
 THE WORLD 
    OF ANTIQUES AND COLLECTIBLES 

Volume I           2011         

INSIDE  
THIS ISSUE 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

WHAT’S UP 

 

     The sun is shining, the dog-

woods, azaleas & jonquils are 

in bloom, the flip-flops have 

come out of the closet and the 

yellow pollen covers every-

thing.  Spring has finally ar-

rived in the South! 

  Everyone should have re-

ceived a member directory by 

now. We are in the second 

edition-- Hopefully we have 

corrected all the errors and 

included all the contact infor-

mation.  We have added sever-

al new companies, check ‗em 

out—West Coast Peddler, 

Mizzentop, Wyndham Hotels, 

Capture My Assets and the 

Furniture Doctor. 

     In an effort to cut expenses 

and to do a small part toward 

―going green,‖ We are now 

trying to e-mail as many insur-

ance policies as possible.  If 

you receive one, there is no 

need to print the entire policy.  

All of your information is con-

tained in the first couple of 

pages.  You can save the poli-

cy to a file on your computer 

to refer to if necessary.  We 

will still send out hard copies 

to anyone who wishes us to or 

to anyone who doesn‘t give us 

an email address. 

     We are hearing from some 

of our members around the 

country that business has start-

ed to pick up.  Not overall yet, 

but definitely in pockets.  But 

again the businesses that are 

thriving seem to be the ones 

that are willing to make a few 

changes or offer something a 

little different. 

    I have said many times that 

I don‘t claim to know what 

works in business.  But I do 

(Continued on page 16) 

By Harry Rinker 

 

     Part I of ―Starting an An-

tiques and Collectibles Business 

in 2010‖ stressed the need for a 

21st century antiques and col-

lectibles dealer to specialize.  

Further, he/she must subdivide 

that specialty into five to ten 

profit centers (sub-specialties 

within the general category).  

Part I also focused on under-

standing the customer base for 

each of the sub-categories and 

deciding whether each is strong 

enough to provide the income 

needed to maintain a business. 

     Selling antiques and collecti-

bles is a business.  A successful 

dealer treats it as such.  It 

makes no difference whether 

the dealer devotes 10 hours or 

80 hours per week to the busi-

ness.  Profit is the goal.  When 

the dealer writes a check to 

himself on a regular basis, the 

business is a success.  If only 

expenses are paid, the business 

is a failure. 

     [Author‘s Note:  There are 

individuals who sell antiques 

and collectibles as a hobby.  

Often retired, their principal 

concern is accumulating ex-

penses for income tax deduc-

tions.  A second group sells to 

support their buying habits.  

They measure success by how 

many new items are added to 

their personal collections each 

month.  Both groups are vital 

components of the antiques and 

collectibles marketplace.  This 

column does not apply to 

them.] 

     In approaching the selling of 

antiques and collectibles as a 

business, the first step is to de-

velop a business plan.  ―I want 

to sell antiques and collectibles 

and make a profit‖ is not a busi-

ness plan.  A business plan con-

tains the goals you want to 

achieve after six months, one 

year, and two years.  It is re-

viewed and revised every six 

months.  It is your map to suc-

cess. 

     While I encourage new deal-

ers to be set ambitious goals, 

especially during the first two 

years, I also encourage them to 

be realistic.  If an antiques and 

collectibles business turns a 

profit in its first month, it is a 

major miracle.  If it becomes 

profitable in six months, it is a 

minor miracle.  If it happens in 

a year, it is a miracle.  On aver-

age, it takes 18 to 24 months for 

an antiques and collectibles 

business, full or part-time, to 

achieve profitability. 

     A beginning dealer not only 

needs enough capital to buy 

inventory and pay operating 
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      We are a quarter of the way through 

2011!  It feels like we were just cele-

brating the holidays!  This year has 

brought some crazy weather all over the 

country.  We had a white Christmas 

here in Davidson, the first in many, 

many years.  We had another episode of 

snow in January, six inches fell over-

night, followed by ¼‖ – ½‖ of ice accu-

mulating on top of the snow.  Just last 

week, we saw two days in the upper 

70‘s.  Spring is welcome at any time! 

     We‘ve been traveling quite a bit 

recently. We both did the Puchstein 

Promotions Vero Beach, FL show and 

Heart of Country in Nashville, TN. 

Angie did two Toy/Hobby/Sportscards 

shows promoted by Inside Pitch Pro-

motions in Raleigh, NC & Charlotte, 

NC and also an antique & collectible 

show in Gaithersburg, MD promoted by 

L. Johnson Promotions. We will be 

grounded for the next five weeks as 

Angie has surgery and needs time to 

recuperate. We will be back on the 

show circuit mid-April at the Antique 

& Collectible show in Del Mar, CA 

promoted by Mike & Marilyn Grimes 

of Calendar Shows. Angie and our 

daughter, Sarah, will be at the Pacific 

Northwest Fenton Association show in 

Hillsboro, OR on May 7-8. We are hop-

ing to complete our summer schedule 

within the next month. Keep an eye on 

our schedule which is posted on our 

website. If you have a show coming up 

that you would like for us to attend, 

please send Angie an email at an-

gie@acna.us  

     We are pleased with the attendance 

and the fact that the customers are buy-

ing at all the recent shows that we have 

been attending. Walking through the 

aisles and seeing customers with bags is 

a great sight for our industry. Some deal-

ers are having record shows and a lot of 

interest in their merchandise. We‘re 

starting to head in the right direction 

with the economy. Let‘s just hope the 

recent gas situation doesn‘t push us 

back. 

     We have been working to add more 

benefit programs for our members, and 

we‘re pleased to announce the addition 

of the Wyndham Hotel chain which adds 

an additional 10 hotel choices. We con-

tinue to update our membership directo-

ry as new benefits & discounts are add-

ed. This year‘s directory will have a 

bright cover, so this should make it easy 

to find. Make sure to keep it in a safe 

place so you can refer to it often. 

     Do you realize this year we are cele-

brating our 20th Anniversary? Yes, its 

true – ACNA is celebrating a milestone 

this year. We couldn‘t have done it with-

out all our wonderful members! Here‘s 

to another 20+ years ahead of us.  

 

 

Angie & Mike 
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expenses, he/she also needs enough in-

come to fund his/her personal expenses 

for two years.  Ideally, the amount need-

ed will decrease each month.  Cash flow 

is never steady in the antiques and col-

lectibles business.  There are more bad 

months than good.  The dealer must have 

enough capital reserves for the inevitable 

―rainy‖ day. 

     The next step is to acquire merchan-

dise.  Think twice if you decide to sell 

what you collect and use excess items 

from your collection as your initial in-

ventory.  Collect what you love, sell 

what you hate is the applicable rule, alt-

hough most often ignored.  Collecting 

passion clouds buying and selling judg-

ments.  It also prevents the dealer from 

putting the customer first. 

     The dealer buys for resale.  The pri-

mary consideration must always be: how 

fast can he/she resell it?  The dealer does 

not have time to fall in love with the 

items he/she is selling.  Here today, gone 

tomorrow is the ideal.  The faster the 

dealer sells the quicker he/she obtains 

the funds to re-enter the market and re-

peat the process. 

     ―If I do not sell it today or at this 

show, I will sell it tomorrow or at the 

next show‖ is an attitude that leads to 

disaster.  A dealer should never buy an 

object that he/she does not believe he/

she can sell in 30 to 60 days.  He/she 

should have two to four buyers in mind 

when making a purchase.  Stale (unsold) 

merchandise is a major problem.  After 

an object remains in inventory longer 

than three months, the dealer loses mon-

ey.  Funds tied up in inventory are not 

assets.  They are a financial drain. 

     When buying inventory, the dealer 

needs to think from the selling price 

down.  Begin with the price at which the 

object can sell quickly.  The dealer‘s 

goal is to average triple the inventory 

cost over a year‘s time.  The theory is: 

double your money, pay your expenses; 

triple your money, pay yourself.  If the 

dealer can turn the object in 10 to 14 

days or the profit amount is large, he/she 

can risk buying on a shorter margin.  The 

overall buying strategy is to acquire mer-

chandise at one-third or less of the final 

selling price.  When goods are bought 

within this parameter, the dealer can 

Rinker(Continued from page 1) heavily discount a slow moving piece 

and still make a small profit even when 

the discount is 50 percent. 

     Apply an altered version of ―you are 

known by the company you keep‖ to the 

merchandise offered for sale.  A dealer‘s 

inventory is judged by the poorest quali-

ty item on display.  Avoid buying and 

offering any object that is not in very 

good or better condition.  Given the 

growing sophistication and fussiness of 

today‘s buyer, a dealer is well advised to 

raise his condition standards to fine or 

above. 

     Buyers have no interest in buying a 

fix-it-upper.  They want objects that are 

room/display ready.  This is especially 

true when the object is bought for deco-

rating or conversation purposes.  Dealers 

must avoid a reputation for selling items 

with hidden problems. 

     Selling antiques and collectibles is a 

people to people business.  The trade 

sells the sizzle as well as the steak.  

Dealers must be educators as well as 

merchandisers.  They must tell individu-

als about the importance of the pieces, 

show how to incorporate them into their 

home, and/or use them without harming 

them. 

     The Great Recession leveled the play-

ing field relative to the question of who, 

the buyer or the seller, is more im-

portant, in the sales equation.  The time 

has passed when a show dealer could 

arrogantly display a sign in his booth 

that read: ―I found it.  I cleaned it up.  I 

researched it. I hauled it.  I displayed it.  

And, you want to pay how much?‖  

Dealers need buyers to survive, and buy-

ers are in short supply. 

     If not familiar with how to sell, a 

dealer should consider auditing a mer-

chandising course at a local community 

college or attending workshops spon-

sored by the Chamber of Commerce or 

other business organizations.  Selling 

skills are learned and honed through 

practice.  They are not a gift from a 

higher power. 

     A good customer is one who buys 

several times.  Too many dealers rely on 

the one-time sale.  Successful antiques 

and collectibles dealers maintain a cus-

tomer base of between 75 and 100 indi-

viduals to whom they sell one or more 

objects each year.  They are familiar 

with their customers‘ wants and work to 

fulfill them.  Good dealers also know 

the items in their customers‘ collec-

tions.  When an opportunity to upgrade 

or add a prize piece arises, these dealers 

are in a position to suggest a sale that 

includes swapping our some lesser 

quality, but resalable pieces in lieu of 

cash.  This provides the dealer with less 

expensive merchandise to use as a lure 

to attract new customers. 

     Today‘s dealer needs to stay in 

touch with his customers.  E-mail is one 

approach, but not the only one.  Noth-

ing replaces the sound of the human 

voice in a person to person business 

model.  Dealers need to find/take the 

time to talk to all their customers, not 

just their best ones, on a regular basis. 

     During a review of my business by 

SCORE (Service Corps of Retired Ex-

ecutives), I was advised to develop a 

business model that resulted in receiv-

ing a check or cash every day.  The 

amount was not important.  The point 

was to develop a steady cash flow 

through aggressive selling.  Instead of 

making the buyer come to the dealers, 

the favored sales approach, the dealer 

has go after the buyer.  The dealer is 

responsible for taking the initiative if 

he/she wants to make a sale happen. 

     Patience is a necessity for an an-

tiques and collectibles dealer.  Phrases 

such as ―I am just looking‖ and ―I‘ll 

think about it‖ are common.  More indi-

viduals walk away than buy.  The suc-

cessful dealer invests in long-term cus-

tomer relations.  The customer that 

does not buy today may buy tomorrow. 

     The business plan is complete, in-

ventory acquired, and customer service 

practiced.  Starting to sell is the next 

step.  The final ―Rinker on Collecti-

bles‖ column in this series will examine 

sale venues. 

 
Rinker Enterprises and Harry L. Rinker are on 
the Internet.  Check out www.harryrinker.com. 

You can listen and participate in WHATCHA 

GOT?, Harry’s antiques and collectibles radio 
call-in show, on Sunday mornings between 8:00 

AM and 10:00 AM Eastern Time.  If you cannot 

find it on a station in your area, WHATCHA 
GOT? streams live and is archived on the Inter-

net at www.gcnlive.com 

SELL, KEEP OR TOSS?  HOW TO DOWNSIZE 
A HOME, SETTLE AN ESTATE, AND AP-

PRAISE PERSONAL PROPERTY (House of 

Collectibles, an imprint of the Random House 
Information Group, $16.95) is available at your 

favorite bookstore and via www.harryrinker.com. 
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MOTTO WARE 
By Debbie and Randy Coe 

     Have you seen some dishes that re-

semble a folk art design and have cute 

little sayings on them? What you are 

looking at, was a very 

unique pottery design 

from England that was 

mainly produced from 

the 1920s and 1950s. 

With all kinds of say-

ings incised into the 

clay, the pottery be-

came known as Motto 

Ware. There were several different com-

panies making the pottery. Some of the 

special little sayings were based on dia-

lect from the South Devon area. This 

simplistic motto ware has continued to 

attract attention. It is always fun to read 

what the saying is on the item. 

     What led to the development of this 

pottery? In 1865, the discovery of a rich 

deposit of the red terra cotta clay in the 

Watcombe area gave the local potters a 

new medium to work with.  Superb art 

pottery was created for many years. 

Many new pottery companies were 

formed to take advantage of the beautiful 

red clay. Watcombe Terracotta Clay 

Company, the first to open, was founded 

in 1869. Their major wares consisted of 

basic urns and vases. Statues were also 

created with a classical style. Torquay 

Terracotta Company, the next company 

to open 1875, mainly produced what was 

selling well at Watcombe. The third ma-

jor pottery to open in the area was Aller 

Vale Pottery who also produced similar 

items. The 1890s, brought the Arts and 

Crafts Movement for design. Aller Vale 

was the first to shift to this new style and 

was soon followed by the other two 

companies. Within several years, the 

area was soon populated by about 20 

companies each trying to create a prod-

uct that symbolized the life style of the 

people living in the area. 

     It was the creation of tourist trade 

souvenirs in the 1920s that generated so 

much attention on this small English 

area. Tourists visiting the area loved the 

local pottery but couldn‘t afford their art 

ware. Most were looking for more inex-

pensive souvenir items to purchase and 

made some requests to the local potters. 

The various potters 

soon developed sim-

plified designs and 

mottos were added 

to the pieces. The 

designs found on the 

front sides were 

typically cottages and chickens but there 

are pieces that can be found with ships 

and flowers. These were all hand painted 

on the clay and then given a clear glaze 

over the top. On the back side were the 

different mottos that were based on cute 

little sayings along with some from the 

Devon dialect. The sayings were scored 

through the glaze to reveal the red clay 

after the piece was painted and then it 

was fired to make the design permanent. 

     The tourists loved the pottery and 

sales soared. The potters continued to 

satisfy their requests by making huge 

amounts of this style of pottery. Motto 

ware was the mainstay of the various 

companies for about 50 years even 

though they also continued to produce 

other types of items. The height of the 

motto ware popularity was mainly the 

time period between the two world wars. 

     In today‘s 

collecting world, 

what better type 

of pieces could 

one ask for: 

small in size, not 

very expensive, 

and different 

shapes. The sayings range 

from cute, to just down right 

profound. Most antique malls 

and shows will have a piece 

or so for the collector to de-

cide from. 

     To further promote the 

Devon potteries, the Torquay Collectors 

Society was founded in 1976 by Ian 

Green. The idea was to offer further re-

search material to collectors. The Socie-

ty publishes a quarterly newsletter and 

has four national meetings a year. One of 

the most interest-

ing things the 

society has done 

is develop a list-

ing of all the 

known mottoes 

that were placed 

on the pottery 

items. In looking at their list there must 

be several thousand of these special say-

ings. Go to their web site at: 

www.torquaypottery.com/mottoes.htm 

to see the list they have developed. All 

the sayings are listed alphabetically. It is 

amazing to see how many mottoes there 

are. Their web site also has the infor-

mation on how to subscribe to their soci-

ety. Enjoy your search for these unusual 

pieces of pottery. 
If you would like us to cover a specific topic, or 

give us any comments, please send us a note at: 
Coes Mercantile P. O. Box 173 Hillsboro, OR 

97123 or email at: elegantglass@aol.com Thanks 

so much for being part of ACNA! 



 

                                                                                                                                   

FURNITURE 
SOUNDS 
LEARN TO LISTEN 
By Fred Taylor 

 

 Sometimes it seems that there 

just aren‘t any quiet spaces or times left 

these days. Between kids, traffic, televi-

sion, radio, iPods, cell phones and Har-

leys it is hard to find a serene nook to 

curl up in and just enjoy the silence. 

 One good place would seem to 

be an empty house or even a full house 

late at night after everyone has turned 

in but then again even the best of hous-

es is not always silent. Each house has 

its own set of sounds that accompany it 

each day and night and the sounds are 

often different depending on the time of 

day or night. The hum of machinery, 

the clicking on or off of the heating 

system, the ice maker filling up and the 

normal expansion and contraction 

sounds of a building are always present. 

 The same can often be said 

about the furniture in the house. Even 

the best piece of furniture is not always 

silent. So what does your furniture say 

to you and what does it mean? Let‘s 

take a look at a few common examples. 

 One of the most frequently 

heard sounds from furniture, especially 

an older or antique chest of drawers or 

dresser, is a disturbing ―bump‖ when 

you close a drawer. What‘s the matter 

with it? It opens perfectly fine every 

time but it has that disturbing bump 

when you close it. That is the sound of 

many years of use and few instances of 

maintenance. The most common cause 

of the bump is worn drawer runners 

that allow the drawer to drop slightly as 

you open it. The when you close it the 

back of drawer front hits the rail be-

tween the drawers, thus the bump.  

 Empty the noisy drawer and 

remove it from the case. Turn it upside 

down and look at the drawer sides. Are 

they worn down? Place a straight edge 

along the bottom of a side to see how 

worn it really is. Then take a look in-

side the case at where the drawer run-

ners meet the case. Feel the area with 

your fingers. Can you feel the groove 

where the runners have worn into the 

case? If the drawer sides are worn signifi-

cantly or if the inside case runners are 

deeply grooved you have found the 

source of the bump. Drawer runners and 

case runners can both easily be repaired 

by a knowledgeable furniture profession-

al. 

 Another common sound found in 

furniture is the annoying ―scrape‖ often 

heard when opening a cabinet door. The 

first inclination 

is to think the 

door needs to 

be trimmed or 

shaved but that 

needs some 

f u r t h e r 

thought. The 

cabinet was 

probably origi-

nally built on 

the square and 

the doors were 

p r o b a b l y 

square to start 

w i t h  t o o . 

While it is true some doors or cases do 

warp over time it is not the most common 

cause of the irritating scrape. The most 

common cause is that case has gotten out 

of square since it was placed in its current 

location. Perhaps it was never placed 

squarely to start with.  

 Stand back and take a look at the 

cabinet with the doors closed. Is the space 

around the door even all the way around 

or does it slope off at an angle in some 

places? Look closely at where the top 

leading edge of the door meets the cabi-

net. Is the space even or is it wider at 

one end than the other? If the spaces are 

uneven around the door the cabinet is 

―out of whack.‖ Push up on one corner 

of the top of the case. Does the uneven 

space around the door get better or 

worse. If it gets better that side of the 

cabinet needs to be shimmed on the 

bottom corner. If it gets worse shim the 

opposite side. You can easily shim the 

cabinet by sliding combinations of 

nickels, dimes and quarters under a 

front edge. They won‘t compress over 

time as paper or wood shims will and 

they won‘t leave a mark.   

 If you like to play music and 

have a good sound system you may 

occasionally get some back talk from a 

china cabinet or bookcase. It will be 

subtle but it will be evident. It sounds 

like a rattle and its not very loud but it 

has an odd frequency you can‘t miss. 

Check out the glass panels in the cabi-

net. Slightly loose sheets of glass love 

to vibrate to the low frequencies of sur-

round sound stereo systems, especially 

if the glass is held in place in the door 

with wooden trim molding strips. 

Sometimes these strips shift position or 

work slightly loose in transport and you 

will hear the vibration 

many years later. Locate 

the loose pane of glass 

simply by placing your 

hand on different panes. 

The loose pane will stop 

rattling when you touch it. 

The fix may be as simple 

as sliding a piece of card-

board under the trim mold-

ing or it may require the 

removal and reinstallation 

of the panel. 

 One of the most 

annoying furniture sounds 

is the squeaking bed frame, 

not the bed itself. In this case remember 

sound is caused by vibration and vibra-

tion means something is loose. It could 

be a joint in the headboard or footboard 

but more likely it is in the joints where 

the side rails meet the headboard. These 

joints are meant to be able to come 

apart so there is no surprise that they 

may work loose and make noise. The 

simple fix is the remove the side rails 

and reinstall them. If that doesn‘t work 

try spraying the joint with some uphol-

stery grade silicone lubricant. That usu-

(Continued on page 8) 

The space around this china cabinet door indicates the 
cabinet is not sitting level and the door probably sticks or 
scrapes. The cabinet just needs to be leveled. 

The World                                                                                                                                 Page 5  



 
Page 6                                                                                                                                    The World       

 
 
 

NAC 
NEWS 

 

JoinAClub Helps Collectors 

Find Informatin;Clubs                                              
      JoinAClub is a program of the Asso-

ciation of Collecting Clubs. It is de-

signed to provide two major services. 

Accompanied by rack cards, countertop 

displays, posters, buttons... the 

JoinAClub items are intended 

for use in antique malls/shops, 

antique and collectibes shows, 

auction galleries and flea mar-

kets to provide the staff with 

ready information for visitors 

seeking information on col-

lecting or on collecting clubs. 

The rack card provides direct 

information to the ACC Club 

Directory with over 6,000 collecting 

clubs listed. The materials are available 

at no cost from ACC - write in-

fo@collectors.org and ask for an  

order form and more information.  

      While being a tool for use by malls, 

shows and auction houses, the program 

also is designed to help provide visibility 

to collecting clubs and serve as a  

member recruitment tool. This partner-

ing allows shows and malls to help pro-

mote collecting clubs, while being a ser-

vice to their customers at the same time. 

  

Flea Market Directory Provides 

Resource 

      Spring is here and for many collec-

tors there is no better activity on a nice  

weekend than "taking in" a flea market 

or two. With any luck, you'll find  

something to add to your collection. If 

not, its still an enjoyable, fun time  

for spending a leisure Saturday or Sun-

day. 

      The Flea Market Directory located 

on the ACC/NAC website provides in-

formation on hundreds of the major flea 

markets, listed by city under state head-

ings. There is a wide range of events 

included, from traditional "flea markets" 

to farmers markets, antique markets, 

court days and traders' marts. Visit the  

Directory at: http://Collectors.Org/FM/ 

   

ACC Plans Club Survey on 

Young Collectors 
      The Association of Collecting Clubs 

continues to assist collecting clubs in  

reaching out to younger collectors and 

involving them in their activities.  

"This is a particularly critical issue," 

according to Larry Krug, ACC  

co-founder, "since many of the clubs are 

experiencing a membership aging  

factor." 

      As a point of reference, Krug ex-

plains, "ACC has always divided young  

collectors into three distinct categories - 

collectors 12 and under, teenage  

collectors between 13

-19, and young col-

lectors from 20-30 

years of age." ACC 

over the years has 

done magazine fea-

tures, exhibits and 

other activities relat-

ing to assisting clubs 

with this area, includ-

ing a club young member survey several 

years ago. Krug says ACC plans to do 

another, more extensive survey of club 

leaders later this spring. "Our survey will 

deal with all three groups mentioned 

above, and will include how to help 

clubs promote their collecting area - and 

their club - to young collectors, how to 

involve them in their group, and how to 

keep them as members. 

      Krug adds, "Anyone with ideas relat-

ing to young collectors... let us hear from  

you." Write ACC, 18222 Flower Hill 

Way #299, Gaithersburg, MD 20879 or 

email  info@Collectors.Org 

  

Don't Overlook Club-

Sponsored Events 
      Collecting clubs and societies host 

thousands of shows, conventions and 

other events throughout the calendar 

year. Collectors who enjoy going to an-

tique malls, shows, auctions or flea mar-

kets should 

also consider 

some of these 

club specialty 

events. All 

club shows 

are open to 

the public and have nominal  

entrance fees, or free admission. 

      The Association of Collecting Clubs 

(ACC) has a club-sponsored events cal-

endar on their website, normally listing 

several hundred upcoming events at any 

given time. Rick Moses, ACC co-

founder, says "this is the only calendar 

on the Internet which specifically spe-

cializes in club events across the entire  

spectrum of collecting. No matter if its 

an auto club, a glass club, a gem & min-

eral club, a coin club, a doll club or a 

postcard club, events are listed." 

      He continues, "in addition to the club

-sponsored shows, although some of the 

collecting clubs bill their conventions as 

'members-only' they often have  

portions of the convention open to the 

public." The club-sponsored events  

calendar can be viewed at: http://

Collectors.Org/Events 
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one who wants to dream, ―Back in the 

day!)  

Mexican Arts Series: Hammered Cop-

per by Sandy Baum Introduction by Roy 

Skodnick ( Schiffer Books, 160 pages, 

hardcover, $29.99) The book itself is al-

most a 

piece of art 

i n c l u d i n g 

393 color 

photos of 

b e a u t i f u l 

hammered 

copper ves-

sels, cur-

rent and 

vintage included. Many of the items 

shown from the Museo Nacional de 

Cobre illustrate the evolution of this 

art through a historical perspective, 

with a list and introductions to 540 

copper artists. After reviewing this 

book I find myself wondering about 

traveling to visit Mexico‘s Micho-

acan state and Santa Clara del Cobre 

to see and meet the artists in their 

workshops. Collectors, art students 

and dealers will all appreciate and 

benefit from this book.  

Schroeder’s Antiques Price Guide, 

2011, 29th Edition (Collector Books, 608 

pages, softback, $19.95) Always the most 

accurate and reliable source for dealers 

and collectors, this 29th edition with near-

ly 1000 illustrations, 

follows suit. Their expert 

advisory board who are 

experts in their field en-

sure you will want to 

have this guide with you 

whether buying or sell-

ing. Several new catego-

ries have been added to 

this edition, many in the 

glass field, including 

Atterbury & Company and Kanawha, also 

some sections have been expanded to 

feature more listings and additional his-

torical company facts. Being successful is 

a tradition with Schroeder‘s and it carries 

over to this latest edition of their Antiques 

Price Guide.  

Decorative Ironwork of Italy Photog-

raphy by Augusto Pedrini (Schiffer 

Books, 320 pages, hardcover, $45.00) 

From an original publication in 1929 this 

pictorial history of hand-wrought iron 

gates, grilles, architectural details, and 

fireplace equipment feature scrollwork 

and floral embellishments, from ancient 

Jim Bennett (Collector 

Books, 240 pages, hard-

cover, $29.95) Having 

grown up in the Mid 

West with a Great Aunt 

who was born on a farm 

in the 1800‘s I learned 

about Indian artifacts 

and am still fascinated 

by them. This volume 

of Ancient Indian Artifacts, Collecting 

Flint Weapons & Tools, Identification & 

Values covers artifacts that were formed 

by flaking stone, some which are over 

1000 years old! Included are arrow-

heads, but also tools such as drills, awls, 

axes, adzes and chisels , all flaked into 

shape by ancient man in 

North America. This 

volume is the chance to 

share in over 25 years of 

experience and passion 

for collecting artifacts. 

The author compiled 

hundreds of full-color 

photos of authentic arti-

facts and includes values 

and identification giving 

the reader a wide array 

of types of relics to be found and also 

their current values in today‘s collecting 

market. A great book for beginners or 

old timers who want to sharpen their 

knowledge and fill out their collections.  

Gretsch 6120 The History of a Leg-

endary Guitar by Edward Ball (Schiffer 

Books, 176 pages, hardcover, $39.99) 

Wow! If by chance you thought you 

knew something about classical guitars 

now is your chance to back up that 

knowledge. Edward Ball has highlighted 

a guitar endorsed by Chet Atkins, 

George Harrison, 

Pete Townshend, 

Brian Setzer, and 

other well known 

musicians. There are 

334 color photos, a 

Price Guide and In-

dex. This book is a 

definite must for vin-

tage guitar enthusi-

asts who want to 

know and appreciate the insights, com-

pelling images, and significant new in-

formation explaining what contributed to 

development of this icon of the 1950s 

and 60‘s. This up to date technical re-

source and in depth study will be indis-

pensable for dealers, collectors and any-

The World’s Rarest Movie Posters by 

Todd Spoor (Schiffer 

Books, 160 pages, 

hardcover, $39.99) 

Movie and Movie 

Poster lovers alert. 

This book from Schiff-

er Books with over 

300 color photos of 

vintage movie posters 

is a must for all! These 

are the rarest and most 

valuable, (do you have one?), some are 

one of a kind or very limited known edi-

tions. My favorite is ―Attack of the 50-

Foot Woman‖ as I actually saw that 

movie. The author has included auction 

results from 1989 to the present, and 

other pricing information. This is a fun 

but important tool for the movie poster 

collector and a delightful addition to 

anyone who loves collectables and great 

art work.  

Jeans of the Old 

West: A History by 

Michael Allen Harris 

(Schiffer Books, 192 

pages, hardcover, 

$34.99) From the first 

look at the cover 

jacket I knew that the 

textile collectors and 

dealers and also 

fashion historians 

would surely want this book in their 

collection. Blue Jeans from the old 

west to today‘s trendy fashions are 

evermore popular. With 300 color 

photos and illustrations of some items 

over 120 years old, including Levi, 

Greenbaum Brothers, Newstadter 

Brothers, S. R. Krouse, A. B. Elfelt 

and Co, Heynemann and Co, Harman 

Adams, W. & I. Steinhart and Co., 

Toklas, Brown and Co., Yung Chow and 

more. Either to increase your knowledge 

base or just enjoy browsing through this 

is a sure hit and will enhance any ones 

library.  

Ancient Indian Artifacts Volume 2 by 
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Check out the ACNA 
Freight Savings Plan 
     Are you getting the best discounts 

available using the ACNA Freight Sav-

ings Plan? As an ACNA member, you 

can save up to 24% on your FedEx Ex-

press® shipments and up to 20% on your 

FedEx Ground® shipments.  

     Did you know that you could save an 

extra 5% on your FedEx Express and 

FedEx Ground shipments by using an 

American Express OPENSM Business 

Card? The discount is automatically ap-

plied once your FedEx account is linked 

to your American Express OPEN Busi-

ness Card. The savings will appear as a 

credit on your monthly statement. 

     The ACNA Freight Savings Plan is 

free for ACNA members, easy-to-use, 

and there‘s no minimum shipping re-

quirement. For free enrollment call ser-

vice provider Siriani at 1.800.554.0005 

or go to www.siriani.com/acnafsp. 

 
Go to www.opensavings.com for details regarding the 
American Express OPEN Savings® program. Payment 
must be made with an American Express OPEN Business 
Card at the time of shipment. 
For eligible FedEx® services and rates, contact your 
freight savings program provider, Siriani. All FedEx 
shipments are subject to the applicable FedEx Service 
Guide. FedEx service marks used by permission. 

a kitchen accessory/decorating item.  

World War II Quilts by Sue Reich 

(Schiffer Books, 192 pager, hardcover, 

$39.99) The title says it all. From the 

1940 to 1945 era many quilts were made 

either as fund raisers or to be used by the 

U. S. soldiers. The author did extensive 

research of newspaper and magazine 

articles of the era 

that featured these 

quilts. Included are 

335 color photos 

with identification 

of the many color-

ful and patriotic 

insignia and sym-

bols. Original pat-

terns and designs 

that inspired the 

quilts are also included. This is a tribute 

to the legacies of the people from this 

time and history and should inspire the 

search for other examples. Anyone inter-

ested in quilts or this time in our history 

will appreciate this presentation by the 

author.  

 

Bill Kearney Certified Appraiser, Certi-

fied Estate Specialist, Certified Auc-

tioneer. He and his company, Cover 

Your Assets can be reached by calling 

( 9 5 1 - 3 7 5 - 0 2 7 1 )  o r  v i s i t 

www.billscya.com  

Bill Kearney Certified Appraiser, Certi-

fied Estate Specialist, Certified Auc-

tioneer.  He and his company, Cover 

Your Assets can be reached by calling 

( 9 5 1 - 3 7 5 - 0 2 7 1 )  o r  v i s i t 

www.billscya.com 

Italian towns are showcased with 487 

black and white photos and an index. 

With many medieval and Rococo ele-

ments to inspire future works and be 

enjoyed by collectors and connoisseurs 

of art alike this book will look good on 

the shelf or on that wrought iron table. 

The original locations of the ironwork 

are identified in the text.  

Hot Kitchen & Home Collectibles 2nd 

Edition by C. Dianne Zweig (Collector 

Books, 304 pages, softback, $24.95) 

This 2nd edition highlighting common 

30‘s, 40‘s, 50‘s kitchen items with iden-

tification and values is also a decorator 

reference, a collector guide and even 

points the way for history buffs. There 

are 868 illustrations of items, catalogues 

and advertisements which are collectible 

on their own. What a great time to go 

―green‖ and find and 

use items like Grand-

ma or Great Grandma 

used in her kitchen. 

Included are kitchen-

ware and pottery; 

everyday textiles; 

laundry, sewing, 

washday items and 

accessories; bath and 

beauty essentials; 

vintage recipe and appliance booklets; 

magazines along with nursery and baby 

notions and décor. Focusing on the eve-

ryday items is a great touch while leav-

ing the specialties such as depression 

glass etc. on their own. Mmmmm I think 

I can smell cookies baking in my mom‘s 

Kelvinator oven! A great book for use or 
ally will quiet a loud joint. 

     Then there is the ultimate furniture 

sound – the crash. If it is not accompa-

nied by a scream you probably are OK 

for a short time. If there was a human 

sound you better get going. Good luck.  
 

 Send your comments, questions and pictures 

to me at PO Box 215, Crystal River, FL 34423 or email 

them to me at info@furnituredetective.com. 

Visit Fred‘s website at www.furnituredetective.com. His 

book ―HOW TO BE A FURNITURE DETECTIVE‖ is 

now available for $18.95 plus $3.00 shipping. Send check 

or money order for $21.95 to Fred Taylor, PO Box 215, 

Crystal River, FL 34423. 

 Fred and Gail Taylor's dvd, 

"IDENTIFICATION OF OLDER & ANTIQUE FURNI-

TURE", ($17.00 + $3.00 S&H) and a bound compilation 

of the first 60 columns of ―COMMON SENSE AN-

TIQUES by Fred Taylor‖, ($25.00 + $3.00 S&H) are also 

available at the same address. For more information call 

(800) 387-6377, fax 352-563-2916, or e-mail in-

fo@furnituredetective.com. All items are also available 

directly from the website.    

 

 

Sounds(Continued from page 5) 
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age and are so thankful when they dis-

cover a lost artifact. They instantly rec-

ognize when an item matches an ances-

tor.‖  

    Items can be quite varied and include 

signed art and furniture, pottery, military 

artifacts, photos, needlework, documents 

& personal correspondence, clothing, 

engraved silver and trophies, books, 

newspapers, toys, diaries, musical items, 

Bibles and much more. 

    With very low listing fees and no final 

value fees or commissions, antique deal-

ers and individuals can list surname-

related items very affordably. Through 

extensive advertising JustaJoy reaches 

genealogists and other family research-

ers around the world who join the site to 

find these types of items.  

    At registration, JustaJoy members list 

up to twenty surnames in which they 

have a personal interest. As items are 

listed by sellers (Partners) that match 

these interests, notification e-mails are 

automatically generated by the site to the 

members giving them a chance to find 

that ―one and only‖ item from their fami-

ly‘s past. 

   Shivar explains that this is not only a 

chance to do a good deed but also an 

opportunity to get a premium price for 

such heirlooms, ―Everyone wins‖, she 

says. For additional information call Joy 

Shivar at 704-948-1912 or visit the site - 

JustaJoy.com 

A New Avenue To  
Income-“Orphaned 

Heirlooms” and 
JustaJoy.com 

   As antique dealers, we have all done it. 

We have all held things in our hands and 

said, ―I wish there was an easy way to 

let the family know we have these things 

for sale.‖ For the first time - there is. 

    JustaJoy.com has emerged to answer 

that call with a site that matches 

―orphaned heirlooms‖ back to the family 

members who will cherish them the 

most. JustaJoy has been offering this 

service for some time and owner, Joy 

Shivar explains how delighted customers 

are when they find treasures on her site. 

     ―They are overjoyed. It is apparent 

that for generations, executors of estates 

are often quite negligent about the most 

precious of family artifacts and antiques. 

JustaJoy‘s customers are usually steeped 

in family knowledge and personal herit-

 IS YOUR SMALL  
BUSINESS PREPARED FOR 
DISASTER? 
By Rieva Lesonsky 

      

     As the nation follows the events in 

the wake of the major earthquake, one 

thing that comes to mind for a small 

business owner is ―How would my busi-

ness be affected by an event this big?‖ 

But a disaster doesn‘t have to be a 9.0 on 

the Richter scale to affect your business 

in just as damaging a fashion.  A burst 

pipe that floods your building or a fire 

that breaks out in your office park can 

have devastating effects if you are not 

prepared. 

Here are some steps to take: 

Create a disaster plan. What should 

employees do if a disaster occurs while 

they‘re in the shop?  Figure out how 

you‘ll get everyone out, who will be in 

charge and where the safest area to evac-

uate to might be.  Depending on the 

types of natural disasters in your area, 

you may want to store some extra food, 

water, flashlights and other emergency 

supplies in case people can‘t leave your 

location. 

Create a communication plan.  If you 

can‘t access your store, what will you 

do? Fortunately, it‘s easier than ever to 

run your business from anywhere these 

days.  Create a backup plan for how you 

and your employees would communicate 

with each other in an emergency.  How 

would you handle customer calls or in-

quiries? 

Back up your data. The key puzzle 

piece in running your business remotely 

is having access to your data.  There are 

many computer backup solutions that 

not only back up your critical data online 

so it‘s safe from any mishap that occurs 

in your shop, but many of them also 

make it accessible to you from anywhere 

in the world. 

Make sure you’re covered.  Talk to 

your business‘s insurance agent to make 

sure you have adequate coverage.  Many 

entrepreneurs forget to update insurance 

as their businesses change and grow.  So 

the coverage you signed up for five years 

ago may no longer be enough for your 

needs.  Some insurers also offer business 

income interruption and extra expense 

insurance, which may replace lost in-

come when your business goes through 

downtime due to a covered disaster. 
Reprinted from www.networksolutions.com 
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tory down into profit centers, and track 

the performance of each profit center. 

Profit centers that do not meet your turn-

over requirements have to go. Liquidate 

the inventory if you must, but put your 

inventory dollars into something that 

will sell quickly. There are software pro-

grams available to help you track de-

mand on ebay and other internet sales 

sites. Buy some and learn how to use it. 

    Lastly, expand your customer base. 

This would seem an obvious way to in-

crease sales, but you would be surprised 

how many bricks-and-mortar stores are 

still focused on foot traffic and not their 

internet presence. I am not talking about 

selling a few items on ebay; I am talking 

about making your entire business focus 

on internet sales. If you are stocking a lot 

of large items that cannot be easily 

shipped, get rid of them. Aggressively 

plan an internet sales campaign and in-

clude as many online sales venues as you 

can afford. 

Summary: adjust your inventory mix to 

carry easily shipped items with estab-

lished demand, and promote your sales 

in as many venues as possible. 

 
 

Wayne Jordan is a Virginia licensed Auc-

tioneer, Certified Personal Property Ap-

praiser, and Accredited Business Broker. 

He specializes in the Valuation and Liqui-

dation of Estate and Business assets. Learn 

m o r e  a t  h i s  w eb s i t e  h t tp : / /

www.waynejordanauctions.com or his blog 

http://www.wayne-jordan.blogspot.com 

 

 

retail universe is saying "Duh!". So, let 

me explore each of these in more detail 

and you will see where I am going with 

this. 

    For those that are new to the concept 

of inventory turnover, let me start by 

explaining what inventory turnover is. 

Inventory turnover reflects how often 

your inventory is sold and re-purchased 

(turned over) within an accounting peri-

od. The formula is Inventory Turnover 

= Cost Of Goods Sold / Average Dollar 

Value of Inventory On-hand. Turning 

inventory fast is good for cash flow and 

profits. Here is an example; (these fig-

ures are made up to make the math 

easy). Let us say you buy a table for 

$1000, and you plan to sell it for 

$2,000. Tables are not selling well, and 

it takes you one year to sell the table for 

$2,000. Your gross profit is $1,000 on 

your inventory investment of $1,000. 

But, let us say you sell the table in six 

months for $2,000, re-invest your origi-

nal $1,000 into another table, which 

you sell six months later. You have 

turned your table inventory twice. Your 

inventory investment has remained at 

$1,000, but now in the same period 

(one year) you have made $2,000 gross 

profit on your original $1,000 invest-

ment. The key here is to turn your in-

ventory as fast as possible. That way, 

you get a bigger return on your invento-

ry investment. 

    Turning your inventory quickly leads 

right into the next principle: adjust your 

inventory mix. This is the point on 

which many retailers fail. Truth be told, 

too many retailers are in love with their 

inventory. They have a store full of 

"neat stuff" that makes their store look 

good. They insist on getting their price. 

So, the merchandise sits on the shelves. 

If merchandise sits on the shelf, inven-

tory turns slowly. If inventory turns 

slowly, cash is short. If cash is short, 

they cannot pay their bills. If they can-

not pay their bills, they are out of busi-

ness. Lesson: your inventory should be 

turning at least four to six times per 

year. You can keep a few premium 

items in stock, as long as you can af-

ford the investment. Break your inven-

 

 

 

 

 

 

 

 

 

 

By Wayne Jordan 

 

      For those who do not follow the an-

tique trade, let me bring you up to speed: 

the antique business is in the toilet. Pric-

es are at their lowest level in a decade, 

following the boom of the 1990s. An-

tique furniture is selling for 70-80% less 

than it sold for in 1998. Inventories are 

piling up. The customer base is shrink-

ing, because the new Gen X buyers are 

not that interested in antiques, especially 

large furniture pieces. 

    Many antique dealers are giving up 

the trade. Other dealers swear that the 

downturn is just part of the normal busi-

ness cycle, and that sales will rebound. 

These optimists point out that with pric-

es so low, new buyers are attracted to 

collecting antiques. 

    Certainly the market has dropped; I 

cannot argue that point. And, certainly 

many dealers are going out of business. 

The question on everyone‘s mind is: 

which dealers will survive? 

    My opinion is that what we have in 

the current market is a weaning out of 

weak dealers. When I owned retail 

stores, I saw new dealerships jump onto 

the "good times" bandwagon when the 

economy was booming, and fall out 

when times got tough. I also saw well-

established dealers get lazy and ignore 

the principles of good retailing. Those 

lazy dealers did not survive tough times 

either. 

    What does a dealer need to do in order 

to survive in the present climate? There 

are three basic principles of good retail-

ing that, when applied consistently, will 

always work in these circumstances. 

They are: 1. Increase inventory turnover 

rate 2. Adjust your inventory mix. 3. 

Expand your customer base. Right now I 

hear a collective groan, as if the entire 

THREE WAYS AN ANTIQUE BUSINESS 
CAN SURVIVE THE DOWNTURN! 
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land on an antique buying trip if I can‘t 

find Albany Georgia?               . 

      After a lot of research and discus-

sions with my wife we finally formulat-

ed a plan of action for an antiquing tour 

to England. It included airfare, hotel 

with meals, UK transportation with 

myself driving a mini bus and June, my 

wife, driving a merchandise pick up 

vehicle and then all the intricate details 

of collecting the merchandise along our 

designated route and at the large an-

tique fairs we were going to visit, ware-

house storage, packing and shipping 

back to the USA, clearing customs and 

delivering the merchandise to each per-

son in the group. It seemed like a com-

bination of an airline, a tour company 

and UPS.                   . 

      We finally pulled it all together, 

priced it out and presented it to my Al-

bany customers. They had, in turn, co-

opted, threatened or bribed two other 

dealers to join the party. The price was 

accepted and it was a go for Octo-

be1995. Oh! and I finally found out 

where Albany was in Georgia. 

      That was the start of our antique 

buying tours to England. That first tour 

was very successful in the planning and 

operation of the concept but we had 

considerably under priced the tour and 

we had to become much more efficient, 

negotiate better prices with the airlines, 

hotels, transportation, warehousing and 

shipping if we were to continue and be 

successful. Also we realized 14 days 

was too long for 

dealers to be away 

from there busi-

nesses and we 

definitely needed 

more than four 

people on each 

tour. Our decision 

was to reduce the 

number of days 

away from home 

and attempt to 

take twelve people 

on each tour.                      . 

      The large international antique fairs 

in England are held every two months; 

we logistically could not attend each 

fair and who wants to be in England in 

the winter, certainly not June and my-

self. We decided to attempt two fairs a 

by Mike Pennington  

     

      Around eighteen years ago two ladies 

from Georgia walked into my antique 

shop in St Augustine Florida, not so 

strange you might say, but the conversa-

tion we ended up having changed our 

b u s i n e s s  l i v e s  c o n s i d e ra b l y . 

      My wife and I, with our three chil-

dren, had recently emigrated from Eng-

land to live and work in St Augustine 

Florida; we opened our antique shop in 

Downtown  St Augustine in May 1994 

and shipped good quality antiques and 

collectables from England and central 

Europe to Florida.                    .  

     We had been open about a year when 

two ladies from Georgia came into the 

shop, they browsed and chatted to me 

and each other for about half an hour 

made some notes in a small pocket book, 

thanked me for my time and left the 

shop.    Around two hours later they re-

turned and asked me if I could deliver to 

Albany Georgia, my enthusiasm for a 

sale and without thinking I immediately 

said yes of course. They chose several 

pieces, negotiated a price as dealers do, 

paid for the merchandise gave me deliv-

ery information and left the shop. 

     The first thing I thought after they 

had left was where the heck is Albany, I 

was just about to root out a map to find 

out where in Georgia Albany was when 

in they walked again.   They started to, 

politely, ask questions as to where I find 

our merchandise in England, how many 

times I travel, how do 

I ship back to the 

States and which an-

tique fairs we visited. 

The questions flowed 

and as I tried to answer 

correctly and honestly 

without giving too 

much away about the 

how‘s and why‘s and 

when‘s, I suddenly 

said ― I am going in 

October why don‘t you 

come with me‖?  Yet another thing I said 

t h a t  d a y  wi t h o u t  t h i n k i n g . 

They asked me to put something togeth-

er and call them with a price then they 

left for the third time and I still didn‘t 

find out where Albany was.  

How am I going to take people to Eng-

 

year, one in the spring and one in the 

fall so with that decided, we started to 

plan for April 1996.                         .  

     We quickly learned that the large 

airline companies don‘t negotiate prices 

with small tour groups. Hotels will and 

did for our subsequent tours and so we 

were able to offer double rooms with 

single occupancy with no extra cost. 

Since most of our customers were trav-

elling alone or with a friend, privacy 

was very important. We also chose our 

hotel for the quality of food offered and 

the ambiance and charm we wanted to 

reflect on our England experience. 

      An area that I have not yet touched 

upon is where do we take people to 

shop and in 1995 that was not a prob-

lem, other than you could not possibly 

visit every antique shop, centre, fair, 

warehouse, car boot sale that we 

passed, they were everywhere.     We 

pre visited each outlet and decided we 

would patronize the places which of-

fered our customers a good selection of 

genuine antique merchandise, would 

offer reasonable discounts and the own-

ers and staff were personable and 

friendly. Our travelling would be 

through some of the most beautiful 

areas of Derbyshire and the Peak Dis-

trict National Park.                    . 

To this day we have never accepted any 

financial incentive to visit a particular 

outlet and I can guarantee we never 

will, our integrity and customer rela-

tionship is far more important than any 

incentives, we also found the U K deal-

ers who offered incentives usually have 

over priced and poor quality merchan-

dise.                .  

   During our 16 years we have escorted 

(Continued on page 12) 

WHY DON’T YOU COME GO WITH US? 



dealers, collectors and some people who 

had never purchased an antique before, 

who just came with a friend or just want-

ed to visit England and look at antiques. 

We have taken people from 28 different 

states California to Vermont and New 

Hampshire from Florida to Washington 

State and all places in-between. Our tour 

customers have found, purchased and we 

have shipped items from a complete 

country pub bar to a 16th century Welsh 

Cabinet, circus tents to chimney pots, 

English red telephone box to wooden 

carved elephants. While packing and 

loading our container I have trapped my 

fingers, split my head, banged my knee 

and cracked a rib on some of the strang-

est things you could ever imagine.                   

.  

      Antique dealers have a bizarre vision 

when it comes to making a buck on a 

sale.            . 

Throughout our 16 years of group an-

tiquing in England we have made a few 

minor changes but surprisingly enough 

we have not changed the major concept 

of our tours since day one. During the 

Come With Us(Continued from page 11) individuals to provide their own air 

transportation. We still meet and greet 

each person at Manchester airport.                                               

We have had some, hilarious moments 

and some near disasters, like the time 

we were visiting Stoke on Trent potter-

ies and I was sitting in the driving seat 

waiting for several ladies visiting the 

trade shop, fiddling with the bus key in 

the ignition when it suddenly snapped 

off in my hand. Well half in my hand 

and half left in the igni-

tion. What do you do 

with a mini buss full of 

antiquing ladies and not 

able to start the vehicle? 

Our next visit was to 

the Wedgwood factory 

and museum. I was 

parked on a public 

transport bus route to-

wards Wedgwood and 

fortunately a bus came 

along. I jumped out, 

stood in the middle of the road and 

flagged it down. I explained my prob-

lem to the driver and as his bus was 

empty I bribed him to take my group 

directly to Wedgwood while they fixed 

(Continued on page 13) 

heyday years of antiquing we increased 

our tours to four a year and on occasion 

ran two tours consecutively with our 

UK based son driving for us. We have 

tried antiquing in other areas of Eng-

land like the Cotswold‘s, Kent and 

London, Yorkshire and the East coast, 

Brighton and the South coast also into 

Wales and Scotland. We have offered 

antiquing with a heritage tour visit-

ing  stately homes, Castles and ancient 

ruins but we 

still find our 

best antiquing 

area is in the 

M i d l a n d s . 

    We did 

find people 

could get 

better deals 

with air miles 

either using 

them or col-

lecting them. 

Other people needed to go a day early 

or extend their visit after our tour or 

preferred one airline to another. There-

fore, we decided to remove the airfare 

from the cost of our tours and allow 
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could but it sounded soothing‖, then we 

started to back track her movements 

from the previous evening. Where did 

you last see your passport, ― I was pack-

ing the last of my breakables into a box, 

the box I gave you to take to the ware-

house and my passport was in my lap 

next to the box‖. Usually I collect all the 

remaining boxed items the night before 

leaving and take them to our warehouse 

which is about 10 miles from the hotel, 

fortunately that last night people had 

been packing late so I had decided to 

leave all the boxes in my room for a later 

delivery.  We dashed to my room 

searched through the boxes and finally 

found two boxes with her name on, we 

opened the first box and half unpacked 

the contents, no passport, I then opened 

the second box and right on the top of 

her merchandise were her flight tickets 

and her passport. Up to that point she 

had no idea her tickets were missing. 

    Back down stairs, full of joy but now 

very late to catch our flight, everyone 

repacked her luggage. It was a mess but 

it all went in, quick drive to the airport, 

very quick hugs and goodbye‘s and off 

they all went home.                     . 

     Around four to five weeks later hav-

ing received the container, sorted out 

each person‘s purchases and started de-

liveries, one of my deliveries was to the 

lady who had lost her passport, after I 

had unloaded had a chat and was about 

to go on my way she came out of the 

house with a large box and with a very 

embarrassed tone to he voice said, ― 

would you please deliver these back to 

the hotel for me.‖                    . 

When I later opened the box I found 

packed neatly inside, the hotels wedding 

album, the front desk calendar complete 

with pen holder and pens, two ash trays 

(Continued on page 15) 

my vehicle. He did and they had a great 

time.                    .  

My last call before departing our hotel 

heading out for the flight home is ―do 

you all have your tickets and passports 

convenient, not left in the hotel safe or 

packed in your check in luggage‖. 

Usually it a unanimous ―yes daddy‖, 

except on one occasion when we were 

leaving the Clumber park Hotel one of 

our guests was still frantically looking 

for her passport.  Once everyone realized 

she had misplaced her passport they all 

decided to help look for it. Hand bag 

contents emptied out onto the coffee 

table, cases opened , clothes including 

underwear strewn round the hotel foyer 

hanging on the backs of chairs, over the 

check in desk and piled onto everyone‘s 

luggage.             . 

We still didn‘t find her passport. This is 

where I intervened and took her to one 

side, sat her down and tried to consol her 

with I think you could still go home 

without a passport, ―not really sure if she 

Come With Us(Continued from page 12) 
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the side of the show. I refrained from say-

ing I told you so. Gathering him up, we 

tried to retrace his route round the show 

and by looking at his merchandise had a 

good idea where his last purchase had 

been. We found the stall and explained to 

the dealer what had happened. I looked 

down at his table and spotted Johns wal-

let, complete with all of his money. He 

had placed it down when he had received 

his purchase from the dealer and this is 

why we call him ―Lucky John‖. He had 

placed his wallet into a pile of wallets that 

were for sale and no one had noticed his 

was full of money.              . 

     Our next tour with available places is 

October, which coincides with the largest 

international antique fairs of the year. 

This is a beautiful time to visit England at 

the very beginning of the fall season with 

nice long days and wonderful fall col-

ors.    Join us why don‘t you? We can‘t 

guarantee you will be a lucky as John, but 

we can guarantee you will have fun.                    

. 

  

Current tour itinerary, cost and in-

formtion:              .  

Call 904-824-9394         .      

Visit ―The Antique Market‖.  

 325 State Road 16,   

St. Augustine,  Florida 32084 

―The Linen Room‖    

Lightner Antique Mall,   

St.  Augustine, Florida 32084 

E ma i l :    a n t i q u e @ a u g . c o m  

www.antique-mkt.com  

< h t t p : / / w w w . a n t i q u e - m k t . c o m >  

w w w . o l d e n g l a n d t o u r s . c o m 

      The present time is almost the per-

fect time to buy in England, if of course 

―I can resell it when I get it home‖, I 

hear you say. But if you follow our ad-

vice added to your own sound judgment, 

experience and a little research of your 

customer base it will sell and produce a 

profit, I have regular dealer customers 

who return year after year to select and 

purchase the majority of their merchan-

dise.  However, if you are buying for 

yourself, as some of my customers are, 

then this is the perfect time, the dollar is 

strong against the pound the English 

antique business is suffering and while 

most of the dealers probably have not 

drastically reduced their ticket prices, 

will seriously consider a reduced offer. 

We are called dealers because we are 

prepared to deal. Don‘t be afraid to deal 

and do make that offer you consider 

would be unacceptable, you may be 

p l e a s a n t l y  s u r p r i s e d .    

     The hot period at present in England 

for the younger buyer is the 40‘s, 50‘s 

and 60‘s I consider it will be the next 

trendy period in America, England has 

an abundance of merchandise from this 

period still at affordable prices, don‘t 

miss out, don‘t leave it too late, it‘s so 

annoying when you finally commit and 

you end up on the tail end of a trend.  

Just want to end on the story I call 

―Lucky John‖.                     . 

John was a dealer from Akron Ohio, 

who against my constant advice insisted 

in carrying all of his money in one wal-

let. We visited a car-boot sale in Derby 

and in most cases at a fair like this eve-

ryone goes there separate ways to buy. 

Around an hour into meandering round 

the fair I received a message from one of 

our dealers that John had lost his wallet. 

I finally found John sitting with his head 

in his hands rocking back and forth at 

off the coffee table and a pile of English 

magazines.                . 

     On my next visit to England I took a 

side trip to deliver the items which had 

been inadvertently packed into her suit-

case, the manager was very surprised to 

get them back and explained that his 

staff were baffled to know why someone 

would steal a wedding album and a desk 

c a l e n d a r ,  n o w  t h e y  k n o w . 

      After 16years we still enjoy taking 

antique lovers to England searching for a 

bargain and still finding them, the gen-

eral merchandise people are looking for 

has changed over the years, it used to be 

flow blue, chintz and imari china, Eng-

lish silver Victorian furniture.  Our an-

tique hunters seem to be more specific in 

t h e r e 

s e a r c h 

t h e s e 

days, they 

are look-

ing more 

for what 

there cus-

tomers are 

needing or 

sometimes 

order ing, 

w h i c h 

should result in a quick turnover and 

hopefully a profit. However, I still get 

some dealers who have no idea what 

they are going to purchase when they 

arrive and just seek out a bargain, overall 

the trend is for a quick turnover than just 

buying for general inventory. 

      We advise on authenticity of the 

merchandise and try to give an honest 

opinion on the price they should be pay-

ing for it and with such a diverse selec-

tion on display at the large antique 

fairs we visit, it sometimes over-

whelms even the most experienced 

dealers.               .  

     Our one overall piece of advice to 

our antique hunters is, look for the 

unusual, it sounds obvious to say don‘t 

come all this way then buy something 

you can buy at home, but sometimes 

the comfort factor kicks in and you 

know you have sold a piece like it 

before, but last time you didn‘t go to 

England to get it, buy something unu-

sual that is cheaper in England. 

Come With Us(Continued from page 13) 
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 you choose how people affect your 

mood,  you choose to be in a good mood 

or bad mood.  Bottom Line is: It‘s your 

choice how you live your life.‖ 

     If you choose the right partners, the 

right attitude, the right business, you will 

have plenty of chances to show grati-

tude.  Remember life is like a mirror---it 

reflects back to you whatever you show 

it.   

     Sorry about the soapbox!  But the 

articles did seem like a reflection of what 

we are hearing from our more successful 

members.  Have you taken this downturn 

in business as chance to revamp your 

business plan, to offer some different 

ideas, to reach out more to your current 

customers?  Or are you one of the deal-

ers that are sitting amongst the same 

merchandise, doing exactly the same 

things, whining about how bad things 

are? 

     If you have new ideas that are work-

ing for your business and would like to 

share them with our members, please 

give me a call at 800-287-7127 or send 

me an email at suzy@acna.us.  We 

would love to have your input.  We can 

do a profile or you could actually write 

an article for us.  These ideas would 

mean more coming from people out 

there in the field than they would coming 

from this office.  So think about it 

Swindoll says, ―The longer I live, the 

more I realize the impact of attitude on 

life. Attitude, to me, is more important 

than facts.  It is more important than the 

past, than education, than money, than 

circumstances, than failures, than suc-

cesses, than what other people think or 

say or do.  It is more important than ap-

pearance, giftedness or skill.  It will 

make or break a company…a home.  

The remarkable thing is that we have a 

choice every day regarding the attitude 

we will embrace for that day.  We cannot 

change our past… We cannot change the 

fact that people will act in a certain way.  

We cannot change the inevitable.  The 

only thing we can do is play on the one 

thing we have, and that is our attitude…I 

am convinced life is 10 percent what 

happens to me and 90 percent how I re-

act to it.  And so it is with you…we are 

in charge of our attitudes.‖ 

     Another article quoted an unknown 

author as saying, ―Each morning I wake 

up and say to myself, you have two 

choices today, you can choose to be in a 

good mood or you can choose to be in a 

bad mood.  If something bad happens, 

you can choose to be a victim …or you 

can choose to learn from it.  Life is all 

about choices.  When you cut away all 

the junk, every situation is a choice.  

You choose how you react to situations, 

read a lot of articles on the subject.  It is 

interesting to me that the articles seem to 

be leaning toward customer service right 

now.  I have read numerous articles 

about ways to make your customers feel 

special.  A central theme seems to be 

―Thank them and make them feel re-

spected.‖  They recommend sending a 

personal e-mail or better yet an old fash-

ioned hand-written thank-you note.  

Tuck a coupon inside or offer a frequent 

buyer program. They also recommend 

getting to know your customers.  Make 

note of details they share with you in 

conversation—a birthdate, a pet‘s name, 

or a special occasion coming up.  Then 

use that information to show you care.  

Mail a birthday card, ask how the family 

is doing or how that special event turned 

out.  Show them that you care and re-

spect them as a customer.  They will 

remember you when they are looking for 

that special item. 

     One particular article has stayed on 

my mind since I read it.  It said the two 

words that you should never forget in 

life or in business are attitude and grati-

tude.  It goes on to quote Charles Swin-

doll, founder of Insight for Living and 

considered one of the top 25 most influ-

ential preachers of the past 50 years.  

What’s up(Continued from page 1) 


