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COMMENTARY: THE BUSINESS

HIGH ANXIETY

LINDA ALLEN BAKKER AND JOAN LACHKAR SHARE
THE PSYCHOLOGY BEHIND JEWELRY CUSTOMERS.

PSYCHOANALYSIS AND JEWELRY
RETAIL. At first glance these two fields

don’t seem to have much

asaps

In common. Yet,

chotherapist treating couples for

marltai’conﬂict, I long ago noticed the topic

of jewelry was a highly charged one.
The mere mention of the “D” word
— diamonds — could arouse a great
deal of resistance and anxiety. In
much the same way as a patient may
experience feelings of resistance
and fear on starting treatment, I
noticed there were some men who,
upon entering a jewelry store, found
the prospect of buying diamonds
deeply disturbing. And surprisingly,
this anxiety had nothing to do with
money or price!

When I went into Linda Allen
Bakker’s store, Johannes-JL
Jewelers in Tarzana, CA, I observed
a woman very excitedly looking into
a showcase at a pair of diamond ear
studs. Strangely, it struck me, her
husband — dressed in a jogging suit
and baseball cap — was waiting
impatiently outside. When asked to
enter the store to view the gift his
partner had selected, he chose to sit
on a couch at the opposite end of the
store.

According to Linda, this was not
unusual. In response to my queries
as to why she thought he would be
so reluctant to buy his partner a
lovely pair of diamond earrings, she
replied almost immediately and, I
believe, with a great deal of percep-
tion.

“Simple: Buying a woman a dia-
mond — or jewelry, for that matter
— represents commitment, and
there are some men who do not
want to get locked in”

“Oh,” I responded, “you mean the
saying ‘diamonds are forever’ could
have a literal translation?”

“Yes,” she agreed full-heartedly.

I was blessed to encounter Linda,
not only for her insights, but as a
kindred spirit also intrigued by men
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who come into a jewelry store and
then become completely dysfunc-
tional about the prospect of buying
their wives or significant others
jewelry, especially diamonds.

During our discussions, Linda,
who has been in the business for 15
years, summed it up best with this:

“I have come to the conclusion
that diamonds — a girl’s best friend
— unlike other pieces of jewelry,
represent something that goes way
beyond money. Men associate ‘a dia-
mond is forever’ with being hooked
and suffocated into a lifelong thing.
T have observed men fumbling when
they come into the store. They will
sit in a chair far away from the jew-
elry display reading a paper, talking
on their mobile phone or venture to
do anything to avoid facing the real
thing”

To deal with these resistances,
Linda simply asks the woman to
come in first to choose her jewelry
and later invites the partner in.
“This diminishes the risk of him
having to come
into unknown
territory
not ©16

Linda Allen
Bakker, left,
and Joan
Lachkar.
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knowing what will happen,” she
said.

In tackling the situation this way,
Linda is not only bonding with her
customer but providing a safe tran-
sitional space.

I believe psychological issues
such as this are important for jew-
elers to consider, because they can
create confusion and ultimately get
in the way of a purchase. It is baf-
fling to see someone come into a
store to buy jewelry and then sud-
denly behave as if they have been
hit by an earthquake.

An understanding of the many
different personality disorders, and
how each has its own unique
behaviors could be an enormous
help for jewelers who deal with the
various types of customers.

For example, the obsessive-com-
pulsive may spend forever ques-
tioning researching, calling,
inquiring. The passive-aggressive
buyer will promise to buy later,

tomorrow, the next day, but tomor-
row never comes. Then there is the
narcissistic customer who is inter-
ested only in buying things for her-
self. There are also the schizoid
types — commitment-phobic who
cannot commit — who will with-
draw, wait outside or sit as far away
as possible from the counter.

Linda’s husband, Johannes
Bakker, seems to instinctively rec-
ognize these various types. Upon
noticing through the security mon-
itor that his narcissistic customer
Alex was waiting for his girlfriend
to come out of the store (knowing
she was mesmerized by a diamond
necklace she had admired for
months), Johannes knew he need-
ed to find a way to bond with him.

So Johannes enthusiastically
greeted him outside. “Hey, Alex!
Congratulations. I hear you just
passed the bar exam! Come in, I
want to hear all about it. My
friend’s son took it three times —
not easy!”

Alex, being narcissistic, was per-

fect prey for this.
Is this manipulative? The
answer is a definitive “No.” First of
all, this is business, and secondly,
who is being manipulative? Is it the
jeweler or the man who
promised his mate or
spouse a gift and then
suddenly flees in viola-
tion of his relationship?
Next, we must con-
sider what “commit-

to bu

In psychological terms, this is
known as the suffocating superego
or suffocating mother.

We also must examine gender
differences. Why is jewelry so
important to women? Linda

and I agree that jewelry

has  historical  and
anthropological meaning

— the representation of

status, value and beauty.

Linda and I do not

ment” represents. have all the answers, but
Johannes recalled one Iatery bu placing jewelry customer
woman who came into tomorrow sand their relationships
the store thinking she never in a psychoanalytical
was going to get an comes. context begins to paint a

engagement ring. In

order to ensure the trans-

action, she became unduly loving
and seductive (kissing him, promis-
ing him love and faithfulness for
the rest of their lives). What she did
not realize was that her “loving”
had the complete opposite effect:
The more she kissed and professed
her undying love for her fiancé, the
more suffocated and stifled he felt.

revealing picture.

When 1 asked Linda
when could I bring my boyfriend in
to buy me diamond earrings, she
was eager to put her knowledge
and skills to work: “Johannes, Go
get him!”

— JOAN JUTTA LACHKAR
URL: WWW.JOANLACHKARPHD.COM
and

— LINDA ALLEN BAKKER
URL: WWW.JL-JEWELERS.COM
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