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Introduction



✦


Over the years, thousands of students have attended classes I’ve taught, hoping to learn jewelry production, mostly so they can start their own jewelry line. After some research, I was surprised to find that there was a scarcity of resources on this topic. Students could pick up only bits and pieces of information here and there about how to market their jewelry, but most people just didn’t know where to start or how to make a big push.


I have found the majority of people in the jewelry industry—and most industries—to be very secretive when it comes to sharing trade insights, contacts, best practices, and trials and errors of their own path. After getting loads of questions about this from my students, I decided to teach a lecture-style class about jewelry production. The response was overwhelming.


Through years of experience holding many different jobs in diverse facets of the jewelry industry, I have learned from my mistakes and accomplishments and have applied all those lessons to building my own company. In writing this book, my goal is to share the insights I have gained with aspiring designers to help them become successful jewelry designers and business owners. I am extremely proud to be writing this book, and to make this ­information available to a large audience.


I have always had a knack for design and business, but it took me many years to develop the skills and the patience of a craftsperson. From my earliest days, I was interested in designing and creating things. My father worked in sales at a fabric mill in New York City’s garment district, so fabric samples in all sorts of patterns were always available in my playroom. I have fond memories of wandering the sample floor high above Eighth Avenue and learning about color and texture. When I was five, I loved designing and making clothes for my dolls. Using my (not-so) safety scissors, I would cut up my fabric to make outfits for my dolls.


I made my first piece of jewelry when I was thirteen and haven’t stopped since then. After my grandmother passed away, I found a bag of her costume jewelry. I was always fascinated by how things were made, so I started taking apart my grandmother’s necklaces, bracelets, and brooches and putting them back together in a new way. Focusing on design, rather than construction, I haphazardly assembled my own pieces, but they always fell apart. When I was in high school, I started selling my jewelry to friends, family, and the people who would watch me make it while I was working at a local beach club. My designs were strong, but the craftsmanship was weak.


Running a jewelry production business is different from being an artist. An artist can focus solely on design and aesthetics. A jewelry entrepreneur must be concerned about the customer’s satisfaction after the purchase. You’re looking to create a piece that will be cherished and passed down from generation to generation.


I didn’t learn this until many years later, but it takes time to hone your craft. It calls for a lifetime of research, discipline, trial and error, and learning from your mistakes. Certain things come naturally to each of us, and certain things have to be learned. Design and business were always strong suits for me. I knew two things: I wanted to be my own boss and I wanted to make original pieces that would be treasured for years to come.


Since I was interested in accessories, I enrolled in Syracuse University to pursue a career in fashion design. In the first ­semester of my freshman year, I almost failed my Sewing 101 class because I didn’t follow the patterns and didn’t care what my seams looked like. Again, my stuff looked cool but didn’t last. At this point, I was selling my jewelry designs out of my dorm room, when a professor suggested I take a metalsmithing class. To me, metal­smithing sounded like a genre of music, one that scared the classic rock lover in me. I can still remember the smell of the studio on my first day of class. I felt like I was home and was connected with something, but didn’t know why. With every skill and technique I learned, I grew more and more excited. My mind always knew where I wanted to go and what I wanted to make, but I didn’t yet have the skill set to pull it off.


I loved working with metal because you could see the effort you put into it in the final product; there was no hiding in metal. In true Emilie fashion, I never cared if my solder seams were perfect or my edges were filed nicely. In fact, I don’t remember ever polishing my work while in school. I was so focused on starting a business that I would sell all my projects from class. I never understood why my professors encouraged me to perfect my craft first and then start a business.


When I was nineteen, I boarded a plane to Florence, Italy, with an overpacked suitcase filled with sandals, sundresses, and my jeweler’s saw. I had nothing more than an address on a sticky note to tell me where to go when the plane landed. I had been accepted into an independent study program at Alchimia, a well-known contemporary jewelry school just outside of Florence, in an artists’ and young professionals’ neighborhood called San Frediano. I remember getting out of the taxicab on via de Burchiello and ringing the bell of a three-story row house, hoping I was in the right place. I met my summer roommates, and, to my surprise, they were all jewelry students. In fact, almost everyone who lived in my building was a jeweller. At Syracuse University, there were just five people in my major. The year I graduated, there was only one other girl who had majored in metalsmithing. I would tell fellow students that I was a metalsmithing major, and they just assumed I made knives and brass knuckles.


On my first day of class at Alchimia, we didn’t even touch a piece of metal. In fact, I don’t think I worked with metal the entire time I was there. We talked about the idea of jewelry and the concepts behind our work. We designed pieces to entice our senses, not to look pretty. We talked about materials, and what would happen if you mixed sea salt with resin (it never cured, and I made a huge mess). What I learned while I was studying in Florence was how far I could push myself—not just physically, but mentally, too. When you create something and put something into the world, you’re infusing it with meaning. I learned to think beyond the traditional techniques, to experiment with ­materials. I learned to problem solve—to come up with a design and figure out how to make it. And to make it well. I made more pieces that summer than I had in the previous two years of college.


Looking back, that summer in Italy was a turning point in my life and my career. Alchimia had taught me to take pride in good craftsmanship and understand that I had a lot more to learn before I could sell my work. After I graduated from college, I took an internship on the jeweler’s bench with Pamela Love Jewelry, a young designer who already had a cult following for her edgy jewelry inspired by botany, astrology, and astronomy. During my time there as a bench jeweler, I did the same thing every day—clean castings, cut, grind, sand, polish, repeat. As monotonous as it sounds, I really honed my skills there. Doing the same thing every day, you build muscle memory and strength, and train your hands to become fine-tuned instruments. I remember thinking, for the first time, that my hands knew what to do without my even thinking about it. I was amazed by how much work we were producing every day.


Later, I became the production manager of the rapidly growing company. Truth be told, I was in way over my head, but I learned a great deal about producing a jewelry line in-house in this position. Pamela’s dedication to sustainability and keeping as much of the production in our studio as possible, planted a very large seed in my mind. While I was there, I was in charge of taking the prototypes to production and overseeing production from start to finish for wholesale and retail orders. We grew from having one in-house bench jeweler, to having a team of five just in the year I was there. I learned that what makes a production line successful is a good jewelry model of your first piece with clear production systems in place.


I left Pamela Love because I wanted to pursue another passion of mine—­teaching. I was always drawn to education; it’s in my blood. My mom is a schoolteacher, and my sisters had each taught in their respective fields—culinary arts and law. While I was in college, I was a teacher’s assistant in a few classes and I loved sparking a passion in students that left them wanting to learn more. I taught my first workshop at Liloveve Jewelry Studio, a small boutique studio in Brooklyn, New York. I learned how to teach there, how much I loved it, and that the teacher is also a student. I ­remember a moment while teaching an Introduction to Silversmithing class. I was helping a student solder a ring and all of a sudden it just clicked. By explaining how to solder many different ways, I felt that I finally knew how to control the metal, the heat, and the solder, instead of being a ­bystander in a process while following steps that just somehow worked.


Eventually, I became the program ­director of Liloveve Jewelry Studio, creating exciting classes and workshops and developing curriculums for people who were passionate about jewelry. I found that most of our students—people already in the industry or looking for a creative outlet—wanted to learn another skill, and planned to create their own jewelry line. We prided ourselves on being a bridge between the jewelry industry and the ancient techniques and craftsmanship. I have taught thousands of students at the 92nd Street Y, the Brooklyn Museum, the Newark Museum, the Brooklyn Brainery, and the Art League of Long Island, and I still teach today.


When I was planning to launch my own jewelry line, I wanted to structure it as a handmade line focusing on wholesale distribution, similar to how we operated at Pamela Love. My style came from the mix of my education and experience, focusing on good craftsmanship and experimentation with materials. I used lost-wax casting for its accessibility, versatility, and the possibilities it offered to use recycled metals. I aimed to strike a balance between the art jewelry world and the production world. I’m inspired by the beauty in imperfection—whether those imperfections come from the natural gemstone, the texture, or the technique. I hope the wearers of my jewelry see a reflection of themselves in my work, celebrating both imperfections and natural beauty.


When I started my line, I began ­approaching local stores to sell my work. After picking up a few accounts, I had a little momentum and reached out to stores across the United States after doing lots of research on stores I genuinely thought would be a good fit. I was working incredibly hard, reaching out to retailers to carry my line and trying out craft fair after craft fair, searching for my market. I was having a hard time selling pieces that cost $200 across the row from people whose jewelry was selling for $20 apiece. At this time, my work was something of a hodgepodge of techniques I had learned in school and through experimentation with materials. I didn’t have a cohesive brand, just an array of pieces.


Another jeweler recommended that I reach out to Fab.com, a company at the time known for flash sales and highlighting indie designers. I arranged for a three-day sale, and although I felt I was in way over my head, not knowing how much work to make or what to expect, I had a deadline. This deadline gave me the motivation I needed to get my line in order and actually get it done. My sale was highly successful and gave my brand the push it needed. I got a lot of recognition from wholesale and retail accounts, but most of all I got the largest check I had ever seen for selling my jewelry.


I used the money to invest in my first trade show. I had heard of trade shows, but I had never attended one, much less exhibited at one. I went into my first trade show blind and put my resources and energy in the wrong place. I totally tanked. I was lucky enough to get one big order from a gallery owner who still buys my work today, but I didn’t break even. My first trade show—every show, really—was a huge learning ­experience. I learned about display and merchandising, line sheets and marketing, how to expand my line to sell better, and much more. At my second show, I did markedly better, but it was still a learning experience. I significantly changed the way I displayed and merchandised my work. As a result, I actually had people looking at my line and ordering my work at the show.


Many shows and many learning experiences later, my work is sold internationally at specialty boutiques, museum shops, galleries, and department stores. I grew from creating my work in a dilapidated, shared, windowless Brooklyn studio with fake three-quarter walls, to having my own studio and showroom with a small, in-house team of bench jewelers and sales and marketing assistants. I feel grateful every day that I own my business and have generated jobs for creative people, but, most of all, that I get to share my wearable artwork with people around the world. I am passionate about educating aspiring designers on all ­aspects of running a handmade jewelry line.


I hope you use this book as a tool in building your own business and sharing your work with others. I’ve included every­thing I know, as well as a section filled with insider tips, a glossary of terms, and a detailed vendor list to get you started. I am a big believer in sharing our knowledge with others, in hopes they, too, will be successful. By educating each other and our consumers, we are building a collective consciousness, which will help create support for and grow the market for handmade jewelry. The more we support each other, the more people will support the handmade movement.





[image: ]





[image: ]

























CHAPTER 1



Business Essentials


✦


A business without a goal is just a hobby. Owning a jewelry business is much more than making pretty things. The biggest difference between running a business and engaging in a hobby is the goal: you’re running a business to make money. More and more people are pursuing the life of entrepreneurship, becoming their own boss. Being a designer and a creator is an amazing gift, but when you decide to become a business owner, your main goal is to make money.


Running a business is not for everyone. It requires a lot of persistence and ambition. As a craft business owner, you are focusing on efficiency over creativity. Making jewelry is just one small part of running a jewelry business.


Craft businesses range from individuals who earn extra cash from their part-time business to designers who own and manage substantial companies with skilled employees.


HOW TO FORM YOUR BUSINESS


There are many different types of businesses, and figuring out which is best for you can seem overwhelming. Here is a breakdown of the most common types of businesses you can form, with a list of the advantages and disadvantages of each one. If you are not sure which is best for you, ask a professional—an accountant, an attorney, or a business consultant—to help point you in the right direction. Oftentimes, local governments offer free advice and resources, so take advantage of that as well.


The most basic forms of business are sole proprietorships, if you are one person who owns the business, and partnerships, if there is more than one business owner. They are easy to create and maintain, and don’t require any start-up fees. However, when you establish one of these business entities you have unlimited liability, meaning you are personally liable for all business debts and other liabilities. To incorporate your business as a limited liability company (LLC) or corporation, you must pay fees and draft formation documents that must be filed with the appropriate agencies in your state, but these types of business entities shield you from unlimited liability. That means your personal assets are protected and the business is a completely separate entity. Incorporating as an LLC or a corporation helps protect your personal assets, while sole proprietorships and partnerships leave you open to unlimited liability.


Sole Proprietorships


ADVANTAGES


Easy to create and maintain; no start-up fees.


You own the business and all the assets.


You can deduct a net business loss from your personal income tax.


DISADVANTAGES


You are personally liable for any debt or other business liabilities.


You must pay personal income taxes on all net profits from the business.


Partnerships


ADVANTAGES


Easy to create and maintain; no start-up fees.


Owners can deduct their share of any business loss on their personal income tax returns.


DISADVANTAGES


Owners are personally liable for debts and other liabilities of the business.


Limited Liability Companies


ADVANTAGES


Owners of the business have limited liability when it comes to business debts and other liabilities.


Owners’ losses are limited to their investment in the company.


Owners choose how the business will be taxed, either as a partnership or as a corporation.


DISADVANTAGES


More expensive to establish than a sole proprietorship or a partnership. Owners may have to pay annual registration fees to the government.


Revenue generated by the LLC is taxable, as is money paid to the owners as salary.


Corporations


ADVANTAGES


Owners of the business have limited liability when it comes to business debts and other liabilities.


Your losses are limited to your investment in the company.


DISADVANTAGES


More expensive to establish than a sole proprietorship or a partnership. The corporation may have to pay annual registration fees to the government.


A more complex corporate structure; generally suggested for larger companies with multiple employees.


Complicated paperwork is required to form the business and must be filed with the secretary of state in the state where the business is incorporated.


The corporation pays its own taxes as a separate tax entity.


Filing a DBA


A DBA, or “doing business as,” allows a company to conduct day-to-day business under another name. This is usually filed in the county where the business is established, so check with your local government about what you need to do to set up a DBA. For example, my limited liability company, Emilie Shapiro Studio, LLC, does business as Emilie Shapiro Contemporary Metals.


TAXES AND LICENSES


Taxpayer Identification Number


A taxpayer identification number (TIN) is a generic term used by the Internal Revenue Service (IRS) for a number assigned to your business to be used for tax purposes on all documents and forms.


Social Security Number


If you are a sole proprietor or you have an LLC with no employees, you can use your Social Security number (SSN) for tax purposes, since the business files and pays taxes through the owner’s personal tax return.


Employer Identification Number


If you operate as a corporation or a partnership, you are required to get an employer identification number, or an EIN. You are also required to get an EIN if your business employs workers and withholds taxes from their wages and salaries. Each EIN is unique, just as your Social Security number is. The IRS requires your business to put the EIN on all your tax documents as a form of identification. To get an EIN, apply for one by visiting the IRS website or calling the IRS.


Seller’s Permit and Resale Certificate


Depending on what state you live in and your local jurisdiction, you will be ­required to register for a seller’s permit and/or a resale certificate. In certain areas they are one and the same. A seller’s permit allows a government entity to recognize a business as a collector of sales tax. Some states call this a sales tax permit. If you are selling your jewelry to retail customers, you are required to collect sales tax and then report total sales to the government annually if you owe under a few thousand dollars in sales tax, and quarterly if you owe more. Check with your local government for the appropriate way to file your sales tax for your business.


If you are selling your work online, sales tax is collected only if the purchaser lives in your tax jurisdiction. If you are shipping your work out of state, there is no sales tax collected. For example, if your office is in New York and someone from Ohio purchases a necklace from you online, she does not owe any sales tax. If someone who lives in New York purchases your work, however, he is charged sales tax.


If you are selling your jewelry at a craft market, you are required to collect the sales tax for the jurisdiction you are in. If you are selling at a market out of state, you must collect, report, and pay the sales tax for that state. Contact the state government to receive the appropriate paperwork and register to collect sales tax there.


A resale certificate specifies that a business can sell supplies tax-free if they are used to manufacture a product and be resold down the line, or can purchase wholesale items to resell. Sales tax is collected down the road when the item is sold to the final customer. The seller of the original items is required to get a copy of the resale certificate to keep on file for tax purposes. For example, if you are purchasing jewelry-making supplies, you will need to give a copy of your resale certificate to the supplier to ensure that your purchase is tax-free. If you are selling your products wholesale, you need a copy of the buyer’s resale certificate to have on file to prove that the buyer can make the purchase tax-free and will charge tax when the product is sold to the final customer.


Collecting and Paying Taxes


PAYING SALES TAX


If you are selling your products to retail channels in person, at craft markets, or online, you will collect sales tax at the time the customer purchases the item from you. The sales tax you collect is then paid to the state periodically, depending on the volume of sales you make and the state where your business is established. Check your state government’s website for sales and use tax return forms and instructions on when and how often to file your sales tax.


Generally, the more revenue you bring in, the more often you will file to pay your sales tax throughout the year. You may need to file annually, quarterly, or monthly, so check with your local jurisdiction for the appropriate forms to file your sales tax.


ESTIMATED TAX PAYMENTS


Unless you expect to owe under $1,000 in taxes for the entire year, as a small business owner you need to make estimated tax payments quarterly throughout the year to cover your federal tax liability. ­Although this sounds like a lot, it’s much better to pay your taxes four times a year than to have one large sum due all at once. The four estimated tax payments are due on April 15, June 15, September 15, and January 15. Use Form 1040-ES if you are mailing your payments to the IRS. You can also pay electronically through the IRS website by enrolling in the Electronic Federal Tax Payment System.


Employees or Independent Contractors


If you hire someone to work for you, it’s important to establish right away if she is an employee or an independent contractor. Independent contractors generally supply their own equipment and/or materials and have control over their flexible schedule. An employee generally relies on the business for a set schedule with steady income and is eligible for certain benefits. Your tax liability and what you report is different for each one. For independent contractors, you don’t pay or withhold employment tax, as you would for an employee. At the end of the year, you will report how much you paid any independent contractor using a 1099-MISC form. For employees, you must pay a share of their Social Security and Medicare taxes and withhold their share of those taxes from their wages.


When hiring a new employee, there is information that you need to collect for your records and forms you need to complete. Have the prospective employee fill out Form I-9, Employee Eligibility Verification, to verify they are able to work in the United States. Collect your new employee’s full legal name and Social Security number for Form W-2. You should have a Form W-4, Employee’s Withholding Allowance Certificate, to know how much income tax to withhold from the employee’s wages. This should be completed before the employee begins working for you.


Bank Accounts


When you’re operating as a business, you need to establish a bank account exclusively for business income and expenses. This is separate from your personal ­account. You can visit the bank of your choice in person or go online to open your bank account. Depending on what type of business you formed, you will need your SSN or EIN, personal photo identification, your business license showing the name(s) of the owner(s), and a copy of your business name filing document or business organizing document, which was filed with your state to form your business.


BUSINESS VERSUS PERSONAL EXPENSES


It is very important to keep your business and your personal expenses separate. Business expenses are deductible for federal tax purposes. Personal expenses are not deductible. For federal tax purposes, you are allowed to deduct ordinary and necessary expenses while running your business. To the IRS, ordinary expenses are those “common and accepted in your trade, business, and profession” and necessary expenses are “appropriate and helpful to your business. An expense doesn’t have to be required to be helpful.”


Typical Expenses Include:


Travel expenses: food and lodging, entertainment, and gifts, when work requires you to be away from home


Local transportation: travel between workplaces, but not commuting from work to home


Professional or business organizations, subscriptions to trade publications, and the like


Work clothes or uniforms required for work, but not suitable to wear anywhere else


Business-related legal fees


Home office expenses, provided the space is used regularly for work


Accepting Credit Cards


Accepting credit cards is vital in today’s business world, and there are many easy and inexpensive options to do so. Paying monthly rent for a credit card terminal is becoming outdated. Instead, mobile point-of-sale applications are gaining popularity.


Check with your bank to see if the bank has a mobile point-of-sale option. Many large banks provide these options at competitive rates. Companies like Square and PayPal offer a free credit card reader that attaches to your smartphone or other mobile device, and free use of their application makes it simple and seamless to accept credit cards with standard rates. You can swipe a customer’s credit card if you are processing the order in person, or key in the credit card numbers for a slightly higher fee.


Credit card processing companies make their money by charging a small fee for every transaction. It is standard for a processing company to collect 2.5–3.5 percent for each credit card charge. Credit card processing companies try to give you the best competitive rate so you will use their service. However, with companies like Square and PayPal, which have established fixed low rates with no hidden fees, it is hard to find another company that can beat those rates.


Insurance


Insurance coverage is available for every imaginable risk your business may ­encounter. Cost and coverage vary widely, so talk with an insurance broker about what you want your insurance to cover. Insurance coverage is a form of risk management that is essential for every kind of business. There are specific types of ­insurance geared toward owning a jewelry business and manufacturing company that you should also consider.


General liability insurance is the most basic kind of insurance. This covers your legal responsibilities for accidents and other injuries. If you rent a commercial space for your business, your landlord may require you to carry some form of liability insurance.


Workers’ compensation and disability insurance cover employees for loss of income and medical expenses as a result of job-related accidents. Many states require you to have workers’ compensation insurance if you have employees.


Jeweler’s block insurance is designed for most types of jewelry businesses. It covers risks faced by any business, like robbery, water damage, and fire, as well as risks that are industry-specific, like theft of jewelry stock, loss of customers’ property, lost shipments, and much more. ­Optional insurance for jewelry on the road with a sales rep, at a trade show, or at an exhibition is also available.


Liability insurance is a necessity, and you may also want to consider getting jeweler’s block insurance. An insurance broker can give you more information and help you decide what is best for you and your business.


BUSINESS PLANS


A business plan is a way to write down a statement of goals and your plans for reaching them. A business plan is for internal use, and it’s also helpful in finding investors. Even if you are not looking for an investor, a business plan is crucial: it spells out what your vision and goals are.


Use a notebook or a sheet of paper to answer the questions of this business plan outline. Do this once a month and assess what worked, what didn’t work, what you can change, and what your next move should be.


WHAT IS YOUR BUSINESS NAME?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


WHAT IS YOUR VISION FOR YOUR BUSINESS?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


What are your current, one month, one year, two year, and five year goals?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


What makes your business and jewelry unique?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


How do you plan to profit from your business?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


How do you plan to market your business?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


WHAT ARE THE STRENGTHS AND ADVANTAGES OF YOUR BUSINESS?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


What do you love doing when it comes to your business, and what are you good at?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


WHAT ARE THE WEAKNESSES AND DISADVANTAGES OF YOUR BUSINESS?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


What do you dislike doing when it comes to your business? What can you work around, learn to do, or find someone else to do?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


WHAT OPPORTUNITIES ARE THERE RIGHT IN FRONT OF YOU?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


List someone you’ve met, show you’ve heard about, awesome sale, new direction, new technology, etc. that can be an inspiration or help to your business.


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


BUSINESS FINANCES


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


What were your income and expenses this month? Did you have a profit or a loss? Where could you have spent less and made more money? What was your most profitable sale or experience?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


EVALUATION


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


How has your vision evolved?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


How much profit did you make?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


How can you promote and market your jewelry line better?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


What opportunities are coming up next month?


––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––


BUILDING A BRAND


Running a jewelry business is about much more than just jewelry. You are building a brand.


Business Name


Your business name is the first thing people see when they look at your product, and that should leave a good impression. Many artists and designers choose to design under their name, while others create a name that tells a story. When choosing a name, think about who you will be selling to. Think about how you will evolve and where your jewelry could take you. Pick something that is versatile and simple, and that people will remember.


When I first started my company, I launched it under the name We Are Here. I came from a background of fashion jewelry, where most labels sold under a cool and cryptic name. I felt funny using Emilie Shapiro to represent my jewelry because, frankly, I never liked my name. I wanted my business name to be powerful and impactful, something that told a story of everyday artifacts. But when galleries and museum shops started selling my work, they were confused. No one could remember the name We Are Here, so they just used my name instead. After the first two years, I rebranded my company as Emilie Shapiro Contemporary Metals. I decided to brand my line by my name to focus more on telling the story of an artisan-made product. My brand is about craftsmanship and celebrating beauty in imperfection. This was a great decision, as I have found people love to hear the artist’s story and the inspiration behind my work.


Business Logo


A logo is a visual representation of your company (see example on page 11). There are three basic types of logos—font-based, a visual representation of what your company does, and an abstract graphic. A font-based logo would be just the company name in a specific font. A visual representation demonstrates what your company does, like an image of a piece of jewelry. An abstract graphic is like the Nike swoosh symbol or McDonald’s arches.


Keep it simple and think about where it will be going. You want something that will look great printed on a large sign that is 2 feet (61 cm) wide, yet will still look clear printed on packaging that is 2 inches (5 cm) wide. Consider creating a dark and a light version to give yourself options when using it on marketing materials. If you’re stumped about what to use for a visual logo, pay attention to what you are doodling next time your mind starts wandering. All of us have an image we draw over and over again, and that may be a great way to visually represent you and your work.


[image: ]


Marketing and Promotional Materials


BUSINESS CARDS AND POSTCARDS


It is essential to have business cards, and lots of them. Carry your business cards with you at all times, and hand them out to everyone when you’re speaking about your line. The card should have your company name and logo with your contact information, including your email address, phone number, and website. Consider creating a postcard with some beautiful pictures as a visual takeaway for a customer. On this kind of postcard, you can add more information about your jewelry, along with your contact information. Use the highest-quality resolution and the largest-size file of your images when incorporating them into a design for the best print quality. Check with the printer for size recommendations.


You don’t have to spend a lot of money on business cards or postcards. Use a free template offered by an online printing company to create your marketing materials. Print them out yourself using thick card stock on a home computer, use a local print shop, or get them printed online. You can also design your marketing materials using design programs like InDesign and Adobe Photoshop. Although these programs are an expensive investment, you may get a lot of use out of them. For a less expensive option, you can purchase a cloud-based version of these design programs for roughly $10 a month.


ARTISTS’ CARDS


Artists’ cards are a great way to complement your jewelry by telling your story. In a succinct write-up, spotlight your ­inspiration, process, materials, and any other ­information you think the customer would like to know about your work. You can also include recommendations for jewelry care on the card. General jewelry care involves avoiding harsh chemicals, like perfumes and chlorine, as well as keeping the jewelry from getting wet. Give instructions on how to clean the product by using a store-bought jewelry cleaner or another recommendation like warm water and mild dishwashing soap. Consider designing your artists’ cards so they fit inside your jewelry packaging.
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Customers love to hear about your inspiration and that helps sell your work. Artists’ cards are a nice takeaway so the customer can remember and share the information if you are selling direct retail. This is a great addition to a wholesale order, too. Stores selling your jewelry can relay this information to their customers as an added bonus.


PHOTOGRAPHY


Good photography is extremely important for printed marketing materials, social media, websites, or for simple client emails. You can have the most fabulous designs, but if you have poor photographs of your work, no one will feel compelled to look further.


Good-quality product photography is vital in selling your work online. The most common method is to have your jewelry photographed on a clean white background. This is the easiest way to view products, and it is consistent with most other products being sold online. You can also consider shooting your images on a textured piece of paper or a piece of wood that complements your jewelry; just make sure to keep the backgrounds consistent. Press will often request high-resolution images on white backgrounds, so it is good to have these on file. The quality of images are measured in dots per inch, or dpi. If you zoom in really close to a photograph, the image consists of thousands of colored dots that create the picture. High resolution is 300 dpi or higher, and low resolution is anything lower than that. You will need high-resolution images for printed material, press and publication requests, and your website. Low-resolution images will be used to email photographs to keep your email from bouncing back.


With the right techniques, almost any camera can take good-quality images, even the camera on your smartphone. You can even purchase a lens to attach to your smartphone to take better-­quality images. You can find lens attachments starting at $20. Use a DSLR, or digital single-lens reflex, camera to shoot your jewelry. If you do not have one and cannot borrow one from a friend, you can rent a DSLR camera by the hour or the day from a photography studio or store.
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The most important aspect of product photography is good lighting. For the most budget-friendly option, use natural light. Set up the products you want to photograph near a large window with good light streaming in. If this is hard for you to find, you can make your own light box by using a cardboard box, a box cutter, computer paper or white fabric, and tape. Cut at least a 4-inch-by-4-inch (10 cm x 10 cm) square out of all four sides and the top of the box, and leave the bottom fully intact. Adhere clean white fabric or paper to the openings that you made. This will help diffuse the light to give you consistent lighting and not create harsh shadows. Adhere a seamless piece of paper on the inside of your box from the top to the bottom. This is where you will set your pieces up to be photographed. No need for fancy lights: use clamp lights with daylight bulbs to light the outside of your light box from the top and sides. It is very important to place your camera or smartphone on a tripod so the distance between the camera lens and your piece is consistent, and to avoid shaky hands. When using your smartphone to take product photography, make sure to have the grid option turned on to help center your product.
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You can edit images taken on your smartphone with the built-in editing program. You can easily edit the photographs taken on a DSLR camera yourself with a program like Lightroom, iPhoto, or Photoshop. Even if you are not an expert, adjust the tonal range and color balance levels and make sure the white background is the whitest point of the photo. You can also adjust the color saturation to intensify the hues of the piece. Crop your picture so the piece takes up about 80 percent of the frame, and the white background is about 20 percent. It is a good idea to save your unedited, raw files in two places, and save both large files and smaller files of the edited versions. You will want to use the large files to create marketing materials and the small files to upload on your website and social media, and to email to clients.
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If you do not want to edit the pictures yourself, use an inexpensive editing service like ClippingMagic.com. These services can edit your pictures for you and make the background completely white fast and inexpensively.


Find a photographer to take your product shots for you by contacting a photography store or studio, or list the freelance project on a job listing website. The best way to locate a quality photographer is by a referral, so ask around. Get in touch with a local college career center to find a student to do your photography for free or at a low cost in exchange for use in her portfolio. This is a great option if you do not want to spend a lot of money.


LINE SHEETS


Line sheets are a sales tool to give buyers all the vital information about your jewelry line (see example on page 16). Similar to a catalog, line sheets have images of all your products with their SKU (stock keeping unit), wholesale pricing, material information, and dimensions. Also include ordering information, like minimum opening order, minimum reorder, production time, and how to place an order. When approaching stores to ask them to carry your work, it is extremely important to have line sheets that clearly specify all information, including ordering information. Include your contact information on every page.
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WEBSITE


Whether you have a Facebook page or a blog, a DIY website or a professionally built e-commerce site, it is imperative to have an online presence.


At the very least, begin with a Facebook page or a blog to share photographs of your work, inspirations, and upcoming event information. Use a free blog platform like Tumblr or WordPress to create a blog you can update right from your smartphone. This is a great idea when you are first starting to share your information. List your jewelry on third-party websites, like Etsy, Strolby, or Custommade, that ­already have a large audience coming to shop for products like yours. Design your own website using a template-based company like Squarespace, Domain.com, or GoDaddy, or have a site professionally built.


Read more about websites in the marketing section on page 97.


SOCIAL MEDIA


Social media is a highly effective way to build brand awareness and have customers discover you for free. Because there are so many platforms to choose from, and they are constantly changing and being updated, establishing a presence in social media can become overwhelming. Among the most popular platforms are Instagram, Facebook, Twitter, Tumblr, and Pinterest. Read more on social media in the marketing section on page 97.


JEWELRY BUSINESS PRACTICES


Like every business, the jewelry industry has its own language and ways of operating that you need to be aware of. If you are not sure what something is, ask for help or look it up.


Types of Jewelry Orders


COMMISSION PIECES AND ONE OF A KIND


Many jewelers work with clients one-on-one to create their dream piece. You may also create pieces that are one of a kind and have customers peruse them in person or online. This is a wonderful selling point because nothing else in the world is quite like this piece.


Creating handmade engagement rings, wedding bands, and bespoke jewelry is a great way to sell one-of-a-kind pieces. Post images on your social media outlets and your website so clients can see your past work. Clients may be interested in making an appointment with you to come see any ready-made pieces you have in person and speak with you about design. Set up a display area in your studio or workspace to meet with clients. If you don’t have a designated space, meet clients at a coffee shop and bring your pieces or photographs of them with you. Take down important information, like their ring size, contact information, and ideas they have for the potential piece. Follow up your meeting with an email reviewing everything you spoke about with some ideas to make working together easier. It is a good idea to get a 50 percent deposit when the order is placed; the balance will be due when the piece is complete.
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Most commission work, especially wedding bands, will come by word of mouth. Ask your clients to write a review about their experience on a website like Yelp or Google Plus to help spread the word.


RETAIL


Retail is the selling of a product from a fixed location or an online shop, in small quantities or individual pieces, for direct consumption by the purchaser. You can retail your work at a variety of outlets—a private studio, a brick-and-mortar store, an online web store, a jewelry party, or a craft fair. Retail generally works well if you are pursuing your jewelry business part time, or supplementing your wholesale business with retail sales. Read more about retailing your work on page 107.


WHOLESALE


Wholesale is selling a product in large quantities to be resold by other retailers. A retailer is a person who will resell your work at the retail price at a brick-and-­mortar shop, through a mail order catalog, or online at an e-commerce website. When you sell in bulk at a wholesale price to a store, it is important to establish a minimum order so it is worth your time and the discount on the goods you’re extending to the shop owner. Read more about wholesaling your work on page 114.


Wholesale Orders


Physical stores, mail order catalogs, and websites purchase products in bulk at the wholesale price to sell to their customers. Find stores that might want to carry your work by looking locally in your area, getting recommendations from friends and customers, and at wholesale trade shows.


When approaching a store to ask them to carry your line, always do your research in advance. Buyers are very busy and you do not want to waste anyone’s time if you are not a good fit for each other. Start by checking out local stores. See what products they carry and if your aesthetic and price point would complement the store’s. Research other designers you think your work would sit well next to. Who do they sell to? Which other designers’ work is carried at that store? Create a wish list of stores to carry your work and reach out to them at the beginning of a buying season. As you grow your wholesale business, you may look into exhibiting at a wholesale trade show to help market your line and find new accounts. If you are not interested or able to grow your sales by yourself, hire a sales representative or showroom. Read more about wholesale on page 114.


Purchase Orders and Invoices


A purchase order, or “PO,” is a document from the buyer to the seller, stating what products and quantities the buyer wants to buy. Once the PO is accepted, a contract is drawn up between buyer and seller, specifying what is being ordered, the delivery date, and the agreed-upon price. When the order is shipped, the seller issues an ­invoice to the buyer, reflecting all the product and pricing information on the PO and stating the payment terms.


Wholesale accounts may call or email you with their purchase order. Depending on the store, they may have their own system to issue you a PO. Generally large stores like department stores and museum shops will have an ordering system in place. At a wholesale trade show, you will need to bring your own purchase order forms to write up when store buyers place orders in person.


Create a system to take orders and establish production times and ship dates before the show starts, so you won’t be overwhelmed when you get your first order. Some stores want their order as soon as possible, or your first available ship date, and some want it at a specific time later in the year.


Buy a standard purchase order that has a carbonless copy underneath at your local office supply store. You will keep the top copy (usually white), and the buyer will take the carbon copy (usually yellow) for his records. Staple a business card to the buyer’s copy so the buyer has all your information. As your business grows, you may want to consider creating a custom purchase order with your logo, contact information, and information that is tailored to make writing an order for your work easy.


Write neatly and clearly so you can understand the order when you get back to process it in your studio. Also make sure the buyer can read the carbon copy.


Many designers are gravitating toward paperless purchase orders. However, I feel that most buyers like a paper carbonless copy to take away for their records. You can write up an order on your computer and email it to the buyer to avoid using paper. Some systems use a scanner that scans the bar codes on your products to generate a purchase order.
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SKU


A SKU (pronounced skew), or stock keeping unit, is a short code that refers to a specific product offered by a manufacturer. You can think of the SKU as your piece’s nickname, instead of writing out the whole description. Each letter or number usually refers to a product type, material, size, color, and so on. It is important to give each piece a SKU because that makes ordering easier and faster. Most wholesale accounts will use your SKU number in their inventory system and will reference this when placing orders and reorders. Come up with a simple system to organize your products.


EXAMPLE: WFRB05-7


WF: Waterfall Collection. The first two letters represent which collection the piece is part of.


R: Ring. The third letter references the jewelry type.


B: Brass. The fourth letter represents the metal used in the piece.


05: The number the piece is in the collection.


7: This references the ring size. Different sizes or chain lengths can also be represented here.


Order Minimums


When you sell to a store in bulk at a wholesale price, it is important to establish a minimum order quantity so it is worth your time and the discount on goods the store is receiving. Your minimum can be a dollar amount or a piece amount. If a store is selling a collection of your work, encourage the buyer to order multiple pieces from the collection, rather than just one or two pieces. This way the retailer can display a collection of your work together, which looks better as a cohesive group and will sell better. If your work varies widely in price, consider establishing a piece minimum to avoid having a customer reach your minimum after just three pieces. If your price points are all relatively similar, a price minimum may work best for you. This is an industry standard, so don’t feel shy requiring a minimum.


Price minimum: The retailer must order at least the minimum wholesale worth of merchandise to place an order. You may want to consider establishing a reorder minimum as well; however, some companies have no reorder minimums as an incentive for buyers to reorder.


Piece minimum: The retailer must order at least the minimum number of pieces from your collection for a wholesale order. This guarantees that the retailer will have an assortment of your work to merchandise in a group or throughout the store so customers can see the range of your work.


Payment Terms and Negotiating


When working with customers, you need to establish payment terms, sometimes ­referred to simply as “terms.”


For custom retail orders, I recommend a 50 percent deposit, due when the order is placed, and the remaining 50 percent balance due when the piece is finished and the customer picks it up or it is shipped out.


For retail orders purchased online or in person, the customer should pay in full at the time the order is placed.


For wholesale accounts, there are a few different payment terms that may be used. I don’t recommend extending payment terms to a first-time buyer. Instead, it’s best to have the entire balance charged right before you ship.


Once you’ve established a relationship with a store, you may offer another payment term like Net30, where the invoice is due thirty days after the buyer receives the products. Accept this only if you are comfortable giving this store terms. Shipping your products before you have received payment should be done at your discretion. You can never be sure you will receive payment once you ship the items. On your purchase order and line sheets, clearly spell out your terms. I recommend adding a penalty for late payment, such as a 2 percent penalty charge for every day the payment is late.


If you work with expensive materials, you might want to take a deposit when the order is placed to give you some seed money to purchase supplies. Consider asking for a 10 percent deposit with the remaining balance due at the ship date. Be prepared for buyers, especially with larger department stores and museum shops, to refuse to pay a deposit. It is at your discretion if you choose to work with their own terms.


If you are writing up an order at a trade show, be sure to get the buyer’s credit card information so you can charge the account upon shipping. This is an industry standard, so don’t be shy about insisting on getting a credit card. Even if the buyer of the store wishes to use another form of payment when their order is charged, still take down a credit card number when taking an order. Consider creating a policy on your order form for cancelled orders. I suggest a 25 percent restocking fee if the order is cancelled ten or more days after the order was placed.


Larger accounts, such as mail order catalogs, department stores, and large ­e-commerce sites, will most likely have standard payment terms in place, like Net45, meaning you will get paid forty-five days from when they receive the products. Just remember that everything is negotiable and that confidence is key in business. If you feel uncomfortable with the terms, it doesn’t hurt to ask for something else. The worst thing that will happen is that the buyer will say no.


Generally, larger accounts will offer a faster payment option with a discount like 2%Net10, meaning you will get paid within ten days from when they receive the products with a 2 percent discount.


Getting Paid


Create a designated area in your studio, like a file folder or a desktop tray, to keep open orders that are on net payment terms. Also mark the date each payment is due in your calendar so you know when to expect the payment. When the check arrives, or the buyer pays over the phone via credit card, mark her invoice as paid and file it with other paid orders. Keeping track of open orders is extremely important so payments don’t fall through the cracks.


You can email the accounts payable contact and the buyer a reminder on the date their payment is due with their invoice attached. If you don’t receive payment, pick up the phone and call your contact to remind him and see what is going on. Most of the time someone has forgotten, or there is a reason for the delay. Unfortunately, in a sluggish economy, sometimes Net30 can turn into Net60 or Net90.


If a customer has not paid you, reinforce your penalty policy, which should be written clearly on your line sheets and purchase order forms. You can file a report with your local Better Business Bureau, consumer affairs office, or, in some cases, your local chamber of commerce. Depending on the size of the outstanding balance, you can also file a claim with the small claims court in your area. You can go to small claims court yourself (that is, without a lawyer), or hire a lawyer to handle the matter for you. At best, this process is time-consuming; at worst, it’s costly. If you get a lawyer involved, you will most likely pay more in legal fees and court costs than the total that’s owed. Even if you win, sometimes you never collect. To avoid this, do not extend payment terms to new accounts or to stores that haven’t been open long.


Accounting


Develop a clear accounting system for all payments coming in and all payments going out. I recommend using accounting software, like QuickBooks, FreshBooks, or Quicken, to generate your invoices and record income and expenses. Accounting software will help you keep track of sales tax you’ve collected, and you can run profit-and-loss statements and sales reports to help assess what is working and what isn’t working in your business.


For quarterly or yearly taxes, you may figure out what’s owed and file the forms yourself, use an online tax program, or hire an accountant. I recommend working with an accountant to file your taxes. By using a professional, you will ensure you are paying and filing at the right time to avoid additional fees.


Production


Depending on your designs, skills, and business model, you will need to establish who will be making your jewelry, how, and where. You may choose to create every piece from start to finish. Alternatively, you can contract out certain aspects of production, like casting, stone setting, and plating. Or you can have someone else make your entire collection from beginning to end.


IN-HOUSE PRODUCTION


For a small-scale production line, you may opt to make all the pieces in your own studio. Depending on your process and what equipment you need, you can set up a studio space in your home. This is ideal for processes like wax carving and light metalwork.


You can set up a studio space in a shared artists’ building, a coworking space, or your own private art studio. Look for an established artists’ building or commercial space to rent. Some jewelry studios rent the use of jewelry benches and equipment on an hourly, daily, or monthly basis, if you are not ready to commit to your own space.


As your business grows, you may need help keeping up with orders or freeing up your own time so you can focus on other aspects of running the business. Remember that growing pains are healthy, and they’re a great problem to have. Try to focus on what aspects of the business you do best, and what you can delegate to someone else. Create a student internship program so you can have an extra set of hands, and your intern will learn about working with a small craft company. Contact a local college’s career center and let the director know you have an internship to offer. Post an ad on websites geared toward craft and fashion internships, like ArtJobs or Barefoot Student. You can also use general job listing websites like Craigslist, LinkedIn, or Indeed. For more professional help, hire a bench jeweler to work in your studio as a freelancer when you need the extra help, part time or full time. Contact a college or trade school with an art program or ask for referrals from other local jewelers.


CONTRACTING OUT


Depending on your skills and the volume of orders you have, you may choose to outsource some or all of your production. There is a huge jewelry industry worldwide with thousands of vendors who specialize in specific techniques. Most major cities have a jewelry district—some bigger than others—that can handle jobs large and small. Aim to keep your production as close to you as possible to better manage it. The farther away your production is from you, the more you risk miscommunication. Outsource work to a local industry. If vendors aren’t available locally, most companies ship worldwide.


Read more about production on page 51.


Sourcing Materials


Whenever possible, buy materials in bulk at the lowest cost you can find. Get as close to the source as possible. If you are purchasing chain by the inch (cm) from a retail store, find a chain supplier and buy a larger quantity at a lower overall price to have the chain on hand. You can go in with other artists and friends to buy things in bulk you all use.


Establish what materials are essential to you and your brand, and find suppliers who share the same ethos as you. Certain materials and certifications may be important to you and also be used as selling points. If you make claims about a material or source, you will often be asked to show certificates verifying the authenticity of your claims if you are selling to a large retailer. As the designer and manufacturer, you are responsibile to make sure the claims you are making are accurate.


FAIR TRADE


Fair trade is a social movement to promote better trading conditions and sustainability in developing countries. Members of fair trade organizations promote higher wages and higher social and environmental standards. Many designers source fair trade gemstones to use in their products, and many customers seek them out. Be sure you are purchasing from a reliable source that is associated with a fair trade organization and can give you a certificate to go along with your purchase. You cannot market something as fair trade if it isn’t certified.


RECYCLED METALS


Precious metals, like sterling silver and all alloys of gold, are easily recyclable. If you are interested in purchasing recycled metals, many vendors are now offering it in sheet, wire, and findings. If your jewelry is produced by lost-wax casting, check with your casting company to see if the company offers recycled metals. The company should be able to provide a certificate from its supplier to prove that its metals are recycled.


You may also want to check if the metal you are purchasing contains nickel. Many suppliers offer nickel-free metal because nickel is a common allergen. If you sell your products to large retailers and claim that your jewelry is nickel-free, you may need to prove that with a certificate that can be obtained by the supplier. Nickel and nickel compounds are one of the many chemicals covered by the State of California’s Proposition 65, the Safe Drinking Water and Toxic Enforcement Act of 1986. Proposition 65 requires manufacturers to list all chemicals known to cause cancer in their products so the public can be aware that those products contain known carcinogens.


Even if you aren’t planning to sell your jewelry in the state of California, you may want to consider purchasing metals that are manufactured without nickel.
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