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Since 1903, Manufacturing Jewelers & Suppliers of 
America (MJSA) has been the trade alliance dedicated to 
professional excellence in jewelry making and design. With 
a worldwide membership base, MJSA is an internationally 
recognized leader in advancing the interests, goals, and 
aspirations of jewelry manufacturers, designers, custom 
retailers, and trade suppliers. 

Through our community, we have unmatched access to 
renowned technical and business experts who are willing 
to share their knowledge. And through our print and 
digital publications, we share that knowledge with 
members and readers in all facets of the industry.

your connection to 
professional Jewelry 
Makers & Sellers

IMAgeS courTeSy of Au enTerprISeS, nScnc MAnufAcTurIng, ISTockphoTo.coM.
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Jewelry manufacturers 
and designers rely on us for
updates and information about the 
latest jewelry-making tools, supplies, 
techniques and technologies, as well 
as insights into subcontractors and 
how to best work with them.

IMAgeS courTeSy of envISIonTec, ISTockphoTo.coM,  rIo grAnde, MArThA Seely.
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Jewelry retailers look to MJSA 
for not just custom manufacturing and 
repair expertise, but also new lines and 
designs from MJSA members. MJSA’s 
content-driven approach to presenting 
our members’ work ensures retailers 
have the manufacturing and sourcing 
details their customers demand.

IMAgeS courTeSy of kArIn JAcobSen, ISTockphoTo.coM, elIchAI foWler.
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regardless of which market you want  
to reach, MJSA offers a mix of print and 
digital promotion that drives connections 
to customers.
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C
omputer-aided design (CAD) and com-

puter-aided manufacturing (CAM) are so 

closely aligned that you hear them spoken 

of in the same breath: CAD/CAM. Many 

jewelers have made the jump to CAD, but there are 

those who have not chosen to use the power of 

CAM in house for many reasons: the added equip-

ment expense; the time needed to learn another 

machine, process, and/or material; and concerns 

about casting the photopolymer resins used in 

many 3-D printers. 

Most of those barriers are gone, says Steven 

Adler of A3DM Technologies in Sarasota, Florida. 

“Prices for 3-D printers have come down, with 

some well under $5,000,” he says. 3-D printers 

have become virtually plug-and-play, with setup 

programs that walk a new user through what they 

need to know. Lastly, the materials, says Adler, are 

“far more castable today than ten years ago.”

Maybe you’re ready to take the leap but don’t 

know where to start. Let’s take a look at the benefits 

of incorporating CAM into your business, the dif-

ferent types of options on the market, and the costs 

and training that are needed to take the plunge.

cheating compared to what I used to go 

through carving waxes,” says Gary Daw-

son of Gary Dawson Designs in Eugene, 

Oregon. “It really lubricates the commu-

nication process.” And it can help you 

expand your business into this exploding 

and lucrative market. 

It’s also a great learning tool. Some jew-

elers choose to put off learning CAM un-

til they have mastered designing in CAD. 

However, “for a novice going through the 

CAD learning curve, it can be very help-

ful to have some sort of CAM available 

because you get immediate feedback from 

your design attempts,” says Dawson. You’ll 

be able to tell immediately if the design 

is printable, if all the parts are there and 

connected in the right way, if prongs are 

correctly dimensioned, or if the design 

is overburdened with details that don’t 

show on the physical model. That kind of 

immediate feedback is “incredibly valu-

able,” says Dawson, in that it helps you get 

better at CAD, faster. 

Even jewelers well versed in CAD use 

design validation, says Dawson, because 

errors of scale and proportion can occur 

when designing on-screen. “I will often 

make a bezel in CAD, then before going 

on with the design, just print the bezel to 

make sure my gemstone is going to fit.”

Some jewelers leapt into CAM because 

they weren’t proficient at CAD and didn’t 

want to pay a service bureau or casting 

house to produce uncastable models from 

their CAD files. With the need to make 

the CAM system pay for itself, they were 

more willing to try different things and 

print or mill their designs to see if they 

worked or looked good without worrying 

about the cost of the service bureau. This 

self-imposed pressure freed them creatively, 

and as a result, their CAD skills increased 

quickly and significantly. 

Other jewelers prefer to produce their 

own models and cast them in-house be-

cause it eliminates the risk of losing con-

trol of their proprietary designs when they 

outsource those services. “That’s the big-

gest plus to growing your models yourself,” 

Why Get Into CAM?

W hether you’re an experienced 

CAD user or just starting out, 

there are several good reasons 

to bring CAM in-house.

A quick model created on a 3-D printer 

can aid sales. While CAD renders present 

an amazing, computer-generated image 

of what the finished work will look like, 

some customers need a physical represen-

tation of the piece.

“CAD is an interpretive thing,” says 

Adler. “You don’t get exactly what you see 

on the screen until you hold the 3-D 

print.” The ability to produce a model in 

15 to 45 minutes (depending on the print-

er) “is remarkable,” he says. Customers 

can watch you do a design in CAD before 

lunch, come back afterwards and try that 

design on, almost turning custom design 

into an impulse purchase.

Being able to show a customer “the 

3-D model with the gemstones set in place, 

along with a CAD rendering that gives 

them a shiny gold visual almost feels like 

So...You Want  
to Get into CAM

A guide to taking the plunge into computer-aided manufacturing

By shAron elAine thompson

Get Into CAM.indd   22-23 10/20/21   1:28 PM

Our flagship monthly magazine, MJSA Journal is devoted to 
keeping professional jewelry designers and manufacturers of 
all sizes informed, inspired, and profitable. It provides readers 
with the latest technical insights, bench tips, fashion trends, 
and business and marketing strategies.
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In No Time Flat
Using cardboard discs to quickly achieve a high polish

AT THE BENCH  //  BY FABIO PENUELA

Polishing is a crucial step in 

jewelry making. Here’s why: Let’s say that 

you have a custom design that calls for 

fl at surfaces. You design it in CAD, print 

it, cast it, and clean it, respecting all the 

shapes and forms of the design. But if you 

do not polish it correctly, all of that effort 

goes to waste. 

We all know that it is not easy to pol-

ish small fl at surfaces. In these instances, 

we run the risk of making them domed or 

simply not fl at (as the customer expects). 

And it gets even more diffi cult when the 

job is in platinum because the metal is 

so dense. Here’s a solution that I’ve found 

to help in these situations—and it’ll even 

work on platinum. 

1. To try this polishing trick, you’ll need a 

piece of cardboard. It should be at least 

0.05 mm thick and have a plastic fi lm on 

one side of it. (Many products come 

packaged in this type of cardboard; light-

bulb boxes are my favorite for this proj-

ect.) You’ll also need a 16 mm diameter 

leather hole punch, a hammer, a wooden 

or plastic cutting board, and a disc man-

drel. While there are commercially avail-

able polishing wheels, they’re not cheap, 

and I don’t think they’re as effi cient as 

these cardboard wheels.

2. Take apart the box so the cardboard is 

fl at. Lay it out on the cutting board and 

use the hammer and the hole punch to 

1 2

3

5
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ATB_Penuela_0321.indd   42 2/11/21   2:12 PM

Jewelers share advice for finding and buying new tools

T
here’s no denying it: Jewelers love tools. But the process of fi lling a workshop with 

the tools and equipment needed to make jewelry day-in, day-out can be intimidat-

ing. How do you learn about the tools out there and what they do? Where do you 

go to fi nd tools? How do you know if a tool purchase will pay off, or if you’re just 

going to wind up with an expensive paperweight?

To help make the process a little easier, we checked in with industry veterans about their 

tool-buying habits. On the following pages they share their approaches to fi nding and buy-

ing tools, as well as a few lessons they’ve learned over the years.

TOOL UP
BY  S H A W N A  K U L PA

Tool Up.indd   28 8/16/21   10:53 AM

For more information about advertising, contact MJSA Sales Director Lucy Ferreira at 1-800-444-MJSA (6572), ext. 3020, or e-mail lucy.ferreira@mjsa.org.
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every month, the print and digital editons of MJSA Journal reach  
a combined total of 5,000 targeted individual readers throughout  
the united States and around the world. MJSA Journal’s readers are  
a hands-on group; their primary businesses include:

Our Readers

Jewelry Manufacturer

custom Jewelry designer

Jewelry designer/Artisan

independent retailer 

33%

24%

15%

13%

All statistics on this page are based on reader surveys conducted by Crescendo Consulting. 

• More than a third of readers say that, regardless of their primary 
business, they do at least some work at the bench. 

• 9 out of 10 readers are interested in new products they can use  
in the shop. 

IMAgeS courTeSy of rIo grAnde,  MIchelle pAJAk-reynoldS, ISTockphoTo.coM. 
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79%

96%

95%

80%

42%

All statistics on this page are based on reader surveys conducted by Crescendo Consulting. 

of readers rate MJSA Journal as good to excellent.

rate it very good to excellent.

of readers say they would recommend MJSA Journal to their colleagues.

of readers spend over 20 minutes with the magazine.

of readers spend over 40 minutes with it.

By the Numbers

“The Journal’s in-depth info and hands-on instruction are unmatched 
in the industry...People that read the Journal love it—nothing else in 
the industry helps them to run their businesses as efficiently.”

—Teresa Fryé, TechForm Advanced Casting Technology

IMAgeS courTeSy of fAbIo penuelA, STuller, MASTolonI, rIo grAnde.



Think of it as our “Wish Book.” Sent out every November, the MJSA Sourcebook 
features dozens of new products offered by MJSA members—the latest tools, 
equipment, and supplies for jewelry-making and design, as well as recent creations 
from jewelry designers and manufacturers.

Bonus distribution
The MJSA Sourcebook print and digital editions reach a combined  
total of more than 12,000 jewelry manufacturers, designers, custom 

jewelers and retailers.

A Special edition of MJSA Journal

• Alloys
• bench Tools
• business Software & Tools
• cAd/cAM
• casting equipment & Supplies
• chain
• engraving Tools & equipment
• findings
• finished Jewelry
• laser Technologies
• Metals and plating Supplies
• Metals Analysis
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gemstone technology

 Sherlock Holmes 3.0
Recently updated, the Sherlock Holmes 3.0 diamond detector 

is capable of screening for both CVD and HPHT lab-grown 

diamonds. According to the manufacturer, the screening device 

has a 100 percent detection rate. The updated device has a new 

folding screen that lifts to make it easier to view stone images. 

Capable of screening up to 18 rings at one time, the device 

offers 8X magnification and improved sensitivities for better 

analysis of test results. An internal long UV test helps to reduce 

false-positive results. Featuring the ability to save test results on 

a memory stick, the portable unit comes with a travel bag, and 

its software can be automatically updated via WiFi. Contact: 

Yehuda diamond Co., 590 Fifth Ave., 8th Flr., New York, 

NY 10036; e-mail yehudadiamond@yehuda.com; yehuda.com.

laser technology

 ElettroLaser MS-35 Laser Welder
Suitable for goldsmiths who need precision and accuracy for 

quick welding and finishing operations, the ElettroLaser MS-35 

Laser Welder can be used to weld gold, platinum, chrome-

cobalt, steel, palladium, and silver with or without the use of 

wire. With a spot diameter of 0.2 mm to 2 mm, the welder has 

a peak power of 3 kW and a pulse frequency of 0.5 to 6 Hz. 

Featuring a 7 inch intuitive LCD touchscreen display, the sys-

tem has six pulse shaping presets and can hold up to 100 pro-

grammable memories. This desktop laser welder measures 

55.2 cm wide by 69 cm long by 51.6 cm high and has a rein-

forced body and ergonomic armrests. Contact: Romanoff 
inteRnational, 9 Deforest St., Amityville, NY 11701; 1-631-

842-2400; e-mail websales@romanoff.com; romanoff.com. 

 992 Series iWeld Benchtop 
Laser Welder
Suitable for a wide range of metal joining and repair applica-

tions, the 992 Series iWeld Benchtop Laser Welder offers opera-

tors pin-point accuracy and a strong resulting weld. Featuring a 

removable welding chamber for large or odd-shaped parts, the 

unit is available in six models (40, 60, 80, 100, 125, and 180 

joule) with a maximum peak power of up to 11 kW. Other fea-

tures include a digital messaging touchscreen, custom pulse pro-

filing, pulse suppression software, and an ergonomic design. 

Contact: laseRstaR teChnologies, 2461 Orlando Central 

Parkway, Orlando, FL 32809; 1-407-720-9143; e-mail sales@

laserstar.net; laserstar.net.

Gems, Gem Tech & Lasers_1121.indd   52 10/12/21   1:19 PM
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Bench Tools

	 Durston	Double	Bank		
Jeweler’s	Workbench
Crafted from solid premium hardwood, the Dur-

ston Double Bank Jeweler’s Workbench features a 

1.5 inch thick butcher block benchtop that is sur-

rounded by a high railing to keep things from roll-

ing off. The center working area has a metal-lined 

catch tray, a protective sliding wood catch tray cover 

that can be used to keep unwanted materials from 

falling into the catch tray, a single tool drawer, and a 

pull-out soldering station installed with a vermicu-

lite soldering board. It also has a central GRS-ready 

steel heavy-duty mounting plate, left- and right-side 

mandrel holes, and two armrests. Along either side of the bench are two banks of six drawers for storing 

tools. Weighing 200 lbs., the bench has 2 inch by 2 inch solid hardwood legs, making the workstation suit-

able for heavy forming tasks. It measures 63 inches wide by 24 inches deep by 39.75 inches tall. Contact: 

OttO Frei, 119 Third St., Oakland, CA 94607; 1-800-772-3456; e-mail info@ottofrei.com; ottofrei.com. 

	 Kool	Lube	Paste
Ideal for use when a surface being worked on needs to be com-

pletely covered, Kool Lube Paste is designed to protect burs and 

other cutting tools from overheating, prolonging their life. 

Available in a 2 ounce jar, the paste is environmentally friendly 

and leaves no residue when heated. It is designed to wash off 

in seconds. Contact: Gesswein, 201 Hancock Ave., Bridge-

port, CT 06605; 1-203-366-5400; fax 366-3953; e-mail info@

gesswein.com; gesswein.com.

	 SmartSize	U.S.	Ring	Sizing	Kit
Designed to match the Gold Standard series of finger sizers 

and ring mandrels from Pepetools, the SmartSize U.S. Ring 

Sizing Kit offers posts and dies that fit perfectly into any Supe-

rior Ring Bender. The 19-piece kit comes with one organizing 

base, nine steel posts, and nine Delrin dies. Made from hard-

ened tool steel, the posts are finished in black oxide and are 

laser engraved with corresponding ring sizes. Engineered to 

perfectly mesh with the matching steel post, the Delrin dies 

were developed to reduce marring or scarring on silver, gold, 

and other delicate materials. Contact: PePetOOls, 7601 SW 

34th St., Oklahoma City, OK 73179; 1-405-745-4054; fax 

745-4335; e-mail info@pepetools.com; pepetools.com.

Bench Tools_Bus Software_1121.indd   23 10/20/21   12:34 PM
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• recognition of sponsorship on cover overlay—the first thing readers  
see when they pick up the issue! 

• full-page, full-color ad on back of cover overlay.

• four-page, full-color advertorial insert on special 100# stock, with 
complimentary writing and design assistance as needed from the  

MJSA custom content Studio.

A recent survey by Affinity VISTA (the leading syndicated 
tracking service for magazine effectiveness) reported 
that front cover ads averaged an outstanding 78% total 
recall by readers. An issue sponsorship ensures you’ll be 
remembered by readers.

National Chain: Produces up to 1.5 million feet 
of chain per week—enough to keep 600 machines 

running daily at maximum capacity—in a wide range 

of weights, finishes, and styles (including exclusive 

Byzantine designs). Its superior capabilities were 
featured in two documentary series, the Discovery 

Channel’s “How It’s Made” and the History Channel’s 

“Modern Marvels.”
Standard Chain: Creates finished product with 
uniquely crafted knit, interwoven, and flexible metal 

patterns, through proprietary methods that ensure 

maximum quality and comfort.
James A. Murphy & Son: Specializes in both plain and 

fancy beads, findings, and tubing, with the industry’s 

best selection of patterns and textures. The staff takes 

pride in their creative flexibility and the ability to 
create special items.

National Mill: Offers everything from casting grain to 

sheet, wire, and solder, all created to the most exacting 

specifications.

The Village Goldsmith & Colorado Casting: 
National’s most recent acquisition, The Village James A. Murphy and Colorado Casting

55 Access Road, Warwick, Rhode Island 02886
401.732.6200  •  www.natchain.com

How Can National Chain Group’s Capabilities
Become Your Competitive Advantage?

Contact Us for a Free Personal Consultation

Meet the
With 230,000 square feet of manufacturing space and a workforce of 1,150 

experienced professionals, the National Chain Group comprises seven 

divisions encompassing all aspects of jewelry manufacturing and design:

Goldsmith has a 30-year reputation for superior 
production services, from CAD/CAM to casting, 
stamping, and sintering. Both Village Goldsmith and 

the Colorado Casting division can take a design from 

model to finished casting, on time and on budget.National Design Studio: From custom metal molds to 

requests for personalized chain, findings, and jewelry, 

the National Design Studio can handle it all.Apogee Precision Parts: A “dock to stock” supplier 

that specializes in stamping and deep-drawing metal 

parts for a range of industries. It manufactures 
everything from charms to capacitor components, 

medical implants, and diamond drill bits, with zero 

discharge.

National Chain Group World Headquarters

S u p p o r t i N G  M A N u fA C t u r i N G  i N  t H e  u S A
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The Product Categories of James A. Murphy & Son
Below is a select list of styles, patterns, and textures available in the James A. Murphy & Son inventory. The company’s 
standard metals are 14k, sterling, 14/20 gold-� lled, and brass, but it can also handle requests for 18k, 10k, and aluminum.

• Plain Round Beads
• Square Beads
• Flat Beads
• No-Hole Balls
• Round Twisted/Corrugated Beads
• Plain Oval Beads
• Straight Corrugated Ovals
• Twisted Corrugated Ovals
• Corrugated Columns
• Fancy Oval Beads
• Scalloped Beads
• Plain Drops

• Corrugated Drops
• Fancy Teardrops
• Windows
• Peanuts
• Rondels
• Saucers
• Tires
• Corrugated Rondels
• Plain Cups/Caps
• Corrugated Caps
• Fancy Plain Beads
• Fancy Corrugated Beads

• Barrels
• Rings
• Fancy Rings
• Love Knots
• Bails and Geometrics
• Tubes
• Arcs
• Hoops
• Bracelets
• Spheres

S U P P O R T I N G  M A N U FA C T U R I N G  I N  T H E  U S A S U P P O R T I N G  M A N U FA C T U R I N G  I N  T H E  U S A

styles move in cycles, and the depth of the company’s inventory (not 
to mention its capacity for customization) ensures it can meet any 
demand.

Search through its online catalog at natchain.com—page after page 
after page—and it quickly becomes apparent just how deep that 
inventory goes. The array is diverse enough that 95 percent of the 
company’s customers �ind what they want just by browsing through 
the catalog. And for those that need something a little extra, the 
Murphy team is ready.

The company’s depth extends to its workforce. As with other 
divisions of the National Chain Group, the James A. Murphy & Son 
team has accumulated decades of experience. Murphy can point 
to many workers who started out with him in the late 1980s and 
are still here today. It’s a loyalty that’s born of a culture which 
emphasizes people—to bring out the best in the people on the shop 
�loor, as well as to meet the needs of those people buying the beads, 
tubes, and �indings.

“I’m proud of the culture we have here,” Murphy says. “If someone 
calls us up at 4 o’clock and needs a delivery to go out that day, we’ll 
jump through hoops to make sure we get it out by last pickup at 
4:30. I’ve personally brought shipments down to the FedEx and UPS 
of�ices.”

And that culture may be the greatest legacy of James A. Murphy & 
Son.

NC_JAMurphy_Insert_1019 3.indd   3 9/11/19   2:34 PM

S U P P O R T I N G  M A N U FA C T U R I N G  I N  T H E  U S A S U P P O R T I N G  M A N U FA C T U R I N G  I N  T H E  U S A

for more than a century. (His grandmother’s family, the 
Healys, had been running its own bead and �indings 
business since 1875.) When James Murphy talks about 
that legacy and the company’s early years, the pride in 
his voice is unmistakable.

He’s just as proud of what James A. Murphy & Son has 
accomplished over the last few decades, during his 

tenure. In addition to implementing systems that re�ined 
its billing, inventory control, and other core operations, 
Murphy oversaw one of the most signi�icant moves in 
the company’s history: In 2012 it became a division of 
the National Chain Group.

“We’re still focused on doing unique beads and �indings, 
but now we can do more of them—our capacity has gone
from 50,000 beads at a time to 500,000,” he says. “Steve 
[Cipolla, National Chain’s president] is not afraid to 
invest in new equipment and technology, so we’re now 
able to consistently provide a wider range of products.”

A Depth of Product 
Selection and Talent
That wider range of products covers thousands of 
styles, from plain to fancy, with a variety of patterns 
and textures: square, �lat, oval, corrugated, twisted, and 
everything in between.

“Even when other companies cut back or eliminated 
lines, we never did,” Murphy says. As he notes, fashion 

“Over time I did 
everything you 
could imagine—
kicked foot 
presses, drew 

tubing, annealed metal... I 
learned the business from the 
ground up.”   —James A. Murphy III

NC_JAMurphy_Insert_1019 3.indd   2 9/11/19   2:34 PM

James A. Murphy & Son:

A Legacy of Quality Tubing, 

Findings, and Fancy Beads

Meet the

took over the company in 1979 and steered its growth 

for the next 10 years, building the brand’s presence. 

(Both he and his father especially loved promotional 

items bearing the Murphy name and logo.) His son, 

James A. Murphy III, became president in 1989. Although 

only 22 at the time, by that point he had already been 

working and learning the ropes for a decade.

“I grew up in the business,” he says today. “I was cleaning 

the bathrooms at 12 years old, and over time I did 

everything you could imagine—kicked foot presses, 

drew tubing, annealed metal. Every afternoon from 3 

to 6, if I wasn’t out playing sports, I worked in the 

factory. I learned the business from the ground up.”

It was the hard-earned experience of someone born 

into a family that had been a part of the jewelry industry 

Creating a legacy—honoring the work 

of previous generations, building upon their spirit and 

excellence—plays an important role in the story of 

James A. Murphy & Son.

Founded in 1963 by the husband-and-wife team of 

James and Virginia Murphy, the company set up shop in 

Attleboro, Massachusetts, and quickly developed a 

reputation for seamless tubing, �indings, and beads 

of the highest quality. That was especially true of its 

fancy beads, which the company could customize as 

needed. Focusing on small run, high quality orders, it 

soon became a favorite partner for companies seeking 

components that weren’t run of the mill.

That emphasis on quality and customer focus continued 

from one James to the next. The founder’s son, James Jr., 

S U P P O R T I N G  M A N U FA C T U R I N G  I N  T H E  U S A

From its origins as a provider of premier pendant and fashion chain, the National Chain Group has grown into a 

vertically integrated contract manufacturer and supplier—a veritable “one-stop shop.” Because it controls all aspects 

of the manufacturing process, from raw materials to �inished product, it can better manage costs, ensure competitive 

pricing, and meet tight delivery times and deadlines.

National Chain Group actually comprises several divisions that work in tandem to create an immense competitive 

advantage for its customers. This month, we pro�ile one of those divisions, James A. Murphy & Son. 

NC_JAMurphy_Insert_1019 3.indd   1

9/11/19   2:31 PM

Issue Sponsorshipscover 
overlay

Full-page Ad
on Back of overlay

4-page  
Advertorial insert

Sponsorships for each issue are available on a first-come, first-served basis. 
Please check with your account executive to determine availability. 

The perfect way to put your company directly in front 
of MJSA Journal readers!
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January
Featured Articles  
• common gemstone Issues and how They can  
 be fixed
• help Wanted: best practices for recruiting  
 & hiring Staff 
• 2022 MJSA responsible design challenge 

Special Advertising Section  
• Top Supplies & Services for the new year—  
 A special section devoted to jewelry-making  
 tools, supplies, and services.  
*Section will be reproduced as a separate digital 
publication

Ad Order Deadline: nov. 24, 2021
Ad Materials Deadline: dec. 1, 2021

April
Featured Articles  
• Industry update: Initiatives in Sustainability  
 & responsible Sourcing  
• responsible & Sustainable Sourcing: A guide  
 to certifications

Special Advertising Section  
• Showcase: eco-friendly resources for Jewelry  
 Makers & designers

Ad Order Deadline: feb. 22, 2022
Ad Materials Deadline: March 1, 2022

February
Featured Articles  
• buying & Selling lab-grown diamonds:  What  
 Jewelers need to know
  Sidebars: 
  • natural diamond Sales & forecast  
  • diamond-Screening Tools chart
• connecting with consumers: The best Ways  
 to Make an Impact

Special Advertising Section  
• Showcase: detection equipment for lab-grown  
 diamonds

Ad Order Deadline: dec. 29, 2021
Ad Materials Deadline: Jan. 5, 2022

May
Featured Articles  
• repurposing Tools from other Industries
• putting 3-d Scanners to Work in the Shop

Special Advertising Section  
• Showcase: Shop resources

Ad Order Deadline: March 25, 2022
Ad Materials Deadline: April 1, 2022

March
Featured Articles  
• lasers in the Shop: choosing the right  
 System for your needs 
• forecasting design Trends: Identifying the  
 next big look 

Special Advertising Section  
• Showcase: laser Technologies

Ad Order Deadline: Jan. 25, 2022
Ad Materials Deadline: feb. 1, 2022

June
Featured Articles  
• Mystery box challenge: design Inspiration  
 from random Materials
• A guide to cAd plug-Ins

Special Advertising Section  
• Showcase: cAd/cAM resources

Ad Order Deadline: April 22, 2022
Ad Materials Deadline: May 2, 2022

2022 Editorial Calendar

mailto:lucy.ferreira%40mjsa.org?subject=
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July
Featured Articles  
• exploring Alternative Metals: Zirconium, Steel,  
 Tungsten, Tantalum
• Trends in precious Metals
• Surviving a cyber Attack

Special Advertising Section  
• Showcase: The latest Alloys

Ad Order Deadline: May 25, 2022
Ad Materials Deadline: June 1, 2022

October
Featured Articles  
• A guide to Mass finishing: choosing the right  
 Media, Machines, & Methods
• business Transition case Studies: from Jeweler  
 to Trade Supplier

Special Advertising Section  
• guide to MJSA Member refiners
• Showcase: refining & Assaying resources

Ad Order Deadline: Aug. 25, 2022
Ad Materials Deadline: Sept. 1, 2022

August
Featured Articles  
• Top 10 cAd Tricks for printable/castable Models
• Working with a contract caster 

Special Advertising Section  
• Showcase: casting resources

Ad Order Deadline: June 24, 2022
Ad Materials Deadline: July 1, 2022

November
MJSA Sourcebook for new products:  
the latest tools, equipment, & Supplies

A guide to the latest products offered by MJSA 
members. categories include Alloys, bench Tools, 
business Software and Tools, cAd/ cAM, casting 
equipment and Supplies, chain, engraving Tools 
and equipment, findings, finished Jewelry, laser 
Technologies, Metals and plating Supplies, and 
Metals Analysis. 

Ad Order Deadline: Sept. 26, 2022
Ad Materials Deadline: oct. 3, 2022

September
Featured Articles  
• creating Modern looks with beads
• Step-by-Step guide to electroforming

Special Advertising Section  
• common Questions about components  
• new chains & findings

Ad Order Deadline: July 25, 2022
Ad Materials Deadline: Aug. 1, 2022

December
the Awards issue
• A celebration of the best in jewelry design.

Special Advertising Section  
• MJSA calendar 2023: In-person and online  
 events in the coming year.

Ad Order Deadline: oct. 25, 2021
Ad Materials Deadline: nov. 1, 2021

2022 Editorial Calendar

mailto:lucy.ferreira%40mjsa.org?subject=
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MJSA Calendar
distributed with the december issue of MJSA Journal, 
the MJSA Calendar highlights upcoming in-person and 
online jewelry shows and conferences—a constant go-to 
resource throughout the year. Advertisers can choose to 
run full-page print ads or have the MJSA custom content 
team develop advertorials specific to their offerings. each 
month’s ad package also includes a customized Product 
Connection e-blast that can be distributed in any month 
the advertiser wishes.

MJSA Journal 
Marketplace Advertising
every month, the MJSA Journal Marketplace 
offers advertisers a convenient, cost-effective 
way to advertise products and services in the 
following categories:

• educational opportunities
• positions Available
• products for Sale
• Services to the Trade

choose from three print ad options:

Standard  (2.125" x 2.04")

display/Vertical  (2.125" x 4.4")

display/Horizontal  (4.5" x 2.04")

Supplements  
        & Classifieds

A

B

c

All display Ads Also receive the Following online promotion
• Ad will appear in Marketplace section of MJSA Journal online.
• company recognition, with link to online ad, in MJSA Up to Date.
• Ad posted on MJSA social media pages.

A

B

c

mailto:lucy.ferreira%40mjsa.org?subject=


Does not include $700 member discount 

4 color diSplAy
Frequency 1x 3x 6x 12x 18x

full page $4,995 $4,759 $4,127 $3,809 $3,657
half page $3,245 $3,050 $2,643 $2,494 $2,381
Third page $2,835 $2,670 $2,329 $2,298 $2,131
Sixth page $1,904 $1,812 $1,623 $1,551 $1,516
Two-page Spread $8,645 $8,070 $6,787 $6,219 $5,986
premier product  $1,532 n/a n/a n/a n/a
pp/digital bundle $1,934 n/a n/a n/a n/a
events calendar $3,229 n/a n/a n/a n/a

iSSue SponSorSHip 1x

January–october, december $13,700
november Sourcebook $15,000

14For more information about advertising, contact MJSA Sales Director Lucy Ferreira at 1-800-444-MJSA (6572), ext. 3020, or e-mail lucy.ferreira@mjsa.org.

printer AdVertiSinG deAdlineS
2022 issues Ad close Material due

January 11/24/2021 12/1/2021
february 12/29/2021 01/5/2022
March 01/25/2022 02/1/2022
April 02/22/2022 03/1/2022
May 03/25/2022 04/1/2022
June 04/22/2022 05/2/2022
July 05/25/2022 06/1/2022
August 06/24/2022 07/1/2022
September 07/25/2022 08/1/2022
october 08/25/2022 09/1/2022
november 09/26/2022 10/3/2022
december 10/25/2022 11/1/2022

GenerAl inForMAtion
A contract period consists of 12 consecutive months, 
not a calendar year. The publishing company reserves 
the right to limit the amount of advertising and to 
reject any advertising that, in its opinion, does not 
conform to the standards of the publication. All 
advertisements are published upon the representa-
tion that the agency and/or advertiser are autho-
rized to publish the entire contents and subject 
matter thereof. In consideration of the publisher’s 
acceptance of such advertisements, the agency 
and/or advertiser will indemnify and hold the pub-
lisher harmless from and against any loss or 
expense resulting from claims or suits based on the 
contents or subject matter of such advertisements, 
including, without limitations, claims or suits for 

libel, violation of right of privacy, plagiarism, and 
copyright infringement. extra charge for mechani-
cal work is not subject to agency commission. pub-
lisher does not assume any liability for error in key 
numbers. When a contract for advertising at fre-
quency rate is cancelled, the advertiser will be billed 
at the open rate or frequency rate applicable to the 
quantity of space used.

cAncellAtionS
cancellations and changes in orders must be sub-
mitted to publisher in writing. The publisher accepts 
no liability for verbal cancellations. orders for all 
advertising space are non-cancelable 15 days prior to 
space closing date. orders for cover pages and guar-
anteed positioning pages are non-cancelable. Sup-

plied inserts are non-cancelable the first day of the 
second month preceding date of issue.

Multiple -pAGe diScountS
each page of a multiple-page unit or spread will be 
considered a separate insertion toward earning fre-
quency discounts.

coVerS & GuArAnteed poSitioninG
Subject to availability; rates upon request.

Frequency diScountS, coMMiSSionS, pAyMentS
All contracts, insertion orders, and copy are subject 
to publisher approval. Advertising will be billed at 
one-time (1x) rate unless a contract has been sub-
mitted for a specific frequency rate and time period.

frequency discounts are determined by the num-
ber of insertions over a 12-month period. contracts 
canceled before completion will be short-rated at 
the earned rate. copy and contract regulations listed 
in Standard rate & data Service apply. recognized 
advertising agencies will be given a 15% commission, 
if paid within 30 days of invoice date.

payment is due upon receipt of invoice. A finance 
charge will be added if invoice is not paid in 30 days. 
first-time advertisers must pay at the time of sub-
mission of the insertion order and submit a credit 
application if they desire credit for future insertions 
(AAA agencies excluded).  The publisher reserves the 
right to cancel any contract at any time upon default 
in payment of bills. Advertising material is retained 
up to one year following use.

Advertising Rates & Deadlines

MArKetplAce clASSiFiedS
Full color

Standard $   952
display $1,283

mailto:lucy.ferreira%40mjsa.org?subject=
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MJSA calendar

Sizes are in inches. *Bleed sizes allow for 1/8" trim. Keep critical content 3/8" from trim on all sides.

preFerred File ForMAt
high-resolution, press-ready pdf is 
preferred (embed fonts and images).

iMAGeS
• high resolution—300 dpI.
• We recommend .tif or .eps format.  
 .jpg format is not recommended.

colorS
• use only cMyk colors; convert spot  
 colors to process.

BleedS & cropMArKS
• keep critical content 3/8" (.375) from  
 trim on all sides. 
• When bleed is required, provide  
 1/8" (.125) beyond the trim area.
• Trim marks should be located outside  
 the bleed area.

File SuBMiSSion
e-mail files to: Meg castillo, Art director
meg.castillo@mjsa.org

2-page Spread

Trim Size: 
8.375 x 10.875
*With bleed:
8.625 x 11.125

Front Ad
Trim Size: 

8.125 x 4.25

With bleed
(sides only):
8.375 x 4.25

6.875 x 4.5

4.5 x 4.5

2.125 
x 9.125

Trim Size:
8.375 x 5.312
*With bleed:
8.625 x 5.562

Full pageFront cover overlay 
(Cover ad space with full page ad on back)

1/2 page 1/2 page Bleed

premier product:
75 words of text and
4 x 4 image (300 dpi)

classifieds:
Standard Square  2.125 x 2.04 

display vertical  2.125 x 4.4
display horizontal  4.5 x 2.04

3.85 x 
7.625 9.375 x 6.875

1/2 page Spread

2.125 x 4.5

1/3 Square

1/6 Vertical

1/3 Vertical

Trim Size: 16.75 x 10.875
*With bleed: 17 x 11.125

Back Ad
Trim Size: 

8.125 x 10.625
*With bleed: 
8.375 x 10.875

Trim Size: 16.75 x 5.312
*With bleed: 17 x 5.562

Advertising Specs
contAct your Ad rep

lucy FerreirA
MJSA SALeS Director

1-800-444-MJSA (6572), ext. 3020
e-mail lucy.ferreira@mjsa.org

4.45 x 1.0 4.45 x 1.0

mailto:meg.castillo%40mjsa.org?subject=
mailto:lucy.ferreira%40mjsa.org?subject=
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Published annually, the print MJSA buyer’s guide is the industry’s most 
in-depth resource to help jewelry manufacturers, bench jewelers, designers, 
and custom retailers outfit their workshops, speed up production, and 
expand their capabilities. It includes in-depth articles on how to make the 
best purchasing decisions (whether you’re buying the latest technology  
or hiring a cracker-jack contractor) and sorts and lists all MJSA member 
suppliers (with full contact information) in the following categories:

• Tools & equipment
• findings & chain
• gemstones & beads

distribution
• Mailed to all MJSA member companies.
• bonus mailing to MJSA expo attendees.
• Initial print run: 4,000 copies
• kept and referenced year round!

Jewelry-Making tools, equipment, 
Supplies, & Services

116
Why Buy from an MJSA Member: By joining MJSA, our members not only demonstrate their dedication  

to the industry, but also agree to abide by the MJSA Code of Ethics. The code is enforced by MJSA; any complaint  
against a member is heard and handled with promptness, efficiency, and fairness.

3Design
CAD Software • CAM, Additive MFG/RP
CONTACT: Duluth, GA; Phone: 1-678-904-2909; Toll Free: 
1-800-843-7637; 3design.us. Minimum Order: None.

A&A Jewelry Supply
Abrasives • Anodizing Equipment • Anti-Tarnish Supplies  
• Assaying/Refining Equipment • Bead Stringing Supplies  
• Bench Accessories • Benches • Brushes • Burs & Drill Bits  
• Chain Making Machines • Chemicals • Cleaning Equipment/
Supplies • Digital Imaging Equipment • Dust Collection/Air 
Purification • Ear-Piercing Equipment • Electroforming 
Equipment/Supplies • Electronic Measurement Devices  
• Electroplating Equipment/Supplies • Enamels • Engraving 
Equipment/Supplies • Epoxy/Cement • Faceting Equipment 
• Files • Finishing Equipment • Flex-shaft Equipment  
• Stamping Dies • Stamping Equipment • Test Kits, Gold & 
Silver • Trademarking Equipment • Ultrasonic Cleaning 
Equipment/Supplies • Watch Repair Tools • Wax Milling 
Equipment & Supplies • Wax, Carving • Wax, Injection  
• Welding Equipment • XRF Testing Equipment
CONTACT: Los Angeles, CA; Phone: 1-213-627-8004;  
Toll Free: 1-800-433-5544; aajewelry.com. Minimum Order: 
Contact company.

A.B. Machinery
Dust Collection/Air Purification • Engraving Equipment/
Supplies • Faceting Equipment • Files • Finishing Equipment 
• Laser Equipment • Laser Welding • Molds, Metal • Used 
Equipment & Machinery • Wax, Injection
CONTACT: Montreal, QC, Canada; Phone: 1-514-737-1660;  
Toll Free: 1-888-901-8888; abmachinery.com. Minimum Order: 
Contact company.

American Jewelry Supply
Abrasives • Anodizing Equipment • Anti-Tarnish Supplies  
• Assaying/Refining Equipment • Automated Sortation 
Systems • Bead Stringing Supplies • Bench Accessories  
• Faceting Equipment • Files • Finishing Equipment • Flex-
shaft Equipment • Grooving Equipment • Hand Tools  
• Investment Equipment/Supplies • Lapidary Equipment  
• Laser Engraving Tools • Laser Welding • Looping Machines  
• Wastewater Equipment • Watch Repair Tools • Wax Milling 
Equipment & Supplies • Wax, Carving • Wax, Injection  
• Welding Equipment
CONTACT: East Brunswick, NJ; Phone: 1-732-432-0101;  
Toll Free: 1-800-772-4335; ajstools.com. Minimum Order: None.

AquaMet Solutions
Wastewater Equipment
CONTACT: East Providence, RI; Phone: 1-401-497-6960. 
Minimum Order: None.

Asiga
CAM, Additive MFG/RP • Digital Imaging Equipment  
• Laser Equipment
CONTACT: Alexandria, Australia; Phone: 1-877-689-9998; 
asiga.com. Minimum Order: None.

Au Enterprises Inc.
Pantographs
CONTACT: Berkley, MI; Phone: 1-248-544-9700; Toll Free: 
1-800-637-2278; auenterprises.com. Minimum Order: None.

AZ Findings
Bead Stringing Supplies • Chemicals • Hand Tools  
• Stamping Dies
CONTACT: Niagara Falls, NY; Phone: 1-716-777-3606;  
Toll Free: 1-888-500-1586; azfindings.com. Minimum Order: 
Contact company.

B&D Sales Corp.
Engraving Equipment/Supplies • Laser Cutting Tools • Laser 
Engraving Tools • Laser Welding • Welding Equipment
CONTACT: Cranston, RI; Phone: 1-401-781-4810;  
bdsales.com. Minimum Order: None.

B&D Wholesalers Inc.
Anodizing Equipment • Anti-Tarnish Supplies • Bead Stringing 
Supplies • Chemicals • Cleaning Equipment/Supplies  
• Dispensers • Electronic Measurement Devices • Finishing 
Equipment • Hand Tools • Microscopes/Gem I.D. Systems  
• Molds, Rubber • Packaging Equipment • Polishing Cloths  
• Ring Sizing Equipment • Scales • Silversmithing Supplies  
• Soldering Equipment/Supplies • Test Kits, Gold & Silver  
• Trademarking Equipment • Ultrasonic Cleaning Equipment/
Supplies • Watch Repair Tools
CONTACT: Tampa, FL; Phone: 1-813-289-9303; Toll Free: 
1-800-237-4205; findingsfast.com. Minimum Order: None.

B9Creations LLC
CAD Software • CAM, Additive MFG/RP
CONTACT: Rapid City, SD; Phone: 1-605-716-3200;  
b9c.com. Minimum Order: None.

tools &
equipment

Tools & Equipment_2021.indd   116 10/18/21   9:36 AM
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Choosing a Refiner
Research, communication, and trust are key

 

When searching for a refiner, 
the goal is simple: Find one that can de-

liver precise results in a timely manner 

and peace of mind for the long term.

Getting to that goal, however, requires 

a bit of homework and self-examination, 

as well as an understanding of what refin-

ers actually do.

Since scrap lots from jewelers tend to 

be on the small side, many of the refiners 

serving the jewelry industry take a jewel-

er’s lot, melt the entire lot down, and 

then take an appropriate sample. A por-

tion of that sample is sent to the refiner’s 

lab (with the rest held in reserve), where 

it is assayed to determine the metal con-

tent. The refiner pays the customer based 

on the assay result, and the metal from 

the customer’s lot is then combined with 

larger batches of metal scrap that will 

eventually be melted down and refined. 

This is a time-tested method, but its 

ultimate success depends on a few things: 

how well you capture all of your metals, 

the quality of the refiner you choose (its 

technical capabilities, turnaround time, 

reliability, and trustworthiness), and how 

well you understand—and communi-

cate—your needs.

Do Your Research
When looking for a refiner, you want a 

partner to which you can confidently 

hand over your precious-metal waste. 

That means you want a company you can 

trust—the foundation for any relation-

ship. To begin, do a little research:

• Ask colleagues which refiners they use 

and to describe their experiences. Also ask 

them which refiners they once used but 

don’t anymore—and why.

• Look to industry organizations for re-

ferrals. MJSA, for instance, can provide 

information about the various services of-

fered by its members, all of whom agree 

to abide by the MJSA Code of Ethics.

• Ask the refiner for references and con-

tact each one. The references should in-

clude the refiner’s bank, which can at least 

give you a general idea about the compa-

ny’s financial stability.

A good refiner will take the time to review its  
policies and procedures with you.

Articles_BG2021.indd   18 10/18/21   9:38 AM

• precious & non-precious Metals
• packaging & displays
• contract & business Services
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Supplier profiles 
Introduce yourself to prospective customers with a custom 
profile developed by the MJSA custom content team. A 
Supplier profile can bring your products and services to 
life, tell your company’s story, and differentiate you from 
competitors in a way that compels readers to learn more. 
profiles appear in both the print and the online Buyer’s Guide.

NEW for 2022

Advertorial insert 
present the full story of your products and services. This 
four-page, full-color advertorial insert is printed on special 
100# stock, ensuring it stands out, and the MJSA custom 
content team can provide complimentary writing and design 
assistance as needed. price includes up to 100 reprints and 
the development of flipbook version that will appear with 
your online Buyer’s Guide profile page.

profile + Video interview 
Add to your Supplier profile with a custom video interview 
that will air on all of MJSA’s social media channels, be 
posted to your online Buyer’s Guide profile page, and 
be available for download as a podcast through Apple 
podcasts, Spotify, and google podcasts.

mailto:lucy.ferreira%40mjsa.org?subject=
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 4 color B&w

Full page $2,500 $1,500
Half page $1,750 $1,100
third page $1,650 $1,050 

Sixth page $0,575 $0,575
premier product $0,500 $0,500

 4 color B&w

Supplier profile $2,500 $1,500
profile  
+ Video interview $3,700 $2,700
Advertorial insert $5,700 $1,050 

Please note: MJSA buyer’s guide print advertising opportunities are available only to MJSA members. 
Contact your sales representative for date when ad materials need to be supplied.

Sizes are in inches. *Bleed sizes 
allow for 1/8" trim on all sides. 

Keep critical content 3/8" from 
trim on all sides.

Trim Size: 
8.375 x 10.875
*With bleed:
8.625 x 11.125 6.875 x 4.5

4.5 x 4.5
2.125 

x 9.125

Trim Size:
8.375 x 5.312
*With bleed:
8.625 x 5.562

Full page 1/2 page 1/2 page Bleed

1/3 Square 1/6 Vertical1/3 Vertical premier product:
75 words of text and
4 x 4 image (300 dpi)

2.125 x 4.5

Advertising Rates & Specs

preFerred File ForMAt
high-resolution, press-ready pdf is preferred 
(embed fonts and images).

iMAGeS
• high resolution—300 dpI.
• We recommend .tif or .eps format.  
 .jpg format is not recommended.

colorS
• use only cMyk colors; convert spot colors  
 to process.

BleedS & cropMArKS
• keep critical content 3/8" (.375) from trim on  
 all sides. 
• When bleed is required, provide 1/8" (.125)  
 beyond the trim area.
• Trim marks should be located outside the  
 bleed area.

File SuBMiSSion
e-mail files to: Meg castillo, Art director
meg.castillo@mjsa.org

contAct your Ad rep

lucy FerreirA
MJSA SALeS Director

1-800-444-MJSA (6572), ext. 3020
e-mail lucy.ferreira@mjsa.org

diSplAy Ad SizeS

rAteS

mailto:meg.castillo%40mjsa.org?subject=
mailto:lucy.ferreira%40mjsa.org?subject=


MJSA.org  
MJSA’s website offers articles, videos, and 
other resources that can assist jewelry 
manufacturers and designers in all aspects 
of their businesses—from sourcing supplies 
and services to learning new techniques 
and identifying trends.

Based on Google Analytics Oct. 2020 – Sept. 2021

19

MJSA Up to Date
This monthly e-newsletter connects readers 
to information about design and fashion 
trends, technical insights, and sales and 
marketing solutions, as well as updates on 
the initiatives of MJSA and our members.

12,000
Avg. monthly 
distribution

12,000
Avg. monthly 
distribution

20%
open rate

20%
open rate

digital 
advertising

MJSA Showcase
This monthly e-newsletter consists of 
product and service promotions from MJSA 
member companies—the perfect way to 
help launch a new offering or remind 
customers of all the premier products and 
services you provide.

MJSA Product  
Connection e-blast  
This dedicated e-blast can be targeted to a 
specific demographic and sent out on the 
date of your choice. Supply your own graphic 
file or let MJSA’s design and editorial team 
craft the blast for you. 

Only two e-blasts available per month; check 
with your account executive for availability.

connect with up to  
12,000 prospective customers

200,000+
page views annually 

throughout site

27,500
homepage views 

annually

70,000
users annually

108,000
sessions annually
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Please note: MJSA.org advertising opportunities are available only to MJSA members.

Homepage leaderboard ad
Appearing at the top of the homepage, this ad offers exceptional visibility.

rate, 1x: $490 monthly.
rate, 12x: $390 monthly.
Size: 1104 x 89 pixels.

Homepage Jumbo ad
This banner presents your message with maximum impact, in a prime, can’t-miss location.

rate, 1x: $785 monthly.
rate, 12x: $630 monthly.
Size: 1104 x 200 pixels.

Homepage Featured ads
These ads appear between Premier News and the Member Showcase, ensuring your 
products and services get the recognition they deserve.

rate, 1x: $475 monthly.
rate, 12x: $375 monthly.
Size: 240 x 240 pixels.

A

A

B

c

B

c c c c

Specs & deadlines: All ads should be submitted as .jpg, .tif, or .gif files, 72 dpi, RGB color mode. Please 
submit ads to your sales representative, along with the clickthrough URL (i.e., the destination site to which 
viewer will be taken). 
All ads are due five business days before the first day of a contracted month.

Homepage Ad Options

mailto:lucy.ferreira%40mjsa.org?subject=
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Please note: MJSA.org advertising opportunities are available only to MJSA members.

leaderboard ad
Appearing at the top of the homepage, 
this ad offers exceptional visibility.

rate, 1x: $490 monthly.
rate, 12x: $390 monthly.
Size: 1104 x 89 pixels.

Billboard ads
These ads command attention when 
they appear at the top of a page. 
Check with your sales representative 
about availability of pages that 
specifically relate to your target 
audience.

rate, 1x: $360 monthly.
rate, 12x: $250 monthly.
Size: 1100 x 250 pixels.

MJSA Journal online  
Article Sponsorship
Guarantee your message reaches a very 
targeted audience. Sponsors receive both a 
Billboard Ad and an in-text banner ad on 
every page of the article—and the ads 
remain with the article when it moves to the 
MJSA Article & Video Library. (Ads on library 
articles can be updated on a periodic basis.)

rate, 1x: $475 monthly.
rate, 12x: $375 monthly.
Size: 1100 x 250 pixels  
 for Interior billboard Ad.
 1100 x 125 pixels  
 for In-Text banner Ad.

Global ads
These ads appear next to editorial copy  
on every page throughout the site.

rate, 1x: $460 monthly.
rate, 12x: $360 monthly.
Size: 240 x 350 pixels.

A

A

B

B

c
&

d

B

c

d

SpecS & deAdlineS: All ads should be submitted as .jpg, .tif, or .gif files, 72 dpi, RGB color mode. Please submit 
ads to your sales representative, along with the clickthrough URL (i.e., the destination site to which viewer 
will be taken). 
All ads are due five business days before the first day of a contracted month.

Interior Page Ad Options

mailto:lucy.ferreira%40mjsa.org?subject=
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Please note: MJSA.org advertising opportunities are available only to MJSA members.

leaderboard ad
This banner ad, positioned at the top of the 
page, is the first thing viewers see when they 
open an e-newsletter. Leaderboard positions 
are available in both MJSA up to date and 
MJSA Showcase.

rate, 1x: $920 monthly.
rate, 6x: $760 monthly.
rate, 12x: $690 monthly.
Size: 600 x 98 pixels.

Up to Date banner ads
These ads appear between e-newsletter 
articles, guaranteeing they get noticed.

rate, 1x: $605 monthly.
rate, 12x: $550 monthly.
Size: 600 x 98 pixels.

A

B

c

Up to Date: All ads should be submitted as .jpg, .tif, or .gif files, 72 dpi, RGB color mode. Please submit ads  
to your sales representative, along with the clickthrough URL (i.e., the destination site to which viewer will 
be taken). Product Showcase: Submit a Word file with text, contact information, and image saved as .jpg, .
tif, or .gif file, 72 dpi, RGB color mode. Please submit materials to your sales representative, along with the 
clickthrough URL (i.e., the destination site to which viewer will be taken). 
All ads are due five business days before the first day of a contracted month.

Ad Options
e-newsletters

A

B

c

Product Showcase placements
These mini-advertorials are the perfect 
format to introduce new offerings, alert 
customers of product updates and improve-
ments, or simply remind them of all the 
premier products and services you provide.

rate, 1x: $605 monthly.
rate, 12x: $550 monthly.
75 words of text, contact information, 
and 4” x 4” image.
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E-blasts
product connection

Whether you’re launching a new product or service, announcing a 
special offer, or simply highlighting your company’s capabilities, this 
customizable, stand-alone blast delivers your message when you 
want it, where you want it, and with authority.

tailor your Blast
each e-blast can reach up to 14,000 prospective customers, and you can tailor the 
reach and timing to your needs:

Select your audience: choose the number of prospects you want to reach  
from among our targeted audience of manufacturers, designers, custom jewelers, 
and retailers.

craft your message: Work with MJSA’s custom content team of designers and 
writers to create an e-mail that reflects your brand, engages readers, and compels 
them to take action.

choose your timing: Select the day of the month when you would like the blast  
to be sent. (note: only two e-blasts are available per month. please check with your 
account executive for availability.)

pricing options
base rate is $1,250 for up to 5,000 readers.
Add $350 for every additional 1,000 readers.

Material Specifications and due dates
please supply images (including logo) as .jpg, .tif, or .gif files, 72 dpi, rgb color mode. 
All text should be sent as .doc or .docx files. 
All materials due at least one month prior to distribution date.
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MJSA Video Podcasts enable you to create deeper connections 
with customers. As with all our media, these podcasts uniquely 
target a core audience—jewelry manufacturers and designers, 
custom jewelers, and bench jewelers—and explore the 
challenges and opportunities they face in today’s market.

MJSA Podcast Sponsorship Options

Single episode Sponsorship
• 15-second sponsor recognition in pre-roll
• 45-second sponsor promotion in mid-roll
• Thank you in outro
• recognition on MJSA social media posts
• recognition in episode announcement in MJSA Up to Date
• recognition on MJSA.org page with episode

cost: $350 per episode

package rate (Sponsorship of 12 podcasts) 
$3,000 ($250 per episode)

custom podcasts 
MJSA can work with sponsors to develop customized podcast 
programs and series. contact us about rates.
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Since its incorporation as a trade association in 1903, 
MJSA has followed the same essential mission: to provide the infor-
mation and support needed by jewelry makers, designers, and related 
suppliers to achieve professional excellence and maintain a com-
petitive edge. our member companies, which combined employ nearly 
35,000 skilled workers, range from high-volume manufacturers to 
artisans and custom jewelers; from single-person trade shops to 
global suppliers of tools and equipment. All, however, share a com-
mon goal: To run thriving businesses and to participate in a community 
dedicated to premier jewelry making and design.

The Alliance for Professional Success  
in Jewelry Making & Design

by joining and supporting MJSA, they ensure they do 
just that.

MJSA provides access to technical, sales, and business 
expertise unavailable elsewhere. We also offer practical 
compliance guides so our members can more easily meet 
federal, state, and industry standards.

In addition, MJSA connects members with their cus-
tomers. Through our publications, trade shows, and thou-
sands of individual referrals, we connect jewelry makers 
with providers of tools, supplies, and services, as well as 

with retail customers seeking new finished-jewelry designs and lines.
MJSA also works to ensure a healthy environment for the contin-

ued vitality of jewelry making and design. Through our non-profit 
MJSA education foundation, we offer scholarships, seminars, and 
guides to training and degree programs, to enhance the skills of cur-
rent workers and develop the next generation of jewelry makers and 
designers.

for more about the benefits of MJSA membership, please con-
tact us at 1-800-444-MJSA (6572), e-mail info@mjsa.org, or visit us at 
MJSA.org.
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