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By Liz Pinson

Michael Kingoff acknowledges he’s 
no techie - his three-generation family 
business in coastal Wilmington, N.C. has 
thrived on personal and invaluable relation-
ships forged with customers and commu-
nity over the past 101 years. But the CO-
VID-19 pandemic and eight-week closure 
has prompted him to rethink things a bit.

“One thing this pandemic made me re-
alize is if there is another round or another 
incident that makes us close for a long time 
between now and the holidays, people will 
need to be able to order,” Michael says. 
“We have a website, but we weren’t using 
it for e-commerce. When we were working 
with our web builder, I chose not to include 
a shopping cart. That was short-sighted.

“But our customers like coming into 
the store and meeting me and the staff,” 
some who have been with the store more 
than 40 years. “They feel comfortable and 
confi dent. We don’t want to service them 

just one time. We want them to know that 
if you have a jewelry need, you can come 
see me. That’s where working for a family 
business is good - we’re able to be warm 
and fuzzy.”

Michael, a Guild Gemologist of the 
Diamond Council of America, is one of 
three boys and the only one who works 
in the family jewelry business. While his 
brothers went into law and medicine, Mi-
chael studied economics at the University 
of Georgia. Scheduling his last quarter in 
college, Michael’s adviser suggested he 
take a computer class - one that started at 
6:50 a.m.

“I said, ‘My senior year? No way! I 
don’t think those computers will catch 
on anyway. I’ll take something else,’ ” he 
laughs. “So I skirted technology even then, 
but I’m on board now. Yes, I have a cell 
phone.”

Since Kingoff’s doors have opened 
back up, sales have been brisk, and 

With family tradition of community service, Kingoff’s 
Jewelers remains optimistic

Michael Kingoff  with his mother Janice and store mascot Peawee.

By Paul Holewa

Fluorescence. It’s easy to say 
but diffi cult to spell. Most dia-
mond consumers - chiefl y young 
bridal jewelry consumers - strug-
gle enough with the 4Cs let alone 
fully understand or even appreci-

ate how a diamond reacts to ultra-
violet light. That is until recently. 

ALROSA is looking to mar-
ket diamonds exhibiting fl uores-
cence as a unique property that 
most consumers want. This is 
based on the Russian diamond 
producer’s extensive market sur-

vey in two major diamond con-
suming countries. 

In 2019, ALROSA surveyed 
4,017 people in the US and China 
(50 percent were Americans of 
various age groups from major 
US cities including New York, 
Boston, Washington and Los An-
geles). Not surprisingly, 74 per-
cent of the US respondents “don’t 
know or are poorly educated” 
about fl uorescence.  

Upon receiving some basic 
education on fl uorescence, 82 
percent of respondents would 
consider buying a diamond with 
this feature. More interestingly, 
60 percent would be willing to 
pay a premium for a diamond ex-
hibiting fl uorescence - as much 
as a 15 percent premium for 
some. This is especially true of 
Millennials and Gen Xers. 

“It was Thursday March 18th, 2020 and I could see it coming. As 
the cases continued to build in Washington state and New York City, 
the hysteria began to trickle down to Main Street USA, and had gripped 
the attention of the people in Knoxville, TN for sure. March 18th was 
two days before Tennessee’s offi cial lock down order came down, but 
business had already ground to a halt, as the parking lots became bare 

and the normally busy streets ceased to have any traffi c. Telling my 
staff they were going to have to go home from our 40 year old family 
business, and we’re going to have to close for a while, was the hardest 
thing I’ve had to do. 

For the next 6 weeks I defi ed lock down (only traveled in my car 
from home to work and back) and continued to come in for 2 hours 
each day and sit at my desk hoping the phone would ring or there 
would be a voicemail 

ALROSA to promote diamonds 
with fl uorescence

Retailer Roundtable

Rebecca Foerster, president of ALROSA North America.

Darryl Mackley
Mackley Jewelers

Knoxville, TN

Q: Will you be making any long term changes
in the way you conduct business due to

the COVID-19 pandemic?

Please see Kingoff page 2

Please see ALROSA page 18

Please see Roundtable page 24
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(NEW YORK) - Jewelers 
of America (JA) has announced 
the agenda and opened registra-
tion for the first annual Jewelers 
of America National Convention, 
an education-focused executive 
forum open to jewelry profes-
sionals. The Convention will take 
place July 28-29, 2019, at the In-
tercontinental New York Barclay 
in New York City.

The premier two-day con-
vention will feature data-driven 
keynote presentations and a wide 
range of compelling breakout ses-
sions that address the pressing is-
sues shaping the jewelry industry, 
from lab-grown diamonds and 
omni-channel marketing to retail 
design and supply chain regula-
tions. The Convention also offers 
attendees the unique ability to get 
hands on with retail technology in 
Retail Innovation and Diamond 
Detection Labs. Networking op-
portunities abound at a compli-

mentary cocktail party and a va-
riety of fun and engaging social 
activities.

The JA National Convention 
kick-starts July Jewelry Week in 
New York, and Convention at-
tendees can further their network-
ing with discounts on tickets to 
the Women’s Jewelry Association 
Awards for Excellence (July 29) 
and American Gem Society’s Cir-
cle of Distinction (July 30) galas. 
Discounted tickets are available 
at Convention registration.

“The speaker lineup is care-
fully crafted to provide jewelry 
professionals - from C-Suite ex-

Jewelers of America announces 
agenda for National Convention

ecutives to managers and sales 
associates - with the essential 
information they need to suc-
ceed,” says JA President & CEO 
David J. Bonaparte. “We will 
tackle tough issues with dynamic 
speakers and counterbalance the 
education with inclusive social 
events that connect and inspire.”

The Conference agenda 
includes:
• Election Outlook 2020, 

presented by Charlie Cook - 
Iconic political forecaster Charlie 
Cook is the editor and publisher 
of the Cook Political Report, a 

There’s a saying in Hollywood 
that getting nominated for an Oscar is 

just as good as earning one. Tell that to Scott and Danielle 
Bohall, owners of Treasures Custom Jewelers. Back in the 
late 1990s the couple, along with their daughter Jessica 
Kelly, first entered a jewelry design contest that didn’t go 
as well as they’d hoped. 

“We entered a state jewelry design contest in 1997 
and got our butts kicked,” says Scott. “We got some good 
feedback from the judges and figured out why we did so 
poorly. Over the next year we made a lot of changes to the 
quality and type of gemstones used, design qualities and 
jewelry making techniques. The next year we placed and 
haven’t looked back since.”  

After that early defeat and subsequent victory, over 
the next 20-plus years, Scott, Danielle and Jessica have 
earned 33 design awards and counting. The jewelry de-
signs and the awards run the gamut, from the Arizona State 
Jewelers Association to the coveted American Gem Trade 
Association’s (AGTA) Spectrum Awards and even a few 
international awards. This makes the Glendale, Arizona-
based jeweler the most award-winning jewelry designer in 
the Grand Canyon State. 

AZ jeweler leverages design awards to attract customers
Entering jewelry design contests in the formative 

years of their family business was no accident. In the late 
1980s Scott and Danielle were working for different retail 
jewelry chain stores in the same mall. After a number of 
meetings based on store business, Scott asked Danielle out 
on a date and they got married. The combined knowledge 
and experience in jewelry retail was all the couple needed 
to open their own store in 1991. 

“Back then we had a 10’x10’ booth at the local in-
door market, selling whatever we could Friday through 
Sunday,” says Scott. “We started with about 12 pieces of 
jewelry and a set of agate bookends. That was it.” 

A market fixture for more than a year, Scott and 
Danielle garnered a strong list of regular customers. After 
18 months at the weekend market, this customer base gave 
them enough incentive to open their own jewelry store. As 
with all beginnings in retail jewelry, the couple’s first store 
in 1991 was small (750 square feet). And, like all new 
business owners, the couple had big ambitions. 

Scott grew up playing a lot of sports, which gave him 
his competitive spirit both personally and professionally. 
While searching for a site to open the couple’s retail jew-
elry store he was also 

14K rose and white gold ring featuring a 2-carat Sri Lankan ruby 
with ruby and diamond accents.

By Paul Holewa

“I don’t have a single charity that I contribute to. I typically con-
tribute to charities and non-profits my customers recommend. Like 
most jewelers, I get a number of donation requests literally every day. 
I have my own vetting process for each request, which determines if I 
do in fact donate or how much. As a business owner, if I have a rela-
tionship with the customer or person asking for a donation, we almost 
always we give. One charity we’ve had a 20-year relationship with and 

counting is a family that are customers of ours. Years ago their son Jus-
tin used to do assembly projects at his home for a local factory to raise 
extra money. When he was a teenager, he liked nice watches. Citizen 
was a favorite brand. One day a friend of Justin’s offered to let him 
drive his new motorcycle. Justin crashed his friend’s motorcycle into a 

Retailer Roundtable
Q: What are your favorite charities? 

Jim Langolf, owner 
Alexander Fine Jewelers 

Fort Gratiot, MI

Please see Treasures page 14

Please see Roundtable page 6

Please see Convention page 19
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Mid-America Jewelry News was started in 2002 after
repeated requests from our advertisers and readers to 
bring the regional, down-home news format of Southern 
Jewelry News to other parts of the country. Now in it’s 18th 
full year of publication, over 8,000 readers look forward 
to receiving Mid-America Jewelry News every month.

Established in 1988, Southern Jewelry News is currently 
in its 32nd year of publication, and is the only trade 
newspaper dedicated to the Southern jewelry industry. 
Our circulation is 12,100+ readers with all our database 
management done in house. By updating our mailing list 
weekly, we can guarantee your message will reach your 
intended audience.

Our unique format and very reasonable advertising rates 
set us apart from all other industry publications.
Our tabloid size means your ad will be larger and more
noticeable, BIGGER IS BETTER!

Take a look at Southern Jewelry News and see why our 
readers call us the “most readable publication in the 
industry.”

12,100+ readers

14 state coverage in
the southeastern U.S.

Oldest monthly publication in the United 
States jewelry industry

8,400+ readers

19 state coverage in
the midwestern U.S.

Only newspaper specifi cally published
for the jewelry industry in the Midwest,

Southwest and Mountain West.

Established in 1988, We are the longest running 
monthly jewelry publication in America
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By Liz Pinson

Gerry Weber does not do 
things in a small way. When he 
builds a business, it’s the top in 
its field - Florida-based Fast-Fix 
Jewelry and Watch Repairs has 
159 locations in the United States 
and Ireland. And when he turns 
his passion to a local fundraiser, 
it’s doggone amazing. The cat’s 
meow. A lucrative tail-wagger for 
all involved.

“My passion for helping the 
animals translates to people want-
ing to help me fulfill my passion,” 
Gerry has said, and it’s true. The 
Humane Society of Broward 
County’s annual fundraiser, Walk 
for the Animals in downtown Fort 
Lauderdale, expected to raise 
$600,000 from its March 2 event. 
It’s a fun day filled with tons of 
cute animals, booths, displays 
and entertainment on stage. 

(HONG KONG) - A custom jewelry store in York 
County, Virginia has achieved one of the highest honors in 
the industry - winning “Champion of the Champions” in 
the 2019 International Jewellery Design Excellence (IJDE) 
Awards. The IJDE Awards is a biennial competition held 
at the Hong Kong International Jewelry Show that attracts 
champions of the world’s leading jewelry design competi-
tions, providing a platform for international award winning 
jewelry designers to exchange experience and compete for 
the highest honor - “Champion of the Champions”. 

Aleksandr Maryaskin and Tim Wright, co-owners of 
Simply Unique Jewelry Designs, traveled to Hong Kong for 
the Feb. 28 ceremony, with only the knowledge that Mary-
askin’s creation was a finalist. To hear his name called as the 
top winner was “the highlight of our dreams and careers,” 
said Maryaskin. They were especially proud to bring this 
honor back to the United States, which has not won in sev-
eral years. With 

“My local church gets a lot 
of our charity budget and time. 
Second to that would be Life 
School International, a group 
that trains pastors to work in 
developing nations. In addi-
tion to contributing funds, we 
also donate our time by help-
ing with charitable events such 
as dinner and golf outings. For 
me and my business, my faith 
is important. The Bible says to 
take care of the orphans and the 
widows. I’ve adopted an orphan 
so now I’m helping the widows. 
I’m currently working with or-
ganizations dedicated to helping 
widows and continue this out-
reach effort with local groups. 
In our store database I’ve identi-
fied as many widows as possible 
and send them gifts. One Valen-
tine’s Day we sent each widow 

Fast-Fix CEO pours moneymaking prowess into 
his other passion - helping animals

For more than 28 years, the 
Walk has been generating mon-
ey for the Humane Society, for 
which Gerry is former Board 
Chair and current Executive 
Committee member. “By donat-
ing to the Walk, you are helping 
the thousands of animals that 
come through their doors each 
year,” Gerry wrote on his fund-
raising page. “Every dollar sup-
ports them as they provide veteri-
nary care, food, shelter and much, 
much more to every animal they 
see.”

The Humane Society of 
Broward County is one of the 
largest animal rescue and adop-
tion agencies in the United States, 
Gerry says, adding that the non-
profit operates with an impressive 
$8 million annual budget. “We 
are called on to help in emer-
gency situations beyond Broward 
County, and we get into full mo-

tion. When there was a hurricane 
in New Orleans, we were there 
to rescue animals. And the Caro-
linas and Puerto Rico, we were 
there, too. We were involved in 
rescuing beagles in the Michael 
Vick case. We’re active through-
out the United States and the Ca-
ribbean; we’re called on because 
we’ve been around such a long 
time, and we’re able to respond.

“We work with other agen-
cies in a collaborative way; we 
have great partnerships to get 
animals adopted. It’s a very re-
warding experience. And we 
have a great facility - we’re not 
your grandmother’s kennel!” The 
dogs’ accommodations are comfy 
in the beautiful 33,000-square-
foot, fully air-conditioned shel-
ter, and the cats live communal-
ly, the way they live naturally. 
“They’re social animals,” Gerry 

Virginia jeweler takes top 
global prize
Owner of Simply Unique Jewelry Designs earns 
highest honor in the “Oscars of the jewelry industry”

Gerry Weber, Fast-Fix CEO and President, is also the former Board Chair and a 
current Executive Committee member of the Humane Society of Broward County.

Retailer Roundtable
Q: What are your favorite charities? 

Doug Meadows, owner 
David Douglas

Diamonds & Jewelry 
Marietta, GA

Please see Fix page 14

Please see Roundtable page 18Please see Simply page 10
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States adopting hiring laws
prohibiting criminal and salary
history application questions

Kate Peterson, president and CEO
of Performance Concepts.

Jewelry store owners have to stay cur-
rent on a lot of information for a wide range 
of sound business practices reasons, from the 
latest gemological chicanery to breaking tech-
nology for digital marketing. Be sure to add 
state employment regulations to the mix, if you 
haven’t already.  

That’s what Kate Peterson, president and 
CEO of Maryland-based Performance Con-
cepts, is cautioning jewelry store owners to do 
regarding new hiring laws currently in effect in 
more than 150 cities and counties and 29 states 
nationwide. These laws prohibit employers 
from asking potential job candidates about their 
criminal histories and in many cases, about sal-
ary history as well. As the head of one of the 
gem and jewelry industry’s leading human re-
sources consulting firms, Kate has been spread-
ing the word at trade fair seminars about these 
new laws that started last year.  

By Paul Holewa

Under the management of 
third-generation jeweler Brian 
Gunderson (company presi-
dent), his family business will 
expand once again next month 
when Gunderson’s opens its 
fourth high-end fine jewelry store 
in Fargo, North Dakota. With 
three other stores in prominent 
Midwest towns and cities, and 
the opening of their new store, 
Gunderson’s further positions it-
self as a premier luxury retailer in 
the region. 

Brian’s family business has 
come a long way since the com-
pany’s inception in 1946 when 
his grandparents George and 
Dee Gunderson opened a mod-
est watchmaking shop in Sioux 
City, IA. George’s entrance into 
watchmaking is a familiar in-
dustry account of a serviceman 
that took up watchmaking dur-

ing World War II. A watchmaker 
for the Navy, George continued 
his watchmaking education be-
fore opening his 500-square-foot 
watchmaking shop more than 70 
years ago. 

Back in the day, Sioux City, 
IA was a busy railroad hub. 
George and Dee’s watch shop 
was one of several in town sup-
ported by the railroad industry. 
Their son Gary got his training as 
the family’s second generation of 
jewelers early on when he helped 
source watch parts around town 
for his father. Gary took an early 
and keen interest in watches. He 
eventually formalized that in-
terest when attending the Elgin 
Watch School. Gary also was a 
qualified bench jeweler, which 
expanded the shop’s repair work 
back in the 1960s. 

When Gary and his wife Bet-
ty took control of the family busi-
ness, theirs was the transforma-

tive leadership that took it from a 
watch shop to a jewelry store. But 
that required an incredible invest-
ment of time and resources, forc-
ing Gary and Betty to be creative 
while raising a family and run-
ning a business.  

Gunderson’s to open a fourth store in April

“As the family story goes, 
Gary would help customers dur-
ing business hours designing jew-
elry,” says company vice presi-
dent Breanne Demers. “Then 
Gary would work from store 
closing till about 3:00 AM mak-

ing jewelry. With a cot next to his 
bench, it made sense for him to 
sleep a few hours there until his 
wife Betty opened the store.” 

For the industrious couple, 
this was their lives for some years. 

“I love them. I’ve been active with Polygon for a number of years, 
so reaching out to other retailers and industry members is nothing new. 
But I started looking at social media groups such as Jewelers Help-
ing Jewelers in recent months. For the last two months I’ve been very 
active with their social media page. I check in about six times a day. 
I like the format because when it comes to reasons to connect with 
other jewelers the posting hit on mostly three main things we’re trying 
to accomplish: selling items, buying items, and information we can 
use in many of our day-to-
day business applications. 
Although I like the postings 
for sourcing and selling 
items, the exchange of in-
formation is extremely use-
ful. For instance, a woman 
posted an image of a parcel 
of rubies she recently pur-
chased and asked if JHJ 
members thought the rubies 
were non-heated. Given my 
level of gemological expe-
rience, I posted a comment 
that based on my observa-
tions of the image she post-
ed, the rubies were not just 
heat-treated, but more than 
likely have glass fillings. 
In 2019 I plan on using 
these social media websites 
more.” 

Retailer Roundtable
Q: Are B2B social media-based groups

helpful to you as a business owner?

Gary Youngberg, co-owner 
Ames Silversmithing  

Ames, IA

Rendering of the new Gunderson’s store scheduled to open in April. 

Please see Gunderson page 10

Please see Roundtable page 18

Please see Hiring page 12
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STATE         READERS
Arizona   487 
Colorado  457
Idaho  100
Illinois            1213
Indiana  416
Iowa  192
Kansas  221
Michigan  748
Minnesota  385
Missouri  421
Montana   87
Nebraska  112
New Mexico 206
North Dakota  45
Ohio  846
South Dakota  63
Utah  173
Wisconsin  447
Wyoming   32 

Mid-America States  6,651
Miscellaneous   1,749
TOTAL:  8,400*

STATE         READERS
Alabama    353
Arkansas   182
Florida             2474
Georgia             1024
Kentucky   312
Louisiana   428
Mississippi   178
North Carolina  932
Oklahoma   243
South Carolina  404
Tennessee   531
Texas             2163
Virginia   660
West Virginia  105
   

Southern States  9,989
Miscellaneous  2,135
TOTAL:  12,124*

* As of October 2019

2020 Media Planning Guide | PRINT DISTRIBUTION

Total print distribution

20,524
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  1x  6x 12x 

Full Page 4250 3750 3400 

1/2 Page 2775 2325 2125
 
1/3 Page 2200 1925 1750
 
1/4 Page 1750 1550 1425 

1/5 Page 1525 1375 1290
   
1/8 Page 1250 1125 1050
 
1/10 Page 1175 1050 975
 
1/12 Page 950 845 790
   
1/16 Page 830 750 700
   
1/32 Page 590 520 485 

2020 Media Planning Guide  |  PRINT RATES, SIZES AND CLOSING DATES

SIZE

  
January  December 3  DECEMBER 9
February January 3  JANUARY 9
March  February 3  FEBRUARY 10
April  March 3  MARCH 9
May  April 3   APRIL 9
June  May 1   MAY 8
July  June 3   JUNE 9
August  July 1   JULY 9
September August 3  AUGUST 10
October September 3  SEPTEMBER 9
November October 3  OCTOBER 9
December November 3  NOVEMBER 9

ISSUE
SIZE CONFIRMATION 

FOR PRINT ADS

COPY DEADLINE FOR 
PRINT ADS AND

RECEIPT OF INSERTS

MAILING AND SHIPPING INFORMATION
All contracts, express shipments, freight, etc., should be 
sent to (excluding flier inserts):
Southern Jewelry News/Mid-America Jewelry News
2006 New Garden Road • Suite 208
Greensboro, NC 27410
INSERTS/FLIERS:  If shipping fliers for insertion please 
call 336-389-1950 for shipping information. 

SPECIAL POSITION:  All ads requiring special 
positions will be charged an additional 15% over the 
quoted rate, minimum charge for special position is 
$100.00.  Special position requests will be handled on 
a first come, first served basis

CLASSIFIED ADVERTISING
Per column inch (2”x1”)  $125.00*
All classifiied ads are PREPAY, credit cards are not 
accepted. Closing dates for classifieds are around 
the 7th of the month prior to each issue.  BLIND 
CLASSIFIED:  Add $15.00 to cost if replies are to be 
forwarded to Newsmith, Inc. *Cost includes free 
typesetting if needed.

SPECIAL CONDITIONS
The publisher reserves the right to reject copy that is 
not in keeping with the standard of the publication.  
The publisher reserves the right to add the word 
“advertisement” at the top of any material which, in 
the publisher’s opinion, simulates editorial matter 
and which might be misleading to the reader.  The 
publisher will not be bound by any instructions where 
such conditions conflict with the regulations set forth 
in the rate card. 

CLOSING DATES

RATES FOR SJN AND MAJN COMBINED
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Software only - $2499 ● With computer and hardware included - $3999SERVE YOUR CUSTOMERS FROM

ANYWHERE IN YOUR STORE

Software only - $2499 ● With computer and hardware included - $3999

 With computer and hardware included - $3999
EASY BARCODE SCANNED INVENTORY CONTROL

Jewelry M
aster

sales@jewelrymaster.net  (205) 833-3232

 S
P

E
C

IA
L

P
R

IC
E

Point of Sales
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        (More)
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LIFETIME 
WARRANTY

AllAll Thorsten Jewelry is made to the 

highest standards using quality ma-

terials, expert craftsmanship and is 

warranted to be free of defects.  Any 

jewelry that fails to meet our stan-

dards of excellence will be replaced 

under our warranty.  If your ring 

cracks or breaks from accidental 

damage, it will be replaced under 

our warranty terms at no charge.  

This policy does not apply to 

custom rings.

LIFETIMESIZING
Due to the hardness of alternative 

metals, they cannot be re-sized like 

traditional gold or platinum rings.  

Therefore, if a customer’s finger size 

changes over time, the ring will be 

replaced with a different size at no 

charge.  Thorsten will exchange 

youryour ring for a different size as long 

as your customer owns the ring.SAME DAY
SHIPPING

Our rings ship the same business 

day.  Engravings do not delay your 

order.  Custom engravings and fin-

gerprint engravings will add a few 

extra days.
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We would love to discuss the possibilities to help 
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We recently had a chat with 
RDI CEO and Founder Michael 
InDelicato to discuss what he 
considers some of the biggest is-
sues facing the diamond industry 
today.

Q: Tell us about inaccuracies 
and inconsistencies in diamond 
grading.

“Inconsistency has always 
been an industry problem, but it 
has gotten much worse in the last 
10 years. Major labs have been 
more lenient with their grading. 
Human error, subjective grading, 
lack of technology calibration, 
and lack of governance are con-
tributing to this overall industry 
challenge.

Inaccuracies and inconsis-
tencies in diamond grading is 
especially detrimental to jewelers 
now, when they are competing 
with the online giants. For exam-
ple, a misgraded diamond could 
be o� ered at a price point that 
doesn’t accurately re� ect what the 

Advice and insight 
from RDI Diamonds’ 
Founder & CEO
Q&A with Michael Indelicato

By Liz Pinson

Dallas-based Kim Inter-
national Manufacturing (KIM) 
has served independent jewelers 
since 1975. Now, more than ever, 
the company believes it’s time for 
independent jewelers to rethink 
how they do business in the new 
era created by the COVID-19 
pandemic.

“� is has upended an entire 
industry’s plans as trade shows 
are rescheduled, buying patterns 
are changed and companies try to 
maneuver the new normal,” says 
C. Mike Kim, President of KIM. 
“We are all in this together, and 
KIM is here to help with critical 

KIM offers services & strategies 
to help retailers weather the 
COVID-19 pandemic

consumer is ultimately looking to 
purchase. Just as all natural white 
diamonds aren’t created equal, 
neither are the grading reports. If 
grading is inconsistent, how can 
you trust what you are purchas-
ing? 

Michael InDelicato

Please see RDI page 15

Please see Kim page 4

By Paul Holewa

Turning adversity into opportunity 
isn’t an easy task. It takes temerity, cour-
age and creativity. Qualities the staff at J. 
Thomas Jewelers has in ample supply with 
“passion for people” at the core of their 
mission statement in serving the Rochester 
Hills, MI community. 

This is true during periods of nor-
malcy, but is even more apparent when 
the Midwestern state was hard hit by the 
global pandemic. Similar to many inde-
pendent jewelers, J. Thomas Jewelers has 
social media-based giveaway contests. But 
store manager Noreen Meganck decided 
to change “Giveaways Wednesdays” to 
“Grateful Wednesdays” during the month 
of April to honor those at the front lines of 
battling COVID-19. 

“Grateful Wednesday came into being 
as an avenue to give back to our commu-
nity,” says Noreen. “In contemplating what 
J. Thomas Jewelers had to offer, as a small 
fi sh in a big sea, the Heart of Hope pendant, 
made by Gems by Pancis, was selected.” 

With their store located roughly 28 
miles north of Detroit, J. Thomas Jewelers 
quickly responded to Governor Gretchen 
Whitmer’s state-wide stay-at-home order 
put into effect March 24. Store owner Tom 
Costigan decided it was best to close the 
store on a temporary basis for public health 
reasons fi ve days ahead of the governor’s 
orders. 

Tom met with his staff on March 19 
and made the decision to shut the store’s 
doors to “maintain the health and safety of 
the employees,” according to Noreen. In 
the lead up to the offi cial state-wide clo-
sure date, guests with special orders and 
repairs were contacted for curb side pickup 
or deliveries. 

During this time of crisis, like many 
other jewelers J. Thomas Jewelers needed 
to stay connected to their community. Not 
just for business reasons, but also to show 
their support during such trying times. CO-
VID-19-related Facebook and social media 
postings started on March 27. 

“People remember for the moment 

COVID-19 pandemic brings out the heart of MI jeweler

Please see J. Thomas page 2
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Shipping insurance made easy
With Berkley Asset Protection, shipping coverage is part of your Jewelers Block 
policy. Easy!

To keep your insurance premium affordable and your business profitable, follow the 
advice on our Shipping Guide at BerkleyAssetPro.com/ShippingGuide.

Ask us for a quote today!

Berkley Asset Protection, a Berkley company, is the only specialty insurance provider 
that offers insurance for all aspects of jewelry and fine arts businesses: jewelers block, 
fine art, commercial property and liability, and workers’ compensation, as well as 
Lavalier Personal Jewelry Insurance.

855.444.0198
marketing@BerkleyAssetPro.com
BerkleyAssetPro.com
Lavalier.com

- Jewelers Block 
- Business Owners Package 
- Workers Comp Dividend Plan

- Umbrella & other commercial coverages 
- Lavalier Personal Jewelry Insurance

Shipping insurance is stress free
when you select Berkley
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“Good timing!” Ted Koester laughs at 
the thought of launching his new store in 

the midst of a global pandemic.
Ted may have inherited his timing from his grandfa-

ther Elmer Herzog, who started Herzog Jewelers in 1922, 
not long before the Great Depression. The store survived 
then, and Ted is confident it will weather this brutal storm 
as well.

Elmer’s store was located in Covington, Ky., across 
the Ohio River from Cincinnati, and later moved to nearby 
Fort Mitchell where it remained for 39 years. The new Her-
zog location - conveniently located just across the street 
- was originally scheduled to open April 1. COVID-19 
and shipping delays interfered, and then all non-essential 
Kentucky businesses were ordered to close for business on 
March 23. 

The forced closure gave Ted plenty of time to work 
on wrapping up construction at his new location, a brand-
new build out, while wrapping up shop at the old. “We’re 

An organization called Gem Legacy is doing 
a world of good, a world away. Supporting educa-
tion, vocational training and local economies in 
East African colored-gemstone mining communi-
ties, the nonprofit recognizes that retail jewelers 
can play a role in “taking care of the shoulders that 
our businesses stand on.”

Gem Legacy was founded in 2018, though 
the work it does began about a decade ago by its 
founder, Roger Dery, a Michigan gem cutter and 
designer. As a colored-gemstone dealer, he has 
spent significant amounts of time in the mining 
communities in East Africa and saw firsthand their 
needs and challenges.

“He has always made it his personal mission 
to give back when and where he could, but Gem 
Legacy didn’t begin until fellow members of the 
jewelry industry encouraged him to create an of-
ficial charity so that the whole industry could be 
part of it,” says Roger’s daughter, Rachel, who 
works alongside Gem Legacy’s beneficiaries on the 
ground in Tanzania and Kenya.

Roger’s words on Gem Legacy’s website go to 
the heart of the mission:

“In 36 trips to Africa, I have met thousands 

Gem Legacy: Jewelers unite to give back 
to East African gem mining communities

(Above)  Gem Legacy founder Roger Dery, with his daughter Rachel (r), Director 
of Communication and Outreach and GIA GG, and his wife Ginger. 
(Right)  Roger has built close relationships in colored stone rich Eastern Africa 
during his 36 trips there, which Gem Legacy leverages for maximum impact.

Kentucky’s Herzog Jewelers 
looks forward to opening its 
doors to a new beginning

cleaning out, purging after 39 years here, deciding what to 
move and what not to move. Today is the first day I haven’t 
done yard work in a week! I can’t take in repairs or order 
from manufacturers, so I’m reading the CARES Act and 
figuring out SBA loans.”

Pinning his hopes on moving in the first week of May, 
Ted says, “We may not be open then, but we’ll be moved. 
I won’t be paying two rents.

“The new store is smaller by 450 square feet, but it’s 
a new build out with taller, 14-foot ceilings and it doubles 
the linear feet of the showcases. The old building was built 

By Liz Pinson

Ted plans to be moved and ready to open (pandemic permitting) in 
his new location by the beginning of May.

S NJ
Southern Jewelry News

The jewelry industry has been severely impacted 
by the unprecedented forced closure of businesses 
deemed non-essential by federal, state and local gov-
ernments in an effort to mitigate the spread of CO-
VID-19. As a result, industry trade shows have been 
forced to cancel or reschedule events. 

Below find changes to important industry events 
made as of late April.

• Manufacturing Jewelers & Suppliers of Amer-
ica (MJSA) postponed the March MJSA Expo New 
York. It has been rescheduled for October 25-26. 
www.mjsa.org, 800-444-6572

• Jewelers International Showcase (JIS) in Mi-
ami Beach, FL, April 28-30, was postponed. It will be 
merged with JIS October, October 13-16 at the Miami 
Beach Convention Center. www.jisshow.com, 800-
840-5612

• Gem & Lapidary Wholesale (G&LW) Shows 

Spring/Summer
trade shows

cancelled, postponed

Please see Herzog page 2

Please see Legacy page 26
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By Liz Pinson

Gerry Weber does not do 
things in a small way. When he 
builds a business, it’s the top in 
its field - Florida-based Fast-Fix 
Jewelry and Watch Repairs has 
159 locations in the United States 
and Ireland. And when he turns 
his passion to a local fundraiser, 
it’s doggone amazing. The cat’s 
meow. A lucrative tail-wagger for 
all involved.

“My passion for helping the 
animals translates to people want-
ing to help me fulfill my passion,” 
Gerry has said, and it’s true. The 
Humane Society of Broward 
County’s annual fundraiser, Walk 
for the Animals in downtown Fort 
Lauderdale, expected to raise 
$600,000 from its March 2 event. 
It’s a fun day filled with tons of 
cute animals, booths, displays 
and entertainment on stage. 

(HONG KONG) - A custom jewelry store in York 
County, Virginia has achieved one of the highest honors in 
the industry - winning “Champion of the Champions” in 
the 2019 International Jewellery Design Excellence (IJDE) 
Awards. The IJDE Awards is a biennial competition held 
at the Hong Kong International Jewelry Show that attracts 
champions of the world’s leading jewelry design competi-
tions, providing a platform for international award winning 
jewelry designers to exchange experience and compete for 
the highest honor - “Champion of the Champions”. 

Aleksandr Maryaskin and Tim Wright, co-owners of 
Simply Unique Jewelry Designs, traveled to Hong Kong for 
the Feb. 28 ceremony, with only the knowledge that Mary-
askin’s creation was a finalist. To hear his name called as the 
top winner was “the highlight of our dreams and careers,” 
said Maryaskin. They were especially proud to bring this 
honor back to the United States, which has not won in sev-
eral years. With 

“My local church gets a lot 
of our charity budget and time. 
Second to that would be Life 
School International, a group 
that trains pastors to work in 
developing nations. In addi-
tion to contributing funds, we 
also donate our time by help-
ing with charitable events such 
as dinner and golf outings. For 
me and my business, my faith 
is important. The Bible says to 
take care of the orphans and the 
widows. I’ve adopted an orphan 
so now I’m helping the widows. 
I’m currently working with or-
ganizations dedicated to helping 
widows and continue this out-
reach effort with local groups. 
In our store database I’ve identi-
fied as many widows as possible 
and send them gifts. One Valen-
tine’s Day we sent each widow 

Fast-Fix CEO pours moneymaking prowess into 
his other passion - helping animals

For more than 28 years, the 
Walk has been generating mon-
ey for the Humane Society, for 
which Gerry is former Board 
Chair and current Executive 
Committee member. “By donat-
ing to the Walk, you are helping 
the thousands of animals that 
come through their doors each 
year,” Gerry wrote on his fund-
raising page. “Every dollar sup-
ports them as they provide veteri-
nary care, food, shelter and much, 
much more to every animal they 
see.”

The Humane Society of 
Broward County is one of the 
largest animal rescue and adop-
tion agencies in the United States, 
Gerry says, adding that the non-
profit operates with an impressive 
$8 million annual budget. “We 
are called on to help in emer-
gency situations beyond Broward 
County, and we get into full mo-

tion. When there was a hurricane 
in New Orleans, we were there 
to rescue animals. And the Caro-
linas and Puerto Rico, we were 
there, too. We were involved in 
rescuing beagles in the Michael 
Vick case. We’re active through-
out the United States and the Ca-
ribbean; we’re called on because 
we’ve been around such a long 
time, and we’re able to respond.

“We work with other agen-
cies in a collaborative way; we 
have great partnerships to get 
animals adopted. It’s a very re-
warding experience. And we 
have a great facility - we’re not 
your grandmother’s kennel!” The 
dogs’ accommodations are comfy 
in the beautiful 33,000-square-
foot, fully air-conditioned shel-
ter, and the cats live communal-
ly, the way they live naturally. 
“They’re social animals,” Gerry 

Virginia jeweler takes top 
global prize
Owner of Simply Unique Jewelry Designs earns 
highest honor in the “Oscars of the jewelry industry”

Gerry Weber, Fast-Fix CEO and President, is also the former Board Chair and a 
current Executive Committee member of the Humane Society of Broward County.

Retailer Roundtable
Q: What are your favorite charities? 

Doug Meadows, owner 
David Douglas

Diamonds & Jewelry 
Marietta, GA

Please see Fix page 14

Please see Roundtable page 18Please see Simply page 10
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         Position                                Size             Rate

A   Leaderboard 1   600 x 150 $375

B    Leaderboard 2  600 x 150 $300

C    Banner 1   400 x 150 $200

D   Banner 2    400 x 150 $200

E    Banner 3 (not pictured) 400 x 150 $200

F    Banner 4 (not pictured) 400 x 150 $200

G   Banner 5 (not pictured) 400 x 150 $200

eNews NEWSLETTER

Position/Rate

1    First position  $650
2-3     All others     $450

Ad size 600 x 600 Max.

• Tucson Shows - January
(AGTA • G&LW • GJX • JOGS • JCK)
• Atlanta Jewelry Show - February
• JCK Las Vegas - May
• Atlanta Jewelry Show - August
• JIS Miami - October

Grouped Eblast 2019

1

2

3

Grouped email blasts consist 
of several ads emailed as a 
group before major trade 
shows or other promotions.

GROUPED EBLAST

Individual eblast with your ad. 

$1,500
Ad size 600 x 1370

SOLO EBLAST



Notes for submitting newsletter ads:
File types: JPEG, GIF, PNG. Resolution should be 72 dpi. 
Email does not support fl ash. 
GIF’s can be animated. Not all email clients
support animated GIF.  First frame of image will be 
shown if animation is not supported.
For ads with a white or light background, include a 
small dark, border. Use the largest font possible. 
Email ad along with the link to:
 martha@southernjewelrynews.com

SJN
MAJN

A
600 x 150

SJN   MAJN
Southern Jewelry News Mid-America Jewelry News

eNews

D
400 x 150

C
400 x 150

B
600 x 150
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SOUTHERNJEWELRYNEWS.COM
MIDAMERICAJEWELRYNEWS.COM

is now combined into
one new website!

   Position                 Size                Mobile size

A    Large Billboard 1480 x 360 375 x 152

B    Side Banner #1 300 x 250 300 x 250

C    Large Banner 300 x 600 300 x 600

D    Side Banner #2 300 x 250 300 x 250

 Position                       Rate ( 20% share-of-voice)

A    Large Billboard  $900/mo.
B    Side Banner #1  $500/mo.
C    Large Banner  $650/mo.
D    Side Banner #2  $240/mo.

Please Note:
GIF’s can be animated 
Ads do not support fl ash
include click-through URL link 
submit ads to martha@southernjewelrynews.com  
Prestitial
This ad, also known as a ‘pop-up ad’, appears when visitors 
fi rst visit the site and disappears after 10 seconds. This ad 
appears only once per visitor in a 24-hour period.

A
1480 x 360

B
300 x 250

D
300 x 250

C
300 x 600
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Sales and support staff in jewelry stores across the country 

routinely go through training basics from product knowledge re-

freshers to reviewing take-in procedures at the repair counter. Amber Gustafson, owner 

of Amber’s Designs Fine Jewelry, decided to add a new chapter to her staff’s training 

curriculum by offering a gun safety course to each staff member working at her Katy, 

TX-based jewelry store.   

Like most Americans, Amber is concerned about gun-related crimes, especially 

those committed against jewelry stores. But Amber’s decision to offer her 15 staff mem-

bers to voluntarily take a gun safety course was mostly a reaction to changes in The Lone 

Star State’s License to Carry law that went into effect on January 1 this year. On June 

13, 2015, the Texas Legislature’s bill allowing its citizens to carry handguns openly was 
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Jeweler helps staff with 

gun safety training

Amber Gustafson with the former Los Angeles S.W.A.T. team officer who taught the gun safety course 

at her store.

At KIM International, Romance is 

leading the way. The diamond bridal col-

lection is the manufacturer’s premier line 

and the industry’s “most extensive and 

profitable diamond program,” offering im-

pressive features and support for indepen-

dent retailers.With “impeccable quality and style in 

18-karat gold and diamonds,” the Romance 

line features a lifetime warranty, says Judy 

Hopson, KIM International’s Marketing 

Director. 
“For the past decade, we have been 

busy building the best diamond bridal pro-

gram in the industry, the Romance® Bridal 

Collection,” she says.  
Romance emphasizes excellence in 

style as well as workmanship, at very 

profitable price-points. KIM specializes 

in “value and convenience, and offers all 

the tools a retailer needs to succeed,” Judy 

says.
“Romance offers a lifetime warranty 

on rings. We have a SPIF program that re-

wards our retailer’s store personnel with a 

gift card when they sell a ring. Romance 

utilizes our own RomanceWhite® alloy, 

which offers pristine whiteness and dura-

bility,” she adds.In addition to its innovative marketing 

support programs, KIM International of-

fers a custom design program so retailers 

can change the metal type or color, head 

shape or size, add engraving or special fin-

ishes and much more. “For example, they 

can take a band from one ring and add the 

head from another,” Judy notes.  

Romance® comes with these benefits 

and highlights:• In-stock inventory for quick shipping

• SPIF rewards program
• National consumer branding in The 

Knot, Engagement 101 and Brides Maga-

zine 
• Extensive marketing support

 - Program catalogs, graphic sup-

At KIM International, luxurious 

Romance ® line comes with
extras that retailers will love

By Liz Pinson

Q: “When elected president, which candidate’s policies do you believe will 

benefit small businesses more?”
“For this presidential election I went back to the basics starting with the definition of 

politics. It comes from the Greek word poly, meaning many [citizens], and ticks, which means 

blood-sucking insects. Joking aside, this presidential election season I’ve become increasingly 

cynical and am currently undecided. If either candidate is elected, I don’t think it will make a 

huge impact on my market or my business. That said, if Hillary is elected I think we’ll get more 

of the same that we’ve seen with the current administration. For the last number of years I’d 

characterize the economic climate here as not robust, the same could be said for sales in our 

store. I understand why Trump is interesting to business owners as he comes from a business 

background. I also understand why people would think that’s a 

big benefit to supporting him. But historically Trump has dif-

fered with Republicans on many key issues, which is concerning 

and leaves many to wonder what his actual economic policies 

Retailer Roundtable

By Paul Holewa

Mark Clodius, co-owner 

Clodius & Co. Jewelers 
Rockford, IL

Please see Gun page 8

Please see Roundtable page 30

Please see Kim page 32
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By Paul Holewa

Based on a mutual respect and appreciation for each 

other’s artistic gifts and talents, Tim Wright and Alex 

Maryaskin have forged an inseparable bond that got its 

start in a jewelry store that promoted and fostered artistic 

expression in jewelry making. These were the founding 

principles for the two artisans when they opened their own 

store where incredible jewelry designs are created as well 

as works of art, including a Fabergé-style gold egg with a 

retail replacement value of $217,000. 

There are individuals that possess such incredible tal-

ents their skills force people to stop and take notice. For 

Tim, that moment happened in February 2001 when Alex 

walked into Charlie’s Jewelry with an exquisitely crafted 

silver vanity mirror. As an immigrant to the US from the 

Ukraine, money was tight for Alex. But he wanted to make 

a special creation he could sell to make some money. And, 

perhaps with a little luck and timing, find a work opportu-

nity at Charlie’s Jewelry in New-

port News, VA. 
Purchasing silver outright 

would be costly. To help save on 

precious metal investments for 

We’ve all seen the statistics on the changing jewelry market: the long-term retailers 

and suppliers going out of business, the growing market share for online shopping, and 

the changing lifestyles and tastes of Millennial consumers. According to the Jewelers 

Board of Trade, there are 13 percent fewer jewelry-only stores this year compared to last.

What can the independent jeweler do to survive all this change? One crucial thing 

is to have strong supplier partners who are dedicated to helping the independent jeweler 

remain competitive. That’s why well-financed owner-operated suppliers that manufacture 

in the United States are growing, despite the challenging environment. 

Companies like Overnight are expanding by making their indepen-

dent retailer partners more successful.

Here are four challenges of the changing market and how 

the right supplier partner can help retailers turn them from 

threats into opportunities.

Challenge 1: Custom is Now High 

Tech - Custom jewelry is a growing 

opportunity for the independent 

jeweler. According to a recent sur-

vey by The Knot, more than 40% 

of engagement rings today are 

custom or customized. At the 

same time, custom design has 

become more competitive 

thanks to computer-aided de-

sign and manufacturing. These 

high-tech tools are expensive and 

continually evolving, requiring significant 

The partnership that produced a golden egg
his mirror project Alex purchased old silver quarters made 

before 1964. “Quarters minted before that year were made 

of 90 percent silver,” says Alex. “This mirror was fabri-

cated entirely out of old US quarters.”  

When Alex presented his hand-fabricated silver van-

ity mirror to Charlie, the store owner could not believe his 

eyes - same for Tim. Based on the incredible filigree work, 

fabrication and overall workmanship Charlie agreed to put 

the mirror in his store on consignment for $1,800.  

It took some time for the mirror to sell, but Alex’s 

talents as a jeweler were immediately recognized. Alex 

began working closely with Tim at Charlie’s store and at 

their home shops, doing everything from basic repairs to 

custom pieces and other bench jewelry work as needed.  

Sadly, Charlie passed away in March 2003. And, with 

his passing came new management and new ways of man-

aging the store. “In the past, Charlie gave us much in terms 

of creative freedom,” says Tim. “The only guidelines were 

if we could sell it, we could make it. All that changed when 

his kids took over the business.”  

Tim and Alex worked for Charlie’s children for a cou-

ple of years, but could tell the family business was hurting 

and sales began to suffer. As proactive as they are creative, 

Looking for adventure in Cleveland, Ohio? Bluestone Trading Company’s founder 

RB Grampp, Sr. took a gamble that paid off in the precious metals industry. 

The year was 1978, and RB was living life on two wheels, traveling in every direction 

that his motorcycle took him. Roaming in the hustle and bustle of Cleveland, he stumbled 

across a street sign that read Bluestone. From there Bluestone Trading was born. 

Starting from the bottom putting in the long hours, RB began buying precious metals 

from local stores; visiting newsstands in Cleveland, going through newspapers from all 

over the country, shifting through ad after ad, contacting and building relationships the 

old fashion way, with Midwestern values and his word. 

From there, RB continued down the 

Adventure awaits you in Cleveland 

with Bluestone Trading Co.
Overnight’s Retailer Survival 

Guide for the changing market

The staff at Bluestone Trading Company: (l-r, back row) Ryan Cook, RB Grampp, Sr., Ritchie Grampp and 

KC Bockhoff. (front row) Dave Hunt, Tory Dobbins, Morgann Grampp, Sue Heidelhoff and Cody Grampp.

Alex’s egg project took 
$25,000 in material 
investment and 538 

hours to complete. 

Please see Overnight page 8

Please see Bluestone page 20

Please see Egg page 34
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McCarty’s Diamonds & Fine Jewelry 

owner Bob McCarty was at home eating 

breakfast, looking forward to a routine day 

at his Evansville, Ind., store in late April 

when he got a jolting text from a friend.

“He asked me if I was OK, and I said 

what do you mean? He said I just went by 

your store and there’s a car in your store! 

By Liz Pinson

Please see Drive page 10

Simply Diamonds finds itself en-

chanted indeed to be working with Disney 

to create a stunning and extensive line of 

fine diamond jewelry. The New York-

based company will make fashion, 

gemstone and bridal jewelry inspired 

by the iconic Disney Princess 

characters: Belle, Cinderella and 

Snow White. Simply Diamonds 

also has been granted the right 

to manufacture product featur-

ing Elsa from Disney’s “Frozen” 

and “Tinker Bell”. Shipments of En-

A perfect fit: Simply Diamonds collaborates 

with Disney to offer sparkling Enchanted 

Disney Fine Jewelry line
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Drive-through jewelry store? 

With no serious injuries and a 

great attitude, owner can laugh

chanted Disney Fine Jewelry have be-

gun making their way to independent 

jewelry stores across the country.

Roopam Jain, CEO of Sim-

ply Diamonds, says his company 

has had experience with its own 

organic brands – internal collec-

tions such as Heartbeat Diamond, 

Steal Her Heart, and True Blue – “but 

nothing as big as this. This is exciting. 

The creative elements of each Disney 

Princess characters’ icons create endless 

You’d better get there! The police and ev-

eryone are trying to get ahold of you. About 

that time my sister called and said, ‘There’s 

a car in your building and it’s on fire!’

“So I ran to get ready and raced to the 

store. My house is about 10 to 15 minutes 

from the store. I think I made it in five! 

Come to find out, a 95-year-old lady had 

just left the bank and had come up around 

“We’re definitely hearing more about synthetic diamonds from younger clients - 

mainly Millennials. Most of the issues for this demographic is mined diamonds and con-

flict diamonds. This age group still feels somewhat uncomfortable with environmental im-

pact and conflict diamonds for well-known reasons. There are times when we’ll steer these 

customers to Moissanite or a center-set colored stone in their jewelry, but it would be a 

ruby or sapphire - a gemstone that can handle daily wear. For my customers from older 

generations, these aren’t issues influencing their diamond buying decisions. Alternatively, 

younger customers are also asking about older diamonds and gemstones. Also, synthetic 

diamonds do present a challenge to my business and that of other retailers, especially 

with appraisals, specifically when 

appraising gemstone-set jewelry. 

Bezel-set gemstones present a 

particular challenge in this re-

gard. And, the presence of syn-

thetic diamonds, as well as other 

factors, such as buying from the 

Asian market, continues to soften 

diamond prices. At this stage, 

these are my chief concerns about 

synthetic diamonds.”  
Sara Commers, owner 

Commers Custom Jewelers 

Minneapolis, MN 

Retailer Roundtable

Q:  Do you sell or plan to sell lab-grown diamonds in your store?

“This is a hot topic which 

was addressed in part at the re-

cent AGS Conclave. Right now, 

we’re seeing the slight opening of 

the Pandora’s Box. The industry 

first saw the commoditization of 

diamonds with price controls and price list-

ings. Now we have lab-grown diamonds. 

The GIA recently stated, in some recent 

batch testing of natural diamond melee 

parcels, some were showing a mixture of 

about 1 percent being lab grown. People 

may not be doing this purposely, but it is 

happening in the supply chain. And, when 

jewelers melt down scrap jewelry and float 

the stones and then re-purpose them, there 

are no checks and balances regarding how 

McCarty’s Diamonds & Fine Jewelry got an unexpected visit from a Buick LeSabre.

VISIT USLOBBY 3
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Q:  What are the biggest challenges for today’s

independent retail jeweler?
Steve and Rosemary

McQuerry, owners

The Jewelry Doctors

Pikeville, KY 

“For us the biggest chal-

lenge we face is competing with 

the internet on diamond sales - 

that and Big Box retailers and 

national chain stores. Gone are 

the days when jewelers made 

a decent profit on diamonds. 

It seems those days have been 

gone for about 25 to 30 years 

now. To counter the thin mar-

gins we are pricing diamonds 

as competitively as we can and 

making up for it o
n repairs and 

custom work. For our store, re-

pairs m
ake up about 70 percent 

of revenues and custom work about 30 percent. So far it has been work-

ing very well for us. This has been a banner year for us: we’re rocking 

and rolling in 2016! We’ve also made some adjustments to our adver-

tising as well to help cut costs. N
ow we’re reaching our primary mar-

ket, outlying communities and neighboring towns through social me-

dia. Leading with Facebook we have about 2,800 fans, which is pretty 

good for a small town jeweler. We’re doing paid ads there. Twitter and 

Google Ads are most lik
ely tied for second place. With Instagram and 

Pinterest there’s definitely room for improvement, which is another 

challenge for us this year and next, but we’re confident we’ll get there 

with Facebook leading the way. Contests and giveaways for liking our 

Facebook page has really helped increase our fan base and followers 
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By Amy Minnick

Appraising jewelry – it’s 

about more than gemology. A 

certified, trusted appraiser is not 

only educated in precious gems, 

but they’ve studied the meth-

odologies, or the ‘measuring, 

sawing, soldering and finishing’ 

of jewelry. Methodology helps 

the appraiser speculate the age, 

craftsmanship, as well as the ge-

ography of the piece. Using ev-

ery clue a piece of jewelry can 

provide makes appraisers the in-

vestigative experts of the jewelry 

industry. 

Steve Silver is one of the best 

investigators in the industry. With 

more than 35 years in the jewelry 

business nothing surprises him. 

He’s held Princess Diana’s fa-

mous Swan Lake Suite necklace 

By Paul Holewa

One occurrence is an anom-

aly. Two instances of a particular 

event a coincidence. But, three 

credit card scams from Cali-

fornia-based construction busi-

ness owners is 
a definite pattern. 

That’s w
hat two Kentucky-based 

retail jewelers, se
parated by 215 

miles on Interstate 64, determined 

when loose diamond purchases 

conducted by phone from out-of-

town customers didn’t pass the 

smell test. 

Retailers of all stri
pes are fa-

miliar with a host of credit card 

scams. But Dallas Beall, president 

of Louisville, Kentucky-based 

Dallas Fine Jewelers, and his lead 

sales associate Jan Button-Min-

ton, discovered that the criminal 

mind isn’t always a rational one. 

Jan and Dallas received a phone 

call on Tuesday, March 15 from 

a man identifying himself as Ken 

Wilison, a construction company 

owner based out of Inglewood, 

California, that was looking for 

loose diamonds in very precise 

weights and was very particular 

about color and clarity specifica-

tions.  
“It struck me as being kind 

of odd that he wanted two dia-

monds that were 1.0-carat and 

1.20-carats,” says Jan. “He was 

very specific about the weights. 

First and foremost, both had to 

be GIA certified, they had to be 

H to I in color and SI1 in clarity. 

He wanted two diamonds because 

one was for a gift for his wife and 

the other was to be set in a brooch 

that belonged to his mother.” 

The potential customer also 

wanted images of the diamonds 

sent by e-mail. Serving the Lou-

isville market for more than 40 

The doors of the Atlanta Jewelry Show opened to models draped 

with pearls, w
elcoming buyers to a bright show floor brimming with 

new products and collections from first-tim
e and long-time vendors. 

Held from August 6 to 8 at the Cobb Galleria Centre, the show’s robust 

agenda of events included educational programs and interactive semi-

nars, access to business resources, 

Kentucky Jeweler identifies 

credit card scam

Retailers “ready to buy” at 

the Atlanta Jewelry Show

Steve Silver - setting the ‘Gold 

Standard’ in appraisals

Steve Silver, owner of Jewelry Appraisal Services, is a member of Appraisers 

Association of America, Accredited Gemologists Association, Jewelers of America, 

National Association of Jewelry Appraisers and an affiliate member of Texas 

Jewelers Association.

Retailer Roundtable

This altered CA license was used in a suspicious attempt to buy diamonds by 

an out of state “customer”.

Please see Roundtable page 38

Please see Scam page 36

Please see AJS page 34

Please see Silver page 33

Club Elite buyers are welcomed to the show by Ivy Doss, AJS Buyer Liaison. From 

left, Karen Boehme, Meyer & Lee Fine Jewelers, Huntsville, AL; Ms. Doss; Chris, 

Taylor and Dayna Snowden, Snowden’s Jewelers, Wilmington, NC.
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Sending fi les electronically:
•  Smaller fi les may be sent via e-mail to the address ads@southernjewelrynews.com.
•  Larger fi les can be placed on our ftp site, please call 336-389-1950 for the log-on infor-
mation.
Include All Supporting Files
•  PDF fi les: All images & fonts must be embedded
•  EPS/PS/TIFF fi les: All images & fonts must be embedded
Digital Specifi cations
•  CMYK printer only. All RGB,LAB or Pantone images must be converted to CMYK.
•  300 dpi resolution for grayscale and 4/C images. Scanning of line art must have mini-
mum resolution of 600 dpi.
•  Offset printing has a dot gain of 30% -35%. Prepare your scans and screens to accom-
modate dot gain

Disclaimer
•  SJN/MAJN is not responsible for reproduction quality of any submitted material not in 
compliance with the specifi cations outlined above.
•  When SJN/MAJN converts RGB, LAB, or Pantone images to CMYK, color match may 
vary due to conversion algorithms.

RECOMMENDED GUIDELINES FOR COLD WEB PRINTING
1.    Limit overprints to two colors.  If this is not possible then limit the placement to a sec-
tion of the page as opposed to placement over the entire page. 
2.    Overprints should be surrounded by a rule of at least 1 point.  This covers any minor 
registration problems and adds to the appeal of the overprint.  Tint boxes and color photos 
look bad even if slightly out of register.  
3.    Thin lines, fi ne serifs and small or medium type should be restricted to one color (not 
a color build).  All colored type should be reproduced using a minimum of colors to avoid 
diffi culty with registration.
4.    When type is to be surprinted, the background should be no heavier than 30% in any 
one color and no more than 90% total in all four colors for legibility.  
5.    Reverse type should use dominant color (usually 70% or more) for shape of letters.  
When practical and not detrimental to the appearance of the image, make the type in 
subordinate colors slightly larger to minimize registration problems.  Small type and fi ne 
serifs should not be used for reverse type.  The surrounding tone must be dark enough to 
ensure legibility.  
6.    Drop shadows should be a minimum of 3 point type.
7.    Knockouts work best in solid color.
8.    Avoid using 4 color black type or rules; it will never register completely.
9.    The minimum printable dot is 3%.  Materials should be prepared with this limit in mind.  
10.  Special care should be taken with vignettes of fade away edges where the fade away 
is made up of more than one color because color balance is diffi cult to maintain.  In many 
cases, the fade away edges are best reproduced in black only. 
11.  When a solid black background is desired, add at least 30% cyan to that background.  
Without the added cyan, uneven inking will become more apparent.
12.  Remember to factor in dot gain when looking at tint blocks and photos.  For rich blacks 
20-30% screen of one other process color added for richness if desired: Cyan if desiring 
‘cool’ and Magenta if desiring ‘warmth’.  The printed piece will not look like the screen. 
Think C-M-Y-K not R-G-B.

IMPORTANT NOTES REGARDING INSERTS:
Inserting Effi ciency - Effi ciency or the accuracy of inserting is determined by the quantity/
size of the inserts, the jacket or publication and the mechanical process.  There can be 
instances where an insert is either missed or multiplied.  While SJN/MAJN will do its best 
to insert at 100%, it can not be guaranteed.
• 1 1/2% spoilage should be added for insert spoilage with standard inserts
• 3%-5% should be added for single sheet inserts as they are more susceptible to
multiples.
• Non-standard fl iers may have to be hand inserted. Hand inserting will affect the price.
Fliers requiring hand inserting will be quoted individually.
Rates are based on 1-2 page standard weight paper inserts, weighing less than one 
ounce.  Larger inserts must be sent to our offi ce for a quote.
Shipping - Please call our offi ce for detailed shipping instructions PRIOR to sending 
inserts 336-389-1950.
- SJN/MAJN is not responsible for inserts that are not labeled according to shipping 
instructions. 
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