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THE PRICE OF SUCCESS
BY SUZANNE WADE

THErE’S A LOT MOrE TO SELLIng 
jewelry than exchanging a pair of earrings 
for a pair of $20s. Long before jewelry and 
money can change hands, someone has 
to let likely buyers know the jewelry is out 
there and where, that it’s for sale, and for 
how much.

In How to Sell Jewelry: Tips for Selling 
Jewelry Online and Improving Your Home 
Based Jewelry Business, you’ll find essential 

information about how to use the Internet and social media to promote 
your jewelry business online. You’ll not only appreciate learning how to 
bring jewelry buyers to your jewelry marketplace wherever that is, online 
or off, you’ll just love how simple and manageable these ideas are. 

You’ll find tips for easily keeping your Twitter and Facebook presence 
fresh and engaging, and discover how to harness the power of the Web 
so that new posts on any of your social media sites automatically ap-
pear on your other sites. And you’ll discover the basics of search engine 

optimization, or SEO, so that when people are searching online for your 
kind of jewelry, they find links to your jewelry first.

Plus, when customers arrive at your online shop or real-world venue 
and decide the jewelry and the price are right for them, you can be be 
confident that the price is right for you, too. It’s one thing to make a sale 
–– it’s another to make money.  Before you put a price tag on your next 
piece, be sure you read The Price of Success to ensure that you actually 
make a profit on every piece you sell.

Whether you’ve been selling successfully for years or have yet to sell 
your first piece, How to Sell Jewelry: Tips for Selling Jewelry Online and 
Improving Your Home Based Jewelry Business will help you increase 
your sales and your profitability for years to come.

Merle White 
Editorial Director, Interweave Jewelry group
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Three years ago, I would have scoffed at the idea 
of using “tweet” as a verb. Ha! The joke’s on me. 
not only am I tweeting (insider lingo for posting 
on Twitter), I take it seriously — and recommend 
you do the same.

This particular social media site has exploded in 
the past year, to nearly 1.4 billion “tweets” per 
month. It’s a fast and inexpensive means for jewelry 
makers to promote their sites, shops, and blogs.

I have almost 1,700 followers total on three differ-
ent Twitter accounts, including @thejewelryloupe, 
but many jewelry artists I follow have 5,000 to 
15,000 on one. Every time they post or link to a 
new piece of jewelry, their message goes out to 
the equivalent of a small magazine’s readership.

There’s only one way to figure this one out: open 
a profile and start playing. It takes seconds and it’s 
free. Here are a few tips to get you started.

Make your profile pop. Your Twitter 
profile is an extension of your brand. Putting up 
a generic template with a blank silhouette tells us 

twitter basics 
BY CATHLEEn MCCArTHY

you are not a serious player and don’t care about 
visual impact. Play around with the design op-
tions under “settings.” Uploading a photo of your 
jewelry and turning it into a background mosaic 
takes two minutes and makes an impact every 
time someone clicks your Twitter tag. For creative 
types, this is the fun part!

follow to be followed. You have to 
follow others on Twitter for them to notice you, 
especially early on. After you’ve located people 
you know personally, do a search for the type of 
jewelry you make, find others like you, and follow 
their lists. Jewelry artists who have thousands of 
followers are usually following even more. I like to 
keep my Twitter feed filled with useful informa-
tion I can share, so I’m pretty selective. But if you 
want a huge following, the key is to follow many 
and tweet often.

Mix it up. If you’re turned off by endless self-
promotion, your followers probably feel the same. 
When you post a new piece you’re proud of, by 
all means announce it with a description that 

makes us want to see. But if you want to grow 
your following, don’t just advertise: engage us.  
I don’t need to know what you ate for breakfast, 
but I’d love to hear about the gnarly tree that 
inspired your latest necklace, a die-forming demo 
you found on YouTube, or something a customer 
said that made you laugh.

use twitter tags. Before mentioning 
someone in a tweet, search to see if they have 
a Twitter profile. If they do, refer to them by 
their Twitter tag. Attaching the @ symbol at 
the front end creates a live link that leads to a 
profile. It’s an easy way to alert people to the 
plug, inviting them to retweet. Your Twitter 
homepage has a link to your tag in the sidebar. 
Click on this when you log in to see if anyone 
has addressed or referred to you.

Help otHers, Help yourself.  
If someone tweets something that might interest 
your followers, click “retweet” next to their post 
and it will post again to your followers, under 
both your tags. The originator may thank you for 
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the “rT,” thereby alerting their followers to your 
profile. retweeting is one of the fastest ways to 
update your feed and network at the same time.

use HasHtags. Another way to create a 
live link is to put a numeral symbol (#) in front 
of a word. Clicking on #beads, for example, 
produces a dozen tweets tagged that way in 
the past five hours. If you have a shop online, 
you’ll increase your chances of being found and 
retweeted by adding #etsy, #1KM, or #artfire 
where appropriate. Any major event or craft 
show will likely have its own hashtag. When I 
tweeted from Tucson, for example, I used #Tuc-
songemShow. Anyone searching for updates 
during the shows found my tweets.

sHrink and track. Twitter allows 140 
characters per post — thus, the term “microb-
logging.” I like to think of it as cyber-haiku. If you 
list a new piece of jewelry and want to post a 
link, you’ll want to shrink it first. Bit.ly reduces a 

link to 13 characters and, as an added benefit, 
stores it and lets you track how many people 
click, retweet, and share it on Facebook — even 
what country they’re from. On bit.ly, click on 
“Info” under the link and a bar graph pops up 
along with a detailed record. You can track 10 
links at a time, free of charge.

post regularly. Some people post all 
day and into the night, but once every day or two 
will keep you in the game. Try to check a couple 
hours later to see if someone retweeted or sent a 
direct message (DM). Best to respond the same day.

CATHLEEN MCCARTHY is a Philadelphia-
based writer who specializes in jewelry, art, design 
and travel. Her stories have appeared in Art & 
Antiques, AmericanStyle, The Washington Post 
and several inflight magazines. She has written for 
Lapidary Journal Jewelry Artist since 1992.

If you're out and about and spot 
something that might interest 
your followers, consider using your 
iPhone (or other portable device) to 
tweet live. In February, I tweeted my 
impressions of the Wittelsbach-Graff 
diamond from the press preview, 
when the diamond went on display at 
the Smithsonian. A couple weeks later, 
I posted pictures and impressions of 
the Tucson gem shows on Twitter 
from a bench in the convention center 
and in the sunshine outside a hotel.

I did all this on my iPhone, using 
Tweetie and Twitpic. Tweetie cost 
$2.99; Twitpic is free. Others prefer 
HootSuite and Twitterrific, both free. 
If you want to improve the quality 
of your iPhone pictures –– and add 
zoom –– I recommend the free  
Camera Genius app.

Don't forget to add hashtags when 
you're tweeting from a big event. 
Adding # to a word is easy, even on 
an iPhone keypad. By making my live 
tweets search-friendly, I picked up 
followers from the Smithsonian and 
retweets from the gem show organizers 
and Tucson visitors bureau.

Once you have the necessary applica-
tions on your iPhone, you can post 
a live tweet in minutes. It's fun and 
keeps things interesting, for you and 
your followers.

twitter on 
the road
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If you’re not ready to set up a website for your 
jewelry, or if you want something more interac-
tive, Facebook is a handy fallback. It’s free, attrac-
tive, and a lot of people access it. Launched in 
2004, Facebook now has more than 500 million 
active users worldwide.

perfect fit for artists Of all the 
social networking sites, Facebook is often the 
perfect fit for artists who work in visual media – 

maybe because it’s as easy to upload an image as 
it is to post a comment. In fact, you can put up 
entire albums of up to 200 photos, free of charge. 
Pictures often get more attention because, let’s 
face it, they are worth a thousand words. (As a 
professional writer, I don’t say that lightly.)

Facebook is among the most social of the social 
media. While LinkedIn skews toward professional 
networking and Twitter to anyone who shares 

your Facebook Fan club
BY CATHLEEn MCCArTHY

your interests, Facebook is a place where you 
can engage in lingering exchanges complete with 
visuals. Twitter is also more of a real-time discus-
sion, where quick-hit posts and conversations 
evaporate almost instantly, while what you post 
on Facebook stays archived longer. Post some-
thing that hits a nerve with your friends or fans, 
and comments can pile up for hours, sometimes 
into the next day. Plus, you’re not limited to 140 
characters, as you are on Twitter.

personal and professional  
Many designers choose to open up their 
individual profiles to business-related contacts 
and let everybody see their pictures of pets and 
family, as well as their jewelry. I know a few who 
use Facebook for professional purposes only, but 
once you get comfortable here, you may find it’s 
a nice way to get to know customers or fellow 
artists – and let them get to know you.

Mind you, this is not MySpace. Anyone 13 or 
older with a valid e-mail address can become a 
Facebook user, but the site aims more at adults 
than kids. You can have grownup conversations 
here – even if the kids are listening in (assuming 
you’ve “friended” them).

Facebook is a great venue for announcing 
upcoming events involving your jewelry, like 
craft fairs or trunk shows. You can link to articles 
about yourself on the web or publish your own 
“notes,” like a mini-blog. You can post pictures of 
a bracelet you just made and elicit compliments, 
thumbs-up signs (the “like” button), and even 
sales if you link to an online shop.

Or you can post a comment about a tune you’re 
listening to at the workbench and find yourself 

orIgInally publIshed In lapIdary Journal Jewelry artIst, october 2010



www.JewelryMakingDaily.com  6

How to sell jewelry
tips for selling jewelry online and 

improving your Home- Based jewelry Business

walking down memory lane with a classmate 
from high school – and, before you know it, a 
customer, a supplier, a neighbor, and someone 
from your book club. It can sometimes feel like 
you’re hosting a barbeque and everyone you ever 
met has suddenly gathered in your backyard.

How to keep tHeM separate  
If you prefer to keep those worlds separate, you 
have a couple options. One is to choose privacy 
settings that keep certain parts of your profile 
from being visible to everyone who follows you: 
new connections or messages people post on 
your “wall,” for example. You can also divide your 
Facebook “friends” into separate lists of business 
and personal, then indicate which list a post is 
intended for.

Another option is to set up a “fan” page for your 
jewelry, separate from your personal profile. A 
“group” page is similar but, having experimented 
with both, I find the fan page provides more 
options and is better for branding a business. 
(Facebook recently renamed their fan pages “like” 
pages, but the name hasn’t really caught on yet.)

I have a Facebook profile under my name and a 
fan page for my blog (facebook.com/thejewelry-
loupe). I’m selective about who I “friend” on my 
personal page; the fan page is open to anyone 
who wants to follow. If you’re not seriously into 
jewelry, there’s no reason to follow it – which is 
why you won’t find many of my family members 
among my fans. I use my profile to communicate, 
and the fan page to alert Facebook followers to 
new blog posts or share jewelry-related photos 
and news from the road. My fan page and 
everything I post there carries the logo from my 
site, not my face.

A fan page makes an ideal supplement to a 
website or an online shop. You can add links to 

sites like Etsy or ArtFire to encourage customers 
to check out your latest listings. (I’ve included 
some cool applications for linking to online shops 
at jewelrymakingdaily.com/netprofits under “Find 
Your Place on Facebook.”) Every time you relist  
or add a new piece to your shop, post a link to  
it on Facebook.

If you have 300 fans – and eventually you may 
have far more – these dedicated customers  
will see a thumbnail shot of the piece on Face-
book and, if they like what they see, click over to 
your shop.

When you follow a fan page, new posts from that 
page appear in your news feed whenever you log 
on to Facebook. Which means that right after 
your pal Sarah’s announcement that she’s dating 
her hairdresser, you’ll see the link to a fellow 
jewelry maker’s announcement of her next craft 
show (if you’re a fan). On your own fan page, you 
won’t see anyone else’s posts unless they leave 
comments. If someone becomes a fan, it’s good 
karma to return the compliment. Seeing what 
other designers post will also give you ideas for 
what you should be posting yourself.

Facebook has become a major opportunity for 
free online marketing. For jewelry artists trying 
to grow a business, this one should not be 
overlooked.

CATHLEEN MCCARTHY is a Philadelphia-
based writer who specializes in jewelry, art, design 
and travel. Her stories have appeared in Art & 
Antiques, AmericanStyle, The Washington Post 
and several inflight magazines. She has written 
for Lapidary Journal Jewelry Artist since 1992.and 
several inflight magazines. She has written for 
Lapidary Journal Jewelry Artist since 1992.

Among social networking sites, Facebook is 
the perfect fit for many people who work 
in visual media - which probably explains 
why so many jewelry makers and designers 
congregate there. It's as easy to upload an 
image as it is to post a comment. In fact, you 
can post entire albums of up to 200 photos, 
free of charge.

If you're just getting started with Facebook, 
here are a few things to check out:

Facebook Communities for Jewelry Artists

Jewelry Community Page [http://
www.facebook.com/#!/pages/
Jewelry/115183551830113?ref=ts]

Post anything with the word "jewelry" and 
it pops up here. First you'll see the jewelry 
posts by your Facebook friends. Everything 
else appears under "Related Global Posts." 
Because there are so many people world-
wide posting on Facebook about jewelry, a 
new post appears about every 30 seconds. 
It's a hodgepodge of jewelry-related news.

Making Jewelry Community Page [http://
www.facebook.com/?sk=2361831622#!/
pages/Making-Jewelry/377987528549?ref=ts]

This one is far more targeted but with just as 
many followers. Include the words "making 
jewelry" or "jewelry making" in your post, 
and it will appear on this page to all 25,000 
people who signed on (including me). First 
time I visited this page, someone had just 
posted a link to Lapidary Journal Jewelry 
Artist and it popped up because the tagline 
contains the magic words ("jewelry making").

Find your place 
on Facebook

your Facebook Fan club BY CATHLEEn MCCArTHY
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When it comes to selling your work online, it 
helps to understand the basics of search engine 
optimization, or SEO as we all know it. SEO is the 
science of manipulating a web page so search 
engines, particularly google, will find it — so that 
someone searching for jewelry like yours will also 
find it and then, hopefully, buy it.

There’s a lot to SEO, but you don’t have to 
master it all, especially when you start out. You 
can do a lot to help your sales by following just 
these two rules.

tHe rigHt title 
seo rule 1: choose the title for every 
listing carefully. Every time you list a piece 
on an online shop, you create a new page and 
give it a title. The title appears at the top of that 
page but also as the highlighted, clickable heading 
on a google search.

Supposedly, a title shouldn’t contain more than 
seven words. google places a level of impor-
tance on each word and anything longer than 
this will weaken the title as a search term. But 
the right five or six keywords can help set a 

listing apart – and I notice plenty of Etsy listings 
with 10 words or more rising to the top of 
google searches.

Let’s say you’ve just made a pair of flower-theme 
earrings using turquoise. You want a customer 
looking for that combination to find you before 
they find something similar. If we focus on 
google, given that it holds about 70 percent of 
the search market, a search for “turquoise flower 
earrings” reveals that the top listings are for 
Amazon, Overstock, and Kohl’s.

Don’t worry. You’re not competing with those 
retail giants. The customer for your jewelry is look-
ing for handmade. Add the word “handmade” to 
the search term and two Etsy listings come up at 
the top. The first is an Ohio-based jewelry maker’s 
Etsy listing for turquoise-colored Swarovski crystal 
earrings. The second leads to a page on Etsy that 
shows a gallery of jewelry by different sellers. If I 
had serious time to kill, I could click through to all 
22,495 listings. (Isn’t that an exhausting thought?)

Worth noting: The top spot in my google 
search results was an individual Etsy shop. What 

attract the bots with seo
BY CATHLEEn MCCArTHY

set this artist’s listing apart? She used the word 
“handmade” as the first word of her title. In fact, 
her title “Handmade Turquoise royal Flower 
Earrings” matched all but one word of the search 
terms I typed. Using “handmade” in a title on 
Etsy, a handmade marketplace, may seem un-
necessary, but bear in mind that you’re not only 
trying to stand out to people shopping on Etsy, 
you’re trying to stand out to people searching 
for jewelry on google and other search engines 
across the entire worldwide web.

eVery tag
seo rule 2: tag your listing with 
every word buyers might use to find 
your jewelry. not all the earrings that appear 
on that Etsy gallery I clicked on are flowers, not 
all are turquoise, and not all are earrings — but 
all were tagged with at least two of those three 
words. I’m assuming those tagged with all three 
appear close to the top of that selection.

Sites like Etsy and Flickr and blogging platforms 
like Wordpress and Blogger allow you to select 
the tags (keyword descriptions) for each piece 
you list or page you post. It doesn’t take long to 

orIgInally publIshed In lapIdary Journal Jewelry artIst, december 2010
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check off the appropriate tags — and that small 
effort goes a long way in helping search engines 
find your listing.

There are other things you can do to optimize 
your own site, like including those keywords in 
your descriptions and captions. But if you’re selling 
your jewelry on a site like Etsy, you don’t have to 
be terribly tech-savvy to make SEO work for you.

Sites like Etsy, 1000 Markets, and Artfire are 
designed so a certain amount of search engine 
optimization is done for you: you just fill in the 
blanks. They all employ people who do nothing 
but optimize their sites for the search engines 
— but if you want your work to stand out from 
the crowd these days, you had better learn to 
do your part.

“People come into this thinking, ‘I’m just going to 
list my products on a site and the money will roll 
in,’” says Tony Ford, COO of Artfire.com. “If you 
don’t use SEO, you’ll get some benefit by doing 
that, but it really pays to learn the basics.”

Unfortunately, he cautions, the rules for  
effective optimizing change constantly. Like  
most online marketplaces, Artfire employs 
someone to monitor how quickly pages load 
and to optimize pages and figure out how those 
loads affect search engine optimization. “We 
automate as much as we can,” says Ford. “And 
what we don’t automate, we teach you.”

When I mention I’m reading the book SEO Made 
Simple: Strategies for Dominating the World’s Larg-
est Search Engine (2008), he smiles indulgently. “By 

the time a book is published on SEO, it’s already 
out of date,” he says. “Your best bet is to research 
it online.”

Yes, it’s happened. Those sci-fi movies weren’t 
fantasy after all. We’ve entered the age where 
robots rule the world. I figure, if you can’t beat 
’em, optimize ’em!

CATHLEEN MCCARTHY is a Philadelphia-
based writer who specializes in jewelry, art, design 
and travel. Her stories have appeared in Art & 
Antiques, AmericanStyle, The Washington Post 
and several inflight magazines. She has written 
for Lapidary Journal Jewelry Artist since 1992.and 
several inflight magazines. She has written for 
Lapidary Journal Jewelry Artist since 1992.

Applying basic SEO (search engine 
optimization) to a web listing is one of 
the easiest ways to ensure gem or jewelry 
buyers find your gems or jewelry online. 
But how do you know which search 
terms people will use?

Test the waters. The best way to test the 
effectiveness of a title is to Google it and 
see what pops up. Any time you list a new 
piece of jewelry, do a quick search first. 
Type in the words you imagine a potential 
customer might use if they were search-
ing for this piece. What comes to the top 
and why? After a while, you won't need to 
do this every time to know how to word a 
title or choose your tags.

Remember: You're not just trying to stand 
out on Etsy. You're trying to stand out on 
Google - and Yahoo!, Bing, Ask.com, and 
every other search engine on the web.

Let's say I want to list a sterling and 
brass bangle. If I Google "handmade 
mixed metal bangle," the top listing 

is a gallery of "sterling bangle bracelets" on 
Etsy [http://www.etsy.com/search_results.
php?includes%5B0%5D=tags&search_qu
ery=sterling+bangle+bracelets&search_
type=all&page=1&ref=related] - cool stuff, but 
not really what I was looking for.

Number two in my search results is the Etsy 
homepage of Our Tree House Designs [http://
www.etsy.com/shop/ourtreehousedesigns], a 
shop that's done a great job of targeting the 
market for mixed metal jewelry.

Number three is a bracelet by a German 
designer on Artfire [http://www.artfire.com/
modules.php?name=Shop&op=listing&pro
duct_id=465066]. "Handmade Mixed Metal 
Bangle" are the first words of her title and her 
product description: a direct match. There 
is plenty of room at the top of this particular 
search, as long as you specify those terms.

Sites like Etsy, 1000 Markets, and Artfire make 
it easy for you to optimize each piece you list by 
giving you a form to fill out with title, tags, and 
product description. These sites are designed to 
help sellers maximize search optimization. Fill in 
the blanks and you're automatically optimized 
to some extent - especially on a site with as 
much traffic as Etsy gets. But it's up to you to 
come up with a title and tags that will attract 

search robots and to use the most powerful 
keywords in your descriptions and image 
captions.

More information on SEO:

• SEO Made Simple [http://www.amazon.
com/SEO-Made-Simple-Strategies-Domi-
nating/dp/0615178634] is a useful primer on 
meta tags, keywords, page rank and search 
engine robots.

Etsy has a useful tip sheet on their site [http://
www.etsy.com/storque/how-to/etsy-guide-
to-seo-5224/]

Artfire has a regularly-updated page 
called "SEO Tips and Tricks" [http://www.
artfire.com/modules.php?name=art_
daily&op=view_column&cid=7].

Handmade Marketing posts useful guides 
to maximizing SEO on Etsy [http://hand-
mademarketing.org/etsy-seo-search-sell-
more-handmade/] and 1000 Markets [http://
handmademarketing.org/seo-1000-markets-
find-handmade-online-seo-tips/]

Take a little time to educate yourself about 
SEO in general and, specifically, on the online 
marketplace you favor. A couple tweaks can 
send your jewelry listings soaring to the top.

testing  
your seo

attract the boss wIth seo BY CATHLEEn MCCArTHY
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Every time you put up a new profile online 
– whether it’s a website, blog, online shop, 
Twitter account or Face-book page – make sure 
everything works together. Use the connections 
you already have on one site to drive traffic to 
another. Loyal customers of your Etsy shop, for 
example, may want to network with you on Twit-
ter or Facebook, too. And that can lead to other 
connections – and customers – you wouldn’t 
find otherwise.

Don’t worry. Keeping up an active presence on 
several sites doesn’t mean you have to devote 
hours a day to each one. Here are a few tricks 

for maximizing your impact while minimizing 
your time investment. 

be consistent. remember: you’re building 
one brand through several channels. Decide 
whether to use your own name or the name of 
your jewelry business, and then use that for all 
online profiles. 

Likewise, use the same avatar (the little image 
associated with your profile) – a shot of yourself, 
your jewelry, the logo from your website, or 
some memorable image that otherwise says 
“you.” (One jewelry maker I follow on Twitter 

uses a picture of bright red pumps.) An avatar is 
a visual cue. I often forget the names of people 
I’ve started networking with – especially if I’ve 
“met” them on Twitter and they show up on 
Facebook – but I always recognize their avatars.

experiMent. You may find one social media 
site works better for you than another. Some find 
Twitter’s 140-character posts are just what they 
need for a quick visit to the virtual water cooler. 
Others gravitate to the more visual, longer-lasting 
conversations of Facebook. You may prefer to 
avoid the chatter altogether and post weekly up-

get synced
BY CATHLEEn MCCArTHY

orIgInally publIshed In lapIdary Journal Jewelry artIst, september 2010
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dates on LinkedIn, images of your work on Flickr, 
or video demos on YouTube.

Any of these, done right, can build your reputa-
tion and bring new business. But you may be 
missing a valuable opportunity if you focus on 
one site and ignore the rest. If your customers 
or potential customers are hanging out there, 
you need to be there, too. Engaging with a few 
different networking sites requires only a few 
minutes a day. Fortunately, they’re designed to 
play well together.

let people know wHere to  
find you. Make sure all of your profiles link 
to each other. If someone is interested enough to 
check out your website, they may want to follow 
you on Facebook or Twitter, and vice versa. It’s easy 
now to post widgets on your site that link to your 
Twitter and Facebook pages. All a customer has to 
do is click on that familiar T or F logo to follow you. 

double post. You don’t have to keep updat-
ing all your social media profiles separately to maxi-
mize the networking. Just decide which site you want 
to use as your primary outlet and set it up so your 

posts appear on your other social media profiles at 
the same time. 

For example, when I post something new on my 
jewelry blog, I shrink the link to my post on bit.ly, then 
post it on my Facebook page, which automatically 
appears as a “tweet” on my Twitter profile. One 
five-minute effort and I’ve spread the word on three 
separate sites.

You can also link your Twitter account to your Linke-
dIn or Facebook page, so that every tweet appears 
on all three simultaneously. If you’re selling at a craft 
show this weekend or a blog just posted a glowing 
review of your jewelry, one quick mention on Twitter 
and — voilà! — you’ve not only spread the word to 
your Twitter followers, but also to friends and family 
on Facebook, and your professional network on 
LinkedIn. (The @ and # symbols used on Twitter can 
look a bit odd out of context, but cross-posting is 
becoming so common, people are getting used to it.)

inVite cross-networking. I’m not a 
big fan of auto-responses, but one way to build your 
Facebook following is to set up your Twitter account 
to automatically send new followers the link to 

your Facebook page, along with a friendly invitation. 
Facebook allows you to add UrL links to your other 
social media profiles so “friends” can connect with 
you on other sites. And LinkedIn recently added a 
feature that allows you to post a link to your Twitter 
profile, making it easy for your LinkedIn connections 
to follow you there.

It only takes a few hours to put up a blog or 
website and minutes to set up social media 
profiles, but keeping them active and working for 
you requires some upkeep. So do yourself a favor 
and sync up.
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not only does she create amazing jewelry, 
Danielle Miller has also mastered the art 
of integrated online marketing. If you're 
wondering how to use social media sites 
and link them effectively, I recommend 
using her as a model.

On Twitter, Danielle has almost 1,000 
followers [https://twitter.com/daniellejew-
elry] and tweets off and on all day, every 
day. She obviously enjoys this medium and 
is a natural at it. Twitter only allows one 
live link per profile and Danielle uses it to 
link to her website.

Integrating  
your social 
networking

Danielle's site [www.daniellemillerjewelry.net] is 
mainly a showcase for her jewelry and a list of 
retailers that carry it. She also links to her blog 
[daniellemillerjewelry.blogspot.com.].

Her blog has a Facebook badge that links to 
her business fan page and displays her current 
status and number of fans. (To create one like 
it: www.facebook.com/help/?page=4.) Her 
blog also displays links to upcoming art festivals 
and her Flickr page [www.flickr.com/photos/
daniellemillerjewelry/4483590700/], where 
you can find pictures of her studio, jewelry, 
jewelry-making demos, and magazine spreads 
featuring her work.

On Facebook, Danielle has a personal page as 
well as a business page [www.facebook.com/
pages/Danielle-Miller-Jewelry/33729934992] 
with more than 600 fans, where she posts 

news about her jewelry (galleries, catalogs, blog 
posts) a few times each week. At the top of her 
personal Facebook profile, she links to her Face-
book business page, inviting friends to become 
fans. At the top of her business page, she links to 
her web site [http://www.daniellemillerjewelry.
com] "for more info and a list of retailers." Her 
status update reads: "Do you tweet? If so, you 
can follow my tweets here: twitter.com/dani-
ellejewelry."

Her Etsy shop [www.etsy.com/shop/daniellejew-
elry] opens with links and invitations to follow 
her blog, Twitter, Facebook, and website.

Everything links to everything else, and if you fol-
low the virtual path Danielle has laid out, you'll 
get a clear picture not just of her jewelry, but of 
the artist and person behind the jewelry. now 
that's effective marketing.

get synced BY CATHLEEn MCCArTHY
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How to sell jewelry
tips for selling jewelry online and 

improving your Home- Based jewelry Business

Everyone who has ever made the leap from 
producing jewelry for fun to producing jewelry 
for profit has struggled with the question of 
pricing their work. Whether you work with silver, 
gold, or gemstones, and whether it’s your first 
craft show or your thousandth sale, you must be 
able to set a fair price or you won’t be in business 
for very long.

“Most people who get into making and selling 
jewelry don’t come into it as a business; they get 
there because of a passion,” says Alan revere, a 

the price 
of success

BY SUZAnnE WADE

San Francisco jewelry designer and founder of re-
vere Academy of Jewelry Arts, where he teaches 
classes on pricing and marketing. “But passion can 
only take you so far. Sooner or later, the enterprise 
has to pay for itself — really pay for itself, or things 
start to fall apart.”

For many newcomers to the business side of 
making jewelry, setting prices is an emotional 
judgment rather than a business decision. That 
can get you into trouble, because if your revenues 
aren’t higher than your costs, your business is 

doomed to fail. Determining fair prices for your 
work means setting aside the emotional attach-
ment to your pieces and looking at them with 
a simple equation in mind: labor + overhead + 
materials + profit = fair price.

To figure your labor cost, you need an hourly 
rate and the number of hours it takes you to 
make a piece of jewelry. If you’ve never done this 
before, start by keeping a log of all the time you 
spend working on the piece, including time spent 
designing and selling the piece and keeping track 
of your expenses. remember to pay yourself 
just as you would any employee, and don’t mark 
off for bathroom breaks, for example — you 
wouldn’t expect an employer to dock your pay 
for this.

Once you know how much time you spent 
creating a piece, you need to decide how much 
to charge for your labor. “Ask yourself how much 
you would want if you were making it for some-
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body else,” revere advises. “What could you earn 
at another job?” Once you settle on an hourly 
wage, add enough to cover benefits such as 
health insurance, FICA, vacation pay, and sick pay.

overhead means the costs of operating your 
studio for a year, including rent, advertising, light 
bulbs, paper towels, stationery, and subscriptions. 
It also includes materials and supplies that are 
consumed but not delivered to the customer, 
such as gas for the torch, solder, polishing 
compounds, etc., and a portion of the cost of 
your tools and equipment. “Each item you make 
should contribute some small amount to the 
cost of the tools used to make it,” says revere. “If 
you buy a torch and think it will last five years, 
then one-fifth of that price should go into your 
annual overhead figure.”

“Once you know — or can make a good estimate 
— of what it costs to operate and produce 
jewelry for a year, you have to calculate what 
your overhead is per hour,” continues revere. “To 
get this number, divide your annual overhead 
by 2000, because that’s approximately 40 hours 
per week for 50 weeks in a year. If an item took 
three hours to design, make, sell, ship, and do the 
bookwork, you will multiply the hourly overhead 
by three to determine the correct portion of 
overhead costs to add into the calculations of the 
price of the piece.”

Even in a home studio, overhead expenses 
should be included in your price calculations. 
“Whether or not you can deduct the expense 
on your taxes, your business should be paying 
one-seventh — or whatever the portion of 
your total space is used by your studio — of 
the insurance, the mortgage, the maintenance, 
etc.” says revere. “You’ve got to think of this as 
a business.”

The cost of materials is relatively easy to figure, 
even for a newcomer: it’s just a matter of keeping 
track of how much you pay for whatever goes 

directly into the piece, such as silver, gems, or 
ready-made pin backs. revere also suggests that if 
you hold materials, such as gems, in inventory for 
an extended period of time, you may wish to add 
an additional amount to allow for inflation and 
profit on your investment in inventory.

To figure out a guideline for pricing silver, for 
example, you can simply buy and weigh a couple 
pieces of silver jewelry. Most of the silver jewelry 
out there is priced at around 15 to 20 times 
the cost of materials. Although this estimation 
is probably a good benchmark, it should not 
replace the fair price formula. It’s tempting to sub-
stitute a quick formula for the work of evaluating 
costs, but this can lead to trouble, since it may not 
work for your particular approach — for example, 
if your pieces are more labor-intensive than those 
you’re using to develop such a formula.

The last item to add into the equation is profit. 
“Let’s say you come up with a total of $20 per 
hour, and you figure the price should be $200 for 
the piece. On top of that, you’re entitled to make 
a profit,” says revere. “You’re an entrepreneur. You 
could have put your money someplace else and 
earned interest. You’re entitled to make a profit 
on that money.” 

What is an appropriate profit level? Check with 
the U.S. Department of Commerce, which 
compiles statistics on standard ratios for most 
businesses. “A small business that brings in a 10% 
profit after paying all the bills is doing very well,” 
revere advises. “So you might want to add 10% 
over the total of all costs to your calculations.”

After adding together all four components of 
your price calculation, step back and consider 
whether the price you’ve come up with seems 
reasonable. “One benchmark for checking the 
price you come up with, at least for gold jewelry 
that isn’t heavy with gems, is to take the materials 
cost alone and multiply it by seven,” says revere. 
“This number should be close to your final price 

calculation. If you’re coming out 15 to 1 or 3 to 1, 
you’re probably doing something really wrong.”

Although your price for an item similar to that 
made by a competitor should be within 10% to 
20%, “never compete on price,” revere states. 
“Instead, compete on quality, originality, or de-
sign. In a price war, you will always lose because 
someone else will always be willing to go lower. 
The fact that your competition sells something 
similar for 10% less is irrelevant. For all you 
know, they may be losing money on every item 
and are about to go under. Stick to the prices 
your formula dictates.”

revere also advises his students strongly against 
discounting. “Stick with your prices. Do not 
negotiate them lower,” he says. “If you’re at a show 
and you advertise or announce that your prices 
are discounted 10 or 20%, it undermines your 
credibility. People conclude that if you’re taking 
20% off, maybe it should really be 25% off.”

revere suggests a couple ways to respond to 
potential customers who want you to discount 
your price. “Tell them you have calculated your 
prices fairly and that you cannot reduce them 
without taking a loss,” he says. “Tell them, ‘This is 
the absolute lowest I can go,’ or even, ‘This is the 
fair price — I don’t mark it up and then mark it 
down so I can say it is discounted.’”

While all this may seem like a lot of work to set 
a price for your pieces, it’s absolutely essential if 
you’re going to make jewelry design a career, not 
just a hobby. “Once you’ve done it for a while, 
you can take some shortcuts,” says revere. “But if 
you’re a newcomer and you’re figuring out what 
to charge for the first time, you want to do it as 
accurately as possible. The worst thing to do is sell 
your work for less than it costs to make it.”

SUZAnnE WADE is a frequent contributor to 
and former editor-in-chief of AJM.
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