Luring with prica: Diamond retailer Elf Benisty buys from his own family
in Israel and says he eliminates huge markups bo keep prices down,

Tips for

buying a
diamond

W Don't rely on the
persan sefling the dia-
mond to tell you what
it's worth.

B Do your homework
and show up at the
store with a diamond-
buying book,

B Research the four
s of diamond-buy-
ing — carat, cobor, cut
and clarity.

B Mpst diamonds are
marked up at least 30
percent to 50 percent.
Treat the purchase as
a business deal, and
negotiate a bargain,
W Doa't buy any dia-
maond that is naot
graded by the Gem-
odogical Institute of
America, the Ameri-
can Gem Sochety or
the Internatipnal
Gemmological Insti-
tute.

W Mever buy a dia:
mond in a rush, Your
haste could result in a
costly and foolish
burying mistake.

B Reputable dia:
rrond stores have 30-
day return policies.
Set an appraisal ap-
paintrent, by the
diamond and take it
ta the appraiser. If it
does not appraise
well, take It back.

B Pay with a credit
card. If & store re-
quires cash or check
only, it's time to
leave.
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iamond salesman
as ice in his veins

£ Bonisty

® Titla: Crwner of
DistEngtive Diamonds Inc.,
W Age: 30
Previous career
B 103-1908: Worked Tor
the Ades Co., an israeli-
based dimond import
compary, sefling dia-
mands to jewelry com-
panses in Indiana, Qhio
antd Kentucky.
| 1998: Opened Diamand
Source Inc., a diamond
wr-msah.‘_:nmpanv in
indianapolis.
= July 2002; Opened Dis-
timctive Digmonds Inc
near Keystone at the
Crossing.

| Revanuo ol for 2002
$1.5 million
W Favorite diamond cut:
Princess, a square-¢ut
stone.

By Dana Knight
dara knighti@ndystar com

Eli Bénisty doesnt really need
the diamonds. He has a sparkling
charm all his own. g

The 30-year-old jeweler is laid
back with a sweei-talking sales tac-
tic — no pressure, just what he
claims are rock-bottom prices on
rocks.

But dig deeper and a ruthless
businessman emerges, a brutal
competitor who puts his rivals
down in radio ads and billboards
splashed across the city. )

Benisty is driving the competi-
tion crazy on se-called Diamond
Row at Eeystone at the Crossing,
where nearly a dozen jewelers sit
within miles.

The Israel-borm  Benisty re-
cently swooped down on the af-
flucnt area, selling gems at whale-
sale prices o his new stose,
Distinctive DHamonds Inc.

“We dont have 1o pressure tus-
tomers,” he said. “We beg people
to go shopping (at) other places.
They always come back.”

Benisty says he is chanying the
way diamonds are sold in Indian-
apolis, with no markup, just a
stone sold at value. His goal this
year is to pull in 315 million 1o rev-
cnuc,

He can sell at wholesale, be said,

Distinctive Diamonds
This Mortheastside retail stone
is tucked
away

on thi
fourth floor
of an office
building,
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because he 15 the middleman. Be-
nisty travels to lseael every three
months o foad up on the precious
gems — buying from his own fami-
by, a well-known diamond-culting
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Diamond

m Competitors say quality
of stones could be an issue.
From G1

dynasty. .

=1 dom’t make as much as a jew-
cler does, but 1 can make enough
1o be happy,” be sakl. “The {other
jewelers) have to make twice as
much.”

Benisty said he knows jew-
elers’ secrets because the stores
he competes with now once were
his clients. He sold diamonds as a
wholesaler in the Midwest for
nearly a decade and watched as
jewelers marked the prices up as
much as 5 percent,

*1 have no markup,” he said. “1
sell diamonds at what | used to
a2l to jewelers.”

Benisty’s competition  isall
buying it. They say Benisty is a
retailer, not a wholesaler, who is
making big bucks on perception

“It's not even close 1o truly
wholesale,” said BJ. Nichols,
president of Reis-Michols, which
sits across the street from Dis-
tinctive Diamonds, “If you're
truly wholesale, you're not buy-
ing billboards that cost 53,000 a
month and doing radio ads.
You're basically a retailer creat-
ing a perception that you have
wholesale value”

Nichols, whose company has
been in the diamond business
since 1919, said Benisty is taking a
negative approach to selling —
putting down other jewelers.

“Minety-nine oul of 100 times
people like him will be out of
business in three wo five years,”
Michols said. “He's not going to
change the jewelry business.
These guys come and go.”

Beyond peroeption i the real-
ity of diamond certification, said
Michols. All reputable diamond-
sellers have their stones certified
by the Gemological Institute of
America, Price comparisons of
those diamonds can be made on
an apples-to-apples basis.

Some jewelers use the Euso-
pean Gemelogical Laboratory, a
lower rating standard, and M-
chols said customers of Benisty
should beware be may be selling
those stones.

Benisty fervently backs his
diamonds” quality and says he
uses ralings from both organiza-
tions, but prefers GlA

“Miobocdys  bad-talking other
jewelers. Wi just want 1o do de-
cent business,” he said. “And 90
percent of the customers (hat
walk in end up buying here.”

Mot a bad record.

Dhstinctive Dlamonds’  loca-
tion is different from the retail
storefronts most jewelers oocu-
. Yocated on the fourth foor of a
commercial office building in
feomt of The Fashion Mall.

Wisitors walk into what looks
like a business office, bat once
the door s opened, an clegant
shiwrodm appears.

There, Benisty will nitpick a
diamond, putting it under the
microscope for customers Lo see,

“Most of these other companies
stafed in an  olfice  building,
They'we grown into these huge
conglomerates,”  said  Michelle
Brogan, Distinctive  Diamonds
store manager. "We don't want o
et any bigger We always want to
have a how-key atmosphere.”

Business

And, Brogan said, there’s no
reason other Indianapolis jew-
elers can't operate  alongside
Distinctive Diamonds

“We're nod trying to put any
business down,” Brogan said.
“There's plenty of business to go
around.”

Indianapolis @5 a  jewelry
haven, with more stores than
typical in a metropolitan city of
its size, according to the Ma-
tional  Jewelers  Association
There are more than a dozen
high-profile jewelers in Indian-
apolis, with hundreds of jew-
elers listed in the phone book.

What Benisty is doing could
be legitimate, said James Spor-
rer, president of the jewelers as-
sociation.

“Let’s face it. You can sell
things at whatever you want to
sell it ar” he said, "IF you lose
money, | guess that's your prob-
lem.”

It is possible Benisty could
sell at much. lower prices, His
overhead, costs such as rent and
payroll, likely is bower than those
jewelers in high-profile malls
with dozens of employees,

“He could also be selling an
inferior product,” Sporrer said.
He gives this example: A 2-caral
diamond sold for 516,000 at one
store could be offered for $8,000
at a wholesale shop down the
slreel.

“Oin the surface it would appear
I'm selling it wholesale, but how
has it been cut? he said “The
question is: Can you compare i7"

The advice Spurper BIVES 15 10
always make sure the jewel has
been certified by an objective or-
ganization,

"Pcapl{' don’l want [0 get
taken advantage of, but every-
body dees who buys in a refail
store,” he said. “They ger the
good product, However, they
pay right through the nose.”

That's exactly what John Rud-
dock said he found when he
shopped other jewelry retailers
in [ndianapolis, He ended up at
Distinctive Diamands after bear-
ing an &d on the radio.

Ruddock already had a budget
n mind 1o spend on the diamond
that would upgrade his wife's en-
gagement ring. Al three other
pewelers, that  money  was
enough for a 1Y to 15-carat dia-
mand.

At Distinctive  Diamonds,
Ruddock could afford more than
2 carats.

“The price % probably what
makes the decision 0 easy o
buy from him,” he said.

Pete  Kirles, Dke  Bemsty's
other jewelry rivals, said of i
sounds fon pood 1o be true,
maybe it is,

There are [actors other than
price to take into account, like
the quality of the diamond, sad
Kirles, co-owner of Kirles Jew-
clers, located about five mibes
from Distinctive Diamonds,

“Ii's real eady to get a lower
price,” he said. “But the ow of the
diamond can affect the price of
the diamond up 10 50 percent.”

Customers should never buy a
jewel simply by weight, but al-
ways lake into account the qual-
ity. clarity and cue, he said.

Kirles said he sa'l worried
about Indianapalis' newest dia-
mond competitor. " Absolutely
wob, Tl heat their brains out with
sepvice and n:|_1l.1]i.|:f."

m Call Bana Knight 2t 1-37-444-600 7.



