SELLING DESIGNS

SALES ADVICE FOR
DESIGNER JEWELRY

REED

Jewelry Designer
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further: Ourgoal is that
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TODD REED has been
designing jewelry for
more than 20 years and
is known for lariz-
ing raw, uncut diamonds.
in jewelry. Each piece is
desi and created in
his Boulder, CO studio.

MERCHANDISING | good to great

CASE
STUDY

CREATIVITY
IN JEWELRY
DISPLAY

NAPLES, FL

PORT ROYAL JEWELERS

FOR PORT ROYAL JEWELERS owner William
Bovajian, the key to both jewelry design and display is to
create a sense of fantasy. “When people buy jewelry, they
love to have a story to tell,” he says. “And when they look
at jewelry, they like to see a little story played out in front
of them.”

Furthermore, Boyajian says, it's important for a uxury
boutique to have expensive-looking displays. “People as-
sociate quality with the type of display you use. If you use
fine materials, people see it immediately. If you are selling
Iuxury, you need that.” — STORY BY TRACE SHELTON

THE FROGS

“I love the idea that there

THE RINGS

“Omne is stronger while the

are two frogs. They're tell-
ing the story, and its about
the jewelry. Maybe one
likes one ring and one likes
the other. The sculptures
are very clean and modern,
like the rings.”

other is more delicate,
even though both stones
are large. They appeal to
different personalities.
Some clients like the large
stone in a delicate mount-
ing, while some ladies
want astronger ring.”

THEFEATHERS

“Tused the peacock feather
material because it's on the
showy side to have a stone
that large. Some people
like to show off. They like
to know their husband
cares and wants to give
them the very best.”

THECOLORS

“We use the new World of
Color book by Gemwaorld
International to find the
true color of each gem; it's
agreat reference guide

for when we do displays.
It'simportant that the
relationship between each
element is correct.”
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