Retail Practices

Long Jewelers —
A Best Practices Powerhouse

With 380 years behind it, Virginia Beach-based Long Jewelers is nothing short of a Best Practices power-
house, and, according to its customers and employees, a “really cool” place to shop and work.

>> Diana S. Zimmerman, Special Features Correspondent

Interior of Long Jewelers.

Exterior view of
Long Jewelers of
Virginia Beach.

Long Jewelers holds regular
Designer Showcase evenings
where clients can meet the
designers.
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David and Lauren Long.

’ I Yo say that Long Jewelers is “cool,” how-

ever, doesn’t quite capture the whole story.

The company’s 11,000 square-foot store,
with its specially created custom showcases and
lighting, is indeed cool. But so is the store’s décor
of rich woods, elegant tile, burnished metal, envi-
ronmentally friendly bamboo, and contemporary
glass. Each element has been expertly combined
to stimulate the senses, even before the shopping
experience begins, and that includes the separate
kids' and men’s waiting areas with plasma TVs
and wireless headsets. Its 380 years of accumu-
lated experience by its twenty-plus employees is
also pretty cool.

But perhaps the coolest thing about Long
Jewelers is the length it will go to take care of its
customers—an intrinsic philosophy of company
president, David Long. This is also just one of the
many reasons why Long Jewelers has been voted
the “Best of the Beach” Best Jeweler in Virginia
Beach for an unprecedented 15 years in a row. It
is also a philosophy that saw 2007 sales climb a
whopping 56 percent.

“We are the largest independent jewelry store
in Virginia and are already splitting at the seams.
Our new store was just one year old on November
Ist of 2007, and we are already moving book-
keeping to allow for more showcase space,” says
Long. “We pride ourselves on being a full-service
jeweler with a full-time third-generation watch-
maker, Eduardo Mateus, on staff. Eduardo is
joined by five full-time jewelers, an engraver/shop
manager and a Graduate Gemologist. Many em-
ployees have GIA training and are encouraged to
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During one of the Designer
Showcase evenings, left to right:
Lon Pascal, Berge Abajian, David
Long, Kim Templeton, Andy Meyer,
and Jon Walp (foreground).

Everyone has a good time
at the Designer Showcase
evenings at Long Jewelers.
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continue their education. This group, along with
the rest of our sales staff, was brought together for
one reason—to provide our customers with the
best selection, the best service, and the best value
all at the best prices possible.” Long, himself, is
an award-winning designer and a graduate from
Virginia Commonwealth University’s School of
Jewelry Design. He takes an active, hands-on ap-
proach to his craft, just as he has been doing for
over 30 years.

Many of Long’s customers have been loyal and
steadfast throughout those years, as well, even if
they leave the area. Is not uncommon for the
company to deliver a wedding band to Italy or
South Korea, an engagement ring to a client’s
son in Florida, a graduation gift to someone in
Pennsylvania, or to deliver pearls to New Jersey
for a grandmother, who lives in Louisiana, and

We are the largest
independent jewelry store in
Virginia and are already

splitting at the seams.

buys Add-A-Pearls for her granddaughter. “Our
customers could buy somewhere else,” Long in-
sists, “but they have made us part of their lives
and for that, we owe all of our success to them.”

Customers and vendors, alike, agree: Long
Jewelers is a best practices powerhouse in so many
ways, not the least of which is selection. And when
the company holds a special Designer Showcase,
it seems like the Who’s Who of the jewelry indus-
try show up. “There are not many stores in the
country that can bring together this many quality
vendors for one show,” declares Lecil Henderson
of Henderson Design. “You have half of the better
designers from Luxury and Couture here.”

On any given day, the company carries in excess
of 50 designer lines. “We do this because we want
our customers to be able to find the finest jewelry
the industry has to offer, right here at home where
they are comfortable, so they don’t have to travel
to New York or Los Angeles,” Long explains.

“Our relationship with our vendors and custom-
ers goes a lot farther than just bringing goods to
them. Through our empowered staff, we “hook
up” the client and designer directly and everyone
benefits. Many on our staff serve as in-house rep-
resentatives for the designers, cementing lasting
relationships and greater sales.” David Hill of
Tolkowsky Diamonds is in complete agreement:
“I love the energy in the store. The staff is so en-
thusiastic. I'll come to work with them any time.
Can you work me in next week?”

Long is quick to point out that much of the
company’s success is due to his employees.
Certainly, his best practices philosophy toward
his staff is extremely impressive. “Because of their
experience, each employee is empowered to do
whatever it takes to make sure that our custom-
ers and suppliers receive the best service we can
provide—always!”

Jon Walp, a 10-year Long Jewelers veteran with
30 years total experience and the store’s General
Manager, concurs: “Running this store is truly
a pleasure since most of the staff has had prior
jewelry management experience. David Long has
provided an environment in which we can all
thrive.”

“We all came for better hours and an opportu-
nity to utilize the experience we gained over the
years,” adds 10-year employee, Kim Templeton,
who has 25 total years of experience in the jew-
elry business. “Each of us has a voice and we are
encouraged to use it.”

An added benefit of all this experience and
empowerment is that the employees have a
self-evaluation program. Based on the store’s per-
formance, each staff member gives his or herself
an annual merit increase or raise. Now that goes
way beyond cool. It’s just plain awesome!

The company is also very active in the com-
munity. It helps sponsor no less that 27 charities,
including: Seton Youth Shelters, Virginia PTA,
Tidewater Youth Organization, The Virginia
Beach SPCA, the Girl and Boy Scouts, Norfolk
Botanical Gardens, Norfolk Zoo, and the VA
Ballet Theater, to name just a few.

When it comes to best practices, this power-
house continues to write the book on excellence.
www.longjewelers.net
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