BUYING GROUPS

Birds of a

feather
etail buying groups began as a way for
different businesses to band together to
source better prices and products as a
collective. It was also was a way to gain
a competitive edge over your rival however, in
today’s digital age your ‘local competitor’ is just as
likely to be overseas.
Worse, small business owners now find themselves
competing with international online giants as well
as chain stores, which has meant that local retailers
must continually innovate.

In addition, the changing marketplace has meant
that Australia’s three jewellery buying groups have
had to refocus their strategies to accommodate
shifting consumer shopping habits and, what
many now call, the ‘new normal’ of retail trade.
Has there ever been a greater need for birds of a
feather to flock together?

Jeweller’s 2018 biennial Buying Group Report
offers some answers. Read on …
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BUYING GROUPS

Birds of a feather

stick

together

THE CHALLENGES FOR BRICKS–AND–MORTAR RETAILERS ARE
SHOWING NO SIGNS OF ABATING. ALEX EUGENE REPORTS ON WHY IT’S
STILL A SMART MOVE FOR RETAILERS TO BELONG TO A BUYING GROUP.
hallenging is the word Mike Dyer, sales manager Retail Edge uses to
describe the current retail environment. When asked to expand, he laughs
and calls it “bloody challenging”.
“Having said that, January was reasonably good, enough for people to be
noticeable,” Dyer says, adding that he intends to keep an eye on developments.
Two years ago, when Jeweller’s last biennial buying-groups report was published,
industry consensus was similar – a mixture of factors had combined to create “flat”
retail trading conditions. These factors included rising rents in shopping centres,
conservative spending habits of consumers and, inevitably, the growing impact of
online shopping. All of these are still issues today, leading some industry analysts
to dub flatter retail conditions as “the new normal”.
“The new normal is the most significant challenge that most retailers will ever
have faced,” says Colin Pocklington, managing director of Nationwide Jewellers.
“The changes in retail, particularly in discretionary spending, have been and will
continue to be quite dramatic. In Australia, these changes have been exacerbated
by a prolonged period of stagnant income growth and unemployment,” he adds.

manufacture to sale,” says Leading Edge general manager Joshua Zarb.
Carson Webb, general manager of Showcase Jewellers, also believes the power
of community is invaluable.
“Many of the long-term retailers who belong with buying groups will tell you that
they are not just members for discounts – those days are long gone,” he says.
Zarb and Webb aren’t the only industry stakeholders who remain confident in
the face of adversity. Dominique Lamb, CEO and director of the National Retail
Association, has great faith in the strength of jewellers.
“This is nothing new to Aussie retailers who have proven time and again how
adaptable and innovative they can be,” she says.
THE DIGITAL BOGEYMAN

Much has been written about the negative effect of internet shopping on
traditional retailers. But according to Dyer, e-commerce is not as heavily to
blame for dwindling jewellery sales as some might think.

After interviewing the heads of all three major buying groups in Australia, one
strong message comes through: in hard times, sticking together is essential.

“The industry certainly isn’t dying in the face of online sales – there’s no doubt in
my mind about that,” he says. “From what I’ve observed with our clients, typical
online sales are at best around eight per cent of [total] sales.”

“We all need to work together as an industry to ensure the simplest path from

Dyer says this is because online stores still can’t replicate the sales opportunities
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that come from face-to-face interaction.

solutions to help their members.

“Because of the emotional attachment and
the dollar value of the product, and therefore
the risk involved, there’s still a significant
amount of face-to-face contact and the
ability to sell based on the intrinsic value
of the product, rather than just price alone,”
he explains.

“We are digitally savvy and have the skills for
members to ask anything related to social
media, video and photography,” Webb says.
“We also have many free assets for them
including product and non-product image
downloads – our members should not want
for anything in this department.”

Lamb dismisses the idea that traditional
jewellers should cry ‘unfair’ about the
emergence of online retailing.

Zarb is also quick to point out the digital tools
available for Leading Edge members.
“A seamless online and in-store experience
features heavily on our radar at Leading Edge.

“The idea of clicks versus bricks is no longer
relevant as technology has become a
fundamental component of retailers’ overall
strategies,” she explains.

“For us as a buying group, we will continue
to invest in this area to ensure our members
have access to the technology to help them
compete in this new digital world,” he says.

“This has enabled retailers to provide a far
more comprehensive shopping experience.
Participation is the key component for the
modern consumer so retailers are now
moving toward offering multiple streams to
increase digital engagement, as well as instore offerings,” Lamb continues.

“THE GROWTH
WILL BE IN THE
ONLINE SECTOR,
THEREFORE BUYING
GROUPS SHOULD
BE OFFERING
RETAILERS
ASSISTANCE
WITH THIS”
RUSSELL
ZIMMERMAN

Nationwide’s approach is no different.
“We continue to update and modify the
many benefits and services that we offer in
order to stay ahead of the game and provide
the best possible support for the retailers in
our group,” Pocklington confirms.

“Each of these enhances the other to create a
true, omni-channel approach.”

NECESSITY IS THE MOTHER OF INVENTION

This doesn’t mean jewellers who feel left
behind in the digital revolution should panic.
In fact, this is exactly where buying groups
come in. All three groups have understood
from the beginning of the digital era how
crucial it is to be on board, and have plenty of

Internet technology has gone into overdrive
but so have creative solutions, with new
services and ideas popping up everywhere in
retail, according to Lamb.
“Retailers here and globally are already
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“The growth in retail will be in the online
sector, therefore buying groups should be
offering their retailers assistance with this
– from assisting with websites to delivery
support via secure, fast, efficient and costeffective delivery systems,” he says.
Zarb says this is exactly what Leading Edge is
doing: “In 2018 we will see refinements to all
our platforms and the launch of a bespoke
Jewellery Concierge app, bringing the
in-store and online experience together to
increase sales.”
It’s top of mind at Showcase too.
“There’s probably never been a better time to
be with the group,” Webb states.
“We have resources that are second to none
that members simply couldn’t tap into as
a stand-alone business. These include an
e-commerce, mobile ready web platform that
has Google, YouTube and Pinterest built in.”

“Custom design continues to increase
and we are launching a major marketing
initiative early in 2018 to assist members to
substantially grow this part of their business,”
he says.

GROUP TOTALS - NEW ZEALAND
TYPE

Russell Zimmerman, executive director of
the Australian Retailers Association, says it is
important for buying groups to lead the way
in this area.

For Pocklington, the most important thing
jewellers can do is focus on building a unique
brand to set themselves apart.

GROUP TOTALS - AUSTRALIA
TYPE

partnering with tech companies and investing
more in areas like conversational commerce,
the use of artificial intelligence and chat bots
to interact with customers. This generates
incredible feedback and data capture on what
customers actually want so retailers can refine
their offerings even further,” Lamb explains.

MEMBERS

“Merchandise of a fashion nature is now
a much larger proportion of the average
retailer’s stock holding than ever before. It
is essential that retailers review their brand
performance every six months using the tools
we have provided.”
This detail isn’t lost on Webb who says,
“We believe whilst there is a reduction in
the number of retail jewellers out there, it’s
also pushing up the quality of standards
demanded by consumers. It’s simply not good
enough to house various brands in an old site,
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Programme is already resulting in a substantial
improvement to sales and profits for many
members,” Pocklington explains.
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* EXCLUDES 70 MEMBERS AND 75 STORES IN NEW ZEALAND AND 1 MEMBER AND 4 STORES IN FIJI

pop in a casual extra and hope it all goes well
– those days are gone.”

problems. Here are some ways you might
choose to tackle these things,’” Dyer says.

REASONS TO BE A GROUPIE

Zarb agrees: “Our members are looking for
help on how to compete in this challenging
environment, specifically on getting shoppers
through the door and spending more money
once they are there. They have certainly
moved away from the ‘group-purchasing’
mindset; it has shifted from a ‘discount’
mentality to a ‘value’ mentality.”

While getting that ‘group discount’ is still a big
drawcard for joining a buying group, it’s only
a tiny part of why joining one can prove to be
beneficial – or even necessary these days.
Dyer believes a sense of community is one of
the greatest benefits retailers get from being
part of a group. When jewellers get together,
they can share their problems and devise
solutions together.

To Zarb and Webb, the real value of
membership lies in the support that buying
groups offer to retailers.

“I think one of the most significant things in a
challenging time like this is communication
with your peers – not mix of product,
extended credits or anything else,” Dyer says.

“It can be very daunting trying to run a
successful jewellery retail business without
the data analysis and market trend advice
that buying groups offer,” Zarb continues.

One of the biggest problems he has observed
for retail jewellers is “finding the motivation to
do something new”.

“We provide the ‘road maps’ for members to
use at their discretion to maximise efficiencies
in stock purchasing and reducing unplanned
or wasted purchases.”

In the face of the constantly changing market,
Dyer believes retailers “don’t see an answer;
they just see more problems.”

Webb agrees: “The retailers require more
than a discount or a bit of credit, which we all
know is built in somewhere.”

That’s where unity and discussion become so
valuable, he explains.

According to Pocklington, Nationwide has
seen strong results arise from helping their
members with business strategies.

“At [buying-group] meetings there’s a chance
to communicate; where retailers can tell each
other, ‘You’re not the only one with these

“Our exclusive Industry Best Practice

“THERE’S STILL
A SIGNIFICANT
AMOUNT OF FACETO-FACE CONTACT
AND THE ABILITY
TO SELL BASED
ON THE INTRINSIC
VALUE OF THE
PRODUCT”
MICHAEL DYER

Coming back to that group discount,
Pocklington adds that it’s not just the savings
but also the origin of a product that is
important for members.
Nationwide therefore selects suppliers based
on what is best for their members.
“We review suppliers twice a year and are
always on the lookout for new product
opportunities that will enhance our members’
businesses,” Pocklington says.
Webb also stresses the importance of
member needs in relation to suppliers.: “We
are owned by the members and work for
members so we’re in the business of growing
the retailers’ businesses,” he says.
“To do that successfully these days, it’s so
much more than just a purchasing discount.
We introduce new suppliers with open arms
and work diligently on their success but,
ultimately, the retailers decide what’s right for
them and their clients,” Webb continues.
“In fact, many of our core jewellery suppliers
are trading up this year so that’s a positive sign
for suppliers, members and us.”
THE WAY FORWARD

The sentiment across the three buying
groups is that the future still holds a place for
traditional retailers.
For all the options and bargains the internet
can offer, it will never be able to compete
with the experience of talking to an expert
in person.
Lamb confirms that the even Gen Z and
Millennial consumers want exactly that.
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“More and more retailers are realising the
importance of the business support services
that we provide.”

“Research suggests that even the youngest
shoppers – those who were almost born with
a smart phone in their hands – still love and
appreciate the in-store experience,” she says.
“This is merely a continuation of the rising
ideals of participation, social conscience,
connection, individualised service and
consumer experience.”
Pocklington says Nationwide intends to keep

are now well up, with steady growth coming
across each month.”
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abreast of the demands of the fashion world.
“We have been running workshops at the
International Jewellery Fair for the last two
years on how to evaluate brand performance.
More retailers are realising the importance
of the business support services that we
provide,” he adds.

jewellers, designers, watchmakers and
experienced diamond retailers – we’re very
proud of them. The path most of them have
taken is to really embrace this area of the
business,” he says.
“We all understand the challenges and
difficulties, many of us are living them daily;

Webb reiterates that jewellers should take
pride in what they know and aim to be
number one in their chosen areas.

however, it’s making sure we address and

“Many of our Showcase members are fine

“It’s a positive to see that fine jewellery sales

focus on the ones we can influence, not the
ones we cannot,” Webb concludes.

“TECHNOLOGY
HAS BECOME A
FUNDAMENTAL
COMPONENT
OF RETAILERS’
OVERALL
STRATEGIES”
DOMINIQUE
LAMB

Zarb urges retailers to focus on custom
collections. “Many of the chain stores are
reducing their custom-make offerings and
this leaves the door open for our retailers to
capture this market,” he says. “We will continue
to offer marketing support to our members to
promote design and manufacture.”
The battle between online and traditional
retailing is set to continue but there is no
shortage of resources to help bricks-andmortar retailers in their fight. Buying groups
offer a way for jewellers to come together and
share their knowledge and expertise while
also maximising their purchasing power.
As they say, there’s always strength in
numbers. i
* Each buying group operates a completely
diﬀerent business model. What are the benefits
and diﬀerences of the three groups and the cost
of membership? To find out, turn to page 28.

BUYING GROUPS REPORT
ADVERTISEMENT

Joshua Zarb
General Manager

LEADING
EDGE GROUP
JEWELLERS
ESTABLISHED: 1986
MEMBERS: AUS: 135 NZ: 3
STORES: AUS: 195 NZ: 23
BOARD MEMBERS: 5
MISSION: The Leading Edge Group
aspires to be the champion of
independent businesses throughout
Australia. Our mission is to help
our members grow in a highly
challenging retail environment.
We do this by enabling profitable
relationships between members
and suppliers, and providing
highly valuable retail coaching and
marketing services.

What are the prerequisites for joining?
Our application process consists of standard
trade checks and proof of assets. We look to
partner with retailers who are dedicated to
building a successful fine jewellery business
and eager to be part of a like-minded
community. Honesty and ethical trading are
fundamental requirements.
What are the benefits of joining?
As part of Australia’s largest buying group,
with 950 independent retailers across
11 industries, our members are part of a
community of retail specialists. Membership
benefits include:
• Supplier discounts - Australia’s most cost
effective supplier agreements
• Central billing / credit – exclusive, simple
online invoicing and central billing facilities
• Marketing programs – opt-in online and
offline programs focused on delivering
tangible sales results
• Access to our market-leading e-commerce
website platform, Everybuy
• Non-trade benefits – saving up to thousands
annually on insurance, freight, EFTPOS
merchant rates and more
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• Retail coaching – access to our jewellery
retail coaches for stock ranging,
merchandising, financial planning,
management & staff training and
store design
• Conferences & events – designed to inspire,
motivate, educate and build communities
What unique benefits are offered?
Our advantage lies in the practical application
of our extensive retail and marketing
knowledge. We enable our members to grow
in a challenging environment, by providing
coaching and services that ensures stores are
designed and merchandised for optimum
return; an online presence that increases
both online and in-store sales; and marketing
programs that provide tangible sales results.
What have been Leading Edge’s major
achievements over the past two years?
We have been particularly fortunate to have
two record years of growth in new members.
We have continued to invest heavily in digital
marketing, and are proud to offer all members
what we believe is the most comprehensive
traditional and digital marketing support
package in the industry.
Has your traditional marketing changed in
the past two years?
Traditional marketing has declined in the
past two years because jewellery consumer
behaviour has changed. There is still a role for
traditional programs, however they must
now be part of an omni-channel. Our
members need to have their brands seen
throughout the consumer’s path to purchase,
and that means we must enter new
communications channels.
How have you improved your B2C online
and social media marketing strategy?
Our e-commerce platform is constantly
being optimised for both user experience
and SEO. The marketing services we provide
will be focused on developing and executing
strategies for each member’s unique needs.
We will combine the best platforms with
targeted and effective marketing strategies
and services to grow our members businesses
in this highly challenging environment.
What B2B and internal digital technology
have you recently implemented?
Our B2B ordering portal is critical for enabling
effective management of our member’s

WE ENABLE OUR
MEMBERS TO GROW
IN A CHALLENGING
ENVIRONMENT
BY PROVIDING
COACHING AND
SERVICES THAT
ENSURES STORES
ARE DESIGNED AND
MERCHANDISED FOR
OPTIMUM RETURN

stock. It acts as a one-stop shop between
our supply partners and members, and
integrates with our e-commerce website,
removing the need for manual uploading of
product data. We have also implemented a
custom catalogue system.
What other kind of promotional support
do you offer members?
Our members have access to both set
marketing campaigns focused on the major
occasions, as well as ad-hoc marketing
and in-store sales services based on their
individual needs. These are a complete
package of catalogue, POS material, social
media and website assets. Our ad-hoc
services include managed digital strategies
and campaigns, store-specific promotional
offerings, interest-free payment campaigns,
remake/remodeling campaigns, diamond
specific marketing and an array of direct
marketing offers that support the target
demographic of member stores.
How do you support local jewellery
manufacturers?
We focus on being ‘hands on’ with our supply
partners by tailoring offers specific to our
members. We use our conferences to work
with industry professionals and share new
opportunities. We also sponsor and promote
many industry awards and events.
What is the cost of membership?
There are no joining fees, exit fees, or any
lock-in contracts. We have an $89 per
month membership fee (first 6 months of
membership are free).
How have you improved your training and
education in the past 2 years?
The prime focus of our buying group model
is to provide hands-on training to members.
In the past two years we have formalised our
store management training package, and
have continued to build on our exhaustive
member benefits tool kit. In addition, we have
partnered with Friedman Group to provide
a permanent staff sales and management
training package that is available online 24/7,
free of charge.

PHONE: 02 9497 4000
www.leadingedgegroup.com.au
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BRILLIANT TOGETHER
NETWORK / CONNECT / FAMILY / SHARE / SUPPORT
INSPIRE / LEARN / MARKETING / SUCCEED / GROW

Retain your name and your independence.
Leading Edge Group is Australia’s largest & most cost effective buying group.
We Specialise in HANDS ON Retail Assistance.
Ask us about our FREE Staff Training Programs tailored
specifically for your store!

Enjoy the Best Prices in the Industry.
Is your current Buying Group offering you the
ONE-ON-ONE assistance you deserve?

No cost to join & everything to gain.

You’re not alone.
Find out more. Come see us at the LEGJ lounge,
International Jewellery Fair, ICC Sydney.
Talk to Josh Zarb, General Manager

www.legj.com.au
@LeadingEdgeJewellersHO

/LeadingEdgeJewellersHO

P: 1300 531 014
E: zarbj@leadingedgegroup.com.au

BUYING GROUPS REPORT
ADVERTISEMENT

Colin Pocklington
Managing Director

NATIONWIDE
JEWELLERS
ESTABLISHED: 1991
MEMBERS: AUS: 335 NZ: 70 FIJI: 1
STORES: AUS: 393 NZ: 75 FIJI: 4
BOARD MEMBERS: 2
MISSION:To assist independent
jewellery stores increase their
market share and profits.

What are the prerequisites for joining?
Members must operate a retail jewellery
store and have satisfactory credit references.
Most new stores are recommended to us by
suppliers or existing Nationwide members.
What are the benefits of joining?
• We provide a written guarantee that
retailers will be more profitable if they join
Nationwide. It doesn’t matter whether they
have always been independent or were in
another group
• Free access to our Industry Best Practice
Programme, which assists members to fine
tune their business, and increase profits
and cash flow
• Exclusive branded merchandise collections
• Overseas travel and free conferences
• Education and training courses
• An extensive range of professional
marketing material and promotions
• Nothing is compulsory – retailers maintain
their complete independence

to your strength – your independence
– which is why all of our services are
designed to assist jewellers to not only
maintain their independence, but to
maximise the benefits of being an
independent jeweller. Members select only
what works for them
What have been Nationwide’s major
achievements in the past two years?
• The restructure of our Industry Best Practice
Programme, allowing us to assist a greater
number of members to substantially
improve their business performance
• Our presentations to members on how the
industry is dramatically changing, and the
solutions to ensure that they prosper in this
‘new normal’ business environment
• The launch of our online Business College,
which features training courses and
product knowledge to name just a few.
Has your traditional marketing changed
in the past two years?
We still produce Christmas catalogues as
well as POS material for other promotions.
Most of our promotions are also available
in a digital format. Our graphic artists create
various individual marketing material for
members to use in print and/or social media
– and it is a free service.
How have you improved your B2C online
and social media marketing strategy?
We updated our member websites and
at the same time made them mobile
friendly. Any member can have their own
e-commerce website for only $2,900,
charged over 12 months. All online
purchases transactions are completed at
Nationwide’s head office. The retail margin
is credited to the relevant member with no
work required by store staff.

What B2B and internal digital technology
have you recently implemented?
What unique benefits are offered?
• We are the only group that does not charge A new member-only website was launched
in September 2017. It gives members 24/7
fees or levies
access to their account, to our preferred
• We offer up to $150,000 per year interest
supplier and product information, and a wide
free finance to each retailer to spend at
range of resource material. The free resources
trade fairs and Nationwide events
cover areas such as marketing, business
• Our Antwerp marketing program has
guides, award pay rates, employment
increased diamond sales by more than
agreements, upcoming events and more.
$100,000 per year for many members
• Free annual conference for all retailers
What other kind of promotional support
earning reward status
do you offer members?
• We recognise the importance of marketing Our in-house marketing team develops
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WE PROVIDE
A WRITTEN
GUARANTEE THAT
RETAILERS WILL BE
MORE PROFITABLE
IF THEY JOIN
NATIONWIDE

exclusive marketing tools linked to key
promotional periods. Individualised
marketing calendars can be created on
request for stores and POS material is
continually produced to highlight current
best-selling product.
Members also have access to an online
marketing and promotional library, from
which they can select promotions and ideas.
Our graphic design service is free of charge
and staff constantly work to fine-tune
concepts and create exclusive promotions
for individual stores to use.
How do you support local designers/
manufacturers?
Over the past eight years we have given
apprentices more than $120,000 in tool
vouchers. We conduct an annual skill-based
contest for apprentices, with the winner
receiving our Apprentice of the Year award.
At the International Jewellery Fair and at
our conference, we conduct CAD training
workshops. We are in the process of
launching a major initiative to help members
promote their design and manufacturing
services to a wider audience.
What is the cost of membership?
Absolutely nothing – and there are no
joining fees, monthly agency fees, marketing
levies or security deposits.
How have you improved your training
and education in the past two years?
At the International Jewellery Fair in 2017,
we had Nationwide members share their
skills and help train fellow members in
social media marketing, and in using
Countersketch International software.
Our hands-on diamond workshops now
include sessions on lab-grown diamonds
and treatments. These sessions have a direct
impact on sales, and were so popular that we
are running further sessions at the
2018 conference.

PHONE: 02 9418 0000
www.nationwidejewellers.com.au

STAY INDEPENDENT...and PROSPER

Worried about the eﬀect that the changes in retail are having
on your business?

We have the answers.

Our presentation “Welcome to The New Normal” (published in Jeweller
magazine in December 2017) outlines the changes that are occurring in our
industry, and importantly, why.
In February 2017, we are releasing the “New Normal Retail Response
Plan”, which sets out over 20 specific strategies required to re-engineer
retail jewellery businesses, so that they not only survive, but prosper in
2018 and beyond.
Benefit from our exclusive New Normal Retail Response Plan, and our
Industry Best Practice Programme.
NO joining fee
NO agency fee
NO security deposits
Request a free, no obligation info kit!
E: info@jgbs.com
P: 02 9418 0000

More Independent Jewellers Choose Nationwide

BUYING GROUPS REPORT
ADVERTISEMENT

Carson Webb
General Manager

SHOWCASE
JEWELLERS
ESTABLISHED: 1981
MEMBERS: AUS: 152 NZ: 26
VANUATU: 1
STORES: AUS: 212 NZ: 23
VANUATU: 1
BOARD MEMBERS: 5
MISSION: JIMACO (Showcase
Jewellers) provides members with
programs, systems, resources, tools
and professional services to enable
them to maximise their individual
business objectives.

What are the prerequisites for joining?
Integrity is one of the greatest qualities
we look for in a member. Operating a fine
jewellery store with high standards in
presentation and service is preferred.
What are the benefits of joining?
• No management fees
• Retain your own name/brand
• Maximum supplier discount passed on
directly to the retailer
• Unbeatable insurance and EFTPOS rates
• A world leading fully customisable, mobile
ready, e-commerce platform (including
B2B) for retailers as well as integration of the
Retail Edge POS system
• In-house product photography, videos
and free image libraries for all digital
requirements
• Free ARA membership (and the equivalent
HR resource for our NZ members)
• Access to exclusive diamond brands,
including exclusive rights to certified
Argyle white diamonds and the world
leading lab-grown diamond facility for
those members interested
• World-class e-learning, complete with
videos, certified courses and templates on
everything HR or WHS related
• Jewellery apps, incorporating social media
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integration and a focus on driving sales
• Professional and customisable POS
marketing material to suit the retailer
• Fully franked dividends and returns on
trading loans for our members
• Free internal retailing, diamond and digital
experts to assist our retailers in every step of
their retail journey
What unique benefits are offered?
JIMACO is a member-owned and operated
buying group that operates exclusively for
independent jewellery retailers. All profits go
back to our members.
What have been Showcase’s major
achievements over the past two years?
• First group to embrace and lock in the
Australian Diamond program with an
exclusive partnership with Rio-Tinto
• Members now receive fully-franked
dividends
• Members also continue to receive a return
on their trading loan
• B2B and member website rollout built in
the same platform as Google and YouTube
but fully customisable to suit many different
stores and styles
• Continued success of the diamond brand
Passion8 (cinema advertising, digital
following)
• Exclusive rights to lab grown diamonds
through the ALTR brand for those interested
• Launching a catalogue facility that is fully
customisable where individuals can upload
their stock and create their own pages,
making it specifically tailored to them.
Has your traditional marketing changed in
the past two years?
Traditional media still plays an important role
– not as high volume, but more quality. We
also present every campaign in a full digital
package, making it easier for our members
to use everything across most channels.
Everything we do is also mobile device
friendly.
How have you improved your B2C online
and social media marketing strategy?
The organic growth and engagement of
our own social media sites is testament to
the focus in this area. Members can now
fully integrate their social media platforms
with their websites, and their Retail Edge
Consultants POS system. We now also assist
members with Google myBusiness and other
necessities.

OUR MARKETING
TEAM AND
CREATIVE AGENCY
PARTNERS ARE
COMMITTED
TO TAILORING
MARKETING
SOLUTIONS FOR
MEMBERS

What B2B and internal digital technology
have you recently implemented?
We are already well equipped in global
e-commerce and B2B. Our members can
create their own m-commerce (commercial
mobile phone transactions), and a geofenced fully customisable app for their
business. Basically this works with push
technology: when our members’ customers
go near a competitor or shopping centre, it
will send them a push notification offering
a free product or service to temp them to
the store. We can also make Facebook and
Instagram videos, plus image downloads are
free for members.
What other kind of promotional support
do you offer members?
Our marketing team and creative agency
partners are committed to tailoring marketing
solutions for members. This is in addition
to our core-marketing program catering to
major selling periods. Resources available
include social media, EDMs, billboards,
cinema advertising, television commercials,
catalogues, radio and newspaper.
How do you support local designers/
manufacturers?
We’re really proud of the JAA Designer
Awards we put on last year. We will also be
looking at another strategy shortly to further
support our talented jewellers and designers.
What is the cost of membership?
There’s no start-up membership fee. At
Showcase you become far more than ‘just
a member’. You become a shareholder who
shares all the benefits.
How have you improved your training and
education in the past two years?
We’ve created online courses in collaboration
with external certified training bodies.
We have a massive, ever-growing online
retail staff induction facility. The tool is
customisable and guides new employees
through policies and procedures, product
and sales courses with video instruction and
questionnaires. There’s also a massive HR
database.

PHONE: 02 8566 1800
www.showcasejewellers.com.au

WE’RE IN THE
BUSINESS OF
GROWING YOUR
BUSINESS.
What you receive

What it delivers

•
•
•
•
•
•
•
•

•
•
•
•
•
•
•
•

Easily accessed advice and professional services
World class training systems + free ARA membership
Marketing and digital resource guidance
Fully customisable apps, websites, catalogues
Access to exclusive Showcase brands
Member owned jewellery focused business
Maximum supplier discounts to you the retailer
No ongoing monthly management fees

Increased productivity
Exclusive incentives back to members
The ability to build your brand
Your identity presented professionally
Increased margins
Profits back to members
Maximised buying power
Better bottom-line results

What our members have to say
“Head Office provides me with everything from catalogues to marketing, technology
support and so much more. They’re invaluable to my business.”
Rosie Ficarra Kennedy’s Showcase Jewellers, Swan Hill

“I’ve previously been with another buying group, so I appreciate what I now receive as real, tangible
benefits to my business for its future and success.”
Neil Watson Watsons’ Jewellers, Launceston

“The simplicity and professionalism of being able to utilise all of Showcase’s digital and training tools perfectly
suits our business and drives the results we need as a self branded multi-store operation.”
Ben Duff Duffs Jewellers, Geelong

Interested? Contact us today
We’re ready when you are. So if you think it’s time to get serious about where you’re going, email us today.
Our team will be happy to show you how we can grow your business together.
Email: enquiries@showcasejewellers.com.au
www.showcasejewellers.com.au

