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Black Chandelier presents Jared Gold’s Czarina

Spring 2008 Runway Event
Friday, MAY 16th 2008
La Caille Estates, Salt Lake City

Last season’s Caspian saw 1600+ attendees waiting in the snow to see the show of the year.  As with 
the Los Angeles event, the Salt Lake City runway will launch the Czarina Collection.  With cooperation 
of the world renowned Ballet West Jared Gold will be presenting this breathtaking even al fresco on the 
rambling estates of the secluded La Caille restaurant in Utah’s breathtaking Mill Creek Canyon. 

The main attraction as always of this event focuses around its free invitation seating method.  The 
event is open the public at large, who reserve seats online.  The runway event produced by Webb 
Audio will feature an interactive set and high energy lighting and sound production all nestled in the 
spring groves. Ballet West will present much of the event in a dance perfomance along the rambling 
runway path, in tandem with fashion models, a horseback brigade, styled vignettes with other surprises 
that are made possible by the outdoor location. The event is expected to draw upwards of 3000 
guests and generate months of buzz before and after the event.  In the case of incliment weather, the 
event will be held in facilities on the grounds, and large event tents. The uniqueness of this event will 
draw press from far beyond the local boundries of Black Chandelier, and propogate of the growth of 
this global brand.
Black Chandelier expresses its deep gratitude to its stylish clientele by inviting them to the party of the 
year. Tickets are available online at www.blackchandelier.com starting May 1st at midnight.

Explore the attached press and exposure summaries from the Holiday event and the webtraffic 
analysis for a more thourough picture of demographic and public reaction.

http://www.blackchandelier.com/
http://www.balletwest.org/
http://www.lacaille.com/
http://protophoto.com/subject.html?subject_id=196
http://www.webbav.com/
http://www.webbav.com/
http://www.blackchandelier.com


“Czarina” 
Jared Gold Spring 2008
Salt Lake City, Utah

Jared Gold’s Czarina collection beckons investigation into the tangible, darkly luxuriant, and playfully 
disturbing. The collection is based on imagery found throughout the life of Vasilav Nijinsky, considered 
the world’s greatest ballet dancer. His life of elaborate costumes, sets, and mingling with nobility, 
eventually ended in madness.  The clothing of the collection is encrusted with prints of jewels, luxuriant, 
flowing folds of fabrics and rarified fibers, all these elements harken back to the rule of the Czars, the 
world famous Bolshoi dance theater, and supported by the appallingly opulent vision of St. Petersburg’s 
most decadent jeweler, Peter Carl Fabergé. 

 





Customers and Demographic

Everyone wants to feel special, intelligent, and a part of the “in” crowd. Black Chandelier and Jared 
Gold events initially attracted a very alternative crowd: artists, musicians, college students, and the 
fringe of fashion.  After colossal press responses and constant visibility of the company and its events,  
the mainstream was lulled in the by the intensity and beauty of the clothing and the performance of the 
event itself. 

People, who longingly look toward this bohemian lifestyle can identify with it, risk free, through Black 
Chandelier’s products and Jared’s designs.  Customers who live in high-income suburbs, keep 
conservative jobs, and attend church regularly make treks to the events with families to see and be 
seen, as well as bring their friends. This is known as product evangelism. Product evangelism is the 
strongest selling point of our entire operation whether it  be the retail and online stores, to the grand 
events.  As customers align themselves with Black Chandelier’s aesthetic vision, it is important for them 
to bring friends outside of this group and expose them to how “cool” they are now, and invite them to 
take part.

A predictably large majority of attendees are women; however men attending has increased from only 
20% to 40% at the last three events. 
Attendees rank as follows:

45% Young Professionals College Educated ages 25-35 
(Self Employed, Design Oriented Careers, Tastemakers, Single, Celebrities)
35% Online crowd ages 16-28
(Live with family, Rental housing, mass consumers, trendfollowers)
15% Press and Fashion Business ages 38-45
(Editors, photographers, writers, buyers, stylists, costumers for TV and film)
5% Wildcard 
(Parents, sponsors, etc.)

With promotional support from appearances on America’s Next Top Model, the WWE, highly trafficked blogs 
and web profiles, as well as a constant presence in local and international press, the Black Chandelier and 
Jared Gold events draw an ever interesting crush of onlookers.



The Almighty Black Chandelier

The overall goal of Black Chandelier and its retail locations and online store is to offer its beloved 
customer an inspiring alternative to big box retail.  The clothing items are produced in small runs 
keeping the merchandising of the stores constantly fresh.  The stores also carry a carefully curated 
selection of covetable objects, informative and mind opening ephemera, and all manner of curiosa that 
make you feel intelligent, artistic, fearless, and loved.

The stores are engineered to be as much a tourist attraction as an innovative retail shopping 
experience.  The stores are filled with art and curiosa, as well as the abstract and fantastical 
clothing designs of Jared Gold.  All Runway events now feature the amazing 800sq. ft. touring retail 
environment, to ensure attendees can be immersed in the full Jared Gold and Black Chandelier 
experience.

The stores are filled with art and curiosa, as well as the abstract and fantastical clothing.  The sell-
through of clothing is paramount; however the stores are engineered to make the customers feel 
like they are being invited into something exclusive and wonderful. While the customers are learning 
about the product and being informed about the design and production, they are being indoctrinated 
as followers and brand evangelists.  The employees enjoy envied incentives, heavily reliant on their 
knowledge and enthusiasm for the product.  As most stores claim the importance of this trait in their 
sales people, Black Chandelier sales staff actually aid in the curration of new product and development 
of design, thus intimately involving them in the progress of design and a direct personal stake in the 
sales of products. The company holds paid research contests that ask all employees of the company 
to provide ideas for new inventory as well as invites everyone in the company to submit artwork for 
screen-printing on t-shirts.

Black Chandelier vertically manufactures 90% of all items sold in its stores. Items are sold under the 
trademarks: Black Chandelier, Jared Gold, Olfactory Surrealism and Pink Chandelier.  The company 
maintains a full-time graphic design staff, patternmakers, seamstresses and screen printers in its Salt 
Lake City design center. This staff, working under head designer Jared Gold, can produce in-house up 
to a thousand garments per week of completely original merchandise. 

Black Chandelier aggressively pursues green endeavors in its manufacturing, operations, and events.  
By using recycled packaging and labeling, earth friendly bamboo fibers, as well as alternative fuel 
vehicles, extended use equipment and non-toxic printing processes, we believe that by lessening our 
impact on the earth, we increase our impact on the public.





Caspian Promotion and Visibility Summary
December 7th 2007 
Gateway Grand Hall, Salt Lake City
Attendance: 1675

Advertising

3 Full page advertisements and 1 page ads in “In Salt Lake this Week”

Full back page advertisement in S.L.U.G magazine 
December 2007 issue

1 quarter page advertisement in The Salt Lake Tribune

2500 strategically distributed promotional posters
(See attached delivery report for locations)

Press Releases
Released through Businesswire / Hundreds of Thousands of outlets
Appear on: Yahoo Finance, Google Finance, Stockwire as well as Nexia proprietary database and 
Stock Guru
Complete Press Releases available at www.nexiaholdings.com

The Salt Lake Tribune Names Jared Gold One of Its ‘Top 25 Cultural Power Brokers 
Released January 2nd, 2007

Nexia’s Black Chandelier Winter Fashion Show Gets Rave Reviews in ‘Variety’ and More  
Released December 20th, 2007

Nexia’s Black Chandelier Announces Sponsorship Opportunities for the Jared Gold ‘Caspian Collection’ 
Runway Show
Released November 8th, 2007

Nexia’s Black Chandelier Presents Holiday Fashion Runway Event Hosted by Fashion Icon Published in 
“Paris Vogue”



Released October, 30th, 2007

Web traffic 
Between November 22, 2007 and December 07, 2007
1492 unique emails registered for seating tickets
(See attached web summary for click-throughs and referral sites from blackchandelier.com and 
nexiaholdings.com)

Media
Variety Magazine Online Article on Stylephile.com by Caroline Ryder
Posted December 9th, 2007

Channel 2 news in-venue interviews
Aired date 12.07.07 10 o’clock news

Channel 2 Fresh Air Morning News
Aired date 12.08.07 7am morning news

City Weekly Article cover feature on Jared Gold
Week of 12.15.2007

In Salt Lake this week feature on Gold’s Apartment and upcoming show
Week of 12.22.2007

In Salt Lake this week cover feature on Clint Catalyst hosting Jared Gold’s Caspian
Week of 12.06.2007

In Salt Lake this week Event wrap up
Week of 12.13.2007

Salt Lake Tribune Names Jared Gold One of Its ‘Top 25 Cultural Power Brokers’  
Released 01.02.2008

Viral Marketing
Independent fan video posting highlights
http://www.youtube.com/watch?v=ENnasFo08j4
http://www.youtube.com/watch?v=tEcL1O7S780&feature=related
http://www.youtube.com/watch?v=U1bq9tzP0mk&feature=related
http://www.youtube.com/watch?v=hCJJv6tD-Ho&feature=related
http://www.youtube.com/watch?v=n9u2BXBVS_k&feature=related
http://www.youtube.com/watch?v=UsU3BSJG9oY
http://vids.myspace.com/index.cfm?fuseaction=vids.individual&VideoID=23592675
http://vids.myspace.com/index.cfm?fuseaction=vids.individual&VideoID=23594932
http://clintcatalyst-jaredgoldrunway.buzznet.com/user/photos/?id=24705591
http://clintcatalyst-jaredgoldrunway.buzznet.com/user/photos/?id=24705551
http://newcitymovement.typepad.com/newcitymovement/2007/12/caspian-ruins-y.html
http://mavrixonline.com/mavrixonline/2007/12/wild_child_on_the_runway.html
http://www.buzznet.com/tags/jaredgold/video/2315071/audrey-kitching-clint-catalyst-and-jared-golds/

http://www.youtube.com/watch?v=ENnasFo08j4
http://www.youtube.com/watch?v=tEcL1O7S780&feature=related
http://www.youtube.com/watch?v=U1bq9tzP0mk&feature=related
http://www.youtube.com/watch?v=hCJJv6tD-Ho&feature=related
http://www.youtube.com/watch?v=n9u2BXBVS_k&feature=related
http://www.youtube.com/watch?v=UsU3BSJG9oY
http://vids.myspace.com/index.cfm?fuseaction=vids.individual&VideoID=23592675
http://vids.myspace.com/index.cfm?fuseaction=vids.individual&VideoID=23594932
http://clintcatalyst-jaredgoldrunway.buzznet.com/user/photos/?id=24705591
http://clintcatalyst-jaredgoldrunway.buzznet.com/user/photos/?id=24705551
http://newcitymovement.typepad.com/newcitymovement/2007/12/caspian-ruins-y.html
http://mavrixonline.com/mavrixonline/2007/12/wild_child_on_the_runway.html
http://www.buzznet.com/tags/jaredgold/video/2315071/audrey-kitching-clint-catalyst-and-jared-golds/










Jared Gold / Black Chandelier

Press List:

America’s Next Top Model
Good Morning America
CNN
Inside Edition
Nippon TV 
Tokyo Shimbun
Reuters TV
Bravo
E Entertainment
PAX
The Carson Daily show
The View
Variety

RTL Television Europe
Barcroft Media Ltd. London
John Chapple for British Papers
Flash News
MB Pictures
UPN
VH1
WB

Italian Vogue
French Vogue
Vanity Fair
Swindle
Rolling Stone
Women’s Wear Daily
Domino
Lucky
Elle
Daily Candy
Glue
Paper

W Magazine
Washington Post
USA Today
New York Post
New York Times
LA Times
LA Weekly
The Times Union
AdWeek
Splash News California

BBC
NBC 54 KXAS TV Dallas
Entertainment Sensations
KRCL Radio

Barberi Talk Radio Program
Vittoria Designs
Bigelow Aerospace Las Vegas

NBC KSL5 Salt Lake City
ABC KUTV2 Salt Lake City
FOX 13 Salt Lake City
Salt Lake Tribune
Salt Lake City Weekly
Salt Lake Magazine
In Utah This Week
SLUG Magazine
The Enterprise

1895 (Swarovski’s Magazine)
Caché International
HQ Magazine
Hintmag.com
Zeit Wissen!
View
Spanish Pest Control News Magazine
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Press Quotes

Quotes
“New York Times Magazine” Amy Spindler

If Isaac Mizrahi had imagines this scenario in his heyday, this would not have been the most 
charming show ever witnessed. He didn’t, so it was.

“WWD” Rose Apadoca-Jones Bureau Chief Editor
Nearly Six years of business under the Jared Gold name has resulted in a strange worlds of 

clothes, toys, and ephemera, that could suggest Gold is the love child of Vivienne Westwood, and Tim 
Burton.

-“Daily Candy”
If the Royal Tannenbaums were a real family, Gold would be its last surviving member.

-“Carson Daily”
What in the hell?

-”Paper” Magazine
WHO:  Obviously inspired by the British fashion invasion, Gold wisely
and fiercely reshuffles design elements from that period into breathtaking.  He is the American Vivienne 
Westwood, and next to Grey Ant, the most important designer in California
WHERE: Los Angeles
WHY: “I love to make cute little things.”
HOW: Self financed

 - “Glue” Magazine
“Here’s a designer living in his own world, where Victorian Punks wear pink as well as black, and 
where there’s innocence amid decay. “Haunted Wallpaper” was the poetic name of this poetic 
collection, with chandeliers silk-screened large and small on sweatshirts and floor-length skirts.  Star 
shapes and animals were appliquéd on garments, and live roaches - measuring four inches long and 
bearing colored rhinestones- clung to shirts and waved their antennae.  It was sick in the best sense 
of the word.  But it was completely wearable- especially the shirts, some of which had silk-screened 
prints over striped fabric.”
                                   
-”W” magazine
Recent Graduate Jared Gold was part of the Fred Segal team for two years while attending Otis 
College of Art and Design, and says he learned as much at (Fred Segal) as he did in class.  He must 
have picked up on something- his long Polartec wrap skirts sold out the first day they hit the floor 
last fall.  This season his line includes sweet Victorian tops and a raw denim jacket with an antiquated 
cityscape printed across its
border. . . . “All I ever wanted to do is enchant people,” he says.  “So if all I ever get is to see someone 
try on something that I’ve made and just melt into it, I’m happy.”
-“Variety” Fashionphile Carolyne Ryder 
I met Gold during LA Fashion Week last October through our mutual friend, the writer Clint Catalyst. 
When Gold invited me out to Salt Lake City to attend his show I was thrilled to step outside my bi-
coastal box for once…., I had never attended a fashion show where shivering attendees wore an inch 
of virgin snow on their heads, because they had been lining up outside for hours.

- “Salt Lake Tribune” “Utah’s top 25 cultural power brokers”
Black Chandelier Founder and Senior Designer Jared Gold was named among Utah’s biggest names 
in the arts and entertainment world by The Salt Lake Tribune. Using the answers of beat writers, critics 



and editors to create The Salt Lake Tribune’s first-ever list of the state’s cultural power brokers, Jared 
Gold took the 12th spot out of a total of 25 persons listed.

-“Los Angeles Times” Customers Scurry to Buy Designer’s ‘Roach Brooch’
Taking the mundane or grotesque and making it pretty or taking something pretty and making it slightly 
disturbing is what Gold says interests him as a designer. 

-Los Angeles Downtown News “Culver City has Smashbox, but the Los Angeles Theater knows how 
to Party.”
The crowd was boisterous, cheering on each model. Unlike Smashbox events, there was an air of 
congeniality - probably because we were able to bring our drinks and get sloshed while watching… 
Jared Gold’s fashion show at the Los Angeles Theatre, with an aisle carved out of the venue’s grand 
ballroom, was far friendlier than similar events on the Westside.

-Washington Post “Fashion Trend? Bejeweled Cockroaches”
A Giant Madagascar Hissing Cockroach brooch. Isn’t that what you really want? It is what some 
people want. Since introduced in October of last year, 25 are sold weekly for $60 in-store and $80 
on-line at Black Chandelier , a unique clothing store in Salt Lake City founded by designer Jared Gold. 
The live bugs are studded with Austrian Swarovski crystal, accessorized with a leash set and are 
ready to “wear.”

http://www.key-net.net/users/swb/pet_arthropod/hiss.htm
http://www.blackchandelier.com/




Jared Gold Previous Sponsors

Acura
Audi Cars International
Aveda Cosmetics and Hair Care
Bang and Olufsen Sound
BC Ethic Shoes
Black Book Magazine
Box Eight
CIT Credit Finance
Cliff Bar
Cornerstone Productions
Cover Girl Cosmetics
Dermalogica
Down East Basics
Evian
Ford Models
Glacéau Mineral Waters
Gen Art
Hairroin Salon
Hatch Family Chocolates
IMG
Jet Blue
L’Oreal 
Lily et Cie. Fine Vintage Jewelry
Lucky Magazine
Mac Cosmetics
Michele K Shoes
Nexia Holdings
Nokia
Patron Tequila Intl.
Paul Mitchell Haircare
Paper Magazine
Peroni Italian Brewers
Ray Ban  / Bausch and Lomb
Shoei Helmets
Siggerson Morrison Shoes
Slug Magazine
Spoon Me
Tarina Tarantino Jewelry
The Book L.A. Magazine
Toni and Guy Cosmetics
Vespa Piaggio
Vidal Sassoon
W Talent Agency
Willamena Modeling
Xlear
Yamaha Pianos



Caspian Sponsor Feedback
It was an incredible, fantastic, spectacular event! The clients I brought were in awe…we can’t wait to 
sponsor future events. It was fun to see the crowd!
-Shawn Jackson, Director of Public Relations
Hotel Monaco / Kimpton Luxury Hotels Worldwide

Jared Gold was easy and inspiring to work with! I was elated to get the exposure to a fresh crowd.  
My promotional dollar was well spent, and my staff was elated to take part.
-Matt Landis, Owner
Landis Lifestyle Aveda Salon

It was great and we can’t wait to be part of the next one!
-Melanie Barber, Owner 
Vespa Utah, Piaggio Italy

The event of the season and we would love to be a sponsor next time!! Jared Gold raises the bar in 
quality of retail fashion.
-Joel Shoemaker, Advertising Director
IN Weekly

It was a fun experience and great exposure for our company. They (Black Chandelier) did special little 
things to make us feel like we were their top priority.
-Ryan Combe, Owner
Spoon Me,  Earth Friendly Yogurt

We were a part of the VIP gifting experience at the event.  I felt I was being welcomed into a 
completely untapped market of friendly fabulous people…
-Steven Hatch, Owner 
Hatch Family Chocolates, L.L.C.





LEVELS OF SPONSORSHIP
Many companies are searching for opportunities reach out to Black Chandelier’s advertising resistant 
demographic.  By being a sponsor for these widely respected and anticipated events, corporations can 
align themselves with years of good faith market presence, built-in brand evangelism and the rampant 
viral marketers that are Black Chandelier’s core consumer. Black Chandelier and Jared Gold employ 
many innovative promotional materials for its events and will assist sponsors in their presentation to 
ensure the correct exposure, as well as a feedback report to confirm the impact of the sponsor’s 
presence.

Aside from traditional printwork such as newsprint advertising and handbills, Black Chandelier utilizes its 
corporate email list, websites and hyperlinked Myspace.com postings, as well as Buzznet and Youtube 
videos to promote events digitally. Digital invites and online hot buttons all have live linked interactive 
media.  Sponsors will be prominently presented in the artwork as well as hot links back to sponsor’s 
sites and product. Tickets for the event are print-at-home, and present lucrative click-through and visual 
presence opportunities.

 TITLE SPONSORSHIP $50,000
Prominent location within event and afterparty for product and materials•	
Branded gobo lighting, signage•	
Logo placement on event photo gallery and video which will be placed online for 90 days •	
and used in reference to the event
Placement on afterparty collateral•	
Product integration within event•	
Custom Jared Gold designed tee shirt•	
Presenting title of event•	
Logo and presenting title on all print advertising •	
(See advertising schedule for details)
Included in Gift bag coverage and give-away contest with media•	
Logo inclusion on invitation, press release and all collateral•	
Access to press covering event•	
Product brand exclusivity•	
10 VIP invitations to event•	
Product and collateral included in all VIP and general public gift bags.•	
Logo with links on our homepage and ticket site•	
Sponsor thank you dossier featuring all press clips, video footage, runway stills, and all print •	
collateral

PRESENTING SPONSORSHIP $25,000
Prominent location within event and afterparty for product and materials•	



Branded gobo lighting•	
Product integration within event•	
Logo on all print advertising •	
(See advertising schedule for details)
Included in Gift bag coverage and give-away contest with media•	
Logo inclusion on invitation, press release and all collateral•	
Access to press covering event•	
8 VIP invitations to event•	
Product and collateral included in all VIP and general public gift bags.•	
Logo with links on our homepage and ticket site•	
Sponsor thank you dossier featuring all press clips, video footage, runway stills, and all print •	
collateral 

PRESENTING SPONSORSHIP $10,000
Prominent location within event for product and materials•	
Branded gobo lighting•	
Product integration within event•	
Logo on all print advertising •	
(See advertising schedule for details)
Included in Gift bag coverage and give-away contest with media•	
Logo inclusion in event program•	
Access to press covering event•	
6 VIP invitations to event•	
Product and collateral included in all VIP and general public gift bags.•	
Logo on our homepage and ticket site with links•	
Sponsor thank you dossier featuring all press clips, video footage, runway stills, and all print •	
collateral 

ASSOCIATE SPONSORSHIP $5,000
Location within event for product and materials•	
Branded gobo lighting See advertising schedule for details)•	
Included in Gift bag coverage and give-away contest with media•	
Access to press covering event•	
4 VIP invitations to event•	
Product and collateral included in all VIP and general public •	
gift bags.•	
Logo on our homepage and ticket site with links•	

GIFT BAG SPONSORSHIP $1,000
Company name on press release•	
Product and / or collateral included in all VIP and general public •	
gift bags.•	

For Sponsorship opportunities and questions, 

Please Contact:
Jaime Catmull
801.860.3447

Thank you!



®

Black Chandelier
59 west 100 south

salt lake city, utah 84101
www.blackchandelier.com




