in-laws
names and special dates, brothers and
sisters, girtfricnds names and special dawes,
(including anniversary of their meeting},
whar they had purchased from me and
when, what I thoughe they mighe purchase
from me in the future, ere. - everyzhing,

Now right ahout, now you arc thinking
this is a lot of work. Well it really isn'c
because you do v over the lime you
{irst market to your new prospect and
continually add o it [ started 1o make
sales because [ had information and used i

that my competition did not have,

If you were in my clectronics store to
purchase a new television and while there [
demanstrated asterco system to you, [ wrote

down an my card that you were tnrerested

30 - Texas Jeweler

BY BOB JANET

in a stereo system. Then a month before
vour birthday or a birthdiy of someone in
vour family [ would telephone you and well
you the sterco system you were looking at
was on sale.

My system always worked in my Jewelry
store, Bveryone looking at Jewelry indicated
other picces they wished they had when
they purchased whar they came in o buy.
All T did was wrile the item down on my
index card and wait unt] an oceasion,
(birthday, anniversary, graduadon, ct)

came and then contacted them.

of | o .

Y

When you purchased tires from my tire
business we would measure the amount of
life left in your brakes, determine when
you meeded an oil change {by asking you)
and then when we (igured it was time for
you Lo replace your brakes, or change your
oil, we called you,

I can go on and on and give you
thousands of examples because my index

cards became my major form of marketing,

This marketing system, my white index
carcds make me so much money [ call them
GOLD CARDS.

I was telling the sales prolessionals of
Exterior Supply Co., during our sales
growth seminar, this sales marketing and
sclling wechnique and the owner Mike
Emily gave us an idea thar is just as good.
Mike, knowing that the more you know
aboul your competition the easier it is to
sell against them, came up with the concepr
of RELY CARDS. A card with every bit off
information there is about cach of your
competitors. 1 would include information
aboutcach of theirsales people, prices, items
they carry and items chey push most, their
buying terms, hours of operation, delivery
infarmation and who their customers are.
Also what their customers like best ahout
them, (We always want to know that, so we
can do it beweer.) and what their customers
like lease about them. (So we can capicalize
on their short comings.). All you have to
do is telephone their customers and ask
thent Like your customers, you can never
konow oo much about your comperition.

GOLD CARDS have made me a
won of money for years and now RED
CARDS are adding 10 my profiss

Bob faner is a sale and marketing expert. For

mere infarmation, visit wine. Batbfanet.cam.
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