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MEN’S JEWELRY
$1,000 - $2,500 

NEW ARRIVALS

GEOFFREY D. GILES
A hand-finished texture distinguishes
these fine 18K yellow gold cufflinks.
They complement a wide variety of
styles.

$1,400  (828) 280-4389   www.geoffreydgiles.com

MARCO BICEGO
In his new men’s collection,
Marco Bicego has balanced
elegance, simplicity and high
style. Here, that balance is
attained in his grooved cushion
and rounded 18K rose, white
and yellow gold wedding bands.

$1,530  
(212) 242-9353 x123  www.marcobicego.com

MOVADO
Graphic and sleek, the Vizio style is comprised of
black carbon fiber with tungsten carbide bezel on
stainless steel case. It has a black rubber strap,
black carbon-fiber dial and Swiss quartz
chronograph movement.

$1,995  (888) 4MOVADO  www.movado.com

BREIL MILANO
Bold-faced, this Swiss-made automatic
chronograph, with 44 mm stainless steel
case makes an easygoing yet confident
statement on a black crocodile strap.

$2,500  (800) 587-5165   www.breilmilano.com
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MEN’S JEWELRY
OVER $2,500  

NEW ARRIVALS

CHRONOSWISS
Time will never stand still with
this oversize yet streamlined
watch in stainless steel with a
sterling dial on a leather strap.
Its refined details give it an
enduring style. 

$7,500  (609) 375-2146 

ALEX SEPKUS
In platinum, this Temptation band with
10 diamond accents offers an artisan
feeling and imaginative slant on the
traditional wedding ring. 

$3,925  (212) 391-8466  www.alexsepkus.com

CATHERINE ANGIEL
Try these mix-and-match
cufflinks in 14K gold with black
and white diamonds.

Cross seal in yellow and 
white gold: $3,400
Skull and bones: $3,700
Nail cross: $3,600
(212) 924-4314   www.catherineangiel.com

TODD REED
Rough and rugged, this wedding
band is for the man who wants
to show his unique personal
style and wear diamonds
without the bling. It’s hand-
forged and fabricated out of
sterling silver, 18K gold and black
raw cube diamonds.

$3,750  
(800) 376-3609   www.toddreed.com
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1 KC DESIGNS L O C K E T

JEWELRY: 14K white gold
and diamond pavé locket 
SALES PITCH: The diamond
pavé accents allow for
sparkle with an accessible
price tag. 
TELL ’EM THIS: The perfect
gift for a mother who wants
to keep her newborn close
to her heart. She can also
change photos as the child
grows each year.
SUGG. RETAIL PRICE: $965
CONTACT: (212) 921-9270 

2 BIXBY DESIGNS
P E N D A N T

JEWELRY: Sterling silver and
18K Wings of Love key
pendant with turquoise and
crystal doublet, citrine and
chocolate freshwater
cultured pearls. 
SALES PITCH: Each part of
the motif and each stone in
this pendant have meanings
that create a uniquely
sentimental piece that will
appeal to a diverse range of
women.
TELL ’EM THIS: The heart and
key are the eternal symbols
of opening up to love. When
embraced by angel wings as
in this pendant, it suggests
guidance and spirituality
toward higher
enlightenment. All of the
gemstones in the piece
symbolize emotions and
attributes that a mother can
give to her newborn child:
happiness, love, loyalty,
faith, charity and joy.
SUGG. RETAIL PRICE: $825
CONTACT: (212) 371-3915 

3 ERICA COURTNEY
N E C K L A C E

JEWELRY: 18K gold and
diamond initial pendant 
SALES PITCH: This larger
look in initials conveys a
romantic feeling.
TELL ’EM THIS: This is a
sentimental way for a new
mother to wear her child’s
first initial. 

SUGG. RETAIL PRICE: $5,964
CONTACT: (323) 938-2373 

4 LESLIE GREENE
E A R R I N G S

JEWELRY: 18K yellow gold
Petite Etoille stud earrings
SALES PITCH: Classically
feminine, these earrings
complement anything in a
woman’s wardrobe, and will
be worn long after the birth
of her child.
TELL ’EM THIS: These
delicate, diamond-accented
stud earrings have universal
appeal; they are timely yet
enduring enough to become
family heirlooms.
SUGG. RETAIL PRICE: $3,545
CONTACT: (516) 829-8988 

5 SOFIA KAMAN FOR
KAMOFIE DESIGNS
S TA C K I N G  R I N G S

JEWELRY: 14K yellow gold
stackables with birthstones 
SALES PITCH: They can be
ordered in any color gold
and any color birthstone. 
TELL ’EM THIS: A band can
represent a new baby with
the corresponding stone. It’s
also a great way to reflect
the mother’s and father’s
birthdays and, with the
birth of each child, a new
ring can be added to the
family of stackables.
SUGG. RETAIL PRICE:
$150-$450
CONTACT: (310) 310-3998

6 KIRCHNER
CORPORATION
N E C K L A C E

JEWELRY: 14K rose gold and
sterling silver pendant 
SALES PITCH: An inventive
and wearable twist on a
classic circle with a mother
and child holding each other.
TELL ’EM THIS: This pendant
symbolizes the very
powerful emotion and
feelings between a mother
and her children.
SUGG. RETAIL PRICE: $495 
CONTACT: (800) 328-5637 

A N Y  N E W  M O M  W I L L  S AY  H E R  C H I L D  is the best gift of all. But
that doesn’t mean she wouldn’t be thrilled with a symbolic pendant or
a pair of enduring diamond-stud earrings to commemorate this joyous
event. In a sluggish economy, gift-giving to celebrate life’s momentous
occasions continues to generate sales. Birth of a child gifts or, in
industry speak, “push presents” are a category that savvy retailers
recognize to be at least as important as anniversaries, Mother’s Day
and Father’s Day. The range of ideas is diverse, from birthstone stack
rings to ornate lockets and heart key pendants. Some styles are
merchandised and marketed specifically for this event. Create themed
displays for this category, or plan an event such as a “jewelry shower”
for close relatives (husband, sister, mother and mother-in-law) and
friends. Pull together a variety of looks and price points and have a
toast to the new mom to be. —  B E T H  B E R N ST E I N

C A S E  I N  P O I N T:  B I R T H  O F  A  C H I L D  P R E S E N T S

Generate sales, help celebrate a new life

Labor of Love
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CATEGORY FOCUS DISPLAY CASES

Cases, Solved
YO U R  S H OWC A S E S  M AY  W E L L  B E  T H E  F I R S T  T H I NG your customers
notice when they enter your store. So if you’re considering an update, think
carefully about what you want. “Lately, a glass-on-glass look — which means
there’s no frame around the display — is very desirable. It allows a cleaner
view into the case,” says Gerry Gonda of Baker Store Equipment. And Steve Kidwell
of Chippenhook notes that more retailers are using more colors and different materi-
als, such as suede, inside their cases. “Also, instead of over-the-counter, we’re seeing
a lot of side-by-side selling, so merchandise is accessed through the front of the
case,” he adds. Whatever you do, as Gonda notes, “Talk to somebody who has a track
record and can give you the benefit of their expertise.” — J O S H  W I M M E R

1

P O I N T S  T O  C O N S I D E R

Security. The most secure glass is laminated,
which means that two pieces of glass are glued
together with clear plastic between them. This
makes the glass very difficult to break. — Pierre
Beauchamp, president of Halo Art Inc.

Color. More brands are trying to differentiate
themselves with a broader color palette. “We’re
selling less white than ever before.” — Steve
Kidwell, vice president of design, Chippenhook

Craftsmanship. “Precision, focused attention and
a quality finish will give your showcase a soul and
bring your store to life. The appropriate
merchandising of your products will have a direct
impact on your sales figures.” — Pierre Beauchamp

Cost. “Laminate companies have really improved
their product.” You might save 25 percent over
solid wood. — Gerry Gonda, director of store design,
Baker Store Equipment.

Magnets. “With magnets, we’re able to get fixtures
to be stable and smaller. What we’re trying to do,
rather than have a great big fixture and put these
tiny little earrings on it, is reverse that.” Just don’t
use magnets near watches. — Steve Kidwell

Locks. “Sometimes people can invest too much in
locks or locking systems. Security is important, but
if a criminal is really intent on getting something, a
fancier system isn’t going to stop him. A lot of
times, that money can be better spent on inventory.”
— Keely Grice, owner, Grice Showcase

Lighting. “The quality of in-case lighting will have
a direct impact on the merchandising of your
products, and consequently your sales figures.” —
Pierre Beauchamp

Height. Cases are getting taller, to move closer to
the client’s face — up to 42 inches, even 44 inches.
— Keely Grice

///////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////

C A T E G O R Y  V E N D O R S

ARIZONA CASE
(800) 528-0195
www.arizonacase.com

ARTCO STORE
FIXTURES
(305) 638-1785
www.artcogroup.com

BAKER STORE
EQUIPMENT
(216) 475-5900
www.bakerstorequip.com

CHIPPENHOOK
(800) 527-5866
www.chippenhook.com

DALCO
(888) 638-0973
www.dalcoconcept.com

ELL ENTERPRISES
(800) 837-7838
www.ellenterprises.com

GRICE SHOWCASE &
DISPLAY
MANUFACTURING CO.
(704) 423-8888
www.griceshowcase.com

GRID3
(212) 391-1162
www.grid3.com

HALO ART
(450) 444-9944
www.haloart.ca

JMJ INC.
(269) 948-2828
www.jmjinc.net

NK NEWLOOK
(866) 573-0176
www.nknewlook.com

RETAIL SPACE
PLANNING
(330) 338-8390
www.retailspace
planning.com

SPARTAN SHOWCASE
(800) 325-0775
www.spartan
showcase.com

STORE DESIGN AND
FIXTURING
(800) 780-7859
www.storedesign
andfixturing.com

TECNO DISPLAY
(800) 255-3536
www.tecnodisplay.com
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STUFF
STORE
FOR YOUR

June’s H OT  L I S T of
business-boosting products
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MADE FOR WALKING
Rainy days and Mondays got you down? WASHINGTON

SHOE CO.’s 100-percent natural rubber CHOOKA BOOTS

are designed to be comfortable and durable. Now they
take a leap into fashion, as well, in colors and styles
from cherry leopard to funky tattoo prints and stylish
florals. Tattoo City in turquoise has a moisture-
absorbent cotton lining, removable insole and heavy

treaded rubber outsole. Crave something classic? The
women’s Premium Solid Cobalt Double Buckle

Rain Boots feature double gusseted buckles
and nonskid soles. Styles, $59.95, are

available in women’s and children’s sizes.
Information and purchase: www.dllrainwear.com

JEWELRY SET TO MUSIC
Add on a SPLENDID MUSIC BOX CO. MUSICAL JEWELRY BOX to
your next sale, and your customer will have a distinctive and
nostalgic way to present a treasured gift. The vintage-style boxes
can also be used as a gift-with-purchase promotion, or a way to
add color and sparkle to a showcase. Hedy Kagan designs
musical giftware priced from $5 to $5,000.
The heart-shaped musical jewelry box
with a lined jewelry compartment is
decorated with a cameo crystallized
with Swarovski elements, for $150.
An egg-shaped musical jewelry 
box is $170. Information: E-mail
SplendidMusicBox@aol.com or call
(212) 532-9304.

UNITY SYMBOL
A first-edition UNITY SYMBOL, created by
Paul Dangler of DANGLER STUDIOS, has
been made into a solid sterling silver
paperweight, and sent to President Obama.
Made in celebration of his 100th day in
office, Dangler intends the symbol to serve
as an icon for uniting Americans. Circles
symbolically interlock to demonstrate
individuality, as well as coming together in
strength for the common good. The
endless chain of circles demonstrates the
continuity of the United States, while the
core portrays patriotism. The lapel pins,
($9.95) which can also be worn as
pendants or charms, include a magnetic
attachment so that they can be worn on
any clothing without damage. Information:
www.ourcommonground.us

ROCK-SOLID SCALE
CENSORTRON.COM introduces a CARAT SCALE

(MODEL NO. CE320) that is sure to instill
confidence. The scale has a 320-carat capacity and
is accurate to 1/1,000 carat. The company has used
its technology to bring the scale’s accuracy, speed
and stability to the next level. It’s designed to be
simple to use, has automatic calibration, and
weighs in more than 20 different modes, including
carats, grams, penny weight, grain, etc. It has a
bright, backlit display and a universal AC/DC
power adapter enables it to be used anywhere in
the world. It comes with a two-year warranty.
Information: censortron.com
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POS INSURANCE
IJN SYSTEMS is launching a
PATENTED AND PATENT-

PENDING AUTOMATED

CUSTOMER JEWELRY-

INSURANCE point-of-sale
system. In minutes, the cus-
tomer can be insured before
leaving the store, eliminating
jeweler-appraisal issuance
and sales-associate time
wasted, says Peter Malnekoff,
founder and president. IJN
Systems operates as an add-

on module to any of the POS
software systems in the jewel-
ry industry. Among the lead-
ing POS software vendor part-
ners that sell, install and sup-
port the system are ASC
(Applications Systems Corp.)
www.ascsoft.com and JCS
(Jewelry Computer Systems)
www.jcssoft.com. A discount-
ed installation package is
being offered by both soft-
ware companies in June.
Information: www.ijnsystems

.com or call Barry Kraft at
ASC: (617) 426-2918 Ext. 113
or Craig Carnevale at JCS,
(800) 621-2002. 

THE EDGE HONORED
ABBOTT & SHAPIRO, LLC,
makers of THE EDGE JEWEL-

RY-STORE-MANAGEMENT

SYSTEM, has attained gold-
certified partner status in the
Microsoft Partner Program,
with a competency in ISV/
Software Solutions, which

means the company has a
successful record of develop-
ing and marketing software
based on Microsoft technolo-
gies. The program recognizes
expertise, rewards the impact
that partners have in the tech-
nology marketplace and deliv-
ers more value to help their
businesses be successful, says
Allison Watson of Worldwide
Partner Group at Microsoft
Corp. The Edge, Abbott &
Shapiro, LLC’s flagship prod-
uct, provides point-of-sale,
inventory control, customer-
relationship management and
analysis functions to more
than 1,600 jewelry stores.
Information: www.AJSLLC.com 

PERFECT TWOGETHER
SES CREATIONS Inc.’s
PERFECT TWOGETHER

BROCHURE features the
bridal line collection, classic
designs of diamond engage-
ment ring sets, introduced in
May. The sets come with a

variety of bands, designed to
fit perfectly with the engage-
ment rings. SES Creations Inc.
is offering first-time buyers of
the Perfect Twogether collec-
tion an incentive. For every
$1,000 spent on the collection
they will receive $100 back.
Information: (800) 272-8SES
or www.perfect-twogether
.com.

PARTNERSHIP PLAN
ELIE INTERNATIONAL has
developed the ULTIMATE

PARTNERSHIP PROGRAM to
allow retail customers to
maintain a wide assortment
of inventory while keeping
monthly payables at a low
minimum. A customer may
select $20,000 worth of mer-
chandise, and pay only
$2,500 a month toward that
purchase for the next four
months. After four months,
Elie will take back the remain-
ing 50 percent of the product.
Call (212) 768-8720. 

SERVICE SHORTS
M A K E  YO U R  B U S I N E S S  E V E N  B E T T E R

WIN AN ENGRAVER 
The 2009 WIN A U-MARQ GEM-RX4
computerized engraving machine contest from U-MARQ USA features a
grand prize valued at $6,995. It’s designed to personalize precious metals,
plastic, wood, wax and glass. Precise engravings can be created smaller than
.05 mm, and artwork or logos can be imported and engraved. To enter, visit
www.U-MarqUSA.com. The deadline is Sept. 30.
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