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President’s Message

Brad’s Corner
It’s hard to believe that this is my last chance to write Brad’s Corner for the TJA news letter. It seems
like such a short time ago that I threw my hat in the ring to serve as a board member for the Texas
Jewelers Association. Of course it is a pleasure to continue to participate as a member at large and advisor to the new board. So I recognize this opportunity to invite fresh members to step up and bring
their own experience to a worthy and reputable organization! The TJA only exists still today because
it serves YOU the independent Jeweler. We remain strong in the face of changing times and are even
growing in membership. So don’t even think about missing the chance to show up and be heard at our
upcoming Annual Convention! It’s right around the corner in my own home town and our state capital
of Austin! I encourage you to consider being a participant in a short 2 year term. New positions will
become available on our 100% voluntary board. Never doubt for a second your personal value and experience. It has been a great
growth opportunity for me. We have forged ahead through these interesting and sometimes difficult economic times. So go ahead
and take the bull by the horns! Be with us at our 2017 Convention. This is where you can build professional relationships and be
with the best that Texas has to offer you as a jeweler.
I’m still impressed and grateful that all of our financials can be found our member website. This is thanks to the contribution of
treasurer Mr. Rex Solomon of Houston Jewelry. His business savvy, extensive education and his keen eye for detail is a huge asset
to our organization and the Texas Retailers Association that he also serves. Small business is our business and we can learn from
each other.
A big hats off to Lucinda Rogers of Gold N Carats and a Past President too…..for stepping up to be the 2017 Convention coordinator! This year’s speakers and vendors are going to spook you with their new ideas, designs, and insights. We will top it all off
with the main event being a Halloween theme party night. This is a chance to play it up! So don’t be shy. Let your inner designer
shine and bring out the bling! We are a creative business so let’s break out the fun too! Thank you all for from the bottom of my
lone star heart!
Brad Koen
Joe Koen & Son Jewelers
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Cost Effective Advertising Strategies
Bob Epstein
From an advertising perspective,
it’s tough being an independent
retail jeweler. There’s just no way
to compete with the big box stores
who spend millions of dollars on
national ad campaigns. On any
major holiday, the newspapers and
television channels are flooded
with expensive, glitzy advertising .
There’s just no way to compete....
or is there?
Step back for a moment and think about what you,
the independent store owner, have that the larger chains
don’t. May seem obvious,
but there is one of you
compared to dozens or
hundreds them. You have
the advantage of being
unique. You’re the home
town team. All the chain
stores have the same sort
of look, the same store
layout, same merchandise,
same store branding and
signage. It’s all the same.
You have the advantage
of being different. People love that. Set yourself apart as
being that cool, local shop around the corner. Different
merchandise. Great service. Interesting designs. A fun
place to shop. But how do you get the word out about your
store? You don’t have much of a budget for advertising.
Where to begin?
For several years, the buzz word on Madison Avenue
in advertising circles has been social media-- Facebook
being the leader in the field. The general idea behind
Facebook is to let friends and family know activities and
events of interest; generally what you’re up to. Some
Facebook junkies (or should I say addicts) carry this to
an extreme by posting mundane and minuscule details
of their daily lives to the extent that it gets boring and
tiresome. Who really cares that just 10 minutes ago Judy
Smith posted that she just had her nails done before going

to the grocery store to buy two skinless chicken breasts
and marinara sauce for dinner? I say that, and of course
who cares are about twelve of Judy’s close friends all of
whom “like” her post, some adding their own comments.
What color are your nails? Just had mine done at Nail Depot.
Chicken breasts? Got a great recipe for chicken piccata. Or.....
what about all the political comments. Who cares? And so
it goes in the world of Facebook.
Of course the big box stores all have Facebook
pages. One in particular has over 1,538,914 “likes.” The
numbers are staggering and obviously the sheer volume
of contacts is worth something every time a post is made
from the corporate marketing department. The downside
is again the sheer volume
of followers: chances are
you don’t know any of
these people-- there’s no
true connection. No sense
of “family” or community.
By comparison, your own
Facebook page can be
a powerful tool. It’s not
so much the quantity of
“friends” as the real and
recognizable connection to
customers and neighbors you
know you and your store.
When managing a Facebook page for your store
(linked to your personal page) you want to avoid daily
postings and references to shopping for skinless chicken
breasts. Save your ammunition for something noteworthy
you want to announce like a new and exciting shipment
of designer goods. Maybe announce an open house and
private sale for preferred customers. Every now and then
post a customer profile (with their permission of course).
Something that celebrates an engagement or other life
milestone. Pictures of the happy couple and the ring they
just picked out. Chances are that couple will comment and
“share” that post with their friends; some of those friends
will like or share that post. That’s viral marketing. The real
deal.
continued on page 14...
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History Repeats Itself
A TJA Retrospective from 1917
& How We are Still the Same!
jewelry only through the “legitimate jewelry trade” and pledging
their appreciation. They also took a stand against fraudulent and
misleading diamond, watch and jewelry advertisements. The
following were the resolutions passed at the convention.
“Resolved: That we urge all watch factories not to accept repairs,
except those sent in through legitimate jewelers and if such
are accepted they will only be returned through the nearest
legitimate jeweler and charged for at regular retail prices.”
As we prepare for the 2017 Texas Jewelers
Association convention in Austin, I can’t help but
see the similarities in our industry over the past
100 years. During this past year, Texas Jewelers
Association Secretary/Treasurer Rex Solomon
has uncovered Texas Jewelers Association
historical documents and loaded them on our
website. Here are some excerpts from articles
about past conventions

“Resolved: That realizing the increased cost of tools, materials
and supplies connected with our repairing department and the
higher cost of living of our employees, we urge our members to
study their repairing departments and establish such methods as
will enable them to conduct this branch of their business at a gain
rather than a loss and permit the payment of such wages to our
employees as will tend to make the employment interesting and
attractive.”

“The 11th annual convention of TJA was held
Monday and Tuesday, May 14 and 15, 1917 at the
Adolphus Hotel. Between 100 and 120 Jewelers
attended the event. Here are some of the topics
in the sessions at the conference –

During the convention jewelers were urged to take a spirit of
optimism and push their business as they have never pushed
it before. It was pointed out that food products of Texas are
bringing high prices, labor is being paid better wages than ever
before, and there is no reason why times should not be better for
the jewelers.

1) Who Is the Jeweler’s Greatest Enemy?

In a session entitled:

2) How to Advertise the Jewelry Business

“Who Is the Jewelers’ Greatest Enemy?” it was said the jeweler
himself is his own worst enemy, because he sometimes becomes
pessimistic. One person said
“Have you ever realized on what small margin of profit the retail
jeweler conducts his business? Our windows, nine times out of
10 are left a stock of merchandise that seldom brings over 50
cents on the dollar and in many cases the liabilities are in excess
of the assets.”

3) Relationship of Wholesaler and Retailer
4) The Watch Business
5) Business Outlook
6) Watch Repairing”
Some of their concerns included marketing
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“Should we discount” was another topic of discussion. Comments
were:
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“When we force our competitor down we lose sight of the fact
that we are drawing ourselves down to the same level. Don’t (this
especially to the small town dealer) don’t order out a diamond,
or silverware for your banker, or merchant, or a friend for “cost
and 10 per cent.” It’s the most reprehensible practice really
honest well meaning jewelers will follow. You are cutting your
own throat, you are spoiling a customer, you’ll never be able to
make a decent profit off that man in the future. Don’t think price
is everything. In our business it’s a common mistake to think a
lower price sells the goods. People want their money’s worth but
they want something good for the price they have set in their
mind and its up to you to convince them you are giving it to them.
Less money is made in selling cheap goods cheap than in selling
good things that are satisfactory at a reasonable price.”

Some of the best advice given at the convention included:
“Never say to your customers in an ad what you would hesitate
to say to them face to face. Never misrepresent in the slightest
degree your merchandise, for at some subsequent time they will
surely be discovered and the confidence your customer once held
for you will be entirely destroyed. Take the initiative yourself and
try and interest a customer in buying an inexpensive diamond
now, with the privilege of exchange at full purchase price on a
larger one at a subsequent date.”
To increase sales:
“We simply permit ourselves to follow the least line of resistance,
while many sales could easily be switched from a solitaire to a
fancy diamond piece by employing a little tact and salesmanship.
Every jeweler ought to be a walking ad. He should be the best
dressed man in the city, and his wife ought to be the best dressed
woman. Both should deck themselves with jewelry.”
Some things never change even 100 years later…Looking forward
to a fabulous TJA convention full of these and other pearls of
wisdom.
Susan Eisen, El Paso, Texas

TJA Convention Adolfus Hotel Dallas Texas 1917
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Texas Jewelers Association Announces 2017 Convention Dates
and Call for Entries in 25th Annual Jewelry Design Competition
The Texas Jewelers Association is excited to announce that the 2017
TJA Annual Convention will be held at the beautiful Crowne Plaza
in Austin, TX. The event will begin on Saturday, October 28, 2017
and finish on Monday, October 30, 2017.
The weekend is filled with
First Class Seminars, three
parties and most of all, networking. Our Vendors will
host the weekend and will be
showcased in the Discovery
Room, a term coined by Mr.
Abe Katz, a jewelry wholesaler, because the Vendors’ Exhibit Hall is the place for each Vendor to
show the Retailers a New Item in their line. The Discovery Room,
besides showcasing the Vendors, will also be the location for our
“Kickoff” Meet & Greet Party on Saturday evening, plus all of the
“breakout” sessions between our Super Seminars, Roundtable discussions and also the Sunday Luncheon. Since the theme of Austin
Texas is “Keep Austin Weird”, and it is Halloween weekend, the TJA
Board voted that the Sunday night Gala be a costume party (costumes are optional - clothing required). But the main emphasis for
the weekend is Networking in a very casual environment.
The Texas Jewelers Association has negotiated a discounted rate of
$119 per night for the Crowne Plaza, including the Hot Breakfast
Buffet and free parking. Reservations can be made immediately by
calling the Crowne Plaza direct and ask for the Texas Jewelers Association rate. Room availability is very limited and the special room
rate is only available until October 7, 2017.
Retailer and Vendor Convention Registration Forms are available
online at the Texas Jewelers Association. Vendor space is limited
so make reservations for the Vendor Room as soon as possible. In
addition, TJA President
Brad Koen has officially
announced the 2017 TJA
Jewelry Design Competition, and is extending a
call for entries. Anyone
who is a TJA member, or is
employed by a TJA member, or students currently
enrolled at a Texas-based college or university, and is interested in
designing and/or creating a one-of-a-kind piece of jewelry, is eligible. Keeping with true Texas tradition, the 25th annual design
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competition features our best
Texas Bench Jewelers as they
compete for the Don Wilson
“Best in Show” award. Aside
from the 4 categories open
to professional jewelers, the
TJA Design Competition also
includes cash awards totaling
$500 for the top three winners in the Student Design category. The
monetary awards, generously provided by J. Patrick Diamonds in
Dallas, Texas (Thank you JP for your continuing support AGAIN),
are awarded to the top three winners in the Student Design category. Registrations forms and rules are available on the Texas Jewelers
Association website. The overall show winning design, as voted by
the Convention attendees, will be entered in the Jewelers of America
Jewelry Design Contest, which some of our members’ designs have
won at the national level.
TJA has created a new Competition for Excellence in Gemstone
Cutting. This will be the First Year for TJA to recognize the importance and innovation of lapidary
artists on a state level. Entry forms are
available on the TJA
Website. For more
information on the
2017 TJA Design
Competitions, please
visit the Texas Jewelers Association website www.TexasJewelers.org or call TJA President
Brad Koen at (512) 478-2595.
Texas Jewelers Association, one of the oldest Professional State Jewelry Associations, has a motto: “Where Texas Jewelers Belong”. We
invite anyone interested in improving their professionalism in this
industry, learning skills for their stores and most of all, learning from
our peers, make your reservations now to insure your place at this
annual event.
We look forward to meeting new members and renewing old friendships. Make hotel reservations now and send in your registration
this week to insure your spot at this exciting weekend.
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Design Competition Statement
It is that time of the year again and the deadline is to enter your best designed pieces in the
Texas Jewelers Associations design competition is fast approaching. The date that we will
stop accepting entries is September 31st . Texas Jewelers Association, members this is your
opportunity to present your best pieces to a very large group of people, and with proper
planning have them vote - Best of Show and, the possibility of having them featured in a
variety of jewelry trade magazines. 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 too 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. – Brad Koen, President, Texas Jewelers Association.

Please
make i t
home safe
today.

Federated Mutual Insurance Company
Federated Service Insurance Company*
Federated Life Insurance Company
Owatonna, Minnesota 55060 | 507.455.5200 | federatedinsurance.com
FOR MORE INFORMATION, CONTACT ALAN LODINGER 713-553-5666
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*Not licensed in the states of NH, NJ, and VT.
17.08 Ed. 1/17 © 2017 Federated Mutual Insurance Company
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The Power of 28
David Geller

the shop using the Power of 28!

I’m sure you’ve seen advertisements
that showed if you saved just “so
much” you could retire a millionaire? Who wants to wait that long,
let’s solve some money issues from

Actually we are talking about 28 dollars. You know; a dinner for
two at an average restaurant. Not a lot really.
But it is when we talk about the shop. Let’s be more specific-sizing
a ring. When you make a ring smaller or larger how long does that
take? Let’s say it takes 15 minutes from start to finish. Many stores
don’t charge to check the stones for tightness. If the stones are loose
when the ring comes in you might charge to tighten them.
I’ll bet you dinner if they come in being tight and they loosen up
while the jeweler does their sizing work the jeweler WILL MAKE
SURE the stones are tight. Will you be told? Will you get the
money to tighten them? Probably not or not all of the time.

we’ll add another $28 to check and tighten the stones. If they get
loose in 12 months we’ll tighten them at no charge and if any of
the stones fall out we’ll replace them at no charge.
I can see your eyes are on fire. Just wait.
If a 3 point diamond falls out how much will it cost you to give
away a new one to make the customer happy? At $500 a carat a 3
pointer will cost you.
$15.00, right? WRONG!
On your profit and loss statement where does the $15 come from?
Sales?
Cost of Goods?
Gross Profit?
Expenses?
Net profit?

Your jeweler is probably checking and tightening any loose stones
and you’re not getting any extra money for the time spent. It’s possible that it could take as long to tighten the loose stones, smooth
and straighten the prongs as it did to just size the ring.

Ding, ding, ding. It comes out of the bottom line-net profit. Typical jewelry store makes a 5% net profit. So the question is “how
much must we do in extra sales to have $15 left over to give away a
free diamond?”

If you get $42 to size the ring smaller and it takes the same
amount of time to fix loose stones shouldn’t you get that amount
of sizing money for this time spent again?

Simple just divide the $15 by 5% (our net profit percentage).

YES! But wait……..

To give a free $15 diamond away the store must do an extra $300
in sales this month, above and beyond your sales goal just to get
$15 in net profit to give away a 3 pointer.

Whether you charge for tightening loose stones or not if they
get loose or fall out months later your customer will assume you
will guarantee the lost stone. I don’t care what you say about the
customer “banging the ring in a car door” (biggest lie told by a
jeweler) you will replace all of the melee that falls out after you size
a ring.

Where do we get the $300 in extra sales? Charging customers to
check and tighten stones even if they stay tight! I paid car insurance
for the last 3 years and had not a single wreck. But they charged me
a premium anyway-just in case. You should do the same.

You should be charging a Check and Tightening fee at take-in
whether or not they are loose. Don’t care. Charge because it has
stones in the ring. It’s a liability issue. Because you might have to
tighten them and time is money. Charge because you might have
to replace the lost diamond.

Here’s your money. Let’s assume you take in 60 jobs a week. How
many of those jobs have 5 or more stones in them? Remember:

How much? In our price book we don’t charge to check/tighten/
guarantee the first 4 stones. Gratis!
But here’s the extra charge to check and tighten:
5-20 Stones

$28.00

21-35 Stones

$43.00

36-50 Stones

$58.00

So using the power of the minimum tightening charge of $28.00.
Let’s just see what super powers it has.
If you charge $42 to make a ring smaller and it has 9 stones in I;t
10 Texas Jeweler

$28-just in case.

•

Engagement rings

•

Wedding rings

•

Fashion rings

•

Earrings

•

Necklaces

•

Pendants

•

Pins

What percent have 5 or more stones? 70%?
“Mrs. Jones its $42 to make your ring smaller plus $28 for our
jeweler to check and tighten the diamonds in your ring. If they are
lose now or get loose as we fix the ring, we’ll make sure they are
Fall 2017

tight when the ring leaves the store, no extra charge. If they get
loose or even fall out in the next year we’ll replace them for you at
no charge. The ring will be ready for you a week from Friday.”
This is now a $70 sizing job. 70% of the customers will say “Okey
Dokey”. 30% will say “no thanks” and you’ll write on the envelope
“No guarantee on stone loss, customer didn’t want to have stones
checked and tightened.” You’re off the hook. But 70% will gladly
pay.
The math: 60 jobs a week=3120 jobs a year. 70% have 5 or more
stones = 2184 chances to say the paragraph above of which 70%
will say “Okey Dokey”
70% of 2184 chances equals charging 1528 people the minimum
charge of $28.00 = $42,784.00 a year in extra income!
How much do you give away each year because a diamond fell
out? Typical store tells me less than $5000. I just GAVE YOU
$42,784.00! Be a nice store and guarantee small stones when
you work on their jewelry.
Even if you only get half, that’s still over twenty thousand dollars.
Do it! The power of 28.
David Geller
P.S. Guess what? If you received the extra $42,784.00 by charging
$28 and you never charged it before, guess what?
Divide $42,784.00 by a 5% net profit percentage and my friend
that’s the same net profit as opening another jewelry store that
does $855,680.00 in sales! All to net $42,784.00.

TEXAS JEWELRY INDUSTRY REGULAR NETWORKING EVENTS:
Houston Area Jewelers Breakfast
Friends in the Jewelry Business:
Second Friday Every Month @ the Egg & I Breakfast Meyerland.
4938 Beechnut St, Houston, TX 77096
Approx 7:30 – 9:00 A.M.
Organized by Amber Gustafson amberdgn@aol.com
(281) 391-6333
The Facebook Group is:
https://www.facebook.com/groups/156147236021/
Houston Area Jewelers Breakfast
Dallas Ft Worth Area Jewelers Breakfast
We will meet on the second Wednesday of the month at 8:15
am at Denny’s on Central Expressway just North of Meadow
Road, South bound.
There is no agenda, just a cup of coffee or a great breakfast, and
get to talk to other jewelers.
We are out of there at 9:00 a.m., time enough to get to your
office!
Come see what we are about and do a little networking!
For Questions call Dolores English
or For Snarky Comments call Jeffrey English
at 214-638-1583
Austin
Breakfast every Friday at 8 AM. Different locations. We have been
meeting for approximately for 35 years!
Main contact: Robert Harrison jeweler@prodigy.net
(512) 266-1715

Exclusively Represented by:

Alan Lodinger

713-553-5666

PARIS

Lifetime Warranty!
Triple Key!!!
Fall 2017
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Wanna see some positive changes
happen with your staff
almost immediately
Wanna see some positive changes happen with your staff almost immediately? Start observing
something. Now I’m not talking about looking around, I’m talking about observing with the
intent to measure. For example, if you talk with any good sales trainer, one of the first questions
they’ll ask you is “What’s your closing ratio?” or “How many people are walking through your
door every day?” Metrics are important. They tell you the pulse of your business. But what’s
even more exciting is that the mere ACT of measuring things makes them change. Here’s a great
example: My buddy Mark down in Texas decided he wanted to improve his sales closing ratio.
So without any announcement, he started posting the daily sales of the store and the number
of customers on the door counter along with the closing ratio. He said nothing. He just posted it. People started
asking about it and he very casually said… “Oh that’s just our closing ratio.” They looked at it, made their own
assumptions, chatted about it, and one the interesting conclusion; the team came to was that it seemed lower than
they thought. So what happened? As you can imagine the closing ratio starting increasing, without any more effort
than Mark posting it daily.
Another storey is from Amanda in South Carolina. She
began meeting individually with her people once a week
and she discussed their average sale…. Comparing their
individual to the store average, not each other’s… only
the store average. The meetings were just 5 minutes with
each person once a week. And, as you can imagine, the
store average started increasing AND people who didn’t
really consider themselves GOOD salespeople, started
turning into pretty good sales people. Then after that, she
started looking at add-on sales, and then finally she showed
them their profit margins. Everything increased, simply
by observing and with Amanda, a little conversation each
week with each person.
So what do YOU want to increase? There’s no magical
solution, simply begin the discipline of regular observation,
and perhaps a non-confrontational meeting once a week
where you compare numbers and not behaviors, and you
my friend will see big changes.

Jimmy DeGroot is a jewelry store trainer and marketing consultant who has managed multi-million
dollar operations and is actively working in stores today. He is a jewelry business speaker, blogger
and owner of jewelrystoretraining.com.
12 Texas Jeweler
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continued from page 5...

Facebook users in the U.S. now stand at 180 million,
up nearly 23% since 2010. Facebook demographics are also
shifting--it’s not just for college kids. The 55-and-up age group
is up +80% for the same time frame. There was a 41% increase in
Facebook users ages 35 to 54. So having a Facebook page these
days is a little like having a business card. You’ve got to have one.
If managed and used correctly it can be a no-cost media source
to stay in touch with current customers and attract interest from
prospective buyers. What’s not to like about Facebook.
In tandem with your “friends” on Facebook you should
have your own customer database, perhaps built on information
stored on your computer system or your OutlookTM. Many
point of sale systems used today have the ability to transfer
customer information into your database every time you run
a credit card. You can add additional information beyond the
basic name, mailing address and phone number. Add their
e-mail address, birthday and anniversary dates. Start compiling
this information every time you make a sale. Be sure to tell your
customers that this information will be kept confidential. As
with Facebook, e-mail blasts can do more harm than good if
abused. We all get dozens of e-mails, spam and other “stuff “
in our “in” boxes that are a nuisance. Again, hold your fire for
something noteworthy that is really of interest like a store-wide
saving event. When doing an e-mail blast, include a savings
coupon as a call to action to drive additional traffic into your
store. You can also utilize your customer database to send out
targeted direct mail---again to advertise a special store wide
event, shipment of new merchandise. A few hundred postcards
or letters to your best customers can generate immediate
response, sales and profits.
Other budget conscious advertising techniques include
the use of sign walkers. When strategically placed at high traffic
intersections in major metropolitan markets, sign walkers are
incredibly effective in generating store traffic during a storewide sale event. You don’t want to use them every day, and
they are not a good marketing tool in less densely populated or
rural areas. Don’t be prejudiced about sign walkers---you can
hire high school or college kids looking to make a few extra
dollars and you don’t have to dress them up in a gorilla suit
or make them wear a Miss Liberty hat. A well positioned sign
walker directing customers to your store location and savings
opportunity can be incredibly cost effective at $50 a day.

weekly--offer a cost effective alternative. Local radio station
spots on local news or talk shows can also be productive but
costs vary widely by market as do the cable television stations.
Of course one of the best and most important forms
of advertising is your own storefront! Sometimes all that is
needed to boost sales is a storefront makeover---especially for
the holidays. All exterior signage should be easy to read to a
passersby. Avoid elaborate displays. Windows should be kept
clean at all times, and burned-out light bulbs should be changed
immediately. which should be well-lit during the evening, and
should be clean, simple, but modern.
Yes, the big jewelry store chains will out-gun and outspend the independent jeweler when it comes to national
advertising. But you can compete! Focus on the basics--what
makes your store different. Emphasize the quality, variety,
uniqueness and value of your merchandise. Provide great
customer service in an interesting and different store atmosphere.
Capture your personality and brand name and manage an
effective, fun Facebook page. Carry your theme and personality
into less costly local newspaper, radio and television ads.
Continue to build and update your customer database that
will give you the ability to do periodic direct mail and e-mails.
Create a local presence and brand name and you’ll successfully
compete against the big box store.

Bob Epstein is CEO of Eaton Hudson Jewelry Advisors. Offering
a legacy in sales strategies for jewelers, Eaton Hudson provides
guidance to store owners seeking to turn around a business, sell
off unwanted inventory, or liquidate an entire store. For more
information, visit www.eatonhudson.com or call Bob direct at
1-843-881-3383.

Newspaper print ads run in major metropolitan areas
have become so expensive they are most often cost prohibitive.
By contrast, neighborhood newspapers--many published
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TRA Leads the Way with Advocacy Successes
at the State and Federal Levels
By: George Kelemen, President & CEO – Texas Retailers Association
In 2017 we have effectively
raised the Texas Retailers Association’s (TRA) visibility to
a new level, leveraging our significantly enhanced advocacy
strength and relevance, which
has yielded several major successes at the state and federal
levels.
During the 85th Regular Session of the Texas Legislature,
which was more difficult than
those in the recent past due to
a budget shortfall and several politically charged issues, TRA fought
very hard on behalf of our members and the retail industry to pass
good legislation and kill bills that would have been detrimental to
our members and industry. Session highlights included:
-

Successfully filed bills on all TRA priority issues and killing
egregious bills faced by the retail industry. Of the 1,300
bills the Texas Legislature passed, 77 were on our tracking
list and none of those will have a negative impact on our
members and industry. TRA was responsible for passage
of more than 15 bills which will impact our industry positively, ranging from complex tax issues to relieving unreasonable regulatory burdens. TRA continued to cover all
aspects of the retail industry, supporting legislation on everything from the elimination of sales tax on bakery goods
to decriminalizing the sale of second hand watches. Additionally, TRA led efforts to kill 19 bills that would have
created harmful new laws which would have directly impacted the retail industry. Issues such as, dark stores, raising
the minimum age for tobacco purchases, data breach rules,
and mandatory battery recycling programs, could have
each been very bad for retailers in and of themselves.

An illustration of TRA’s much-improved advocacy strength and relevance is the success of TRA’s lobby day at the State Capitol this
year. Over 125 TRA members participated, leading to more than
100 meetings with legislators and their staff. Adding to our on the
ground impact, TRA digitally geo-fenced the State Capitol via social
media on Lobby Day. Analysis of the geo-fencing efforts shows that
over 100K views of our messages took place that day. Lastly, and
most especially, TRA was one of the only associations to have meetings with the Governor, Lt. Governor and Speaker during its Lobby
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Day. Further confirmation of TRA’s place among the most influential groups in Austin is that in advance of the current Special Session
of the Legislature, the Governor reached out to TRA to solicit our
thoughts and input on the Special Session agenda. Of note, in our
meeting they specifically stated to us how important it was to have
our support for certain items on their list, because “TRA is a very
influential organization.”
At the federal level, TRA’s efforts played a major role in securing
hard-fought victories for our industry on three key priority issues:
debit and swipe fee reform; menu labeling; and overtime regulations. In each case it was a huge victory for our members and industry, which culminated months, and in some cases, over a year of
sustained advocacy by TRA and our national association partners.
TRA’s efforts on each of these issues contributed significantly to the
positive outcomes. Through our connections to the Texas Congressional delegation and Capitol Hill, our ability to engage the Congressional leadership on these issues proved key to our success.
Additionally, we continue to be a leading player on tax reform,
specifically in pushing back on the proposed Border Adjustment
Tax (BAT) and leading that effort in Texas. Throughout this year,
TRA has been well represented on Capitol Hill in Washington, DC
during fly-ins on the BAT. During our trips to Washington, TRA
representatives have met with 2/3 of the Texas Congressional delegation, including our two Senators (in some cases multiple times),
to discuss our priority issues, including our opposition to the BAT.
TRA is responsible for securing support for our position from our
two Senators, as well as from two GOP members of the Texas delegation. At home, we have kept the drumbeat going against the BAT
through earned media and extensive use of our social media reach.
Our efforts have made a significant difference and now we are on the
cusp of killing the BAT.
For the remainder of 2017, TRA looks forward to continuing to lead
our industry’s advocacy efforts, ensuring that Texas retailers have a
seat the table regarding the most important public policy issues facing our industry at the both that state and federal levels. For more information regarding the Texas Retailers Association, well as updates on
our advocacy efforts, visit the TRA website at www.texasretailers.org.
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TECHNICAL FOUL
Smart salespeople know when to shut up, says Shane Decker.
K N O W L E D G E I S P O W E R.
But as Spider-man says, “With great power comes great responsibility.” And that’s never more true than when you’re on a jewelry
sales floor. In our industry, there are four types of knowledge: GIA
knowledge (the properties of precious gems and metals), product
knowledge (brand benefits, the history and construction of individual pieces of jewelry, etc.), knowledge of store procedures, and
knowledge of salesmanship. To be the best salesperson you can possibly be, you need to know everything you can about all four.
But that doesn’t mean you need to share this knowledge with every
customer. If your customer is an “information junkie,” then they’ll
want more technical selling. If not, then it can be a major sales killer.
The trick is to know when — and when not — to be technical. It’s
what I call being “information smart” — or knowing how much information to give your customer. Here are some things to consider:
THE GENDER RULE: Generally speaking, women purchase jewelry based on sentiment, style, and fashion. Men buy peace of mind
and freedom from risk. Therefore, your technical selling to male
customers should usually focus on company benefits, as well as the
stability and longevity of your product. In contrast, many women
will be more interested in technical information that heightens an
item’s sense of style and sentiment.
THE GENERATION RULE: Customers over the age of 40 won’t
generally need as much technical information before buying. However, those in their twenties and thirties are part of the “Information
Generation,” and will want (and expect) more.

Your customer’s answers will tell you all you need to know. If they
reply with interest, you’re off and running. If not, move on with the
rest of your presentation — sans technical info.
Other things to look for:
Eyes: If they make eye contact, you’re on the right track. If not, it
may be time to change tactics.
Body Language: Are they leaning in? Or are they moving backwards
with their hands in their pockets?
With these hints, you should have a good idea how interested your
customer is in technical information. But regardless of their interest
level, you should always try to improve your knowledge base. Why?
Because the more you know, the more confident you will be. And
that shows in your presentation.
Ironically, the more knowledge you have, the less you will need it.
Customers will be sold on your confidence. But if you can’t give
them information and they want it, they’ll think you’re dumb. On
the other hand, if you can give it and they don’t want it (but you
keep trying to force it down their throats), they’ll think you’re not
listening. Either one can be a sales killer.
Technical knowledge is important ... but you have to know when to
use it, why, and how much. No more, no less.

THE HOLIDAYS RULE: During the December selling season,
you’ll see fewer “technical” customers in your store. People come in
to buy and buy quickly. The holidays are a time for romance — it’s a
festive season, and love is in the air. So, don’t get caught up in a twohour 4 C’spresentation while other customers are waiting. That’s a
big-time sales killer for those waiting. They’ll want to beat you over
the head with a bag of money! I’m not saying to brush people off or
be rude — just romance more and “tech” less. While these rules are
helpful, the #1 way to find out how much technical information to
give a customer is to simply ask them how much they want.
Do it like this:
“Do you know about the 4 C’s of a diamond?”
“Would you like to know more?”
“Would you like to see this under magnification?”
“This diamond comes with a lab report.”
“Would you like to know more about it?”
“Have you researched this item on the Internet?”
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SHANE DECKER has provided sales
training for more than 3,000 stores
worldwide. He can be reached at (866)
424-2472. Or learn more about the
Shane Decker Sales Academy online at
www.ex-sell-ence.com.
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Combating the Bargain Hunter
By: Aleah Arundale
Oylmpian Diamonds &
Founder/Boss at Jewelers Helping Jewelers Facebook Group
A customer walks into your
store and says they have been
shopping for diamonds. They
want to see your best deal. Before you lower your price, keep
in mind that price does not
matter to the bargain hunter. It
is only who can give them the
better price story! A pawn shop
might not always have the lowest
price, but they have a great value
story so people shop there. People buy from those who have the
best value story.
Stories are how we connect with
people. Stories are why antiques are so popular and why brands sell.
The better you tell your story, the more sales you will make.To win
the sale, you don’t need to be the cheaper, you just need to be the
better story teller. The actual dollar price does not matter to the bargain hunter as much as the feeling that they made a good purchase.
My favorite value story is when Carl’s Jr. released their $6 burger. The genius? It only
cost $4. Yet they called it the $6 burger! Brilliant. Think of how much more value was
perceived just because of the name. This can
work in your jewelry store too. John O’Rourke of Montica jewelers does a fantastic job
of selling his value story by offering a $1000
package with an engagement ring purchase.
The package contains a free appraisal, free ring cleaning, a free $200
gift certificate towards a wedding band, and free year of insurance.
But it is not what is in the package that counts. What matters is how
John sells this value package. Customers leave thinking “wow I just
got a $1000 value for free!” It is not what you give away, it is how
you give it away.
Want help story telling? Here
are some ways you can present
your value story. How about the
origin story? You can say you
buy many of your diamonds
second hand, giving you an
added advantage. You can talk
about how you partner with
diamond cutters giving you
more direct price or that you just got back from Antwerp or Ramant Gan. I know this might not be your favorite way to sell,
but think of who you are up against. Some other store in town is
claiming to be factory direct or have sell wholesale to the public.
The only way to compete is with a good value story of your own.
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Perhaps you rather go the quality route. That is a value story too,
but it must be done right, as it is tough to convince bargain hunters to spend more money. You must convey that even though
what you are selling might cost more money, it is a much better deal. You value story must show how you give more bang for
their buck. You can do this by using value words such as “when
dealing with diamonds of this caliber” or “yes this might be a bit
more, but the best always is! You do want the best don’t you?”
Sometimes you just need to give bargain
hunters a little something extra. Think
of that restaurant you that gave you the
free desert, or the mechanic that knocked
$50 off your last bill. How do you feel
about them? You love them! They gave
you a discount in a way that made you
feel special. A little discount can be
great if it’s done the right way. It must
be done as part of a story that makes
the customer feel like its just for them.
Want to become a better story teller? Then become a story collector.
The first step in becoming a story teller is to look for the story in
everything. When you are at the grocery store, think about the story
behind each product. This will help
you see the value in the product
outside the cost of its materials, and
to understand why people buy what
they buy.
We have a hard time combating
the bargain shoppers because deep
down we know the customer could
possibly get a similar item for less.
What we need to remember is that
they customer really does not know that! We are being self defeating
by projecting too much of what we know into the sale. Instead of
thinking about how the other jeweler is selling it cheap, think about
what is really happening. The other jeweler is just doing a better
job selling their value story. You don’t
need to lower your price to compete,
just combat them with an even better
value story. I hope you win.
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TJA 2017 Stone Cutters
Design Competition Entry
Form

Deadline: September 30, 2017
Eligibility

Open to anyone.

Rules of Entry

Dear Applicant Thank you for your entry in the Inaugural TJA

Stone Cutters Design Competition. We appreciate your interest and
support of the organization. Please fill out and submit the following form
with your entry fee.

Finished entries must be received by September 30, 2017.
Name:________________________________________________
Company:______________________________________________
Address:_______________________________________________
City/ST/Zip:___________________________________________
Phone:________________________________________________
Email:________________________________________________

Pieces must be original designs created by the persons entering them.
Pieces may be designed and made by more than one person.
Pieces cannot have been mass produced or previously sold.
Categories entered (Only one piece per category)
Pieces must have been produced between Sept. 2016 and September 2017.
Pieces may have been entered in other competitions, but cannot have won  Category 1
________________________
any awards.
($100 entry fee)
Pieces should not be identified or hallmarked until after the judging.
 Category 2
________________________
($100 entry fee)
Details of Design Entry
 Category 3
________________________
Each piece must be submitted with a $100 nonrefundable entry fee. Only
($100 entry fee)
finished pieces will be accepted.
Category # 1 Flat Faceting
Category # 2 Concave Faceting
Category # 3 Carving

Deadline – September 30, 2017

Application, entry fee and finished piece must arrive by September 30,
2017.

Identity	
  of	
  the	
  gem	
  material	
  is	
  required.	
  Entrants	
  will	
  
indicate	
  gemstone	
  enhancement	
  done,	
  to	
  the	
  best	
  of	
  
their	
  knowledge. Attach an additional page.
Total Fees:______________________

Mail Entries to:
TJA DESIGN CONTEST
Judging
Brad Koen
The entries will be judged by qualified people in the gemstone industry
611 Congress Ave.
before this year’s Convention in Austin, TX October 28-30. When the
pieces are being judged, they will be identified by number only. The judges Austin, Texas 78701
will select the winning pieces on the basis of creative use of the gemstone, (512) 478-2595
brad@joekoenjewelers.com
craftsmanship and originality.

Awards

Awards will be awarded to the winning piece in each category listed above
and to the "best overall," which maybe from any category. Display of
entries and presentation of awards will be during the 2017 Convention in
Austin, Texas. Entrants are encouraged to attend. The winning piece
judged "best overall" will be crowned at the end of the 2017 Convention.
Fall 2017

All finished entries must be sent by registered mail, insured
with a return receipt. Entries remain the property of the
person entering item. All winning and non-winning entries will be
returned by registered mail as soon as possible. TJA assumes no
liability for loss or damage to any piece entered.
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Dear Applicant Thank you for your entry in the 25th Annual TJA

Jewelry Design Competition. We appreciate your interest and support of the
organization. Please fill out and submit the following form with your entry
fee.

Finished entries must be received by September 30, 2017.

TJA 2017 Jewelry Design
Competition Entry Form

Name:________________________________________________
Company:______________________________________________
Address:_______________________________________________
City/ST/Zip:___________________________________________
Phone:________________________________________________
Email:________________________________________________

Eligibility

Categories entered

Deadline: September 30, 2017
Anyone who is a TJA member, or is employed by a TJA member, or a
student, currently enrolled at a college or university, who is interested in
designing and/or creating a one-of-a-kind piece of jewelry.

Rules of Entry

Pieces must be original designs created by the persons entering them.
Pieces may be designed and made by more than one person.
Pieces cannot have been mass produced or previously sold.
Pieces must have been produced between Sept. 2016 and September. 2017.
Pieces may have been entered in other competitions, but cannot have won
any awards.
Pieces should not be identified or hallmarked until after the judging.
Details of Design Entry Entrants may enter one piece in each
of three categories. Each piece must be submitted with a $100
nonrefundable entry fee. Only finished pieces will be accepted.
Category # 1 Materials may not exceed $1,000. Pieces must be made of
Silver, Gold or Platinum and may contain stones.
Category # 2 Materials from $1,000 to $3000. Pieces must be made of
Silver, Gold or Platinum and may contain stones.
Category # 3 Materials over $3,000. Pieces must be made of Silver, Gold
or Platinum and may contain stones.
Category # 4 Bench Jewelers exclusive. This category is for the bench
jeweler to show their expertise in jewelry design. The person entering this
category must be the only one to touch the piece from conception to final
polish. Materials of any value may be used.

Deadline – September 30, 2017

Application, entry fee and finished piece must arrive by September 30,
2017.

Judging

The entries will be judged by qualified people in the jewelry industry before
this year’s Convention in Austin, TX October 28-30. When the pieces are
being judged, they will be identified by number only. The judges will select
the winning pieces on the basis of creative use of materials, craftsmanship,
wear-ability, originality, and fashion merit.

Awards

Awards will be awarded to the winning piece in each category listed above
and to the "best overall," which maybe from any category. Display of
entries and presentation of awards will be during the 2017 Convention in
Austin, Texas. Entrants are encouraged to attend. The winning piece judged
"best overall" will be crowned at the end of the 2017 Convention.
Cash awards for the student category are sponsored by: J. Patrick
Diamonds, Inc., 5956 Sherry Ln. #538, Dallas, TX 75225
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(Only one piece per category)

 Category 1

________________________
($100 entry fee)
 Category 2
________________________
($100 entry fee)
 Category 3
________________________
($100 entry fee)
 Category 4
________________________
($100 entry fee)
Describe the jewelry pieces entered, including material value (cost).
Attach an additional page.

Student Category – Entry Fees and Info
Student Awards Sponsored by J. Patrick Diamonds, Inc.
$15 per jewelry piece or (set) entered.
Pieces will be judged on design and execution.

PRIZE

1st Place ---------------------------$250 w/Plaque
2nd Place---------------------------$150 w/Plaque
3rd Place----------------------------$100 w/Plaque
4th Place--Honorable mention with Plaque only.
(No category rules apply to Student Category)
Total Fees:______________________
Mail Entries to:
TJA DESIGN CONTEST
Brad Koen
611 Congress Ave.
Austin, Texas 78701
(512) 478-2595
brad@joekoenjewelers.com
All finished entries must be sent by registered mail, insured
with a return receipt. Entries remain the property of the per-son
entering item. All winning and non-winning entries will be returned
by registered mail as soon as possible. TJA assumes no liability for
loss or damage to any piece entered.
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Texas Jewelers Association
Application form for the
Kirk Root Memorial Scholarship
Application Deadline 9/30/2017
Applicant Information

Date:

Applicant Name:
Last

Address:

First

M.I.

Street Address

Phone

City
Alternate Email:

Email:

State

ZIP Code

State

ZIP Code



Number of Years In the Jewelry Industry:
E
 mail:

T.J.A. Member Sponsor:



Retail Jeweler Sponsor:
Name of Contact:

E
 mail:

Title:

Phone:

Address:
Street Address
City
Qualifications
Jewelry Courses Taken (attach additional sheet if necessary)

Jewelry Industry Work History: company, position, dates (attach additional sheet if necessary)

Attachments

1. Applicant’s letter detailing how this scholarship will aid in their professional
development must accompany this application.
2. A supporting letter from the Retail Jeweler Sponsor (owner/manager) is recommended.
3. A supporting letter from the T.J.A. Member Sponsor is recommended.

