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         About the show 
 

The 15th Annual JCK Show – Las Vegas, which was held from June 3rd to 7th, 2006, is 
one of the biggest jewellery industry events where thousands of Jewelry Retailers gather 
for sourcing, launching and networking. This show attracts most of the major chain stores 
in the USA. This show caters to the entire US market for their sourcing needs and makes 
this the one-stop shop for US buyers.   Huge crowds, tremendous enthusiasm, new 
pavilions and the debut of the new and enhanced Prestige Promenade were just some of 
the main highlights.   Over 21,000 jewelry retailers from around the world were expected 
to visit (the exact figures will be released after few weeks) 3000 exhibiting companies at 
the Sands Expo Convention Center.     
 
 
The event opened with an impact-
making keynote speech by funny 
lady Joan Rivers, whose address 
was laced with a generous dose of 
humor.  The opening day of JCK 
also drew other named celebrities 
including Nicky Hilton for 
D’Annunzio Jewelers; Kathy 
Ireland for House of Taylor; Randy 
Jackson for Ritmo Mundo as well as 
others. The trade show floor home 
to nearly 3,000 exhibiting 
companies from around the world bustled  with retailers looking for the newest styles of 
the most brilliant jewels. The 4

th
 Annual Swiss Watch by JCK also took place during 

the show which is home to a collection of the worlds most illustrious and legendary 
Swiss watch brands including Baume & Mercier, Bulgari, Christian Dior, Concord, Ebel, 
Hermes, IWC, Tag Heuer and others  The industry's elite retailers were invited to this 
unique opportunity to build business relationships in a private and exclusive setting - by 
appointment only.   
 



  

There were the Design Center awards program were the 
best design center were awarded. Platinum Guild 
International brought in the most important platinum 
manufacturers and retailers in the country for a breakfast 
spectacular at the Venetian Hotel. The LeVian Red 
Carpet Revue, which featured forecasted jewelry trends 
including chocolate chunky diamonds, natural fancy 
colored diamonds, blues in every shade and large colored 
gemstones in mixtures of textures in unique shapes also took place during the show. 
 
The JCK Show had several special educational events such as session on Palladium and 
special presentations about “The Blood Diamond” movie were highlights. On a 
celebratory note, JCK had a 15th anniversary gala event recognizing 550 exhibiting 
companies and the thousands of retailers who attended JCK year after year since its 
inception in 1991.   During the evening 30 sponsors displayed their products for retailers 
and exhibitors who also enjoyed the dancing and festivities.   

 
The Palladium Alliance 
International hosted the ground 
breaking seminar ‘The Palladium 
Facts’ to a standing room only 
crowd with industry leaders Scott 

Kay, CEO, Scott Kay, Inc., 
Frank McAllister, CEO, 
Stillwater Mining Company, 
Daniel Ballard, National Sales 
Manager, Precious Metals West, 
Stewart Grice, Mill and Refining 
Director, Hoover & Strong.  The 
seminar educated attendees on the 

properties of this rare, elite metal and the advantages of working with and selling 
Palladium and how it is about to change the landscape of the jewelry industry. 
 
Martin Rapaport, Publisher of Rapaport Diamond Report spoke to a full house offering 
insights about the state of the diamond industry and global trends.  Rapaport praised De 
Beers for its great work at creating a generic marketing strategy Rapaport also talked 
about the recent boom in oil and gold prices saying, “These are not isolated events but 
leading indicators of great changes that are taking place in the global economy.” 
 
One of the hottest topics discussed during the JCK was the pre-holiday release of “The 
Blood Diamond,” starring Leonardo DiCaprio and Jennifer Connelly, which will 
undoubtedly create confusion among consumers around the subject of conflict diamonds.  
The diamond industry united during the show in a special session to educate retailers on 
the industry’s 2003 program on self-regulation to complement the Kimberly Process 
created by the governments of nations involved in the diamond trade to stop the sale of 
conflict diamonds.    



  

 
  “When this movie is released, we need to provide the consumers with the information 
on what the diamond industry has done for Africa,” explained Eli Izhakoff, Chairman of 
the World Diamond Council.  “Diamonds are a critical lifeline for many African nations, 
and our industry has come to completely eradicate conflict diamonds, and it is our 
responsibility to educate retailers and consumers prior to the release of this movie.” 

 
 JCK Show also drew celebrities including Kathy Ireland for House of Taylor; Matt 

Hoover   and Suzy Preston of The Biggest Loser 2 fame for Kraiko Diamonds; Deidre 

Hall from Days of Our Lives for GE Financial; Ben Stein for Indo Argyle Diamond 
Council; World Series Poker Champion Doyle Brunsen for Frederick Goldman Inc.; 
and Mrs. America Andrea Pruess for LeVian.   
 
The focus of JCK Show turned to the success of the AGTA’s GemFair and Cultured 
Pearl & Jewelry Pavilion which hosted over 220 exhibitors and attracted retailers, 
wholesalers and other manufacturers and designers to buy colored gemstones, cultured 
pearls and jewelry from all over the world. 
 
During the five-day event thousands of JCK 
and AGTA attendees walked the aisles and 
conducted serious business.  The AGTA 
Pavilion opened on June 2nd for Gem Day, 
giving buyers a jump-start on their buying and 
featuring a buyer reception offering 
complimentary beverages and light hors 
d'oeuvres and seminars focusing on color and 
fashion presented by industry leaders. The 
AGTA Pavilion highlights included special 
dates and times, complimentary coffee and 
pastries each morning for buyers. The AGTA Windows of Color Café was opened all 
week and featured delicious food (including Kosher selections) from the Venetian Resort 
and Hotel.  
 
Retailers and exhibitors have voiced an overwhelming positive response to the success of 
the weeklong event. Overall the buzz and enthusiasm about the event has been very 
positive with unparalleled business and networking being conducted as informed by the 
organizers. Retailers from around the world attended the show looking for the latest in 
gems, watches, diamonds, and fine jewelry. Retailers seen walking the floor were 
executives from Somers Point, NJ, Saks Fifth Avenue (New York, NY), The Vault 
Gallery (Santa Cruz, CA), The Jewel Box (Washington, DC), YLANG 23 (Dallas, TX), 
Bergdorf Goodman (New York, NY), Grannis Gallery (Burlington, VT), Ladyfingers 
(Carmel, CA), Tilden Ross Jewelers (Sarasota, FL), and thousands of others.  
 
The other events during JCK were  JCK’s 1st Annual Design Retailer of the Year Award; 
10th anniversary celebration for the Platinum Guild International, LeVian’s Fashion Show 
on the second day. Fifty retailers were honored during the Annual Design Retailer of the 



  

Year Award celebration.  The top five retailers that were also recognized were Bernie 

Robbins Jewelers, Somers Point, NJ; Saks Fifth Avenue, NYC; The Vault, Santa Cruz, 
CA; Tiny Jewel Box, Washington, DC; and Ylang 23, Dallas. 
 
In addition there was much excitement and 
interest with the opening of the new 
Italian Pavilion – Vicenza Oro - which 
brought together 170 Italian manufacturers 
from Italy. The Italian pavilion was 
relocated to the Venetian ballrooms 
where the Indian pavilion was hosted 
for the last two years.    
 
 
 
Brand JCK has emerged stronger and more diverse than before, bringing leading brands 
and retailers together, thereby successfully meeting the ever-changing business needs of 
the industry as a whole.  
 

 
Indian Pavilion & Events  
 

• Breakfast Press Meet 

• Report on Business Meetings 

• Observations & Suggestions 
 

 
 
 
The Council for the first time hosted the largest Indian Pavilion at JCK Las Vegas Show 
this year with 90 exhibitors and 101 booths occupied by the Indian participants across 
1100sq mt at one main location (level) in the Level I of Sands Expo Convention Center. 



  

It has been a long and steady increase in the number of exhibitors over the years at the 
India Pavilion. This has been mainly possible because of the aggressive marketing of the 
space by the Council and the growth of the Indian gem & jewellery segment in the US 
market.  
 
India is just not a mere manufacturing center 
anymore but has changed its  
image as a country giving value to its product, 
both design and finishing wise.  
Indian products have captured the US market and 
retailers all over the  
world look for the Indian products in these shows. 
JCK with its brand value  
has been encouraging the Council in many ways 
in paving the way for large  
participation this year.  
 

Indian Pavilion was at Sands Expo Center 
Level I at two locations with each location 
within few aisles under the World’s Fair 
along with other international pavilions like 
Belgium, Brazil, Canada, China, France, 
Germany, Great Britain, Greece, Hong Kong, 
Ireland, Israel, Italy, Japan, Korea. 73 booths 
were at one location and 17 at the other 
location within the same hall. 
 
Exhibitors who had prior appointments made 
good business. However the  

feedback was that there was less foot falls than last year, indicating a  
lesser number of walk-in buyers. Most of the exhibitors did fairly good  
business and some did not. However they felt that the continuous presence at  
JCK Las Vegas was the factor of paramount importance. Studded necklaces tops  
the list of items most sought after followed by rings. Exhibitors felt that this is considered 
as the "buyer show" where orders will be 
written at the show. However, some of the 
exhibitors felt that this is a "networking" 
show since the buyers will be able to look at 
all the new designs, colors and other new 
products on display, which cannot be sent or 
carried as samples to them during the year. 
Most of the buyers do source their inventory 
through this show.  Predominantly the show 
housed diamond studded jewellery 
exhibitors from Mumbai and Delhi followed 
by color stones from Jaipur. 



  

 
The Council had tactfully 
conceived the advertisement 
campaign in such a way to 
maximize the presence of India 
Pavilion in the show.   An 
exhibitors catalogue was 
printed and distributed to most 
of the buyers at the registration 
and also was placed at the 
press counters for more 
publicity. The exhibitor’s 
catalogue was distributed from 
the Council’s booth at the main 
aisle where the buyer had to 
pass through which served as 

an easy guide to the buyers.  
 
A commercial CD showcasing each and every exhibitor at the India pavilion  
was screened at Council's Booth in the main aisle at the Level 1 on a plasma TV  
benefiting the buyers to locate their supplier easily. Banners were hosted  
at the entrance of Level 1 and Window panels were used to promote the India pavilion at 
the Buyer's Registration counters. The India pavilion flaunted a new look, the result of a 
new branding effort, along with different wooden panel (rich look which was used at the 
Ball room booths last year) to maintain a unique identity.  
 
The Council promoted its activities from the main aisle booth 
and served as the mouthpiece of the entire Indian Industry 
and also to promote the India Pavilion at the show.  A service 
booth was created to cater to the Indian Exhibitors at the 
India pavilion providing Fax, Telephone, Internet, visitors 
lounge and water during the show.  
 
Feedback from Exhibitors: (Analysis of Feedback enclosed) 
 

• India Pavilion should have one location and not two locations at Level 1 

• Some had lighting problem at their booths 

• Need for more publicity to be fulfilled by the Council  

• Need to provide tea/coffee snacks, as done last year 

• Need to have wireless connection for Internet. 

• Were happy with the new branding though they felt it should be matched with the 
panel color. 

• Few wanted Council to host an event to promote the India Pavilion 

• New exhibitor wanted Council to organize Pre-Show Meeting with Exhibitors in 
passing on the information “how to market” at these international shows.  

 



  

Highlights of feedback : 
 
The feedback was collected from 70 exhibitors (out of 90) – the questionnaire was 
divided in 2 segments 1. Information on exhibitor’s approach to JCK & Exhibitor’s 
performance at the show 2. Council’s services. The following graphics will bring out the 
feedback for better planning next year 2007.  
 

A) Exhibitor’s pre-show preparation and their feedback about the show: 
Whether first year at JCK? 
 

First participation

Yes

28%

No.

72%

Yes No.
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rate of chivement comapre to reason of particaipate

excellent

9%

good

45%

fair

30%

poor

16%

excellent good fair poor
 

Activities undertaken by exhibitors before the show to attract 

visitors
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Overall result of participation

Excellent

2%

Good

55%

Fair

28%

Poor

15%

Excellent Good Fair Poor

 
 

Target Customers
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Overall Business Result

Above 

Expectations

3%

Meeting 

Expectations

55%

Below 

Expectations

42%

Above Expectations Meeting Expectations Below Expectations

 
 

B) Council’s coordination/services for this show: 

 

Services used by exhibitors
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Booth Facilities

Excellent

21%

Good

57%

Fair

19%

Poor

3%

Excellent Good Fair Poor

 

Visitor Promotion Done by Council

Excellent

19%

Good

51%

Fair

24%

Poor

6%

Excellent Good Fair Poor

 

 

 



  

OverallBranding Of Pavilion

Excellent

25%

Good

46%

Fair

28%

Poor

1%

Excellent Good Fair Poor

 

Willing To Participate Other Jewelery Show In US or Canada

Yes

55%

No

10%

Not Decided

35%

Yes No Not Decided

 

 
 
Following are the promotions done by the Council at the JCK Show 2006. 
 

1. E mailer to the database of the Council  
2. Pre-mailer giving details of the exhibitors with their booth nos to the database 

of last year JCK buyers list.  
3. Onsite Sponsorships  
 

¾�Bus Branding 
¾�Window Decal 
¾�Registration Area Branding 
¾�Banner near the escalator 
¾�Meter Board –Pillar branding in the main aisle 



  

 
4. Advertisements in major magazines:  
   
Pre show: 

JCK Magazine: One full page 4/C   
   Insert circulated along with the magazine to the entire database of JC     
  Red Carpet Fold (6 page insert fold out + 2 page insert) 
   JCK Show Guide. One full page 4/C  
  Internet Promotion      
     At the show 
 

JCK India Report   (2 page Editorial) 
JCK Navigator One Full page 4/C   
JCK Show Daily: India coverage     

       1 Page for 3 days  
       2 Page spread for 3 days  
 

5. Others 
 

¾�India Pavilion Banner on JCK Website 
¾�Catalogue Entry 
¾�Complete onsite branding of the India Pavilion at both the locations 

 
6. Exhibitors’ directory giving the profile of the exhibitors with their 

merchandise will be printed for onsite promotion. 
 

7. Video Wall with  Multi Media presentation giving the details of the exhibitors 
was screened at Council’s promotional booth at the main aisle. 

 
8. Breakfast meet – to highlight on Indian Industry and the India Pavilion at the 

show  to the select members of the press/media including the international 
press. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



  

Few Pictures of Branding onsite: 
 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Response/Comments on the show: 

 
 
It was a mixed reaction from the exhibitors this year, with most voicing that the overall 
footfalls were less compared to previous year. Tight margins especially to the small  
and medium-sized companies raised questions whether or not they will break  
even. As expected the first day had less footfalls however the 2nd and 3rd  
days were quite busy.  A lot of dealers had booked appointments but still they  
saw many walk-ins.  JCK activity has improved from 2005. Larger brand names  
spent a lot of money in marketing their product at JCK, which saw an increase even in 
their staffing at the booths.  
 



  

White gold and platinum seem to dominate at the show. It is in fact platinum  
that is doing well mainly because of the soaring gold prices in the recent times. The sale 
& important points to be considered for planning would be: 
 

Colored stones featuring yellow & white gold combinations - Gold colored 
pearls  - men’s bracelets (18 kt white gold) – wedding rings  - diamond rings 
in yellow gold or platinum – men’s watches bigger and flashier – white gold 
hoops with white or blue diamonds – gold pins – stainless jewellery 

 
JCK show is for networking and to explore business opportunities.  It is ”the” show to 
discover new trends in jewellery design and material. It is considered a haven for buyers 
seeking innovative designs and new product lines. Prior appointments are a must but 
walk-ins do happen.  5 days and hours if calculated the buyers have just 30 seconds to 
stop by each booth since the turnout of producers from the entire world was so large.  
This might be one of the reasons that exhibitors felt that the traffic was less or lukewarm. 
But JCK will bring more exhibitors since the belief is that this show is still among the 
best for inspiration and mass exposure of their product line.  
 
The buyers basically believed in doing business with US companies rather than  
with other country suppliers and to have more access and control over the  
shipments. However they did business at the Hong Kong Pavilion, German, and Indians 
and other countries that had their offices or agents in US. 
 

Breakfast Press Meet 
4th June 2006 at Lando Hall – Hotel Venetian 
 
The Council organized for a breakfast press 
meet on 4th June 2006 during the show at Hotel 
Venetian (Lando Hall).  Mr. Bakul Mehta, 
Chairman addressed the press/media and made a 
presentation on the Indian Gem & Jewellery 
Industry.  
 
The press meet agenda was mostly to showcase 
the Indian industry and its  
growth in the world market. The Council's 
participation at JCK Las Vegas was  
the highlight and it focused on expanding participation, from 10 booths in 1996 to 101 in 
2006, which explains the mammoth growth of the Indian Industry in the US market. 
Chairman emphasized on the vision and the mission of the Council and the efforts taken 
to achieve the vision.  
 
 
 
 



  

Mr. Hemant Shah, Coordinator – JCK Las 
Vegas, GJEPC proposed the vote of thanks. 
During his speech he reiterated that India is 
no more just a manufacturing center but a 
central force in being the trading hub for 
sourcing.  Mr. Sabyasachi Ray, Director – 
Exhibitions welcomed the press/media.  
 
There were 17 participants from different 
press and media at the meet (the list is 
enclosed).  

 

Report on Business Meetings  
 
Embassy of India 

 
2536 Mass Avenue, NVV 
Washington, DC 20008 
Telephone: 202-939-9826 
Fax          : 202-797-4693 
e-mail      : vsseshadri@indiagov.org 
 
Pivot Person: 

 
Dr. V.S. Seshadri 
Minister (Commerce) Embassy of India 
 
Dr. V.S. Seshadri informed his inability to visit the India Pavilion this year to the 
Chairman over the telephone however wished him on the success for the participants. He 
was glad to know the growth of participation this year at one location, which was the 
main request in 2005 by the exhibitors.  
 

Meeting with JCK 
 
JCK Show 

Reed Exhibitions 
383 Main Avenue Norwalk 
Connecticut USA 06851 
Telephone: 00-203-
8405470 
Fax: 00-203 840 9470 
E-mail      : 
jtierney@reedexpo.com 
 
Pivot Persons: 

 



  

Mr. Dave Bonaparte 
Vice President 
Mr. John Tierney 
Sales Director 
  
Mr. Bakul Mehta, Chairman, Mr. Hemant Shah, Coordinator – JCK, Mr. Sabyasachi Ray, 
Director – Exhibitions, Ruban Hobday, Director, Ms. Margaret Rodrigues, Executive had 
a meeting with Mr. Dave Bonaparte, Vice President, JCK to discuss the future programs 
for the India pavilion.  
 
Chairman thanked the organizers for providing India Pavilion at Level 1 but wanted the 
other 17 booths also to be shifted to one location next year since they lost the mileage this 
year even though they were under the India Pavilion.  
 
Chairman and other officials discussed and confirmed the following points: 
 
��Council requested 20% more space in 2007 and requested that all the booths, 

including the 17 booths located at a different level, to be merged at one location in 
Level 1. 

��Council’s intention of hosting an event during JCK under their brand. Mr. Bonaparte 
suggested Friday evening since they will be going with Saturday-Wednesday format 
even in 2007 for the show. Chairman insisted that the event should be under the JCK 
brand and to be included in the calendar of events at the show, which was agreed to 
by them to have under JCK-New Delhi and GJEPC brand. The database for invites to 
be provided and invited by JCK.  

��Informed that the “sponsorship signage” on the Shuttle Bus was too small to draw 
attention this year. 

��Wanted to have transparent window/door display at the entrance of Sands Expo that 
can be seen from inside and outside. This year Council sponsored the window 
display, which was on outside of the doors.  

��Wanted to get the quote and sponsorship feasibility of having a “different color 
carpet” from the entrance of level 1 till the India Pavilion which can navigate the 
buyers to India Pavilion. Mr. Bonaparte agreed to check the same and revert to the 
Council on the costing and feasibility.  

��Council wanted to check if they could get the sponsorship of screening the Council’s 
promotional film or slides inside the shuttle buses (which is actually taken by another 
company right now). The Council informed that this was a big hit in Basel show since 
the buyers really liked the background soft and soothing music. Mr. Bonparte 
informed that the buyers are giving the feedback that they do not like music in the 
shuttle buses however they will revert with confirmation on this.  

 
As a token of appreciation for the excellent support being given by the organizers 
Chairman presented memento to Mr. Bonparte. 
 



  

 

 

Meeting with International Jewelry Tokyo organizers 
 
Mr. Ruban Hobday, Director and Mr. Sabyasachi Ray had a discussion with Mr. 
Watanabe, Sales Director, IJT with regard to the Council’s joint participation in IJT 2007 
at Tokyo. The following points were reconfirmed during the meeting 
 

• GJEPC confirmed for 6 booths in the Diamond World – Hall A. Out of 6 booths 
one is a barter booth for the Council. 

• GJEPC requested IJT to organize an event like a press meet inviting the Japanese 
press to announce the India pavilion 

• GJEPC requested IJT to provide the database of their buyer’s list that had visited 
last year (2006), which was agreed.  

• IJT requested the Council’s participants at IJT 2007 to utilize all the free 
promotional method offered by IJT to bring in more buyers. 

• GJEPC requested a short note on IJT to be sent to Council which can be hosted on 
the website for more members to participate at IJT.    

 
M/s. Abhya Navinchandra Export signed the agreement to participate at IJT 2007. The 
following companies are interested to participate. Mr. Hobday met them and they have 
assured to revert with confirmation soon.  
 
M/s. DP Designs Pvt Ltd, Jaipur 
M./s. Jewelart, Mumbai 
M/s. Soni International Jewelery Mfg. Co 
M/s. Rose Group of Companies 
 

Meeting with VNU Expositions Jewellery Group 
 
770 Broadway 5th Floor New 
York 
NY 10003-9595 
Telephone: 00-646-4950 
Fax: 00-646 654 4957 
E-mail      : 
nrobey@vnuexpo.com 
 
Pivot Persons: 

 
Ms. Nancy Robey 
Vice President, Global New 
Business Development 
 
 



  

Mr. Bakul Mehta, Chairman, Mr. Hemant Shah, Coordinator – JCK, Mr. Sabyasachi Ray, 
Director – Exhibitions and Mr. Ruban Hobday, Director held a meeting with Ms. Nancy 
Robey, Vice President, VNU and Phil Ripperger, Consultant to VNU at Hotel Wynn to 
discuss on the Council’s participation at the CEO Summit 2007.  
 
Ms. Nancy Robey started the meeting welcoming the GJEPC delegates for the meeting 
and introduced Mr. Phil Rippager, Consultant for CEO Summit 2007.  She thanked 
GJEPC for the excellent hospitality extended to her during her visit to IIJS 2006.  
She gave a brief report on CEO Summit 2006, which happened at Dallas. She  
explained that based on the discussion she had with GJEPC delegates at  
Mumbai she had worked out a proposal for GJEPC for their participation at  
CEO Summit 2007. She also informed them that based on the feedback from retailers and 
the sponsors, the venue for the next year’s CEO Summit has been shifted to Atlanta, 
Buckhead at Hotel Grand Hyatt from February 21-23rd 2007. 
 
The proposal was to have two levels of sponsorship within GJEPC to facilitate more 
participants.  The proposal was to have 2 members as Capital Sponsors and the other 8 as 
associate sponsors. The facilities were almost same for all the 10 but only 2 will have the 
boardroom session with the buyers.  
 
Chairman after listening to the entire presentation informed that the GJEPC  
will not be keen to differentiate between members in the level of  
sponsorship and would like to give equal opportunity to all the members.  
After going through the entire proposal Chairman agreed that on principle  
GJEPC will participate at the CEO Summit 2007 but will have to decide on the  
type of sponsorship which will suit the needs of the Indian industry. 
 
He requested if a proposal for GJEPC can be worked out where 6 companies can 
participate under “Prime Association Sponsor” which will cost US$ 80,000/- with the 
following benefits:  
 

• Council will be taking a slot for Prime Association Sponsor valued at US$ 
80,000/- at the summit. 

• A maximum of Six members including the Council will be taking part with equal 
rights (without distinguishing amongst them as principal sponsor and associate 
sponsor) 

• Three board rooms will be provided which will be divided amongst the six, i.e. (2 
members meeting one buyer) per board room 

• Four Slots on 1st day and three slots on 2nd day for each board room to be 
provided making it 27 slots of boardroom sessions (buyers may be repeated 
according to match making) 

• However the matchmaking has to be done directly by the participants online from 
the list of buyers, which will be provided by the VNU. 

• Council to be provided a slot to address all the buyers like Rio Tinto last year 
preferably on the first day. 

  



  

Chairman was very clear that the Council should be provided a slot to  
address all the retailers and requested VNU to work out the possibilities.  
He also said that if needed Council may consider moving up to the next level  
of sponsorship.  Mr. Phil Ripperger suggested that the Council  
representative maybe accommodated in the panel of discussion on specific  
topic of "country" along with other associations and to make a presentation  
during the panel discussion. He said he would work out something on these lines for the 
Council. 
 
Chairman presented a memento to Ms. Nancy Robey on behalf of the Council and wished 
her all the best for their show.  
 
Later during another round of discussions Chairman communicated to Mr.  
Ripperger the offer to organize a Buyer Seller Meet with US majors & chains  
in India sometime in September 2007. Chairman also said that the Council  
would keep Nancy of VNU informed about the same and Phil could work in an 
independent capacity or with VNU. Phil informed that he would come back with a 
detailed proposal as soon as possible after exploring all the options. 
 
 Mr. Sabyasachi Ray and Mr. Ruban Hobday held another round of discussion with 
regard to the proposal of bringing “buyer delegation” from the USA to IIJS 2007 with 
Ms. Nancy Robey. 
 
It is a barter arrangement  (proposal enclosed) wherein VNU will try to bring 40 retailers 
from US to visit IIJS 2007 in turn for GJEPC to bring 20 new exhibitors at JA Summer 
Show in NY. There were other facilities, which were provided in the proposal. However 
Mr. Ray felt that the other facilities like complimentary one night stay or complimentary 
shuttle service may not be so attractive for the exhibitors since most of them do have their 
offices at NY.  But he emphasized that JA needs to be repackaged in India for better 
marketing ease. He requested whether VNU could formulate a program to make US 
buyers to visit India Pavilion at the show rather than other facilities. The idea of hosting 
dinner for the buyers etc was also discussed but it was advised by Ms. Robey that that has 
been a failure earlier and did not advise GJEPC to venture into that. 
 
Mr. Ray requested her to rework the proposal so that he can remodel the  
marketing strategies of JA show and repackage the whole deal to the members  
in India to bring in more exhibitors at 2007 show. There was a mutual agreement about 
the non-feasibility of meeting these demands in total, however, both parties agree to give 
it their best shot. 
  

Ms. Robey emphasized that GJEPC should be more careful in hosting the buyers  
from USA at IIJS 2007 and proper planning should be made before hosting  
these buyers since they may not so much aware about the travel, atmosphere  
and the environment and was very particular that they should not carry back wrong 
impressions about India. Mr. Ray and Mr. Hobday assured her that they will take care of 
the whole program meticulously and they are aware of the importance of these buyers 



  

visiting IIJS.  She informed that these buyers would be mainly independent stores from 
USA and not the retail chains or others who are already doing business with Indian 
companies. 

 

Meeting with Reed Exhibitions Canada 
 
3761 Victoria Park Av Unit 1 
Toronto On M1W 3S2 
E-mail      : nsamain@reedexpo.com 
 
Pivot Persons: 

 
Ms. Nick Samain 
Sales Executive 
 
The Council representatives met with Mr. Samain to discuss with regard Council’s 
participation at Jewellery World Expo 2007 and its progress in stall bookings.  
 
Mr. Hobday who had represented the Council at JWE 2005 explained the difficulties the 
members faced during the show. He emphasized that the following points need to be 
addressed the organizers for more participation from India.  
 

• Need to market this show in other parts of Canada since only buyers from Toronto 
and near by locations are visiting the show 

• It has been observed that most of the Canadian retailers are themselves the 
exhibitors, instead of wholesalers. This practice should be discouraged as it’s a 
b2b show and the Indian exhibitors must be given the opportunity to do business 
with the wholesalers per se.  

• The location was badly marked last year and needs really revamping of the floor 
plan to accommodate the India pavilion in more prominent location. 

• Excise duty has been the main cause for the less participation, which has been 
removed from this year.  

• It was also felt that since most of the Indian companies have easy access to 
Canadian market through their offices in NY and that is one of the major reasons 
why it has been difficult to market the show.   

• Wanted to have package with Hotel accommodation, which should be nearby the 
venue. 

 
Mr. Samain noted these points and assured that these will be taken care this  
year. He also informed that there has been a lot of response from Indian  
companies to participate in the show, and he said he would pass on the reference to the 
Council to do follow up and book the stalls.  
 
Mr. Ray informed that right now only 1 company has booked the stall and all  
the 4 companies who had participated in 2005 are not interested to  
participate this year because of these various problems faced last year.  



  

Informed Mr. Samian to strengthen the buyers’ visit and to send us all the leads, which he 
has got from Indian companies.  
 
 

Meeting with CRJP and Rio Tinto on 4th June, 2006 at 4.00 PM 
 
A meeting with CEO of  Council for Responsible Jewellery Practices (CRJP)  in the 
presence of Rio Tinto. 
 
The following were present during the 
meeting: 
Mr. Bakul Mehta, Chairman, GJEPC 
Mr. Hemant Shah, Member, PM&BD 
Committee,GJEPC 
Mr. Sabyasachi Ray, Director, 
Exhibition,GJEPC 
Mr. Michael L. Rae, Chief Executive 
Officer,CRJP 
Mrs. Nirupa Bhatt,CEO,Indian Operations – 
Rio Tinto 
  
With the changing global scenario and the concerns regarding ethical practices being 
adopted by the manufacturers of jewellery worldwide, the jewellery industry is 
envisaging new solutions and measures. One of those successful measures adopted by the 
jewellery industry is The Kimberley Process which was launched in 2003 and has gone a 
long way in addressing the issues by certifying conflict free diamonds. Now to regulate 
the broader picture and transcend the gains of Kimberley process to 
jewellery manufacturing and trading worldwide the Council for Responsible Jewellery 
Practices (CRJP) was set up in May 2005 with members from a cross section of the 
diamond and gold jewellery supply chain, from mine to retail. Currently there are 33 
members in the group, which includes prominent ones like Rio Tinto, Cartier, Tiffany, 
and the Signet group. 
  
The objective of this meeting was to find out ways and means to increase this 
consciousness in India. Both Mr Rae and Mrs Bhat felt that Council is the best body to 
address this issue in India and explain to the jewelers through the prominent jewellery 
associations in India the requirement and utility of starting this practice in India also. It 
was agreed that the message should reach the jewelers through prominent associations. It 
was decided that the Council will invite the prominent associations for a brainstorming 
session sometime in mid to end July and to find out the ways and arrive at a consensus 
about how the scheme can be implemented by different firms in India.      
 



  

 

 

 

 

Meeting with Drew Lawskey, VNU EXPOSITIONS 
 
The Council representatives arranged a meeting on June 4, 2006 at 2.00 PM with Mr. 
Drew Lawskey, Show Director, JA Show New York wherein Council is organizing joint 
participating under India Pavilion with 29 booths.   
 
The following points were discussed: 
 

��Council confirmed 29 booths at JA Show, New York. 
��Council requested Mr. Drew Lawskey to provide the database of their last years 

buyers for which Mr. Drew agreed to send the same to the Council. 
��Council requested Mr. Drew to help in promoting the India Pavilion at the fair. It 

was also pointed out that the sponsorship opportunities offered by them are too 
expensive hence if any other complementary opportunities can be packaged with 
the paid ones then the Council may plan for comprehensive promotion of India 
Pavillion at JA.  

 

Meeting with SYMA Systems 
 
The Council’s representatives had a meeting on 3.00 PM on June 7, 2006  with Stanley 
Hyams and his team from Syma Systems, who were the official stand fitting contractor 
for JCK Las Vegas. Others officials present from Syma were Mr. Yoel Weiss & Mr. 
Todd Miller & Ms. Diane Sartini. 
 
It was informed to Stanley that the exhibitors to be given more time to order the extra 
accessories and other furniture as the time limit given to JCK Las Vegas 2006 was very 
less.  For this Stanley informed the secretariat that the Council should decide about the 
look of the pavilion, colour of the panels, furniture etc well in advance i.e. by January end 
so that he can come out with a design and then offer to the exhibitors. 
 
Mr. Sabyasachi Ray agreed to try to send M/s Syma all the necessary details for the 2007 
JCK Vegas branding as well as pavilion looks by January end 2007. 
 
Mr. Sabyasachi Ray also informed Stanley about the India Pavilion at JA Show and as  
already the organizers are charging quite high fee of space rental, he should come down 
with the   rates for the construction of India Pavilion 2006.   
 
Mr. Stanley informed that as New York   is one of the most expensive states of USA, he 
would not be able to come down with the rates for JA Show New York. He also informed 
that New York is always 20-30% more expensive than Las Vegas. But as goodwill to the 
Council, for the same booth as that of JCK, Las Vegas, the same rates quoted for JCK 



  

Las Vegas will be continued for JA Show.  It was also decided that the branding of the 
India Pavilion which was used for JCK Las Vegas, will be dismantled and the same will 
be taken and mounted at JA Show, New York also.  
 
The Secretariat informed Mr. Stanley to send the total expenses towards shipping the 
branding material from Las Vegas to New York.Based on this discussion M/s Syma was 
proposed the work for the India Pavillion at JA. 
 
 
RECORD NOTE OF THE MEETING HELD ON JUNE 7, 2006 

 
A meeting was arranged on Wednesday, June 7, 2006 at 2.00 PM with the Committee 
members.  Following were present  
 
 
Commtitee members: 
 
Shri Bakul Mehta, Chairman 
Shri Rajiv Jain 
Shri Ashok Singhi 
Shri Vijay Chordia 
Shri Hemant Shah 
 
Secretariat: 
 
Shri Sabyasachi Ray 
Shri Ruban Hobday 
Ms. Margaret Rodrigues 
 
The meeting was called basically to know the outcome of the India Pavilion from the 
members present.  All the members present were of the opinion that the India Pavilion 
was a great success with regard to the ambience, branding etc. The members also scanned 
the feedback forms received from the exhibitors and expressed satisfaction at the good 
feedback that is received with regards to the general servicing of the exhibitors at the 
India Pavilion. 
 
The members were informed of the salient points that were discussed in the meeting the 
Council had with the organizers of JCK with regards to: 
 

��Increasing the space for India Pavilion to at least 20% 
��All the exhibitors of the India Pavilion to be put in one location 

    
Shri Hemant Shah was of the opinion that next year if the Council gets more space then 
the whole Pavilion needs to be reorganized with an aim to club them together under 
different product categories they manufacture/sell, as the buyers gets confused to reach 



  

the right exhibitors. The booths should be allotted under different sections like mass 
produced jewellery, colored gemstones/beads and high ended jewellery. 
 
Chairman and other members were of the opinion that this may not be possible as some 
of the exhibitors are exhibiting last 5-8 years in a specific location where they have 
already created their own identity.   
 
Hence at this juncture we should not ask them to shift. But the matter may be deliberated 
further in future PM&BD Meetings before arriving in any decision. 
 
 

 

 

Meeting with Andrea Marcon, Executive Chief Councellor, Palakis 

Exhibitions  

 
Mr. Ray had discussion with Ms.Andrea Marcon, Executive Chief Councellor, Palakis 
Exhibitions during the show. Mr. Marcon discussed wih Mr. Ray the possibility of India 
Pavilion at Palakiss Show , Vicenza in view of Council not getting the desired amount of 
space at Vicenza Oro shows organized by Fiera Di Vicenza. 
 
Mr. Ray asked Mr. Marcon to send the proposal and informed that if everything works 
out favourably then Council may think about organizing India Pavillion at Palakiss from 
January 2007. 
 
Mr. Sabyasachi Ray also held meetings with representatives of Brazilian Pavilion, 
Spanish Pavilion, Sri Lanka Pavilion and Belgian pavilion for organizing their respective 
pavilions at IIJS 2007. 
  

Observation / Suggestions  & Actions/Recommendations: 
 
��Branding should match with the booth’s fascia and panels. 
��Feedback forms made mandatory from the exhibitors with their business  

figures. A reporting system (mandatory) should be developed for all the  
shows where the exhibitor has to provide his business (approximate) figures, 
something, which they furnish in any case before being given permission to 
participate. 

��Suggesting outsourcing of the catering services  (tea/coffee/water/snacks at the 
Council’s booth) to the food and beverage department at Sands Expo. They are 
prepared to have their mobile counters, which can be placed inside the Council’s 
service booth.  This can be considered during specific timings too.   

��More contingency to be allowed for such big shows. Corporate credit cards can be 
arranged instead of personal credit cards for booking the hotels, facilities etc that in 
turn can be used for emergency expenses.  

��Wireless internet access should be provided to the exhibitors 



  

��The Council’s booth at the main aisle (meeting booth) should be remodeled with less 
furnishings and a closed setup for meetings. It is suggested that the front portion of 
the booth can be marketed to the exhibitor to have their show cases/information 
brochure etc. We can hire exclusive hostess to handle these showcases. Since this is a 
complimentary booth this space can be utilized more usefully by getting some 
sponsorships. 

��The information being screened on the plasma TV at the Council’s booth to be more 
attractive with figures/colors rather than the scrolling list which is not attracting the 
buyers.  

��The plasma (display) should be placed in other locations too for better promotion 
rather than at the Council’s booth (since the buyer has already reached the booth) 

��The exhibitor’s catalogue can be redesigned (in thinner paper without the profile) 
which can serve as a handy guide. 

��We should have all our events highlighted in the “navigator” or “pocket diary” of 
JCK which will more mileage for the exhibitors. 

��We should try and have a pre-show marketing workshop for all the shows 
accordingly to market information collected by us for the exhibitors. 

 

US and its Economy 
 
The US has the largest and most technologically 

powerful economy in the world, with a per capita 
GDP of $42,000. In this market-oriented 
economy, private individuals and business 
firms make most of the decisions, and the federal 
and state governments buy needed goods and 
services predominantly in the private 
marketplace. US business firms enjoy 
greater flexibility than their counterparts in 
Western Europe and Japan in decisions to 
expand capital plant, to lay off surplus workers, 
and to develop new products. At the same 
time, they face higher barriers to enter their rivals' home markets than foreign firms face entering US 
markets.  
 
The rise in GDP in 2004 and 2005 was under girded by substantial gains in labor productivity. Hurricane 
Katrina caused extensive damage in the Gulf Coast region in August 2005, but had a small impact on 
overall GDP growth for the year. Soaring oil prices in 2005 and 2006 threatened inflation and 
unemployment, yet the economy continued to grow through mid-2006. Imported oil accounts for about 
two-thirds of US consumption. Long-term problems include inadequate investment in economic 
infrastructure, rapidly rising medical and pension costs of an aging population, sizable trade and budget 
deficits, and stagnation of family income in the lower economic groups 
 
While the United States economy began 2006 growing at a 
strong pace, activity seems to have hit the skids in the spring. 
Factory orders fell in April. The five-year housing boom is 
cooling, with home sales falling and price gains slowing. In 
the biggest shocker of all, the government reported Friday that 
businesses created just 75,000 new jobs in May, 100,000 
fewer than expected. If the onslaught of weaker economic data 
was not bad enough, there also are signs that long-dormant 



  

inflation may be starting to be a problem, and not just in the pain from $3 per gallon (¼�����SHU�OLWHU��
gasoline. 
  
Six years ago, an unexpectedly weak payroll number was dismissed as a fluke. Yet in hindsight, it was the 
start of a slide that culminated in a recession the next year that ended the longest economic expansion in the 
history of the United States. While economists hope this year's slowdown will have a more benign ending, 
they are busily marking down their economic forecasts based upon the recent weaker-than-expected 

numbers. 
 
  
The overall economy grew at an annual rate of 5.3 percent in the January-March 
quarter. Economists foresee a rate of about 2.5 percent in the current April-June 
quarter, down a full percentage point from estimates for these three months. 
Evidence that the economy is slowing abruptly is very clear. However the 
question remains is whether there will be enough strength in other areas to offset 
the slowdown in consumer spending and housing.  
 
Higher gasoline prices and weaker job growth already have affected consumer 
confidence, which fell in May by the steepest amount since last fall's hurricanes. 
The worry is that overall consumer spending, which accounts for two-thirds of 
total economic activity, will slow and automakers are already feeling the pinch, 

reporting big declines in May auto sales.  
 
Many retail chains did post good sales in May. But the largest retailer, Wal-Mart, had results that failed to 
meet expectations, reflecting the squeeze its lower-income customers are feeling from gas prices. Still, 
analysts’ say they do not see the situation in such dire terms that it means the country is headed for a 
recession. 
 
 With signs of the slowdown increasing, it is likely to call a halt to further rate increases, especially if the 
recent jump in inflation proves temporary.  The current may not signal that is has overdone the credit 
tightening, raising prospects of a rougher outcome rather than the soft-landing aimed for. When the 
economy slows down is not surprising that at points the whole industry may feel like slowing down but this 
current situation is not unusual though.  
 
Indo-USA Trade Relations  
� 

 
 
 
 
  
 
 
 

 
Economic Reforms introduced since 1991 have radically changed the course of the Indian economy and led 
to better growth rates, higher investment and trade flows and accelerated decline in income poverty. The 
effects of these reforms on trade and investment relations with the United States have been profound.  
Though, the trade between the United States and India is relatively small, it has risen sharply over the 
years. In terms of India's major trading partner, USA continues to lead. However, India's share in US trade 
is 24th in US export and eighteenth in US imports 
 
India's sizable population and growing middle and higher income class makes India a potentially large 
market for U.S. goods and services.  
India's main exports to US are precious stones, metals (worked diamonds & gold jewellery), Woven 
apparel, Knit apparel, miscellaneous textile article, Fish and seafood (frozen shrimp), Textile floor 



  

coverings, Iron/steel products, Organic chemicals and Machinery (taps, valves, transmission shafts, gears, 
pistons, etc)  
 
India imports sophisticated machinery (computers and components, gas turbines, telecom, etc), Electrical 
machinery (recording/sound media), Medical and surgical equipment/instruments, Aircraft, spacecraft 
(small aircraft), Precious stones, metals (diamonds, not mounted or set), jewellery, Organic chemicals, 
Plastic, Cotton and cotton waste and Wood pulp, etc.  
 
United States is India's second largest source of FDI. On 
investment front, USA covers almost every sector in India, which 
is open for private participants. Both government-to-government 
level and business-to-business level conduct regular interactions 
with each other to promote and strengthen the trade and economic 
interactions between the two countries. The US investor 
community is today increasingly sharing confidence in the future 
of the Indian economy. Several areas like infrastructure, IT, 
Telecom sector, energy and other knowledge industries such as 
pharmaceuticals and biotechnology, possess immense potential for progressing economic cooperation 
between India and the US.  
Among the major multi national corporations of USA that are doing a profitable business in India are- 
General Electric, Whirlpool Ford (India), 3M, Tecumseh Products (India) Limited, Pepsi, Proctor and 
Gamble (India), Microsoft, Intel, IBM Corporation, EDS, Sun Microsystems, Adobe Systems Inc, Agilent 
Technologies Inc, Oracle Corporation, Texas Instruments. 
  
A very important aspect of US India economic relations comes with the emergence of Business Process 
Outsourcing, where in many US companies are reaping the advantages offered by India's IT sector. India 
offers a large pool of trained, English speaking personnel, which offers huge cost benefits to the US MNCs.  
 
Several big names like, American Express, Citicorp, Microsoft, Dell, Hewlett-Packard, HSBC, Standard 
Chartered and Converges etc are taking advantage of the opportunities offered by India's IT Sector. Other 
Fortune 500 companies such as Morgan Stanley, AT&T, Reebok, GM, Fujitsu, Boeing, Pepsi, Swissair, 
Coca-Cola and British Airways have identified India as their outsourcing partner.  
 
In recent years India has also made progress in expanding their investment base 
in the United States of America. When a few years back India was struggling to 
meet the quickly-changing demands of the global marketplace, today, it has 
joined the ranks of countries whose economies are on the upswing. India's UB 
has bought breweries in the US while companies such as Dr. Reddy's 
Laboratories and Ranbaxy have bought pharmaceutical manufacturing units in 
the US. In the IT sector, Tata Infotech, Sathyam, Infosys and WIPRO have large 
operations based in the US. Wipro India announced, November 12th, that it had 
entered into a definitive agreement to acquire the global energy practice of 
American Management Systems for an aggregate consideration of $26 million, 
payable in cash. The move strengthens Wipro's end-to-end IT solutions 
capability in the energy and utilities market. 
 
Another important aspect of India-US economic relations is the huge number of 
people of Indian origin residing in the US. These people according to some surveys conducted in the US, 
contribute a lot to US economy and are among the most highly educated class in America.  
 
However, a number of factors continue to hamper economic ties between the two countries. US criticize 
India for maintaining high tariff rates on imports (especially on products that compete with domestic 
products), and levying high surcharges and taxes on a variety of imports and imposing non-tariff barriers on 
US exports to India.  
 
In order to capture more US investment and trade share, India is required to further relax its trade and 



  

investment regimes, accelerate privatization of state firms, cut down on corruption, and substantially boost 
spending on its in physical and human infrastructure. For this significant steps are required to eliminate 
government deficits and the high level of public debt that severely hamper the ability of the government to 
boost spending for needed infrastructure projects. 
 
 

Gem & Jewellery Indo-US Trade 
 
 
Export Performance by India 
 
 
 

 

Destination Wise Exports from India 
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Cut & Polished 

Diamonds 11860.49
Gold Jewellery 3861.57

Coloured 

Gemstones 233.32

Value - US$ million 

Exports of Gems & Jewellery : 2005-06
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28% of India’s Exports go to U.S 



  

 

Category wise Exports to U.S.A for the year 2003-04 to 2005-06 
 

 
 
 
 
Net Exports of Cut & Polished Diamonds by India Israel and 
Belgium to U.S.A         (value in US$ mn) 
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Categorywise Exports to U.S.A

0.00

1,000.00

2,000.00

3,000.00

4,000.00

5,000.00
D

ia
m

o
n
d
s

G
o
ld

Je
w

e
lle

ry

c
o
lo

u
re

d

.g
e
m

s
to

n
e
s

O
th

e
rs

T
o

ta
l

Category

V
a
lu

e
 i
n

 U
S

$
 m

n

2003 - 04

2004 - 05
(Prov.)

2005-06

      
542.58  

   
8,879.54  

   
8,336.96  

   
2,809.22  

   
6,705.96  

   
3,896.74  

   
8,696.30  

  
12,334.0

   
3,637.70  

2005 

      
539.55  

   
8,116.44  

   
7,576.89  

   
2,770.26  

   
6,332.71  

   
3,562.45  

   
8,378.57  

  
10,340.4

   
1,961.88  

2004 

      
783.42  

   
7,186.13  

   
6,402.71  

   
2,132.11  

   
5,536.31  

   
3,404.20  

   
7,254.22  

    
8,051.90  

      
797.68  

2003 

      
744.13  

   
6,423.01  

   
5,678.88  

   
2,820.51  

   
5,209.48  

   
2,388.97  

   
6,351.77  

    
6,909.28  

      
557.51  

2002 

      
662.39  

   
5,797.42  

   
5,135.03  

   
2,741.03  

   
4,526.10  

   
1,785.07  

   
5,261.85  

    
5,692.24  

      
430.39  

2001 

Net 
Polished 
Exports 

Polished 

Exports 

Polished 

Imports 

Net 
Polished 
Exports 

Polished 

Exports 

Polished 

Imports 

Net 
Polished 
Exports 

Polished 

Exports 

Polished 

Imports 
Year 

Belgium Israel India   

11HHW�W�(([S[SRRUUWV�WV�RRI�I�&&XXW�W�	�	�33RROOLLVKVKHHG�G�''LLDDPPRRQQGVGV

����������

����������

����������

����������

����������

������
������

������

������ ������

����������

����������

����������

���������� ����������

�
�����
�����
�����
�����

������

���� ���� ���� ���� ����
<<HHDDUU

88

6

�

6

�

�

�

�

�

00

LL

OO

OO

LL

R

Q

R

Q

,QGLD ,VUDHO %HOJLXP



  

Gem & Jewellery Country wise Import into U.S.A for the last 3 years. 

 
 
Sector wise Imports by U.S. for the Year 2005 
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 Summary of the report: 
 

1. The Council had the highest exhibitor participation at JCK 2006 
2. JCK Show feed back had mixed response from the Indian exhibitors 
3. JCK Show had lesser footfall than its previous edition  
4. Trends are moving towards colored stones featuring yellow & white 

gold combinations - Gold colored pearls  - men’s bracelets (18 kt 
white gold) – wedding rings  - diamond rings in yellow gold or 
platinum – men’s watches bigger and flashier – white gold hoops with 
white or blue diamonds – gold pins – stainless jewellery 

5. A place for networking for the Indian exhibitors to achieve their target 
in the US Market 

6. Feedback shows that Council has been catering high quality service to 
its members at JCK.. always room for betterment though….. 

7. Happening place….!!!!!! 
 
 

 
 
 

Business with Pleasure 

 
 
City with 100 years of colorful history, 
celebrated its centennial in 2005, in a style that 
is unique to the City of Sin- Flamboyant, 
colorful and larger than life.. A city where 
superlatives rule the roost, tallest, widest, 



  

longest, largest… Vegas is truly grandiose. A humble dwelling for the laborers building the Hoover Dam, 
Las Vegas has metamorphosed into a playground of the rich, famous and of course, the every one smitten 
with the gambler’s itch. 
 
Las Vegas tries to package the world on its pulsating “Strip.” A stretch of concrete, glass, and 
imagination…If you promised your sweetheart an around the world tip, fear not, for Vegas has it all.. 
Starting with the style and poise of the Parisian Eiffel Tower, the Chic and Kitsch of New York, the 

mystery and magic of Egypt, the regalia of the Roman 
Empire, the Mardi Gras of Spain, or the pineapple kissed 
beaches of Tropical Hawaii, Vegas boasts of all under 
one roof. 
 
There’s never a boring moment in Vegas- Hungry high 
rollers, dreamy lovers, aspiring Hollywood starlets, and 
of course, the businessman seeking a little pleasure- 
Vegas promises not to disappoint the motley assortment 
of people that knock on her doors. 
 
As far as mixing Business with Pleasure, Need we say 
that it is a pleasure to do business at Las Vegas- 
Welcome to FABULOUS LAS VEGAS !! 
 
JCK has proven record of more buyers visiting JCK  Las 
Vegas than other locations just because it LAS VEGAS – 
what happens in Vegas , stays in Vegas 
 
 
 

 
 
Source: Data collected onsite – website – gathered from 
exhibitors at the show– feedback forms from Indian 
Exhibitors and other sources.  
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