Retail Practices

T's 1IN The Detalls

Some things should not change. Warm and friendly, as one of the largest
purveyors of diamonds, fine jewelry, and watches in New England,
Barmakian Jewelers has been helping people find “just what they want”
for nearly a century - and it’s all in the details.

FRONT OF THE BARMAKIAN JEWELERS STORE IN FRAMINGHAM.

GRAND STAIRCASE AT THE BARMAKIAN JEWELERS
STORE IN FRAMINGHAM.

ARA BARMAKIAN, PATRIARCH OF BARMAKIAN
JEWELERS, BELIEVES IN GIVING BACK TO HIS
COMMUNITY AND AMONG THOSE ACTIVITIES HE IS
INVOLVED WITH IS THE ARMENIAN JEWELERS
AssocIATION (AJA). HE WAS RECENTLY NAMED
AS CHAIRMAN OF THE INTERNATIONAL AJA.
SHOWN HERE, LEFT TO RIGHT, IS BERGE ABAJIAN
OF BERGIO, PRESIDENT OF THE U.S. EAsT CoAST
AJA, ARA BARMAKIAN, AND PEKLAR PILAVJIAN,
OF PILAVJIAN DIAMONDS, PRESIDENT OF THE
U.S. WEsT CoasT AJA.

By Diana Zimmerman

In 1910, Barmakian Jewelers began as a single
store in Boston, and the company has remained
in the same family ever since. Today, there are
three stores in Boston and Framingham, Mass-
achusetts and Nashua, New Hampshire. Ded-
icated to its founding principles of value, quality
and service, the company combines the best
elements of a family-owned business, including
warmth and personal relationships, with the
creativity, leadership, and the all-important
competitive spirit necessary to be successful in
today’s ever-challenging retail climate. Itis a
philosophy that is certainly paying off by driving
double-digit sales growth, year after year.
Today, Barmakian arguably has the largest
collection of loose diamonds and fine jew-
elry in New England, with hundreds of dif-
ferent styles to choose from in any given
product category. Although it is well known
for providing a vast product selection, details
are the name of the game for this excellence-
oriented family of jewelers. No detail is too
small to be ignored — a fact that is readily
apparent from the moment one enters their
stores. From the hand-carved, wooden entry
doors to the shining brass, showcase fixtures,
and the careful
packaging of each
item purchased,
every aspect of the
shopping exper-
ience is tended
to with care. Itis
a level of detail

that extends throughout, and is what the
family proudly refers to as “The Barmakian
Experience.”

Design-wise, each of the three, warmly
elegant, 25,000 square-feet showrooms is a
relative showstopper in its own right. The
majestic staircases, crystal chandeliers, antique
oriental rugs, over twenty private viewing
rooms, original artwork and paintings, and a
private function room in each store, are justa
few of the elements that set the Barmakian
Experience apart.

Another is the quality of its employees.
Each of the 250 individuals who work for
Barmakian is viewed as a reflection of the
family —a family that, just as when the com-
pany was founded, truly understand that their
employees are their day-to-day connection
with their customers. As such, a great deal of
time and money is spent educating, training,
and ensuring that each employee is an integral
part of the company, its culture, and its future,
regardless of his or her position. In fact,
Barmakian searches for employees who under-
stand style, can sell style, and are committed
to the fine jewelry and watch business. And,
it has paid off. One immediately feels that the
sales staff in each store takes great pride in
their work.

Perhaps this is just one of the reasons that
employee moral is so very high, as is evidenced
by the fact that many employees have been
with the company for decades. When a com-
pany has this type of loyalty, customers feel it.
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Itis a level of service that permeates through
every interaction, from the time the customer
walks through the door, through the all-impor-
tant follow-up sales —and that also translates
into long-term client loyalty.

Barmakian Jewelers also only sells the
highest quality of fine jewelry, as well as the
most elite brands. These brands reinforce the
intrinsic core values that are inherent in
Barmakian's culture: Nothing but the best, the
finest quality, and the most fashionable fine
jewelry — something that is espoused everyday,
in every sale, with every interaction.

In addition to jewelry, watches are another
important product category for Barmakian,
with twenty-two different Swiss watch brands
featured. “It is important that the consumer
understand the level of watch manufacturers
that we showcase,” explains Barmakian’s gen-
eral manager, Edward Bush. “Promoting these
brands in the area’s finest publications is one
important way that we let customers know
how much we value the quality of the brands
we represent,” he continues.

The marketing effort that supports
Barmakian Jewelers is equally as impressive.
Bush knew he wanted more than a “bunch
of ads on a page.” He wanted the advertising
to not only reflect the company’s culture, but
also touch potential customers in the many
different ways that compliment the lifestyles
of each targeted market segment. To accom-
plish these goals, the company hired a bou-
tique ad agency, “OTW Advertising,” located

July/August 2005

ANTIQUES FORM A MAJOR PART OF THE
DECOR AT BARMAKIAN JEWELERS.

CUSTOMER SERVICE IS A HIGH PRIORITY AT
BARMAKIAN JEWELERS.

just outside of Boston. OTW specializes in
integrated marketing approaches for retailers.
Not only were they charged with “getting the
job done” but, to be successful, creativity and
the highest level of quality needed to be an
intrinsic part of the approach.

First and foremost, came Barmakian’s
branding campaign. Rich blues frame each
branded message that is complimented by
close-ups of fashion-driven products — key
focal points in the ads. Sub-features that sup-
port the specific category are also used to drive
business from the top and bottom of each
market segment. This allows customers in var-
ious price ranges to see products that they can
relate to. It also subliminally tells the customer
that Barmakian Jewelers has the fashion and
quality they want at a price that is within their
reach, thereby creating a pre-existing comfort
level for the customer. The ads have not only
proven to be successful for the price-conscious
customer, but are also integral to the success
of the fashion-driven, up-scale shopper who
instantdy knows that Barmakian will meet their
more demanding needs.

Barmakian’s website was also specially
developed to serve as an extension of its mar-
keting efforts. A multitude of fine jewelry col-
lections, as well as watches, are showcased on
the site. It is designed to afford the same
“virtual” qualitative experience that customers
get when shopping in person.

Another important advertising medium to
the company is radio. Each customer segment

EXTERIOR OF BARMAKIAN JEWELERS.

is targeted through specific messaging that
expresses “life’s moments” and resonates with
the differing demographic segments.

Various types of special events are also
held at strategic times throughout the year.
They integrate Barmakian’s media partners,
as well as worthwhile charitable organiza-
tions. The events are promoted through
direct mail, on-going advertising cam-
paigns, and the website. One of its more
notable events included the “makeover” of
a football player for the New England
Patriots. Seven hundred people attended
the event that was held in one of the stores.
Each guest paid upwards of $500 per
person to attend. Liquor sponsors provided
specialty martinis; caterers provided luxu-
rious appetizers; and Phil Gordon, from
“Celebrity Poker Showdown,” was the MC
for the evening. The entire Patriot’s team
also attended and mingled with the guests.
As an added treat, customers enjoyed spe-
cial savings throughout the store for that
evening with a percentage of the profits
going to the charity.

Barmakian is 100% focused upon pro-
viding each customer with an exceptional
shopping experience. Plans are always in the
works for new programs and new ideas that
will keep this 95-year-old family jeweler in
the leadership position in New England for
years to come. Details. Details. Details —
that is "The Barmakian difference.”
(www.barmakianjewelers.com)



