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KERRY CATHERINE JEWELRY IN EALEIGH,
MC, is the embodiment of warmth. From the glowing store-
front and exotic wood interior to the personal relationship
established with each customer, owners Kerry Catherine and
Charles David have married art with gracious customer serv-
ce. Catherine designs and crafts the jewelry, and her hushand,
David, designed and built the entire boutique store from the
initial sketch on a napkin o installation of the mahogany front
doors that bear their trademark “KC™ that forms the handles.
They consider the entire store a piece of art, and it is a wel-

coming backdrop for the Southern hospitality they extend to

their ever-inereasing clientele. “We feel the experience of
shopping for beautiful jewelry begins when they see the store)”
David says, “and ends when they no longer ‘sense the store.™
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y fﬂﬁﬁ,ﬂn wittch Kerry Catherine at work, designing and creating jew-
in-store, merzanine stedio where she and other artisans craft te
o hﬁmﬂwﬁl’n‘-‘qﬂmlw that Catherine dmﬂbm :.:Hhs-

m'ﬁfln] mum:mmn a lesson on how }cm-lr,'.' is made,

_ fhﬁk,llﬂﬂ,ﬂ: the microscope at a dismomd or other gem
Emd,iﬁ:lrmrmlnp:ni' appreciation of the process,

Cath en design: ]?rsijr_fﬁuﬂndmd.ua'l castomers’ social, political
m"'diﬁ':iﬂﬂq : ‘l;l'la:l_i’ peasions, and she spends time getting 10 know
ﬂ]%clﬁnm'hhﬁjimd{;m of style” She or other employees frequent-
1 h’aﬂb'l-fl'lﬂ‘ll}'hmlﬂﬂft wedding party and often scoom pany brides
to shop for thelr powns, taking along several potential jewelry prototypes
ard working with the bridal-store staff to coordinate all clements of
aceessorics and apparel,

MASTER PLAN

The store’s upfit was painstakingly planned by David, who incorporated
patural elements into all destgn aspects. For lighting inspiration, the cou-
ple vigited 3% jewelry stores on Fifth and Madisen svenpes, observing
whaot the "expensive Kew York lighting designers™ did in these stores and
deciding which Axrares and Hghting types worked best. They crafted a
blend of types — over 400 lights in all = that highlight their jewelry in dif-
ferent, complementary ways, “The best lighting i n blend thae makes jew-
elry *pop™ David savs. * The stores interior features exotic veneers for
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which David spent months searching. The fleor ks made From varying
whdths of hand-hewn Santos mahogany planks, and the natural-elessents
themse continues with n 42-foot gold-leafed barrel-vaulted cefling and
nine 5-foot imperial Black granite stone slabs across the rear wall and the
center dividing wall The Marmorine texture, with fne marble dust
stirred in, lends a subtle glimmer fo the walls, The 2-by-3-foat hand-
carved micastar mahagany frent doos, found in Mexico by Cathering and
finished by David, features a bronze representation of their graphic logo
that David created to funsction as both front deor handles. =Te's the first
thing they put their hands on when they enter the store)” he says. “Almost
like the first plece of jewelry”

COOL FACTS
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+ FTha bronze casts of the "KC™ logo were created by an art
student at East Carolina University. *The idea of offering the
seulptural representation and ereation of the actual casting
job to someone more focused on art rather, than the
commaercial aspoect was appealing David says.




IN-HOUSE ADS
with an advertising budget of only $10,000, the store's photographic and
direct-mail campakgns are done in-house, *There is always much energy,
and we have 2 lot of fun staging our own photo shoeots” David s They
work with photographers who have had their portfolios nationally exhib-
fted and pecogmized but who are also customers and friends. And,
although they utilize one model (and friend) who was once representecd
by the Ford Agency, most of their models are Sreal people”

GOOD HELP

Kerry Catherines ovners place importance on the training and well-
being of their emplovess. David and Catherine hire people who are “atten-
tive, educated, professional and trustworthy™ with a “positive demeanor
and a desire for product knowledge or continuing education,” and then
1'|".-:':.' creabe an 1.-nhp|u;.'lll.-tl'|t -t"-:P'I.'I'iL‘ﬂ-l.‘l:' thae will foster I'l‘-'lnﬁ-iﬂﬂ for their
jobs in the present and a basting relationship in the future. They utlize
ereative management tools, including weekly staff meetings, which might
include “Jewelry Jeopardy™ or other sabes or edueational games. They
spmietimes have m:-r-thnnﬂ[-.irlg ;unirs where everyane slays ar the store
into the night deiding what thenses and pleces will wirk best in the ever-
changing store window displays, But most of all, Catherine miadels cus-
omer-focwsed, individualized service for her sales staff. "We have been
wildly ssccessful because of our customer service,” David says. “The staff
pakes indtiative from Kerry and how she meets with people, showing
enthusinsm — there's an instant trust factor, She leacds by example®

TRUE TALE Though the store does-

n't actually provide a
watch-repair service, a customer requested a new battery
for her watch once; employees went out the back door,
drove to Sears, bought a battery and repaired the watch at
no cost. “Customer service is such an overlooked part of

shoppers’ experience,” David says.



WHAT THE JUDGES SAY

AMAMNDA GIZZI

TREND WATCHER

© They have put together a
great advertising program ine
house, In addition to basics,
they sepem Lo understand and
anticipate trends.

mSCORECARD

KATE PETERSONM
MANAGEMENT CONSULTANT
O In today’s markel, you can’t
survive for long without a veny
gotd, and wery sady-lo-aciess,
wisbaite, [T this store hos one, |
coubd not find it.

OVERALL
SCORE

328%

BILL AND SHARON ELAIR

ASSOCIATION HEADS

O Kerry Catherine Jewelry has one of the most atiractive extarioe
designs in the Cool Store contest, and their story makes |E apparent
that the real personality of the store is its staff.

HEH EE SINGER

JEWELRY WHOLESALER

O Creating a store brand and consstently maintaining il is part of
wihal makes a siore like Eerry Catherine cool, There's big brand
continuity with the use of the decidedly unique initial logs throughout
the store, What a great idea o offer clients and their children tours of
the studio warkshop,

JAMES PORTE

MARKETING EXPERT

O | was impressed by the owners” entréprensurial spint:
UNCOMPromIsing values, 3 vision and a missien to succeed. The store
has a limited ad budgel bl uses it creatively, The store offers a
beautiful interior and the product line is balanced, feminine and
flowing. The store detadls are indeed impressave: infricate elliptical
casewark, front door handles, a wall panel system and more than 400
pitoes of glasswork and metal hardware. | also [ike how the store is
g'.-l:tmg outside of its four walli- m :mnﬂl with the mm'.nmw.

TEHIT'l" CHANDLER

JEWELRY EDUCATOR

& Dynamic and creatively distinctive? Space ulilization is
extraordinary, as the customer can hardly move without being
introduced to yel another Lasteful display. The exterior simply glows
and begs you to come fake a look

TRY THIS

- Staff members give gifts of carved gemstones or fossils to
:hltﬁmn who wisit the store with their parents. Not mﬂ:r docs

this reinfor:  the fessons, lh-:r,*.I may have loamed in tau:im; the
ih.ldl-n-, but it is apniE't[v! lnm[nd-urtnthem = aind In I:um,.
Mom and Dad — of. prTunnterpenm:a lhﬂ had in Hrr:
“ﬂrh
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