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BUSINESS STRATEGIES // BY ANDREA k

Hit the Reset

Realign your marketing st

HAVE YOU EVER NOTICED THAT ONCE
in a while, your life gets out of whack?
Despite your best intentions, you suddenly
realize that you're not exercising, you're
eating poorly, or you're not making enough
family time. The reason you're able to rec-
ognize it and make appropriate adjust-
ment is your ability to have a mental pic-
ture of your priorities and to see when your
choices aren’t lining up with your values.

Such misalignments occur in business
too. Spending time and money on the
wrong things can distract you from
achieving your goals. If you have a clear
business strategy, you’ll realize that you're
off track and course-correct. Without a
strategy, you may not even see that you're
heading in the wrong direction.

There’s a significant misalignment
right now in jewelry industry marketing,

As shown in the charts below, the way
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ake sure your website is filled with walls
written product descriptions, using both
images and video. Why video? Because

it’s the new ry before you buy. Instead of

What has happened is that consumers
aren’t browsing in stores any more. They’re

spending more than 15 hours per week
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gning into a store to try on jcwelry. acces-
sories, and apparel, consumers want to
start with a virtual experience. A static
image can show the details of a pair of
carrings, but a video of a woman putting
on and wearing the earrings will show
how the earrings hang. The model can
share if the earrings feel light or heavy,
and what she imagines wearing them with.
Video production today is as close as the
nearest smartphone. As long as the video
is well lit, the model is well groomed, and
the phone is steadily held, your video will
be perfectly sufficient.

How does this help the producer who
is not selling directly to consumers? First,
it gives your retailers linkable content.
Should the retailer itself be doing this
level of marketing? Probably. But do you
want to wait around for that to happen?
Providing your retailer with rich content
is one way to convince consumers that
their store is the one to visit. Also, make
sure you have a prominent find-a-retailer
page on your site to direct consumers who

discover your jcwc]ry and want to buy.
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RETAIL/WHOLESALE DYN
ARE CHANGING
Every producer can segment its retail cli-
ents into categories based on how often
and how much they reorder. For many,
those reorders are getting smaller and less
f‘l‘cqucm_ Most })l'udll( ers are acq ll‘>lrm|(‘(f
to vetting retailers based on reputation
and credit history. Now its time to add
another level of discernment.

If you're spending time, moncy, and
energy pitching your jewelry to retailers
who are not marketing according to the

new rules, you're going to be dis;ll’l"’i”[“]‘

Retailers that are on top of their online
marketing are far more likely to sell
through their inventory and reorder. But
how do you know?

When you consider a retailer, take a
close look at its website. Is it full of prod-
ucts for sale? Are the descriptions rich
and interesting to read? Does it offer
product videos? Do you find yourself
compelled to check out other pages? After
you visit the site, do ads from that store
pop up in your social media or news
feeds? Does the retailer show up as a paid
advertiser on Google searches? Does it
have great Google and Yelp reviews, and
does it regularly respond to reviewers?

You probably can’t ask how it invests its

Proudly made in
the U.S.A

A division of %%mml Chain Group 401.732.6200 Warwick Rl, 02886 www.natchain.com

ings
advertising dollars, but all these thing
are clues to a retailer’s marketing strategy:

There are many statistics available
regarding the way shopping has changed,
but the two I shared here are the most
compelling. Together, they tell an impor-
tant story about how to find consumers,
and what consumers expect once we cap-
cure their attention. Fixing the misalign-
ments in marketing and online experience
will mean the difference between a busi-
ness that grows and a business tha fails.
Luckily, it's not much more difficult than
starting (or restarting) an exercise regi-
men. Once you get in the groove, you'll

learn new skills and improve every day. ®

Extensive line
Plain and Fancy

James A. Murphy & Son
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¢ all shapes ¢ all sizes ¢ all textures

Available in a wide variety of shapes and sizes in sterling silver, gold filled,
10k, 14k, 18k yellow, white, rose and pink gold, in addition to base meralf

Contact your sales representative or call us for more details
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