
MEDIA KIT 2024
REVIVING A RICH JEWELLERY HERITAGE
 

Europa Star has a long and rich history with the world 
of jewellery that stretches back to the early days of our 
publishing house, nearly a century ago. Jewellery, with 
its close ties to watchmaking, has always featured in our 
publications. In fact, for several decades, we published issues 
devoted entirely to jewellery under the Europa Star name. 

Two years ago, it seemed like a natural decision to revive 
this long-standing connection by creating a dedicated 
jewellery website, supplemented by articles and features 
in our magazine. It was a major undertaking, but that was 
only the beginning. Clearly, it was time once again to devote 
an entire issue of our flagship magazine to jewellery. 

This will be happening in 2024, starting with an issue 
timed to coincide with Watches and Wonders, which will 
also be distributed at the GemGenève and Couture shows. 
Adhering to Europa Star’s signature style but guided by the 
expert hand of Isabelle Cerboneschi, the forthcoming issue 
promises a wealth of insightful and informative content. 

We invite you to join us in celebrating 
the revival of this tradition! 

www.europastarjewellery.com
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BOUCHERON 
Fleurs Eternelles 
Collection, 2018
©I. Cerboneschi 

Jewellery



Key Data
PUBLICATION DATE:  09.04.2024
Submission deadline: 05.03.2024

CIRCULATION: 10,000 copies
Distribution at the following shows: 
Watches and Wonders, GemGenève, Couture
Selected network circulation by individual email

ADVERTISING RATES:

PRINT
Cover + Cover Story 6 pages: CHF 29,900
Inside front cover (double page): CHF 24,900 
Back cover + Back Cover Story 2 pages: CHF 24,900 
Inside back cover: CHF 14,800
 
Single-page ad or double-page Highlight: CHF 9,900 / 
Double-page ad: CHF 14,900

WEB
Online product presentation: CHF 1,990 per Highlight
Leaderboard banner (728 x 90 px): CHF 990 per month
(+ 300 x 100 px for smartphone display)
Wallpaper banner (1800 x 1800 px) &
additional banner (1040 x 340 px): CHF 1,990 per month
Newsletter sponsorship banner (1040 x 340 px):
CHF 990 per newsletter
Package: Highlight product presentation
+ Wallpaper banner: CHF 2,990
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With a diameter 
of 12.30 mm and a 
thickness of 2.50 
mm, the BVL100 
calibre shows
hours and minutes 
and is housed in 
a dedicated 
cavity inside the 
snake's head.

The Serpenti Misteriosi, as 
designed by Fabrizio Buonamassa 
Stigliani. A press on the tongue 
reveals the watch, under the 
snake’s head. A bidirectional 
crown on the case back allows 
the watch to be wound manually 
and the time to be set. 



Technical 
Specifications 
WEB FORMATS

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

MATERIAL: email to asgouridis@europastar.com

PRINT: PDF high resolution, Illustrator, Indesign or Photoshop file
High resolution min. 300 dpi / Profile: PSO Coated v3
To avoid any problem with fonts please convert text to outlines.

WEB: HTML5, JPG, PNG, GIF maximum size 800 KB. JPG for Wallpaper and Main.
Material should be compatible with DoubleClick for Publishers (DFP). No Flash.

gemgeneve.com

INTERNATIONAL GEM
& JEWELLERY SHOW

  2 5 NOV. 23
PALEXPO
 GENEVA
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TIFFANY & CO.
Schlumberger® collection 
Botanica: Blue Book 2022, 
Hummingbird brooch in 18-karat 
yellow gold and platinum with 
round blue sapphires totalling 
more than 7 carats, oval and 
round pink sapphires, round 
tsavorites, one round ruby and 
brilliant-cut round diamonds



Portfolio
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The decade between 1920 and 1930 was one of the richest and most beautiful 
eras for high jewellery. The great names of the Place Vendôme vied with each 

other in ingenuity and creativity. The art deco style dominated – but it was 
not the only style in town. We take a look back at a fabulous decade. 
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the 1920s, 
THE GOLDEN AGE OF JEWELLERY

BY ISABELLE CERBONESCHI
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Is that when you decided to create your own brand?

Back then, diamond jewellery seemed rather fusty. The only 
time I heard friends talking about diamonds was to show off 
their engagement ring. Having studied marketing and com-
munication, I knew there had to be room for a cool, young 
jewellery brand. One that would almost be competition for 
fashion brands, with prices between €500 and €5,000. The 
idea was to come up with a fabulous diamond ring for the 
same price as a fashion accessory; to occupy a niche for 
casual diamonds that a woman could buy in exactly the same 
way she might buy herself a nice handbag. My father encour-
aged me, knowing I’d never be able to spread my wings in his 
shadow. By leaving, he set me free. When I started out, I didn’t 
know the first thing about jewellery-making or gem-setting, 
and it ’s thanks to this innocence that I was able to imagine 
pieces, such as my memory form bracelets, that pushed the 
boundaries of what was technically feasible.

Valérie Messika during 
the shooting of a 2022 
campaign with Kendall 
Jenner in the South of 
France ©Marin Laborne 
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In November 1932, Gabrielle Chanel 
shocked the world of high jewellery 

with her “Bijoux de diamants” 
collection. How could a fashion 

designer dare to enter this closed 
world without being a part of it, or 

mastering its codes? Some 90 years 
later, Chanel is launching a tribute 
collection inspired by the original 

jewellery pieces: the “1932” Collection.  

I n 1937, Gabrielle Chanel decid-
ed to rent a room at the Ritz in 
Paris. From her balcony, she had 
a panoramic view of all the hô-

tels particuliers or private mansions in 
the Place Vendôme, especially those 
housing the great jewellers: Chaumet 
in the Hôtel Baudard de Saint-James 
at No. 12; Boucheron, in the Hôtel de 
Nocé at No. 26; Van Cleef & Arpels in 
the Hôtel Ségur at No. 22; and Cartier 
and Mellerio were not far away, at No. 
13 and No. 9 rue de la Paix respectively.
Was this her way of looking down her 
nose at them? Perhaps... Five years ear-
lier, Gabrielle Chanel had had a run-in 
with the great jewellers of the Place 
Vendôme. The reason was a collec-
tion of diamond-set jewellery signed 
Chanel, which had been commis-
sioned by the Diamond Corporation 
Limited of London with a view to boosting diamond sales. 
“Sales of diamonds had been badly hit by the economic cri-
sis of 1929, and they put their trust in the creative talent of 
Gabrielle Chanel, then at the height of her fame, to revive 
them. With her contemporaries – the artist Paul Iribe for the 
design of the jewellery, the poet Jean Cocteau for the col-

lection manifesto, and Robert Bresson 
(later a celebrated film director) for 
photographs of the pieces – Gabrielle 
Chanel created a collection that was 
unique. It caused a sensation at the 
time and still today it remains the cor-
nerstone of our jewellery designs,” ex-
plains Marianne Etchebarne, Chanel’s 
International Director of Product Mar-
keting, Client and Watch and Jewellery 
Communication.

CHANEL’S
“1932” COLLECTION, 
A PRECIOUS TRIBUTE

BY ISABELLE CERBONESCHI

Portrait of 
Gabrielle Chanel. 
© George Hoyningen 
- Huene/Condé Nast 
via Getty Images 

Chanel 1932 Collection 
Allure Céleste necklace 
in white gold and 
diamonds with a 55.55 
ct. oval-cut sapphire, 
8.05 ct pear-cut 
diamond D FL (Type IIa) 
and a 2.52 ct brilliant-cut 
diamond D FL (Type IIa). 
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The Lebanese designer has a unique 
approach to jewellery. Everything she 
creates is the result of philosophical 
reflection. For her latest collection, she 
questions the concept of beauty. 

Gaelle Khouri was born in Beirut, Lebanon. Her 
original goal was to become an economist, 
and with this in mind she left her country and 
went to study in New York. After graduation, 
she secured an internship at Oscar de la Renta, 
then joined the business development team of 
Toyota in New York, before returning to Beirut, 
where she was hired by an investment bank. 
But finance was not her destiny. By chance, 
she met the Lebanese artist Bernard Renno, who taught her 
jewellery design. After a few months, her decision was made: 
she would radically change her career and opt for jewellery, 
to give her many ideas material form. 

She started to develop her jewellery-making skills in work-
shops in Beirut, and created her first jewellery in 2015. She 
started out using a variety of metals including bronze, silver 
and gold. One of her first rings, called Bouquet, has a unique 
beauty precisely because of the mix of materials: it looks as 
if it comes from an undefined time, perhaps from the land of 

the fairies or the forest of Brocéliande. “I mixed 
metals because I didn’t have the money to do 
otherwise, I didn’t know the industry. But as it 
enriched the pieces aesthetically, I simply con-
tinued,” explains the artist, who presented her 
latest collection, La Trahison de l’Objet, at the 
GemGenève 2022 exhibition. 
Gaelle Khouri creates in an instinctive, organic 
way. Her work is not just beautiful, it also exercis-
es the intellect. Some of her jewellery featuring 

geometric and asymmetrical shapes was inspired by the work 
of Vassily Kandinsky, who was himself inspired by Rudolf 
Steiner. Their harmoniously interlocking yet unbalanced cir-
cles create the impression of complex geometric equations 
performed in three dimensions. 
Her latest collection moves away from abstraction to embrace 
a more concrete question. “I tried to explore the concept of 
beauty. What is beauty? Why do we find an object beautiful? 
Is it simply an aesthetic response, or is there a hidden reason, 
a psychological and logical component that runs through the 
mind as we look at an object?” How do you feel when you 
look at her spider brooch, whose amethyst body is mounted 
on thin yellow gold and blackened silver legs? Or her earrings 
in the shape of half-dead fish, called Self Portrait? Do you feel 
attraction or repulsion? “There is something very beautiful, 
but at the same time very ugly about them, which scares me. 
In my subconscious I try to escape from the idea of death, of 
illness, but by confronting it – and this is a difficult process – I 
see a certain beauty. There is a point where the beautiful and 
the ugly mix.”
The jeweller is passionate about philosophy. She likes to ex-
plore abstract concepts, and she does so through her jewel-
lery. Behind her latest collection are two opposing currents of 
philosophical thought: empiricism and innatism. “According 
to empiricism, we are born without knowledge and acquire 
it through experience,” she explains. “Innatism proposes that 
you are born with a fixed truth embedded in your mind. But 
the two schools of thought agree on one point: when we look 
at an object, there’s always some external reason why we 
identify it as beautiful. Either we have already experienced 
the concept of beauty, or we have it innately, but in both cases 

GAELLE KHOURI’S 
THOUGHTS ON BEAUTY

Self Portrait earrings carved 
in gold and sterling silver, 
set with diamonds
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I f there is one decade that pro-
foundly marked and even revo-
lutionised high jewellery, it was 
the 1920s to 1930s. “This is one 

of the great eras of jewellery,” says 
François Curiel, Chairman of Christie’s 
Europe and Asia. “The great houses 
of Place Vendôme – Boucheron, 
Cartier, Chaumet, Van Cleef & Arpels 
– were extremely active in this period. 
Everyone wanted to create the best. 
Until the 1929 crisis hit, the economy was booming: success-
ful industrialists were buying jewellery for their wives, and the 
jewellery business was flourishing.”

Place Vendôme, the new 
epicentre of fine jewellery

“Although there were also some lesser-known names, such 
as Black, Starr & Frost, the first American jewellers, Yard or 
Charlton, which have not survived to the present day, the 
great jewellers of the time were in Paris,” continues François 
Curiel. And specifically, in the Place Vendôme. 
Previously, the jewellers of Paris were located mainly around 
the arcades of the Palais Royal – with the exception of 
Mellerio, which opened its boutique on Rue de la Paix, not far 
from the Paris Opera House, in 1812. Boucheron’s move to 26 
Place Vendôme in 1893 shifted the centre of gravity of high 
jewellery to the 8th arrondissement of Paris (where Rue de la 
Paix was located). 
Before the 1920s, jewellery was a reflection of the romantic 
spirit of the 19th century. It tended to follow the direction of 
the arts of the time, with a marked taste for orientalism, natu-
ralism and history. The advent of Art Nouveau at the end of 
the 19th and beginning of the 20th centuries opened up new 
avenues of expression for jewellery, with its ornamental forms, 
arabesques and floral abundance.  

After the First World War, 
everything changed

The First World War changed everything, 
including the decorative arts. The style, or 
rather styles, that emerged in the 1920s 
were the result of several factors. 
First of all, the horrors of war generated a 
need for beauty and a frenzy of desire, what-
ever the cost. The discovery of the tomb of 
Tutankhamun in 1922 led to a taste for exotic 
cultures. The 1925 International Exhibition 
of Modern Decorative and Industrial Arts 
saw the emergence of a new style: Art Deco, 
whose pure geometric forms sounded the 
death knell for the organic flourishes of Art 

Nouveau. Finally, we must not forget that, during the war, women 
had taken on many of the roles traditionally occupied by men, 
which gave them a strong sense of freedom and possibility. 
Let us explore some of these influences in more detail.

1922: discovery of 
the tomb of Tutankhamun

If there was one event that influenced the jewellery and decora-
tive arts of the 1920s more than any other, it was the discovery 
of the tomb of Tutankhamun by Howard Carter on 4 November 
1922. “From 1923-24, we began to see jewellery coming out of 
the workshops with motifs inspired by Egypt,” explains Lise 
Macdonald, director of heritage and exhibitions at Van Cleef 
& Arpels. “In fact, we asked specialists at the Louvre if they 

could recognise the hi-
eroglyphics engraved on 
our jewellery and period 
objects, but the experts 
told us these motifs had 
come from the designers’ 
imagination, and were 
devoid of Egyptological 
meaning.”

Brooch, Cartier New York, 
special order, 1925. Platinum, one 
15.12-carat cabochon-cut emerald, 
one 3.83-carat cushion-shaped 
diamond, coral, black enamel, 
diamonds. Nils Herrmann, 
Collection Cartier ©Cartier 

Tutti Frutti Bracelet, Cartier 
Paris, 1925. Platinum, 

diamonds, sapphires, 
rubies, emeralds, onyx, 

black enamel. Sold to Mrs 
Cole Porter. Nils Herrmann, 
Collection Cartier ©Cartier 

Exceptionally rare multi-gem 
Egyptian revival sautoir, Van 
Cleef & Arpels, sold by Christie’s 
Geneva in 2018 for CHF 4,332,500. 
Old and rose-cut diamonds, 
rubies, emeralds, onyx, platinum 
and gold (French marks), 1924.
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Akh-Ba-Ka is the centrepiece 
of the Beyond the Light 
high jewellery collection, 
inspired by Ancient Egypt and 
designed around exceptional 
stones. ©Chris Colls
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The centrepiece of the “1932” 
Collection is the Allure Céleste
necklace in white gold set with 
diamonds, which  features an 
exceptional oval-cut sapphire 
weighing 55.55 carats in its centre.
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we recognise it. That’s the mindset I was in when I created 
this collection.” 
Can beauty exist in the absence of good? “While designing, 
I questioned the concept of good and evil. Today, everything 
that is justified becomes good in one way or another. The line 
between the two doesn’t really exist anymore. I asked myself 
how people today interpret the concepts of good and evil, 
and from there I moved on to a question about beauty – how 
do good and beautiful relate to each other?”
Throughout our meeting, we talked about Descartes, Wassily 
Kandinsky’s “Concerning the Spiritual in Art – and Painting 
in Particular”, François Cheng’s “The Way of Beauty: Five 
Meditations for Spiritual Transformation”, Rudolf Steiner’s re-
search, various philosophical currents, mathematics, synaes-
thesia and intangible beauty. After that, you can’t tell us that 
jewellery is trivial. 

Crafted in 18K rose gold, 
the Soleil Vert Earrings 
are set with chalcedony 
and brown diamonds.

Le Bouquet Ring, a cocktail ring, 
designed in 18K yellow gold 
and rust-toned bronze, lending 
the piece a vintage appeal. 
The delicate flowers are set 
with white, brown, and yellow 
diamonds; blue, yellow, and pink 
sapphires, and green tsavorites. 


