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The new-generation Europa Star Jewellery is here!
New generation because, although we have nearly a
century of experience covering jewellery under various
different titles, this is undoubtedly our most ambitious
publication to date in the jewellery segment.

To ensure the success of this venture, we entrusted
the management of this new publication to Isabelle
Cerboneschi, an expert with decades of experience
in the world of jewellery and watchmaking.

Although the publication has the distinctive Europa Star tone
that has cemented the reputation of our publishing house
since 1927, it has its own unique style, flavour and character,
as you will discover through the fascinating stories, stunning
images and exclusive photo shoots we will bring to you.

Europa Star Jewellery focuses on Haute Joaillerie and

the big names driving this booming sector, as well as the
emerging independent talents starting to make their mark
internationally. Our aim is to provide a comprehensive
and vibrant picture of this dynamic segment.

We invite jewellery houses to join us in this adventure.
The publication is distributed in over 100 countries
worldwide, exclusively to professional networks and
collectors, as well as at major jewellery shows.

www.europastarjewellery.com
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dates all the way back to 1932, when

the couturier presented her Bijoux de
Diamants collection at her home in Paris.
Although she continued to occasionally
propose personal creations, it wasn't
until 1993 that the house of Chanel
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eauty lies quietly inside beige lacquered drawers,
in well-guarded surroundings - Patrimony - at 18,
Place Vendome in Paris. These magnificent crea- PRINT
tions tell the story of Chanel and jewellery. Each ,
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hit by the Great Depression of 1929. Gabrielle Chanel was at WEB
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that didn't go down well with the jewellery establishment. Online prOdUCt presentatlon: CHF 1,990 per H|ghl|g ht
Determined to defend their territory, the jewellery houses used .
every available means to prevent the collection from existing, Leaderboard banner (728 x90 pX) CHF 990 per month
including establishing a guild, but their efforts were in vain. (+ 300 x 100 pX for Smartphone d|3p|ay)
Wallpaper banner (1800 x 1800 px) &
Bijoux de Diamants high jewellery collection press kit, 1932. .
Cométe necklace. Robert Bresson Photography, Bijoux de additional banner (1040 x 340 pX): CHF 1,990 per month

Diamants, Chanel, 1932. @adagp, Paris 2024. Courtesy of Chanel

Newsletter sponsorship banner (1040 x 340 px):
CHF 990 per newsletter

Package: Highlight product presentation

+ Wallpaper banner: CHF 2,990




Technical
Specifications

WEB FORMATS

Wallpaper: 1800 x 1800 px (JPG)
Main: 1040 x 340 px (JPG)
Leaderboard: 728 x 90 px
3:1rectangle: 300 x 100 px

Newsletter: 1040 x 340 px (JPG)

PRINT

Magazine size: 205 x 265 mm
4C printing CMYK (NO RGB)

2/1 Double page spread bleed: 416 x 271 mm (trim size: 410 x 265 mm)
1/1 Page bleed: 211 x 271 mm (trim size: 205 x 265 mm)

CHANEL

MATERIAL: email to asgouridis@europastar.com
Louis Vuitton High Jewellery,

PRINT: PDF high resolution, Illustrator, Indesign or Photoshop file
Bravery Collection Necklace
La Constellation d'Hercule.

High resolution min. 300 dpi / Profile: PSO Coated v3
Platinum, white gold, 12 opals

To avoid any problem with fonts please convert text to outlines.

(50.20 ct), 11 tanzanites (209.06 . . .
cf), 19 tsavorites (39.20 ct) 15 WEB: HTMLS5, JPG, PNG, GIF maximum size 800 KB. JPG for Wallpaper and Main
LV Monogram diamonds (8.03

ct) and diamonds (16.39 ct).

Material should be compatible with DoubleClick for Publishers (DFP). No Flash.
(©Buonomo & Cometti
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Circulation §

Argentina 01%
Australia 0,4%
Austria 0,7%
Bahrain 0,2%
Belgium 1,2%
Brazil 0,5%
Canada 1,0%
China 11%
Colombia 0,2%
Danemark 0,2%
France 4,0%
Germany 7,5%
Greece 0,7%
Hong Kong 2,7%
India 1,2%
Israel 0,2%
Italy 15,4%
Japan 3,3%
Kuwait 0,2%
Macao 0,3%
Malaysia 0,3%
Mexico 0,7%
Netherlands 0,6%
Poland 0,3%
Portugal 0,4%
Qatar 0,4%
Saudi Arabia 0,2%
Singapore 0,5%
South Korea 0,2%
Spain 1,7%
Switzerland 10,3%
Taiwan 0,8%
Thailand 1,2%
Turkey 1,5%
United Arab Emirates 1,3%
United Kingdom 2,7%
United States 30,9%
Other countries 4,8%
118 countries 10000

*This is a standardised representation. The geographical breakdown and circulation may
vary according to events such as watch shows and special promotions.
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THE FABULOUS WORLD OF

AWIN SIU

Awin Siu's designs are a world of their
own, inspired by her interest in philosophy,
her futuristic ilustrations, her personal
culture and the world we live in today.

Her work is an encouragement to be

the curious children we once were:

ur first encounter with jewellry designer Xiao
Xintong was at the GemGenve fai in May 2023,
Her tiny booth was a journey into the waling
dreams of an Alice in Wonderiand, or rather
Siu - the name she has chosen as @ jeweller. As our
conversation progresses, she explains that her Chinese sur-
name, Xiao, is pronounced Siu that Xin means "faith” and
Tong means "world great harmony" Can  name determine
one's path i lfe? Perhaps.
Awin'Siu was born n 1990 in Guangdong province, She stug-
ied graphic design and ilustration at Guangzhou University,
though nothing rlated to jewellery design’ Her background
in llustration gave her an awarenass of e and colour that
can be el inthe complex, futuristic forms of her kleidoscop-
ic jewellry
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Afer exhibiting solo as an ilustrator, in 2017 Awin Siu was
eady o create her own jowellery brand, producing her first
pieces in 2019, ‘Gaing from the sketch to the finished piece
takes time. | hid no formal jewellery training and o techni
cal knowledige, but whether i painting or desig ton
is about an individual expressing their understanding of the
world through their own language. As an ilusrator, | used
paper as a canvas. Now | create jewellery, which has a longer
ffespan. Working with metals and minerals is simply a difer-
ent form of aristic expression”

Candy makes lfe sweeter

Among the pieces on show at GemGenéve are brooches
shaped like wrapped candies, which have the look of Murano
glass but are crafted from enamel and itanium. " designed
them in 2020" says Aswin Si. "l was thestart of the pandermic
and  think we al felt powerless. | wanted to make something
sweet and colourful that would be ke & shot of dopamine!
iyt dessh s, hldngup a candy mace
from ruby, plqu enamel (a technique that creates a
ransaancy St o sined o) and riom. Whene
ehild likes something, they dorit care whether the separate
parts are ‘meant’ 10 go tagether or not. A ot of adults think
tht rubies should be paired with diamonds. Enamel brings
something far more playful to my jewellery; the enjoyment a
ehild has without consideration o value or price. Creativty is
a joumey of exploration and discovery’

Awin Siu has certain pieces produced by partner manufac
turers and she also works with her own team, She supervises
the entire process from start to fiish, including buying the
stones, which she sources atfairs and exfibitons.
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Seeing the world through "
ambor-tinted glasses

I often say the word i a giant game and my jewels are the
pieces. Most people think of jewellery as something expen
sive, but just because you heve money, that doesrit neces-
sariy mean you have to spend it on tems that show offyour
wealth, Customers were all children who used their imag:
nation and were curious about the world. When they want
something difleent, something that corresponds 1o thei
deepest instincts,they finditin my jewellry: Another of Avin
Sius creations, a pair of glasses with ambar-coloured lenses,
catches our eye. "l designed them so that everything scems
sightly out of focus? she says. “You see the world difierently
when you wear them. | wanit 1o encourage people to think
about the world they e in. s it really what it seems? What's
eal and what fsit? What does the world real look ke?"
Ulimately, Avin Siu' jewelery wouldn't look out of lace in
the antasy worlds we stream on our TVs or watch at the cin-
ema. As the conversation winds down, she mentions her in-
terestin philosophy,in partcular Lao Tzu, Aristotle and Hegel
We are not at all surprised! # (1C)
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CARTIER’S TRINITY
STILL MODERN AFTER 100 YEARS

BY ISABELLE CERBONESCHI

The three-band, three-gold ring, as it was known unti 1957,
it the bill When your name s Cartier, It akes  degree of au
dacity o propose a simple ring made up o three interlocking
bands in platinum, ose gold and yellow gold, a ring with no
the power to elevate it to iconic status. other adomment than its purity. For one hundred years, the
Cartiers three-band, three-gold ring Trinity ing - the name given to it by American Vogue in 1925
became an icon from the moment of ~ has been loved by men and women alie, crossing gender

boundaris. It was ahead of fs time. We met Pierre Rainero,
director of image, style and hertage at Carter, to leam more
about how the Trinty legend was born.

A piece of jewellery, like any creative
work, isn't plucked out of thin air: itis
the product of an era. Only time has

its creation, one hundred years ago, in
1924. Pierre Rainero, Cartier's image,
style and heritage director, tells the
stories large and small that created the
legend of this very modern design. Europa Star Jewelery: The Trinity ring debuted  hundred
o. Its now  familar design, but in 1924 it was
revolutionary. Do Cartier's archives mention what the re-
Pt qualfes mustan object possess fo be- acions were, @ century ago?
come an icon tha transcends decades? O

in the case of Carter's Trinity ring, an entie e Rainero: Unfortunately, no. Our archives are ex
oy’ No one can s when o whether ety facual Wo Koop everything oling to th cres
a creation will achieve iconic status. It must be given time  tion, manufacture and commercialisation of our jewellery.
o estabish itsef, to be understaod and appre- We were, howsver, interested in references

cited, to pass from era 1o era, generation o
generation. For the Trinity introduced in 1924, i
was a short wai It found its audience almost
immediately, seducing artsts, tastemakers and
aristocrats - the in-crowd" of s da
Every aspiring icon must resonate with its era
and bring something new. Creatiity s informed
by socio-economic and poifical circumstances,
and that was rue ofthe ing Louis Cartier want.
ed to make. Like other creatve figures of his

o our jewellery in the press, and wt
iece from a 1925 sue af American Vogue
showing “the very new Trinity bracelet and
ting! It was an unusual design for the period,
partcularly from a jewellry house known for
its exceptional creations, worn by exceptional
people in exceptional circumstances. Cartier
was renovined as the jeweller o numerous
royal households, captains of industry and el
egant women around the word, The fact that

generaton (he turned 25 in 1900) he observed iybacsa 1t Was proposing such o simple ring in gold
the world taking shape around him with iter- @29 with no other adomment would certainly have
s, This remarkable jowelle, aceustomed as he boen surprising.When you look carefully at the
was to creating magnificent parures for royalty, imagined a  Trniy ing, when you realise how mysteriaus and magical it
fing that was both simple and complex - 3 ring in keeping i, you understand how it connects with the house’s creative
wilh the stystic explorations of a time when Art Deco had  vison. I was an immensely modern design for the era, and
swept away the fils and embellshments of previous eras.  this modernity explains why it is il so desirable oday.
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