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T H R E E  T I M E  Z O N E S  A T  A  G L A N C E 

PATRAVI TRAVELTEC FOURX
Selected rose gold, precious 
titanium, extra-hard high-tech 
ceramic and tough natural rubber 
give time a new material form. 
Globetrotters will find that the 
Patravi TravelTec FourX brings 
them the perfect combination of 
luxury and high-tech. It displays 
three time zones at once and jumps 
across time zones at the touch 
of a button. With Carl F. Bucherer’s 
engineering on a miniature scale, 
your journey through time can begin.
BOUND TO TRADITION – DRIVEN BY INNOVATION
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Big Bang Ferrari White Ceramic Carbon. 
Mouvement manufacture UNICO. 

Chronographe roue à colonnes. 72 heures 
de réserve de marche. Boîtier en céramique 

blanche et lunette en fibre de carbone. Bracelet 
interchangeable par un système d'attache 

unique. Série limitée à 500 pièces.

B O U T I Q U E S  P A R I S
10, Place Vendôme • 271, rue Saint-Honoré

Galeries Lafayette – 40, Bd Haussmann
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PATRAVI SCUBATEC
Discover the world 500 meters below 
its surface. The Patravi ScubaTec diver’s 
watch offers a multi adjustable clasp 
and an automatic helium release valve to 
ensure ultimate comfort and worry free 
equalization of pressure. Created with 
the highest grade of stainless steel, its 
rugged ceramic bezel and blue illumi-
nated hands and dial markers ensure 
perfect readability, even at the deepest 
depths.
BOUND TO TRADITION – DRIVEN BY INNOVATION
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Digital cultures change our everyday codes of 
behaviour and have the effect of inspiring either 
togetherness or extreme narcissism. It’s a totally 

digital culture that either boosts the ego or destroys it. 
Welcome to the age of the Big Me! 
But if social networks promote the era of the here-today-
gone-tomorrow, they also create internet icons such as Kim 
Kardashian, our cover girl (p.64). 
A far cry from the starved look favoured by fashion 
models, this starlet breaks all the rules with her fabulous 
curves and a sex appeal reminiscent of Marilyn Monroe.  
We ‘like’! And if the starlets are taking over our tablets, 
have a look at the exclusive interview on page 52 with one 
of the sexiest and most talented movie stars, Brad Pitt.  
“True freedom is being able to achieve your dreams 
without the feeling of being scrutinised or observed.”  
A good reason to take a step back from the ‘like’ culture. 

Laure Delvigo
Editor-in-Chief Ph
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The best knows no alternative.
The new C-Class.

Masterful in appearance. Unique in detail. The new C-Class impresses not only 
with its efficiently lightweight and sporty design, but also thanks to countless 
innovative assistance systems – as well as a generous, luxuriously designed interior 
that sets new benchmarks in its class. www.mercedes-benz.com/c-class. 

Phoenix Les Halles & Circle Square, Forbach - Tel: (+230) 207 4300 - www.iframac.mu
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Dear readers, dear partners, New year, new format!
The new Blush shares with you a love of luxury and 
a modern outlook. With a team based in Geneva, 
Paris, New York and LA, Blush takes a sometimes 
quirky but always elegant look at the world of 

high-class watchmaking, fashion, jewellery and design. Through 
our image and our premium advertisers, it’s Blush’s vocation 
to help you discover new artists, celebrities, places and other 
exceptional things through our own photo spreads and exclusive 
interviews. A certain ‘savoir faire’, which we are now developing 
through two new lifestyle titles: “Maradiva by Blush” and 
“Hotel de Paris by Blush”, the magazine of the legendary hotel  
on the French Riviera.  
Until the Cannes festival 
comes around, see you 
at Baselworld!

Grégory Ayoun
Publication Manager Il
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Add some evening sparkle with Franc Vila! 
Franc Vila plays the alchemist by mixing the timeless beauty of diamonds 

with that  contemporary, everyday, must-have fashion item: jeans.  
The Ladies Tribute II Blue-Denim is a watch that every woman will want 

to own - its ellipse-shaped case sparkles with  precious stones. Every detail 
shouts style with a choice of a deep blue denim colour for the dial or a dainty 

mother-of-pearl version with diamond-set hour-markers.  
Both have an interchangeable strap in blue denim fabric.

Classic dial: CHF 19,700; USD 24,100; €15,200
Selenity dial: CHF 21,500; USD 26,400; €16,600

www.francvila.com

Carl F. Bucherer joins the Hollywood stars in New York 
The dynamic CEO of Carl F. Bucherer, Sascha Moeri, found himself alongside 

Keanu Reeves, Willem Dafoe and Daniel Bernhardt on a night out in New York 
for premiere of the film Josh Wicks - a high-voltage thriller with an A-list cast. 
And the big Hollywood names are not the only ones with a role in the action-

packed film. Joining the stars in the on-screen action are Carl F. Bucherer 
timepieces. Keanu Reeves sports a Manero AutoDate with a light dial and 

Daniel Bernhardt wears a striking Patravi ChronoGrade, which is thoroughly  
in keeping with the spirit of his character in the film. Book your tickets now!

www.carl-f-bucherer.com

The Schlumpf Time Machine 
a whole new vision of time

If you want to change your perception of time entirely then Time 
Machines by Schlumpf are for you. Forget those predictable 

timekeepers that count hours and minutes, reminding you of that 
appointment you need to make, the deadline you have to meet.  

With these apparatus, time is visible and audible and becomes a 
feature in itself. So sit back and enjoy the sound of the anchor as it 

rocks over the escapement wheel, releasing one tooth while catching 
the next as the pendulum swings back. More than a time piece,  

a centre piece that gives a room character.

www.zeitmaschinen.ch 
www.schlumpf.ch

Klepcys by Cyrus – Exclusive timepiece
Developed in collaboration with Jean-François MOJON - KLEPCYS 
is a very exclusive timepiece with patented and very innovative 
functions. This timepiece has 3D functions that have never been 
developed before, in addition to a shape that perfectly suits the wrist. 
Manufacture automatic movement with a unique time display on a 
movable axis, with a retrograde hour function, day/night indication, 
large date calendar with retrograde rotating three-dimensional tens, 
spherical moon with moon phase indication by gradual rise of a 
patch.100% Swiss made. 33 pieces only.

www.cyrus-watches.ch

Ateliers Louis Moinet is ten years old! 
In the space of 10 years the progress made by this independent 
company has exceeded all expectations, beginning with the 
revelation in 2013 that it was the inventor of the chronograph with 
a watch dating from 1816. This extremely rare discovery led to the 
original story having to be completely rewritten. The premises of 
Ateliers Louis Moinet are still based in Saint-Blaise, Neuchâtel, 
the traditional birthplace of fine watches. The firm has succeeded 
in winning the confidence of fine watch connoisseurs and 
watchmaking professionals alike. With just a few hundred watches 
manufactured every year - each of them numbered and produced 
as part of a limited edition or as a unique item - the Ateliers are 
able to achieve an exceptionally high standard on every timepiece 
with their bold and innovative creations.

www.louismoinet.com 

Cate Blanchett opens IWC Schaffhausen’s
Timeless Portofino exhibition at the ZFF 
Swiss luxury watch manufacturer IWC Schaffhausen unveiled its 
new Portofino Midsize collection at the 10th Zurich Film Festival 
(ZFF). Cate Blanchett was joined by renowned photographer Peter 
Lindbergh for the opening of the Timeless Portofino exhibition 
organised by IWC especially for the watch launch and featuring 
photographs of a host of Hollywood stars and supermodels who 
are IWC brand ambassadors. The exhibition had its world  
premiere in Zurich at a gala dinner for 250 guests before  
going on tour to Hong Kong, London, Miami and Dubai.
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Christine Margossian
L’Oréal Professional Hairdresser Ambassador, opens in Geneva!

A jewel in Geneva’s hairdressing crown for 50 years, MC Genève is changing 
its name and look. The move symbolises a new era, with the arrival of 

Christine Margossian alongside Catherine Ducret as Artistic Director. After 
10 years running the leading beauty centre in France, Christine Margossian, 

L’Oréal Professional Hairdresser ambassador and French award-winner,  
is placing her talents and creativity at the service of a Swiss clientele. Ideally 
located on Lake Geneva’s left bank, this beauty spot offers clients 170 m2 in 

which zenitude is a by-word. The elegant and contemporary decor in shades 
of taupe, wood and green, is the perfect place to relax. And the wonderful 

hair straightening service deserves a special mention! 

48 route de Malagnou - 1208 Geneva - Switzerland
+ 41 22 735 20 13 - www.malagnoucoiffures.ch

The Boudoir du Regard - Paris
Whether you want the perfect heavy eyebrows of Cara Delevingne 

or the XL lashes of Kim Kardashian, you wish can come true! 
The Boudoir du Regard is a beauty spot devoted entirely to the 
eyes. Restructuring eyebrows, lash extensions and lifting, semi-

permanent mascara – here they are bursting with ideas to make you 
sparkle. At the Boudoir du Regard Florence Témin, an expert in 

eye beauty, will ensure your eyes are something to look at. And the 
comfort and tranquillity of the salon is worth a special mention too.  

Le Boudoir du Regard “Victor Hugo”
146, rue de la Pompe, 75116 Paris - France

+ 33 (0)1 47 27 07 16- www.boudoirduregard.com

A new attitude to Yoga at Six Senses
“Discover Yoga” is designed for yoga novices. The main aim 

is to release stress and improve suppleness, making the body 
stronger and more powerful. The “Yogic Detox” programme 
is suitable for more experienced yoga practitioners. It draws 

upon different hatha yoga cleansing techniques including 
sat kriya, movement and breath exercises. Detox treatments 
are incorporated into the programme for a holistic experi-
ence. The “Yogic Sleep” programme focuses on yoga nidra, 
an ancient practice intended to induce full body relaxation 
and a deep meditative state of consciousness. Very Nirvana! 

www.sixsenses.com

“Equating beauty” by Dr Marc-Henri Bon 
After 30 years’ experience in the field of cosmetic surgery, Dr Marc-
Henri Bon is the only French aesthetic surgeon to have received 
an Excellence Award from the prestigious American Academy of 
Cosmetic Surgery. In his very first book entitled La beauté mise en 
equation (Equating Beauty) Dr Bon analyses absolute beauty by 
applying mathematical laws like the iconic Golden Number which 
determine what makes a proportion harmonious and a form graceful. 
By doing so, the author demonstrates what makes a woman beautiful 
and how, using mathematical laws, we can correct most faults and 
reveal our good points. A book which enables all of us to better 
understand the aesthetics of the human body.

Publisher: Éditions Glyphe - 300 pages, €35 - www.editions-glyphe.com

Hollywood at the Majestic with Dr Perricone! 
A three-step programme which has already won over more than a 
few celebrities; Julia Roberts, Kate Hudson, Anna Wintour and Cate 
Blanchett are all addicted to Dr Perricone! Combining salon treatments 
with a diet and dietary supplements, the treatments are carried out 
using top-of-the-range Perricone MD products. Enjoy them in the 
“Perricone room” and benefit from the doctor’s expertise in the fields 
of nutrition and dermatology. The spa is located on the 10th floor of 
the Majestic, one of the most fashionable addresses in Barcelona. 

68 Passeig de Gràcia, 08007 Barcelona - Spain 
 +34 93 496 77 18 - www.hotelmajestic.es - www.majestichotelgroup.com

Lucie Saint-Clair has a make-over! 
Founded in 1965, the legendary Lucie Saint-Clair brand was bought 
out in January 2014 by b&b Group which has been breathing new life 
into the Parisian firm. Just a short walk from the Trocadéro, the Lucie 
Saint-Clair Iena International salon is a fine example of Parisian living 
with its emblematic codes such as a Haussmannian apartment complete 
with cornices and a parquet floor, commodes and diaphanous roses. 
Throughout the salon, light accentuates the very natural colours, and 
the smart-but-not-stuffy styles of Clément Pellerin, the new Artistic 
Director of Lucie Saint-Clair. We appreciated the practical cuts, easy to 
style at home with little work required! A blend of chic and modernity - 
be impeccable with Lucie Saint-Clair!

Iena International
(Flagship) 
4 avenue Pierre 1er de Serbie, 75016 Paris - France
+33 (0)1 47 20 53 54 - www.lucie-saint-clair.com
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Spallanzani, “Made in Italy” jewellery
After their customisable “Only You” collection, Spallanzani has now 

revealed its “Manette” collection, inspired by another legendary 
bracelet from the jewellers. In this remodelled version, the series is 

tessellated with precious stones. An absolute must, Gaïa Spallanzani 
has decided to update the collection in a customisable form, adapt-

ing the bracelet to include the shape or stones you want –  
the choice is yours. Bright, chic and very glamorous jewels! 

www.spallanzanijewels.com

Beyoncé wears Messika
During a family fashion trip to Paris, we spotted the magnificent 

Beyoncé wearing two emblematic rings from fine jewellers, 
Messika. The American beauty wore the Move Jewelry XL,  

a piece with three removable diamonds symbolising the love of 
yesterday, today and tomorrow, and the double Glam’Azone ring 

in diamonds and 18 k gold. This iconic piece chimed perfectly 
with Queen B’s independence, strength and sensuality. Snapping 

photos while surrounded by iconic works of art, Beyoncé also 
Instagrammed her ring in front of the Mona Lisa, Leonardo da 

Vinci’s most famous painting. Beautiful!

www.messika.com

The Reign of Cartier
For the 27th Biennale, Cartier presented its “Royal Collection” - 
a spectacular celebration of stones and jewellery craftsmanship 

consisting of some 100 dazzling creations. Miniature theatres 
revealed each stone’s noble soul. A unique treasure of exceptional 

gems and great prowess in jewellery, radiating the unrivalled 
excellence of French expertise throughout the world.

www.cartier.com
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Sarah Jessica Parker teams up with Cindy Chao
The “Ballerina Butterfly” brooch designed by Cindy Chao along with 
actress Sarah Jessica Parker fetched a record US$1.2 million when it was 
auctioned by Sotheby’s Honk Kong in October during the “Magnificent 
Jewels and Jadeite” sale. The brooch was the key item in the catalogue 
and its sale ensured some US$300,000 for an institution dear to both 
Cindy Chao and Sarah Jessica Parker: the New York City Ballet.  
The Butterfly Masterpieces are the quintessence of the artist Chao’s 
work; she has been creating a new addition to the collection every year 
since 2008.

www.cindychao.com

Dior, the “Archi Dior” collection
Showcased at the Biennale des Antiquaires in Paris in September, 
this fine jewellery collection has been thought through like an 
architectural construction, piece by piece, stone by stone.  
Victoire de Castellane found inspiration in the iconic dresses of the 
House of Dior such as the “Corolle” from 1947 and the “Verticale”  
in 1950, as well as the “Zig-zag”, “Ailée” and “Trompe-l’oeil”.  
The jewels are like sculpted fabrics; flowing, pleated, belted or draped, 
delicately blending a myriad of diamonds, rubies, sapphires and 
emeralds. With de Castellane, the fabrics undergo a transmutation 
into precious stones, from haute couture to fine jewellery.

www.dior.fr

From strength to Strength
JOÏA may not be a name that everyone is familiar with, but this fine 
jewellery firm has been steadily growing in prominence since it was 
founded in 1998. Based in Lyon, France, several brand names in 
jewellery call on its expertise and skill. But the company’s talents 
are best revealed in the tailor-made pieces it creates for individual 
clients. Present at Baselworld in 2014 as part of the Jewellery of 
France stand, JOÏA lives up to its name – a translation of the word 
for Joy in old French.

www.joia.fr
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Figures to make your head 
spin

It’s now difficult to imagine 
a world without social media.  
In 2012 Facebook notched up 
its billionth user. Not to be  
outdone, Instagram already 
has 100 million users. They are  
figures to make your head spin 
and show the world’s infatu-
ation with the web. The big 
fashion houses might have 
turned their noses up at the 
start, but social media has 
become indispensable for effec-
tive communication. Luxury 
brands now have a huge pres-
ence on socia l networks. 
Louis Vuitton has more than 
18 million Facebook follow-
ers, Burberry - one of the first 
companies to get in on the act 
- has 17 million, Chanel has 14  
million and Yves Saint Laurent 
2 .2 mi l l ion; the famous 
names can count on a faithful  
following of fans, always on the 
lookout for interesting news 
items delivered in bite-size 

chunks thanks to an extremely 
slick communication strategy. 

A tailor-made strategy

If it appears that the big  
fashion houses want to make 
luxury more accessible by using 
social media, don’t be misled 
- every tweet and post is care-
fully calculated. The aim of 
their digital teams is to inter-
act with the online community 
while keeping total control of 
the brand’s image. The British 
brand Burberry offers a back-
stage glimpse of its fashion 
shows on Instagram and Twitter. 
It’s a strategic way for fans to see 
behind the scenes of a luxury 
brand, making it accessible and 
yet at the same time untouch-
able. It’s a difficult balance to 
strike. The release of informa-
tion is drip-fed in an extremely 
controlled way to whet the 
appetite of followers. For truly 
tailor-made communication 
the luxury brands become their 
own media companies creating 

web-TV to broadcast their events 
and other e-documentaries like 
the one posted by Dior about its 
muse, Marion Cotillard. It’s up 
to each fashion house to choose 
the networks that best suit them 
depending on what they want 
to do; Facebook and Twitter are 
useful for dialogue and com-
munication while Instagram is 
ideally suited to show the work 
of the designers themselves.  
It could be tailor-made by a digi-
tal agency or by teams specially 
trained in social media.

Get close to the dream

This careful ly ca lculated 
method of communication 
allows brands to manage their 

online reputation while feeding 
the dreams of their potential 
customers. Luxury brands get 
to keep their very essence - both 
as a status symbol and a way of 
boosting self-image. On the 
web and elsewhere the aim of 
the message is the same: make 
it desirable to the greatest num-
ber of people while keeping it 
exclusive. Mission accomplished 
for those high-end brands 
which use their imagination 
to tempt their customers more 
effectively, creating a feeling of 
belonging coupled with an air 
of mystery - a winning combina-
tion all round.

Social media, for so long shunned by luxury brands, is 
now an absolute must. Take a look at the online strategy 
of the big names in the luxury sector and you will find 
they are all looking for ‘likes’ - it is an e-revolution all 
of its own.

By Quitterie Pasquesoone

Luxury

Brands
On social media
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Mighty
Maserati
Foot to the Floor in 2015
By Samantha King
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As the mighty Trident 
blows out the candles on 
a very special cake, there 
are no signs of Maserati 
putting its feet up by the 
f ire with a warm cup 
of cocoa. Instead, the 
manufacturer is busy 
working on plans to 
expand around the world 
in 2015, eventually aiming 
at a five-fold increase in 
global sales to 75,000 by 
2018.

If that sounds ambit ious,  
it is certainly not unattainable. 
Maserati is on a roll. For the first 
time, it has topped its arch rival, 
Ferrari. At the end of October 
it posted a third-quarter oper-
ating profit of €90 million. 
That is more than double its 

€43 million profit for the same 
period in 2013 but perhaps just 
as – if not more – importantly,  
it is a million euros more than 
Ferrari.
And the statistics just keep 
coming: volume across the first 
nine months of 2014 more than 
tripled, leaping from 7,548 
in 2013 to 26,428 when total-
ling big sedans, coupes and 
convertibles.
If you isolate the figures for the 
US, a market where Maserati 
has often appeared to be in 
the lay-by rather than the fast 
lane, the situation is even more 
impressive. The company has 
put in the leg work - investing 
more in advertising, offering 
new and redesigned sedans and 
opening dealerships – and it 
has paid off. Sales for the first 
half of 2014 hit 17,500. That 

may not seem much compared 
to other high-end European 
manufacturers but it represents 
a four-fold increase.
And in the short term at least, 
the fact that Maserati is not as 
ubiquitous as, say, a Mercedes 
or a Jaguar, gives it a certain 
snob value. Those looking for 
a new luxury vehicle that will 
stand out in the parking lot of 
the smartest country club are 
finding Maserati ticks all the 
boxes. And while a new full-size 
SUV, the Levante, is in the pipe-
line for 2016 along with other 
models in the following years, 
there are no plans to bring out 
more accessible models, ensur-
ing the brand maintains its 
exclusive tag.
The upturn in fortunes is an 
indication that a major expan-
sion plan launched in 2012 is 

bearing fruit, although there 
is no doubt the centenary cel-
ebrations helped 2014 figures. 
There have been a variety of 
events including rallies and 
exhibitions. The Maserati 8CTF 
“Boyle Special” 8CTF (serial 
number 3032) returned to the 
Indianapolis Motor Speedway 
to relive the final lap it enjoyed 
following victory there 75 years 
ago. The largest ever collection 
of Maseratis ever was showcased 
at the Goodwood Festival of 
Speed. There was a gala concert 
in Japan and countless more 
events in Italy.
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But possibly the most important  
commemoration was the Alfieri 
which proved a major attrac-
tion at car shows throughout 
2014. The sleek, Italian-style 
2+2 bears the name of the most 
prominent of the Maserati 
brothers, the engineering 
genius who founded “Officine 
Alfieri Maserati” in Bologna a 
century ago.
The company describes the 
stunning Alfieri as a “homage 
to Maserati’s sports heritage” 
and “the future of Maserati 
design”. Indeed, the inspiration 

for it came from one of the most 
iconic cars of all time: the 1954 
Maserati A6 GCS by Pininfarina. 
And yet more than a nod to 
the past, the sleek design and 
innovative proportions sug-
gest this could be an archetype 
for future sports cars bear-
ing the Trident insignia – and  
possibly other besides.
The Alfieri has received much 
critical acclaim, including the 
Design Award for Concept 
Cars & Prototypes, and it is 
easy to see why with its stream-
l ined, unclut tered l ines , 

revolutionary dashboard and 
smart styling. The combina-
tion of classic touches, such as 
the decorative spokes of the 
forged wheels, and innovation,  
including a dashboard featur-
ing displays inspired by modern 
photographic camera menus, 
hit just the right note. 
Attention has been paid to every 
detail, including a liquid metal 
colour called “Steel Flair” cre-
ated for the car, enhancing the 
refined, technical look. Inside, 
Luna white and dark, Basalt 
blue dominate while the seats, 

dashboard and console are  
covered in Poltrona Frau ani-
line leather.
The challenge now is to turn 
the prototype into reality and 
Maserati bosses are hoping to 
do just that in the near future, 
with work possible starting as 
early as 2016.
Meanwhile, the company is con-
tinuing to focus on expanding 
its dealerships, with some 20 
new branches opening in the 
US in 2014 and a target of 450 
worldwide by the end of 2015.
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He is not the Formula One motor racing 
champion, although like his namesake 
he has the speed, agility and tenacity 
of a cheetah - the qualities shared by 
champions in sport and in business.  
A proud father of four children, Alain 
Prost has had a meteoric rise through 
L’Oréal and La Perla to Lejaby, which 

he took over in 2012, despite its colossal 
debts. Having refocused on the luxury 
sector,  Maison Lejaby increa sed 
turnover by 15 percent a year and it 
stood at more than €27 million last year.  
A real French success story.

By Laure Delvigo

What did you take from your 
experience as chief executive 
in big groups l ike L’Oréal, 
Chantelle and La Perla?

A n enor mou s nu mber of 
things. You could say that  
I was shaped by L’Oréal because  
I spent 20 years there. L’Oréal 
is like a big family. L’Oréal is 
the business, the product and 
it is international. Above all, it’s 
a French group which places a 
lot of importance on the prod-
uct. It’s perhaps because of 
that, as well as my personality, 
that I have a product culture, 
as you have probably noticed. 
At Chantelle, a big listed com-
pany, I got to know retail and  
I worked a lot in the USA - a 
market that I didn’t know be-
fore - where we tripled turnover.  
We also did the first lingerie 
advertising campaigns with 
top models such as Stephanie 
Seymour. Then I left because 
I wanted to become a share-
holder and the chief executive 
didn’t agree. It’s good to work 
for others, but there comes 
a time when you also want to 
work for yourself. So then I took 
over the management of La Per-
la in Italy, where I stayed for 

three years. It was a fantastic ex-
perience where I learned about 
the luxury sector, not only in 
shops, but also in marketing 
and in the products themselves.  
I’m really glad I had that time 
there even though the com-
pany was in crisis despite the  
relaunch of the luxury range. 
The American owners who 
bought La Perla wanted to  
develop it without investing 
anything so that was a little bit 
complicated!

how have you managed to  
reposition Maison Lejaby in 
the marketplace?

My v ision is this: We must 
choose in which direction we 
want to grow. When I took over 
Lejaby in an entrepreneurial 
role, my aim was to re-position 
the company as a premium 
brand which is what it used to 
be. Lejaby had always been high 
end. Faced with the emergence 
of “value brands” we decided 
to develop a luxury product, 
the “Spirit of French Couture”,  
inspired by what I had seen 
and experienced with La Per-
la. Women go wild for luxury 
products. And if the French 

ready-to-wear market was such 
a success, why not French  
luxury lingerie as well?

What can you offer which La 
Perla, Chantal Thomass and 
Agent Provocateur don’t?

We are the only lingerie brand 
set up like a fashion house with 
an haute couture collection and 
ready-to-wear collections. The 
haute couture collection is 100 
percent handmade in France. 
Our added value comes from 
the exceptional quality of the 
embroidery and the lace used 
in the couture range as well 
as the finish of the product.  
It really is different to other 
brands, the majority of which 
are manufactured in Asia. 
There has always been an ex-
ceptional expertise at Lejaby.  
The perfect f it (comfort and 
support) on the one hand, 
but also the ability to create a  
product with a particular mix 
of fabrics as well as some made-
to-measure items with prices  
ranging from €500 to €10,000 
in the couture range.

 

Maison Lejaby A renaissance 
masterminded 
by Alain Prost
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Sixty-five percent of your sales 
are abroad, so how are you  
doing in France?

France remains our number 
one countr y where we are 
regaining market share since  
t a k i ng  over  L e jaby.  T he 
out look is br ight and our  
ranges are now available in 
Ga ler ies La fayet te in the 
Boulevard Haussman in Paris,  
a s  wel l  a s  in Har rods in 
London and in our Sa lon 
Couture in rue Royale in Paris.  
With prices between €250 and 

€350 the Maison Lejaby range 
remains accessible in price 
terms. We appeal to women 
who love haute couture as well 
as those buying a beautiful 
lingerie set as a treat. We have 
a very international client base. 
Maison Lejaby is enjoy ing 
success in England and the 
rest of Europe as well as in the 
US where the “Elixir” plus-
size range is proving popular 
offering both style and support. 
Twenty percent of our turnover 
is in Russia where the recent 
crisis has not really helped us… 
We also have plans to move into 
Hong Kong as well as the Gulf 
states.

What does the internet mean 
for Lejaby? What is your social 
media presence?

We didn’t have that expertise to 
start with, but like all the luxury 
brands we are beginning to 
take an interest in it. We also 
work with bloggers who are 
style- setters. On a personal 
level, frankly it doesn’t really 
interest me. With my job I’m 
not in a hurry to spend my free 
time on the iPhone, iPad or 
Blackberry!

You travel a lot, what is your  
secret for staying healthy?

I love the mountains - in sum-
mer or winter. Skiing, cycling, 
cl imbing hi l l s ,  completely  
r e c h a r g e s  m y  b a t t e r i e s .  
C om i ng f rom Bu r g u ndy,  
I also love good wine and losing  
myself in a good book. We are 
under a lot of pressure and 
stress in this business, good 
and bad, and staying healthy is 
also about having a good work-
life balance. For me that’s an 
essential and my family play a 
big part in that.

Paris or Lyon?

I’m really ‘Franco -Italian’!  
My wife’s Italian and I’ve lived 
in Milan, Turin and Bologna. 
Now I split my time between 

Paris, Lyon and abroad and I 
feel equally at home in Lyon 
and Paris.

What are your favourite places?

The Aosta Valley, I love this  
little bit of Italy on the French 
border. I also love the Drôme 
region of France with its beau-
tiful little cycling routes, like 
Mont Ventoux, it’s magical. 
Also the 2nd arrondissement 
of Paris as night falls. It is much 
less touristy in the evening -  
a more authentic Paris.

Your favourite music?

Jazz

Your collection?

My w ine cel la r!  My w ine 
collection has been built up 
over time with a few thousand 
bottles.

Your motto?

When you are in diff iculty 
you’ll find the solution in your 
own convictions. What else? 
I also know how to call things 
into question, I learned that at 
L’Oreal. I like the French word 
“niaque” - or get up and go - you 
must have the courage of your 
convictions.
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SAFE
HAVENS

Photographer: Jean-Luc Scotto
Production: Laure Delvigo assisted by Maud Marjolet 
Digital retouch: Svetlana Ivanova for Jean-Luc Scotto Studio

goyard: Single fold Chypre in black canvas and gold leather, €2,050 - goyard: Ambassade briefcase in black canvas and gold leather, €2,100 
Smalto: Grey fedora with camel leather €495 - Smalto: Black silk bow tie €120 - hublot: Classic Fusion Mechanical titanium, 42 mm,  
titanium case, titanium bezel, polished rhodium, plated appliques and hands, manual, winding skeleton movement with small second at 
7.00 – 90 hours of power reserve, black rubber and alligator straps, stainless steel deployant buckle clasp, €12,700.
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g oy a r d :  A mba s s ade  br ie fc a se  i n  b l ack  c a nv a s  a nd gold  lea t her,  € 2 ,10 0  -  S m a l to :  B l ack  lea t her  g love s  € 6 4 5  
Dolce & gabbana: The One Collector for men EDT 100ml, €90 - Krug by Christofle: The Krug by Christofle gift box and its wooden 
case will be available in a selection of stores at the recommended retail price of €1,500.

49

shopping



Krug by Christofle: The House of Krug and renowned French silversmith Christofle create a limited edition Krug Grande Cuvée gift box. 
The Krug by Christofle gift box and its wooden case will be available in a selection of stores at the recommended retail price of €1,500
Diptyque candles: Holiday Collection in limited edition: hiver, résine or épice available in stores at the recommended retail price of €55 
the 190g candle - Dolce & gabbana: The One Collector for men EDT 100ml, €90 - Dolce & gabbana: The One Collector  for women 
EDP 75 ml €116.
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Embark on an                                                   voyage into a world of exceptional services

Exclusively designed to suit your lifestyle, Bramer Private Banking offers 
a vast array of tailor-made services and financial solutions to a discerning clientele 
including day-today transactional banking, treasury, large ticket credit financing, 

financial planning, wealth management and more, 
to help you save time and achieve your financial goals.

(230) 405 4487 • private@bramerbank.mu • www.bramerbank.mu
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He has recently been on the frontline 
of cinema screens with Fury, a Second 
World War tank drama. That’s work, 
but on the personal front the big news 
is his recent marriage in France to 
Angelina Jolie, who is as beautiful as she is  
intelligent. At 51, Brad Pitt still embodies 
a raw sexiness for many women. Dad to 
a gaggle of six kids, he agreed to talk 
exclusively to Blush, not about war but 
about love - both in his day-to-day life and in  
By the Sea, a romantic comedy he is filming 
in Malta directed by his wife.

By Frank Rousseau

Brad Pitt
The Age of Reason

53

cinema



In Fury you are the lead-
er of the men. What sort 
of leader are you in real 
life? 

You know what? While 
making this film I discov-
ered that I wasn’t such 
a bad boss after all! My 
character, Don “Wardad-
dy” Collier, is the tank 
commander so he’s re-
sponsible for these guys. 
It’s his job to ensure that 
they don’t get dispirited 
and that their heads are 
straight. That’s vital to 
increase their chances 
of survival in a hostile 
environment. I was the 
oldest among the actors  
I was f ilming with so 
they were looking to me 
for advice. Now, as a dad, 
I try to give my children 
space while also setting 
boundaries, which isn’t 
always easy. You have 
to guide them, listen to 
them and when they step 
over the line make sure 
they know about it.
 
What’s dinner time like 
chez Mr and Mrs Pitt?

There’s a good atmos-
phere. We generally talk 
about a range of sub-
jects and sometimes we 
have a theme. We have a 
sort of debate, a forum, 
and everyone expresses 
their opinions. It’s re-
ally varied. One night 
we could be trying to  
understand why people 
die and on others we 
could be singing “Balls 
in Your Mouth” by Jim-
my Fallon! (Laughs)

Your wife told us that 
you re-discovered the 
charm of love letters 
when you were f i lm-
ing Fury in Britain and 
Angelina was making  
Invincible in Australia, 
the second film she has 
directed.

Normal ly A ng ie and 
I are never working at 
the same time. But on 
this occasion we got our 
schedules a bit mixed 
up! (Laughs). That’s the 
way it is, that’s what hap-
pens when things are 

crazy. So we were film-
ing at the same time. 
You’re probably going 
to say that we could have 
used Skype, email or 
some more modern or 
faster means of commu-
nication. But we said to 
each other that it would 
be perhaps more inter-
esting to have the sort 
of correspondence that 
soldiers used to have 
when they were at war. 
They wrote to their wife, 
their f iancée or their 
loved ones! So in the end  
being apart brought  
A ng ie  a nd I  c lo ser  
together. We’ve kind of 
lost that form of commu-
nication and it’s a pity. 
This epistolary approach 
really surprised us both. 
It gave even more mean-
ing to our feelings.

The Queen of England 
has just made Angeli-
na an honorary dame 
to thank her for her  
hu ma n it a r i a n work .  
Tell us about that...

It was a terr i f ic day 
for the whole family.  
We were able to meet the 
Queen after the ceremo-
ny and bring the kids 
along. Between you and 
me, it was just astonish-
ing to see them so quiet 
and respectful. I’ve nev-
er seen them like that be-
fore in my life! (Laughs) 
It  w a s  bot h cha r m -
ing and astonishing to 
watch them be reverent 
and say “Your Majesty”.  
Of course, we briefed 
them well...! So we had a 
really good day.
 
Let’s ta lk about love 
now. Congratulat ions 
on your marriage. The 
world wa s wa it ing a 
very long time for this 
piece of good news and 
we were even starting 
to think it would never 
happen...

So were we! (Laughs)
 
What has marriage to 
Angie changed for you?
 
We have six children.  
Let me tell you, that’s 

a responsibi l it y that 
goes way beyond marri 
age! Our children fre-
quently asked us to do 
this.  Angie and I thought 
it would be a really beau-
tiful thing to celebrate 
this union as a family. 
And we didn’t hold back 
- we got married as we 
had dreamed, with loads 
of kids around us. I dis-
covered that marriage 
is far more than a cere-
mony. In our case it re-
ally deepened the bonds 
between us in a really 

meaningful way.
What has having kids 
done for you?

T he y  h ave  brou ght  
balance to my life, a joie 
de vivre, and a desire to 
blossom and grow. I love 
helping them to discover 
nature. And believe me 
you need to have imagi-
nation and be healthy 
because if there is one 
thing that my kids can’t 
stand, it’s a rout ine. 
Like all parents, I have 
dreams and ambitions 

for them. I hope that 
they’ll f ind their own 
way and that the fact 
they bear my name will 
never be a handicap.

Are you tempted to get 
behind the camera one 
day, like your wife? 
 
No, I have no aspirations 
to become a director. 
For one thing, it’s time-
consuming. If I have any 
free t ime, I prefer to  
focus on design or ar-
chitecture. But I do re-
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a l ly  l ike producing.  
There are a certain num-
ber of films which have 
touched me and all of us 
in some way or another.  
I don’t take that lightly at 
all. I am very fussy about 
the choice of stories that 
I want to produce and  
I should add that I’m 
ver y happy to br ing 
my contribution to the  
table.
 
Is celebrity a spring-
board for you or a sort 
of golden cage?
 
In theor y,  it  should 
give me more freedom, 
 especially in terms of my  

creative or artistic choic-
es, but that’s not always 
the case. I’ve come to 
realise that for me, free-
dom is having the abili-
ty to achieve my dreams 
without feeling that I am 
being scrutinised and 
observed... etc.!

Staying on the subject 
of your image, you are 
regularly voted one of 
the sexiest men in the 
world. What does that 
mean to you?

What do you want me 
to say to that? They are 
judgements I have no 
control over!

 
Do you remember your 
f i r st s teps in hol ly -
wood?

Two days before the 
end-of-year exams, I left 
my town in Oklahoma 
and my family without a 
backward glance. I told 
my parents I was going to 
enrol in the Art Center of 
Pasadena, in California. 
I  wa s tel l ing mysel f 
I’d do a bit of acting, 
but just to earn a bit of 
pocket money. W hat 
really interested me was 
architecture, design, 
draw ing, journa l i sm 
and advertising. So the 

adventure began with 
€300 in my pocket at the 
wheel of a rusty Datsun. 
My bags were piled on 
the roof and every time  
I crossed a state border  
I would shout “Yeah” and 
punch the air. The day 
I arrived in California  
I said to myself: “What 
are you going to do now?”.  
I  r e a l l y  s t r u g g l e d .  
It was only gett ing a 
small role as a hitchhiker 
in thelma & Louise that 
persuaded me to stick 
with it...
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S o you w a nted to 
become an architect?
 
Yes! It’s a passion that 
still burns in me today. 
Our house is a work in 
progress where I like to 
experiment! My thing 
is to mix lots of periods 
and lots of styles. Like 
mixing Japanese culture 
with Bauhaus or putting 
tradit ional mater ials 
with more contemporary 
materials, such as wood 
or leather with plastic 
and steel.

When you were 25, what 
did you imagine your 
life would be like at 50? 
Did you think you’d have 
had the career you’ve 
had and do you think 
you’re now at the pinna-
cle of your career?

Today I know what  
I want to do with my life. 
My priorities are my chil-
dren, my family and my 
wife. It’s they who fun-
damentally shape my 
existence. Having said 
that I’ve never been 
someone who makes 
five- or ten-year plans. 
I’ve always followed my 
instinct because I totally 
trust it. With experience, 
I’ve developed an ability 
to know what suits me 
and what doesn’t. I don’t 
want to waste any more 
time.

But this is an important 
stage in men’s lives, so 
how did you feel when 
you reached that mile-
stone? Bearing in mind 
that you are 12 years 
older than your wife...

Not 12 - 11 1/2! You’ve 
got to get these things 
right! (Laughs). But you 
know, Angie and I are 
probably the same age 
in terms of maturity. 
That’s why we’re so good 
together! Honestly, turn-
ing 50 didn’t really make 
any impression on me. 
It’s a bit like the milom-
eter on a car that has 
gone over 1,000 miles. 

You say to yoursel f: 
“Hey, that’s funny, I’ve 
been driving this car 
for exactly 1,000 miles!” 
It’s the same thing in 
my life. I said to myself:  
“I’ve been on this Earth 
for 50 years!” I haven’t 
suddenly felt a transfor-
mation has come over 
me. I always say: given 
the choice, I prefer  
wisdom over youth.

 
With every thing you 
have accomplished in 
your life, do you still 
have goals to reach?

I just want to continue 
to improve. To improve 
in films but also in life 
as a father and a hus-
band. You take nothing 
for granted, you know.  
We spend so much time 
in life trying to clear up 
the screw-ups we make. 
The older I get the 
more I realise that I am 
increasingly drawn to 
design. This is an area 
I really want to improve 
in. I’m thinking espe-
cially of architecture 
and interior design. I am 
a huge fan of Bauhaus, 
the industrial German 
art school from the early 
part of the last century.
 
I don’t know if you’ve 
had a chance to send 
george (Clooney) a 
case of Miraval, the rosé 
wine that you produce 
with Angelina in your 
property in France, but 
apparently it’s one of the 
best wines in the world!

It’s good, isn’t it? I’m 
delighted you like it!  
I hope you drank to our 
health and to George’s! 
(laughs)

You have played heroes 
at the cinema, but who 
do you admire most in 
real life?

It’s a heroine, not a hero 
and it’s my wife. She 
amazes me every day!
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If there is one thing forever associated with 
Facebook, it’s ‘likes’. With one billion users around 

the world that’s a whole lot of ‘likes’ which can 
make or break your reputation on the web.  

Let’s deconstruct the Facebook culture which can 
boost your ego - or destroy it - in a couple of clicks.

By Quitterie Pasquesoone

Facebook or the Big Me

In the digital age, what better way to  
communicate than on social networks?  
But although for millions of people around 
the world, it’s a way of staying in touch 
with close friends or building an effective  
professional network, for others, it is all 
about me, me, me, a way of holding up a 
mirror to their ego … welcome to the world 
of the big Me. And so it begins, the race 
for popularity is on … how many friends 
do you have? How many people like or  
comment on your posts? Have you created 
your own fan page ? Do you tag yourself in 
cool places? All of these things can measure 
your cyber fame in a few clicks. In short, it’s 
a real popularity contest, a veritable race to 
be liked, with the winner decided instantly 
so it looks like it matters. A post with no 
comments is worse than being humili-
ated in public. The opposite, a nice buzz 
gives a guaranteed delusion of grandeur.  
There’s no better way of boosting your ego. 
In short, it’s the dawning of self-promo-
tion, a way to validate your own existence 
and make it seem important in the eyes of 

others… The perfect illustration? Matthew 
Frost’s new film aspirational features two 
teenage girls looking for ‘likes’ who by 

chance run into Kirsten Dunst and rush 
up to grab a selfie with her without even  
bothering to say hello - social etiquette just 
goes out of the window.

Facebook, the culture of solitude

These Facebook addicts socialise through 
layers of screens, without leaving the  
comfort of the sofa. The new slogan should 
be: Being alone together. For some people, 
just the idea of having Facebook ‘friends’ 
meets all their socialising needs. Look out 
for the red lights! For the most self-centred 
among them - the hyper-narcissists you 
might call them - Facebook is the ideal stage 
for putting on a show that is all about Me. 
The internet rides roughshod over the usual 
social niceties: lies, settling scores, boast-
ing - anything goes: everything is possible.  
Joe Bloggs posts photos of a dream life,  
leaving friends lost in admiration for his 
busy schedule. But who knows what hides 
behind this facade? A great loneliness,  
a need to put his life on display so people

When no ‘likes’ 
is a recipe for success

Because a photo with no ‘likes’ is 
the greatest shame of the digital 
world, the site nolikesyet.com brings 
together all the Instagram photos in 
the world with no ‘likes’ to make a 
compilation of the unfairly ignored 
snaps. Its aim? To rescue them from 
humiliation in one click!

Further reading: Facebook m’a tuer, 
by Alexandre des Isnards and Thomas 
Zuber published by NiL editions.

Facebook
Or the Age of Narcissism
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A TASTE OF LUXURY
Photographer: Jean-Luc Scotto

Production: Laure Delvigo assisted by Maud Marjolet 
Digital Retouch: Svetlana Ivanova for Jean-Luc Scotto Studio

gucci: Black leather clutch with crystal clasp, €750 - By Kilian: Light my Fire, Addictive State of Mind collection, Kilian, €215 
Vertu: Smartphone Signature Touch Jet Alligator, €10,900 - Joia: Héritage Collection, sapphire ring (5,54cts) diamonds, white 
gold, €26,900 - hublot: Big Bang Quartz Steel Pavé 38 mm, steel case set with 194 diamonds for 0.82 carats, steel bezel set with  
126 diamonds for 0.87 carats, mat black dial, quartz movement, 3 to 5 years of power reserve, black lined rubber straps, stainless steel 
deployant buckle clasp, €14,500.
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Vertu : Smartphone Aster Onyx Calf, €4,900 - goyard: Saint Honoré clutch in canvas and silver leather, €4,550  
Audemars-Piguet: Millenary Starlit Sky, self-winding manufacture, 18 carat white gold and diamonds case. Glare-proof sapphire  
crystal, crown set with a blue cabochon sapphire, water resistant to 20M. Night theme dial. “Flinqué” decorative pattern. Technological 
silk strap bracelet with diamond-set 18 carat white gold AP folding clasp. Price upon Request.
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Doctor
Arash Zarrinpour
“For the love of a smile”
By Fiona Esther
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Breaking into a smile 

Dr Zarrinpour, a teacher and renowned 
researcher, has a hidden innovative side. 
Open-minded and creative, he takes 
inspiration from his travels and conferences 
around the world and brings it back home 
to Paris and Provence.
Basing his work on strong, aesthetic 
research, he offers treatments par excellence, 
treatments that only a select few leaders in 
the field can perform.

In search of a deluxe smile 

The “Rivers 8” porcelain veneers are one 
of his greatest discoveries. These divine, 
ultra-thin (the thinnest available) porcelain 

plates are applied to the front of the teeth, 
resulting in a perfect smile in next-to-no 
time (it takes just one and a half hours to 
apply them).

The work is meticulous and precise with no 
need for abrasion – rather like creating a 
dental jewel – and a tailor-made smile takes 
shape instantly. Then it’s time to relax while 
the veneers are gently attached and you can 
admire your new smile.

With exceptional dental surgeries leading 
the way in Europe, his elite staff has already 
trained more than 600 practitioners in such 
prestigious techniques. As a dental jeweller, 
his other therapies are equally fabulous 
- the “Dentosmile” system, to name but 

one, an invisible and painless orthodontic 
treatment which is the ideal way to complete 
the rejuvenating experience. In the space of 
a short break or a weekend you can have a 
new smile. Just walking through the door of 
one of those magical clinics will put a smile 
on your face.

It’s time to enjoy the very best life has to 
offer. Keep smiling!

centRe du SouRIRe 
7 Boulevard de la Madeleine - 75001 Paris - France

00 33 1 45 44 99 81
contact@centredusourire.fr

www.centredusourire.fr

If you don’t mind, let’s forget the clichés of the old days 
– a trip to the dentist is no longer complete torture and 

can even be enjoyable! This extraordinary turnaround is 
thanks to the genius mind of Dr. Arash Zarrinpour and the 
wonderfully light touch of Dr. Hava Abad who have taken 
classic dentistry into a whole new dimension. Offering an 

innovative and supreme vision of high-end “dental jewellery”, 
they perform their magic in “Smile Centres”. Let’s look 

around these unique establishments where a smile is a must.
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Her naked bottom has been 
broadcast around the world, 
immortalised by Jean-Paul 
Goude’s famous photo on the 

cover of Paper magazine.  The shot, taken 
last September, went viral as soon as it was 
released and unleashed a media tidal wave 
…The subject of countless parodies on the 
internet, the reality star (and her bottom) 
achieved her aim of getting everyone talk-
ing about her once again. So how to ex-
plain such a phenomenon? The star herself 
describes her buttocks as “a work of art”. 
So that explains that! One thing’s for sure, 
she is someone who has already spoken at 
length about the Kardashian phenome-
non, because ever since the publication of 
her sex tape, recorded with the singer Ray-
J, her boyfriend at the time, the starlet with 
the most famous backside in the world has 
been whipping social media into a frenzy. 

Everything she does and says goes viral. 
Her presence in the media owes everything 
to her astonishing voluptuousness which is 
far removed from any concept of natural 
beauty. If you like your women on the thin 
side, look the other way! At five foot two 
and a size 12, her body breaks all the rules 
and lets her curves do the talking. Howev-
er, interviewed by British Elle magazine, 
the star said: “It’s taken me a long time to 

be happy with my body and for my confi-
dence to grow to what it is today. I grew up 
when the body to have was the tall, slim, 
supermodel one, like Cindy Crawford’s. No 
one looked like me. It’s good to break the 
mould and recreate one.” In spite of every-
thing, although she might have had a com-
plex back then, everything seems much 
easier for her now. Sexy as hell, she denies 
having had work done, although that’s 
hard to believe with such an amazing body. 
People may doubt her, but the Kardashian 
myth grows little by little every day. Who 
is she really? She cleverly conceals herself 
with a veil of mystery.

She wanted to become a star: mission ac-
complished. But it is difficult to work out 
what she actually does. On thing’s for sure, 
she manages to spark a frenzy on the web 
and in the media whenever she appears. 
Heavily pregnant in a tiny bikini on Mon-
day, wrapped in a figure-hugging evening 
dress on Tuesday, all her photos make a 
splash. Passionate about fashion, she is also 
regularly seen on the front row at the cat-
walk shows of her close friend, the coutu-
rier Stéphane Rolland,  as well as the haute 
couture shows of Givenchy, Lanvin and Bal-
main. A big fan of French couture … she 
loves her labels. 

But her biggest publicity stunt was nothing 
to do with fashion: it was her marriage to 
Kanye West. And so it was that the second 
photo of her wedding released on May 27 
last year attracted more than 2.4 million in-
ternet hits from people desperate to see the 
newly-weds’ first kiss. As well as having cre-
ated the most ‘liked’ photo on Instagram 
of 2014, Kim Kardashian has beaten the re-
cord for ‘likes’ since the photo-sharing site 
was created in 2010 - a record which says a 
lot about the Kardashian phenomenon. 

What about her bank balance? Kim has 
proved a formidable businesswoman. Her 
fame is so widespread that brands rush to 
sign lucrative advertising contracts featur-
ing her distinctive look. In 2014 she made 
it into the top 100 richest celebrities in 
Forbes magazine. Kim Kardashian was at 
number 80 after making nearly $28 million 
in the previous 12 months. Her fortune is 
also thanks to her presence on social me-
dia: with 22 million followers, Kim is ef-
fectively paid to tweet - whether it’s a face 
cream she loves or an evening dress, com-
munication is her way of life.

Welcome to the Age of Kardashian!

Made famous by the reality TV show Keeping up With the  Kardashians, Kim Kardashian is 
never out of the headlines. She has become a businesswoman, a television producer and 
presenter, an intriguing phenomenon with a capacity to fascinate and irritate in equal 
measure. One thing’s for sure - she leaves no one feeling indifferent…

By Quitterie Pasquesoone
Illustration Nelly Babillon

 TheKardashianPhenomenon
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enlists exclusive hand-crafted 
skills and talents exercised by 
the finest exponents of their 
respective arts: ornamental 
trimming specialists, leather 
artisans interpreting corse-
try; and expert tailor-furriers. 
Delightfully complementing 
the watchmaking and jewellery 
expertise cultivated by Roger 
Dubuis, these artisans work to 
demanding criteria entirely 
worthy of a Manufacture that 
ensures its entire production 
meets the uncompromisingly 
high standards imposed by the 
Poinçon de Genève.

Every piece in the charismatic 
Velvet collection from Roger 
Dubuis shows a certain num-
ber of family likenesses that 
contribute to its potent charm: 
trompe l’oeil cases subtly asso-
ciating tonneau and circular 
shapes; finely decorated lugs 

including a ‘third’ that becomes 
a precious link and key decora-
tive element; tapering hand 
applied Roman numerals con-
verging towards the centre 
along with mesmerising depth 
effects created by split-level dial 
construction.

Together, they create a dressy, 
sophisticated and eminently 
feminine look that appeals to 
contemporary “femmes fatales” 
- women who are fully aware 
of their seductive powers and 
attracted to glamorous designs 
and ultra-feminine materials, 
yet who are also drawn towards 
timepieces with a mechanical 
heart such as the self-winding 
RD821 calibre setting the pace 
for these three Velvet Haute 
Couture 88 -piece l imited 
editions.

www.rogerdubuis.com

After having posed for the greatest photographers 
including Richard Avedon and Steven Meisel, the  
supermodel and favourite of Azzedine Alaïa and Gianni 
Versace is now in front of the camera for the iconic 
Poinçon de Genève. Just like the Velvet Haute Couture 
collection, Roger Dubuis is a wonderful illustration of a 
world in which excellence is in evidence on every level. 
This is what they call Haute Horlogerie.  

By Laure Delvigo

In a stunning new campaign 
shot in New York by acclaimed 
photographer Mikael Jansson 
under the creative direction of 
Alvaro Maggini, a series of five 
Haute Photography portraits 
captures the timeless essence 
of the true diva embodied by 
Haute Couture muse Stephanie 
Seymour showcasing five Haute 
Horlogerie models from the 
Velvet collection. In admiring 
each of the dramatic decors 
with their minimalist touches, 
distinctive colours and mean-
ingful evocative poses, one 
would certainly be tempted to 
paraphrase Magritte by stat-
ing that “this is not advert”, but 

instead a powerful statement of 
the soul of feminine glamour 
according to Roger Dubuis.

Precious and exclusive Haute 
Horlogerie is a theatre in which 
the Manufacture Roger Dubuis 
has every intention of play-
ing a starring role – not least 
through its gift for dramatic 
stage entrances such as those 
being made by its three new 
Velvet Haute Couture limited 
editions. Each of these exqui-
site creations – Velvet Mink 
Fur, Velvet Corsetry and Velvet 
Passementerie – illustrates an 
evocative facet of the Diva that 
lives in every woman. Each also 

Photographic credits
Model: Stephanie Seymour / Roger Dubuis Creative Director: Alvaro Maggini / Photographer: Mikael Jansson © 
Roger - Dubuis 2014 / Stylist: George Cortina / Photographers Agent: Annette Wenzel / Photographers Producer: 
Lauren Hechel / Studio - post production Manager: Marcin Kosmowski / Digital technicians: Remi Pujol & Fabrizio 
Amoroso / Tailor: Martin - Keehn - Hair Stylist: Garen / Make-up Artist: Mark Carrasquillo / Manicurist: Elisa Ferri 
/ Prop Stylist: Stefan Beckman /Coordinator: Cécile Parrot-Tauleigne / Moods pictures: Laziz Hamani © Roger 
Dubuis 2014 Creative Center: In-House /Manufacture picture: Mario Palmieri © Roger Dubuis 2013.

      Top model
    Stephanie
Seymour Roger
       Dubuis’ velvet muse  
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At the Lémanic Clinic, 
the priorit y is sat is -
f y ing the customer’s 
needs, hence the con-
stant search for medical 
solutions combining a 
high level of innovation 
and skill. Dr Véronique 
Emmenegger, one of 
the clinic’s founders in 
1998, walks us through 
t wo  exc lu s i ve  new 
treatments.

First comes the Haute 
C out u re  t rea t ment 
for the face and body. 
Based on the princi-
ples of regenerat ing 
threads, this non-sur-
gical technique offers 
an incredible f irming 

and rejuvenating effect, 
smoothing lines and 
curves. The treatment is 
usually carried out using 
an anaesthetising cream. 
The end result depends 
on the choice of which 
areas to treat and then 
on the direction and 
layer-by-layer position-
ing of the absorbable 
threads. The clinic then 
adds autologous plasma 
and light to harmonise 
the entire biological 
rejuvenation and tissue 
biostimulation process, 
sparking the natural 
synthesis of collagen, 
elastin and Hyaluronic 
acid. Kiss goodbye to 

wrinkles, cellulite and 
other flaws! 

The second novelt y 
is biocompatible hair 
implants or BHI. This 
is the first fibre that has 
the exact same chemical, 

physical and mechani-
cal properties as natural 
hair. Implants are rela-
tively painless and can 
be carried out on men 
or women of any age 
to combat hair loss or 
a thinning of the hair. 
The very fine fibres are 
implanted one by one 
until the required thick-
ness is attained with a 
local anaesthetic ensur-
ing the experience is 
pain free. After that, 
you treat the fibres just 
like normal hair, sham-
pooing in the usual way 
for example. The fibre 
has a natural look and 
is incredibly supple, flex-
ible and strong. It comes 

in a range of 20 colours, 
several lengths and three 
styles: straight, wavy and 
curly (you can also have 
your fibre customised).   

In short, two excellent 
reasons to book into the 
Lémanic Clinic!

clinic Lémanic 
avenue de la Gare 2 

cH – 1003 Lausanne, 
Switzerland

www.cliniclemanic.ch 

For more than 15 years the Lémanic Clinic in Lausanne has been nurturing an 
enviable reputation through its innovative dermatology, anti-ageing and aesthetic 
surgery solutions. In keeping with the traditions it has created, the clinic has just 
launched two new ground-breaking techniques. We put them under the microscope!

By Nicolas Berger

Clinic
Lémanic

Haute couture beauty
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THE GOLD
RUSH!

Dolce & gabbana: The One Collector’s Edition takes inspiration from the iconic symbols treasured by the designers. Each flacon bears 
the imprint of a gold coin, a strong motif in the Dolce & Gabbana’s fashion collection, representing a journey of discovery of ancient 
Sicily and the Greek culture that lies deep within its history, EDP 75 ml - €116 - Yves Saint Laurent Beauté: Couture Palette Collector 
“Wild Edition” N°2 - €60 - Yves Saint Laurent Beauté: Rouge Pur Couture, Collector lipstick, €31.

Photographer: Jean-Luc Scotto
Proudction: Laure Delvigo assisted by Maud Marjolet 
Digital Retouch: Svetlana Ivanova for Jean-Luc Scotto Studio
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taylor Swift is on top of the world
with album sales hitting 30 million 

Whether you like it or not, it is difficult to ignore Shake it off, the latest hit from Taylor Swift. 
And it is just as difficult to escape the new pop princess, a real phenomenon in the States over 
the last few years who has become a global star in recent months. She has sold more than 30 
million albums, picked up seven Grammy Awards, taken her first steps in cinema and a fifth 

opus 1989 (the year of her birth) has topped the charts in 78 countries. The country airs of her 
beginnings seem a long way away now.

a different kind of pop star
Taylor Swift has upset the apple cart by dressing in a much more classic way than her rivals, 

Rihanna, Miley or Nikki, who still have much to learn when it comes to being chic! Taylor does 
not need vulgarity to sell her albums – on the contrary!  From the vintage-print mini dress to 
a playsuit, not forgetting a few, well-chosen pastel accessories, she knows exactly what kind of 

image she is aiming for and it’s a delight to behold! 

a hardened singleton?
Single for almost two years, the entire world is stunned by the fact Taylor Swift has no partner 

when she has so much going for her. Her songs often tell tales of love and loss and she draws on 
her own experience for inspiration. Since the end of her relationship with Harry Styles, Swift 

has been concentrating on her career and would like the rest of us to do the same. Her wish has 
come true with the planetary success of 1989. 

By Maud Marjolet

Taylor Swift
A 180° turn
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Studio 54 and Palace – the dancing queens of 1970s’s nights 
spun under disco balls, dazzling all those around them from 
Paris to New York. Amid champagne and sequins, glamour and 
glitz, jet-setters shone in gold lamé dresses or glittering furs – by 
Loris Azzaro of course.  Following the death of the celebrated 
designer, the beautiful Argentinian Vanessa Seward spent eight 
years, from 2003 to 2011, rebuilding the label brick by brick. 
That was followed by a brief spell under Mathilde Castello 
Branco in 2012. And then, in March 2013, a formidable duo 
took over the artistic reins of the maison: Frenchman Arnaud 
Maillard and Spaniard Alvaro Castejó. Blush caught up with 
two charming gentlemen of fashion with CVs to die for and 
had a quick chat.

By Yvo Deprelle

Describe your career 
pat hs . how d id you 
two meet? I believe you 
worked for Karl Lager-
feld and Oscar de la 
renta who has sadly left 
us.

ArNAUD: I was mad 
about  f a sh ion f rom 
the age of eight. I took  
design courses at Atel-
ier Delaporte and con-
tinued at the Chambre 
Syndicale de la Couture  
P a r i s i en ne  S c ho o l .  

But I grew bored so a 
month before my 20th 
bi r thday I  got work  
experience in the press 
depa r t ment  a t  K a r l  
Lagerfeld, writing invi-
tations. Bit by bit I built 
my prof ile, and even-

tually became his Stu-
dio Director and right 
hand man at Lagerfeld  
Gallery.
We met in 1999 when  
I was putting together 
a  t e a m  fo r  S t u d i o 
L a g e r f e l d  G a l l e r y .  
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I n  e f fec t ,  15  yea r s 
a l o n g s i d e  K a r l  i s 
experience you cannot 
b u y .  W h a t  b e t t e r 
apprenticeship could I 
have had? 
A LVA rO: A fter four 
years studying industrial 
engineering, I decided 
to live out my passion 
for fashion 100%. While  
I was studying at the 
Fa shion Inst itute of 
Technolog y  in  New 
York I  had my f i r st 
professional experience 
with Oscar de la Renta 
and a year later I worked 
with him again in Paris 
for  P ier re  B a l ma i n 
Haute  C out u re.  He 
was a great man and 
a great aesthete. After 
t hat ,  I  worked w it h 
A lexander McQueen 
for two years and finally 
nine years with Karl - 
a unique exper ience 
both personal ly and 
professionally. 

What did you learn from 
these great names?

Ar: With Karl Lagerfeld, 
I learnt to have an eye, 
to be rigorous and to 
p er s e vere .  A not her 
lesson he taught me 
is to take nothing for 
granted, you should 
never stop questioning 
yourself.
AL: From Oscar, delica-
cy and richness. He had 
a very clear idea of wom-
an and his entire crea-
tive universe was a hom-
age to this woman. From 
McQueen, irreverence 
and experimentation. 
With K arl Lagerfeld,  
I learned how the busi-
ness of fashion works. 
I remain an admirer of 
his multi-tasking side, 
of his culture and his  
vision of fashion.

Together you launched 
you r  ow n r ea d y - to -
wear label, A lvarno,  
in Madrid. Do you still 
have time to spend on 
it?

Ar: We launched our 
label Alvarno in 2010, 
a fusion of our t wo  

personalities but with 
t he  s a me v i s ion  o f 
women and fa shion.  
A minimalist fashion 
with a Rococo Barroco 
feel. Our motto was 
“The Light of Madrid, 
the Spir it  of Par i s .”  
We  s p l i t  o u r  t i m e 
b e t w e e n  t h e  t w o 
countries, France and 
Spain, and Alvarno is 
a full time job just like 
Azzaro. You just have 
to be organised and 
to have two, perfectly 
synchronised teams.

how do you go about 
u n d e r s t a n d i n g  a 
maison as prestigious 
as Azzaro? Do you dive 
into the archives?

Ar: It was a real sur-
prise. We started this  
adventure like you would 
t ack le  a  ma r at hon.  
So you stay calm and you 
keep putting one foot in 
front of the other, today 
and tomorrow.
A L: Yes we did delve 
into the archives for 
the pleasure of looking 
at and touching these 
iconic pieces – and to 
rediscover the image 
Monsieur Azzaro was 

able to create for the 
woma n of  t he “ jet -
set” era at the end of 
the 1960s and 1970s.  
And no, we didn’t in the 
sense that there are so 
many new techniques, 
new fabr ics and new 
tr ims to adapt, work 
with and experiment. 
You have to live in the 
present, while playing 
with the DNA of the 
label so as to reinterpret 
it for our era.

Last July, Azzaro made 
a  r e t u r n  t o  h a u t e 
Couture. T hat must 
have been an incredible 
moment I imagine?

Ar + AL: An unforget-
table moment - a fter 
nine years abroad, to 
come back to Paris and 
close Fashion Week I will  
never forget that. But 
there, the next day we 
were already on our way 
back to Spain for our 
label and we have just 
started putting together 
the next Loris Azzaro 
collection that we will 
show in January 2015. 
We live in the moment. 

When the moment has 
passed, we move on to 
something else. There 
i s  no t ime to lo se!  

Your collection is very 
modern, very chic and 
sensual. Can you tel l 
us more about it? What  
inspired you?

AL: The collection takes 
its inspiration from the 
dark feline, the black 
panther. Embroidered 
w ith cr yst a l s ,  either  
embossed on the leath-

er or in appliqués, the 
marks outline the figure. 
We wanted an explosion 
of colours but also an in-
tense black and an optic 
white. The models were 
covered with crystalline 
rain and shards of mir-
ror. We played on trans-
parency and opacit y, 
with cut outs and folds 
in silk jersey, muslin and 
charmeuse.
Ar: An Azzaro woman 
who crosses borders. We 
wanted to get that across 
with a multiracial cast-
ing, with women of all 
nat ionalit ies, blonds, 
and brunettes - women 
of the world.

Apparently the evening 
g o w n  r e m a i n s  t h e 
linchpin in the Azzaro 
wardrobe. 

A r: From the begin-
ning, the Azzaro wom-
an has looked for mod-
els which make her the  
exception to the rule. 
The evening gown has 
always been a big hit 
and has become one of 
the emblems of the mai-
son. With these gowns,  
t he  women b ecome  
seductresses!
AL: At night the stars 
shine and so women 
want to be unique. 

how do you see the 
Azzaro woman of the 
future?

A L: A woman who is 
sure of herself, who is  
confident in the stance 
she adopt s and who 
dares to provoke. 
Ar: A de luxe nomad, 
a lw ay s  a t  one  w it h  
her sel f .  The A zzaro 
woman savours each  
moment of her life.

how would you define 
elegance?

Ar + AL: Elegance is ed-
ucation, knowing how to 
speak, move and laugh 
– a way of living, think-
ing and acting. It is an  
attitude!

What celebrity would 
you love to dress?

A r + A L :  A ngel ina  
Jolie because she meets 
all the criteria of the  
Lor is A zzaro woman 
and her elegance i s  
natural, t imeless and 
above all irresistible.

One last question: what 
item of clothing would 
you have liked to have 
designed? 

Ar: Jeans. 
AL: The white shirt.

“The perfect dress? One 
a woman wants to put on 
and a man wants to take 
off...” Loris Azzaro.
Nothing indicated Loris Azzaro would  
become a designer to the 1970s jet-
set. Born in Tunis in 1933 of Sicilian 
parents, the young Loris saw himself 
as an artist or an architect, even if he 
was already drawing outfits for his 
mother. Against all expectations, he 
graduated from Toulouse in Modern 
Languages and became a teacher. 
In Paris in 1962, he began creating 
fancy jewellery and spectacular 
fashion accessories for his wife who 
was a model. Necklaces, beaded 
clutches, lurex tops – they were so 
successful that orders came flooding 
in from all sides. He set up his own 

couture label in 1967 and made the 
evening gown his luxury heavy-hitter.  
Silk jersey, lurex knit, draped furs – the 
gown came in every style, ever more  
glamorous and sensual! Thus he 
became the undisputed designer 
for the jet-set and dressed the 
most beautiful women of the world 
in Paris and New York for two  
decades. From Jane Birkin to Romy 
Schneider, from Sophia Loren to  
Nicole Kidman, they all fell for the 
timeless splendours of a designer 
who lived luxury on a daily basis.  
Loris Azzaro died in 2003. 
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Cutting-edge calibre

To reposit ion it sel f in the  
prem iu m s ec tor,  C a r l  F. 
Bucherer has spent several 
yea r s  developing it s  ow n 
patented movement in the 
Swiss town of Sainte-Croix, 
renowned for its watchmaking 
technolog y and expert ise. 
As a result of this move the 
CFB A1000 calibre was born. 
Three years in development,  
i t  i s  t he expres s ion of  a 
philosophy which heralds a new 
era in watchmaking, thanks to 
such creative innovations as the  
peripheral arrangement of  
oscillating weights, made out 
of tungsten and innovative 
techniques like a special shock 
absorption system (DSA).
 Above all else it embodies the 

true sense of the watchmaking 
term ‘manufacture’ which is 
applied to the few brands which 
make their own movements. 

It is an unwritten rule of the 
Swiss watch industry that the 
right to use the prestigious  
title ‘manufacture’ is granted 
only to watchmakers who make 
at least one calibre timepiece. 
That is certainly the case with 
Carl F. Bucherer who devel-
ops and produces the move-
ments and modules in its own 
workshops in Sainte-Croix. 
Launched in 2008, the CFB 
A1000 has been enhanced with 
a number of practical func-
tions such as a big date and day  
i nd ic a tor,  p ower  re ser ve  
indicator and calendar.

More exclusive, more 
beautiful

These days, Carl F. Bucherer 
produces around 20,000 watch-
es a year across several collec-
tions. In fact since his arrival 
as CEO in 2010, Sascha Moeri 
has gone to great lengths to 
please all lovers of exceptional 
timepieces. As well as the fa-
mous Patravi range there is also 
the Manero collection which 
was recently enriched by the  
addition of the limited edition  
Manero Tourbi l lon. Quite 
apart f rom the tourbi l lon  
feature - a masterpiece of the 
watchmaker’s art - the watch 
offers several special features. 
The central attraction is a hand 
indicating the date where the 
numbers change their orienta-
tion at 3 o’clock and 9 o’clock 

so they can be read instantly.  
In addition, this watch has a 
power reserve of 70 hours. 

For ladies, there is the sump-
tuous Alacria collection and 
the brand new Pathos line.  
The Pathos Diva stands out with 
its glittering face and its auto-
matic CFB calibre movement, 
with a 38-hour power reserve, 
is visible through a see-through 
c a se  back  w it h  s apph i re  
crystal. This watch, worthy of 
Maria Callas, is available in  
several var iat ions, w ith or 
w it hout  s tones ,  in  s t a in -
l e s s  s t e e l  o r  r o s e  g o ld . 

If tradition and innovation 
are the watchwords at Carl. F.  
Bucherer, the search for beauty 
remains its signature.

For more than 125 years the house of Bucherer 
has been inspiring lovers of unusual watches.  

Part of the exclusive group of Swiss watch  
manufacturers, Carl F. Bucherer never ceases to 

surprise with a combination of tradition  
and technological prowess. Focus.

By Nicolas Berger

Carl F. Bucherer 
Or the true essence of time
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Sascha Moer i, 
CEO of Carl F. 
Bucherer since 
2010 has taken 
the brand into 
t h e  r e a l m s 
o f  h i gh - c l a s s 
watchmaking.
Nicholas Berger met him.

Before you took charge of Carl 
F. Bucherer you worked for 
the Swatch group and Milus 
among other brands. Where 
does your passion for watch-
making come from?

I grew up in Biel-Bienne, at the 
heart of the Swiss watchmaking 
industry. A lot of my family and 
friends are linked to the watch 
industry – so from my childhood 
onwards I was in contact with 
the amazing world of watches. 
And I never lost my fascination 
for the art of watchmaking: 
during my studies of marketing 
and economics I always pursued 
the goal to work in the watch 
industry one day. Then, in the 
early 1990s I got the chance to 
start working with the Swatch 
Group. This was, like the eight 
years with Milus afterwards, an 
absolutely amazing era which 
strengthened my passion for 
the watch industry even more. 
In my position as CEO of Carl F. 
Bucherer I can live this passion 
– by working for a really strong 
brand that creates outstanding 
timepieces. Therefore, I con-
sider myself a fortunate man. 
For me, it’s a privilege to work in 
the watch industry – I am driven 
by the value of honesty and the 
art of Swiss watch making.

Above all you have promoted 
the exclusive character of the 
brand. how would you describe 
it?

Carl F. Bucherer has always 
been a luxury, high-end, inde-
pendent watch brand. The 
watches we put on the market 

are a combination of first-class 
jewellery-making and watch-
making expertise that comes 
from our long tradition. If you 
look at our watches you can 
see that they are examples of 
genuine craftsmanship. This 
intrinsic exclusivity has always 
fascinated me. 
So, when I started as CEO at Carl 
F. Bucherer in 2010 my goals 
were to raise brand awareness, 
increase sales substantially, to 
strengthen the brand’s position 
in the luxury market and to 
develop the brand internation-
ally. My team has achieved all of 
these goals and, in some cases, 
exceeded my expectations.

In the last few years you have 
really developed your women’s 
collections. Were you behind 
that?

Undoubtedly, I am a big fan of 
our feminine timepieces. Carl F. 
Bucherer already has a long and 
rich tradition in the creation 
of outstanding ladies’ time-
pieces that combine intriguing 
design with high-grade tech-
nology. Take the models in the 
Alacria line: they are examples 
of exquisite jewellery making 
skills and a perfect tribute to 
feminine grace and beauty.  
As the response to our fabu-
lous ladies collection has been 
tremendous, we are continu-
ously working on new models to  
further consolidate our posi-
tion in the ladies’ segment. 
T hi s  yea r,  for  exa mple,  
we launched the Pathos line:  
a totally new ladies’ collection 
featuring a breathtaking design. 
Its appeal lies in the elegance 
of the filigree garland running 
around the outside of the dial 
and the side of the case, and 
the reliable mechanical move-
ment inside. We believe that our  
collection of fine ladies’ time-
pieces is very special, and a 
wonderful tribute to the jewel-
lery maker’s skill.

Tell me about the new shop you 
are opening in the Maradiva 
hotel in Mauritius.

The luxurious Maradiva Villas 
Resort & Spa on the island 
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Under the Mauritian sun
With shops all over the world, Carl F. Bucherer has just 
opened a new store in the beautiful surroundings of the 
Maradiva Villas Resort and Spa in Mauritius - a first for the 
jewel of the Indian Ocean. Situated in the magnificent hotel 
lobby it is a showcase for the Swiss brand. Rooted in tradition 
and yet highly innovative the company has much in common 
with the resort - quality, luxury and exclusivity. So when they 
are not sunbathing, discerning ladies and gentleman will find 
all their needs are met.

Mauritius is the perfect place 
to present our timepieces in an 
exclusive environment. Ideally 
situated on the pulsating west 
coast of the island, the villa-
style suites offer a unique form 
of relaxation and are very pop-
ular among people who love 
extraordinary experiences – 
like our customers. Therefore, 
Maradiva with its fantastic spa 
centre, tropical gardens and a 
luxurious pool complex which 
impresses guests from all over 
the world, is an impressive 
ambience for the exclusive pres-
entation of our timepieces. We 
appreciate the new boutique in 
Mauritius very much. 

how would you sum up Carl F. 
Bucherer?

Our brand’s DNA is unique.  
Let me explain what I consider 
to be the four most relevant 
factors:

The first factor is the Bucherer 
Legacy! Bucherer’s history 
dates back to 1888, when Carl 
Friedrich Bucherer opened his 
first watch and jewellery store in 
Lucerne, Switzerland. The com-
pany has remained in the family 
to this day and is now owned 
by the third-generation sole 
shareholder, Jörg G. Bucherer, 
the founder’s grandson. This 
unique historical background 
has ensured continuity and con-
sistency all down the line. 

Second is the technologi-
cal leadership: We’ve always 
c o m b i n e d  l e a d i n g - e d g e 
watchmaking skills with prac-
tical functional features. Our 
watches are still the product of 
the same philosophy and engi-
neering that went into their 
predecessors and even feature 
some of the same components. 
For us, it’s the essence of pure 
Swiss watchmaking. As we move 
into the future, our timepieces 
will continue to blend state-
of-the-art technology with 
forward-looking design and 
expertise. We are keenly aware 

of our tradition but driven by 
innovation.

Third , a central factor in 
Bucherer’s heritage is top-
qua l it y  jewel ler y -mak ing.  
It’s given us the expertise we 
need to make outstanding jew-
ellery watches that appeal to lots 
of women.

Fourth, the products them-
selves: the moment you see 
and touch our watches, it’s vir-
tually impossible not to fall 
in love with them. They’re a  
perfect combination of out-
standing design and feel. One 
thing’s certain: we’ve never 
made compromises on quality 
and never will.

These four factors together are 
the pillars of our DNA, and the 
combination makes us unique. 
We intend to stick to those 
pillars in the future and to 
strengthen our market position 
as an independent watch brand 
in Switzerland and worldwide. 

If you could only keep one of 
the models which one would it 
be?

One of my favourite models is 
the Manero Tourbillon which 
truly fascinates me due to its 
outstanding technology and 
design. An opening in the dial 
at 6 o’clock provides a view of 
the intricate mechanism inside.  
It’s an example of absolute 
perfection in the art of watch-
making. Another model that 
I’m a big fan of is the Patravi 
TravelTec FourX, a watch 
designed for up-market travel-
lers. This timepiece is perfect 
for journeys, because it pro-
vides the possibility to preselect 
the direction you are travelling 
– east or west – and jump over 
time zones by just pressing a 
button. It is not only designed 
for frequent flyers but also for 
anyone who communicates with 
the entire world.

It truly is incredibly difficult 
to decide which watch is my 
favourite when they are all, in 
their own way, so perfect. 

79

time-keepers



When it comes to living the dream, few people manage 
to do so as well as Aurel Bacs. It is not just that in 10 years 
as head of Christie’s Watch Department auction figures 
increased twentyfold. Nor that he was asked to be President 
of the Jury of the most prestigious horology awards.  
Nor is it that the consultancy company he and partner Livia 

Russo created is inundated with work. And, incredibly, it 
is not even that he placed the winning bid at the auction 

of most expensive timepiece in history, the Patek Philippe 
Supercomplication Henry Graves Jr pocket watch, which went 

for a cool €20 million. No, what makes Aurel Bacs so lucky is 
that his work fills him with an excitement and enthusiasm akin 

to that of a child on Christmas morning. And that excitement was 
very evident when Blush caught up with him for a quick interview.

By Samantha King
© Photo: Philipps

Aurel
Bacs 
Living

the dream
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Blush: You have now officiated 
as President of the Jury at 
two edit ions of the grand 
Prix d’horlogerie de genève, 
arguably the most respected of 
all watch awards. how did you 
find the experience? 

AB: When I was asked to be 
president they assured me it 
was just like being a regular 
jury member with no other work 
involved, just a title. Actually,  
it is a lot of work! There are 
25 jurors but the President is 
who everybody turns to. For 
instance I was invited to the 
presentation of the finalists 
in India in October. It is sort 
of an ambassador role; I feel 
as President I am a guarantor 
of the professional running 
of the jury. If people trust the 
president then they trust the 
event. 

B: T he level of secrec y 
surrounding the voting process 
at the gPhg is on a par with 
the roman Catholic Church 
electing a pope. how important 
is that?

AB: To us the jurors and for 
the foundation directors it 
is key to the survival of the 
GPHG that manufacturers 
and the public knows this is an 
honest and professional vote, 
no manipulation is possible. 
Integrity and professionalism 
are key. At the GPHG we 
have the largest and most 
international horology jury 
ever united for a single event. 
More members means more 

balanced voting. And having a 
jury from 13 different countries 
means members don’t meet 
much during the year so 
they are not influenced, even 
unintentionally by others. We 
deliberate from 9am to 6pm 
with only the jurors and public 
notaries in the room. The vote 
is secret; you write what you 
want on a piece of paper and no 
one ever knows how you voted. 
This ensures the total freedom 
of every juror and that is why 
this competition is climbing 
in popularity exponentially in 
terms of numbers of people 
participating. 

Do you find it difficult to decide 
which watch gets your vote?

AB: It is more difficult every 
year and more work but that 
means you have a vast landscape 
of  ma nu f act u rer s  doing 
completely different things but 
at a very high level. Out of the 
six watches in the final it is very 
easy for me to say which one  
I like the most and least but 
we have to give them all points 
from 1 to 6 and each point 
counts. So it is just as important 
which watch you place second 
and third as f irst and last.  
The jury includes watch-makers, 
historians, designers, craftsmen 
– the full range. And each 
makes their own contribution.  
The historian might say:  “Listen, 
this is a copy of something done 
30 years ago.” The designer 
might say: “I don’t mind that the 
screws aren’t perfectly pared – 
it’s beautiful.” Each different 

viewpoint is so interesting. I am 
cooked at the end of the day but 
it is absolutely worth it. Watches 
take years to make from R&D 
through to manufacture.  
It wouldn’t be fair if we just 
made a snap judgement.

B: In your t ime as head 
of watches at Ch r i s t ie ’s 
Auctioneers, sales rose from 
US$8 mi l l ion to US$127  
million. You were hugely suc-
cessful there and now your new 
venture, Bacs & russo watch 
consultancy has taken off 
with partnerships including 
with Phillip’s Auction house.  
What advice would you give 
someone seek ing s imi la r 
success?

AB:  In any job there are some 
key elements. You have to have 
passion. I realise it’s a gift to 
have a job you love. I could never 
be so driven if I didn’t love it.  
Do what you do with integ-
r it y and professiona l i sm.  
Also, in today’s world where 
everything is so immediately 
known through the media, 
don’t cut corners. If you do, the 
world will know and you are 
done. The third element is the 
customer. There are no big or 
small customers; every customer 
is important. Four and five are 
talent and luck - you need them 
too. For example, I have a great 
passion for singing but no talent 
so passion alone is not enough!

B: Watches are evidently a huge 
part of your life. how do you 
explain their fascination and 

why people are willing to put 
the price of a luxury car or a 
home on their wrist?

AB: I think it is absolutely  
reasonable [to spend so much 
on a watch]. What is value? 
Is €500 on a bottle of wine 
value? What about a painting?  
The [Patek Philippe Henry 
Graves Jr] watch that sold for 
€20 million took six years to 
design and build. It is the most 
complicated watch ever made 
without computers. It is his-
torically the most important 
watch ever. Some people spend  
€30 million on a Ferrari, others  
€50 million on a Jeff Koons so 
why not on a watch?  Do we need 
it? No. But then why pay for oil 
on canvas – you could just stick 
a poster on the wall.

B: What watch are you wearing? 
Is it part of a big collection?

AB: Tonight I am going to 
an elegant dinner so I have  
chosen a Patek Philippe 1953.  
I do have more watches than 
the average but like any collec-
tion, it evolves. Collecting is a 
dynamic process. I always have 
something on my wishlist and 
something I’m having second 
thoughts about. Some collectors 
have more than 1,000 watches 
but since they don’t take up as 
much room as shoes they are 
the ideal collectable!

81

watches



Baselworld is undisputedly the 
most important marketplace and  
trendsetting event for the world’s 
watch and jewellery industry, an-
nually attracting around 150,000  
attendees from every continent. 
1500 exhibitors represent ing  
every sector of the industry make 
Baselworld the only show that  
regroups all the global key play-
ers from watchmakers to jewellers, 
from diamonds, pearls and gem 
stones dealers through to machin-
ery suppliers. 

Window to the trendsetting world of 
watches and jewellery 

The most innovat ive and successful  
players, the biggest and best-known brands 
and suppliers unite in Baselworld and show-
case their most exciting and trendsetting 
innovations that all the world will speak 
about in the forthcoming year. This makes 
Baselworld an inimitable media magnet 
drawing over 4000 media representatives 
of the world’s most prestigious press from 
over 70 countries that report on this super-
lative show to every corner of the planet 
and propagate the trends worldwide. 

Inspiration, creation, innovation and 
passion 

Only at Baselworld will you get a unique 
and exclusive glimpse into the spectacu-
lar world of luxury goods, brands and  
lifestyle. This is the venue where the crea-
tive power that is unleashed by passion can 
be witnessed firsthand, where emotions are 
evoked and where dreams come alive. 

Be part of the trendsetting scene 

As the only show in the world where the 
watch and jewellery sector first presents 
its innovations to the market, Baselworld 
is undoubtedly the most important date 
in the year for every watch and jewellery  
professional. It offers a unique window to 
discover the creations and innovations that 
set the trends for the forthcoming year and 
what consumers will demand and want to 
wear. Don’t miss this exciting window of  
opportunity.

McH Swiss exhibition ( Basel ) Ltd.
cH-4005 Basel, Switzerland

Baselworld.com

Baselworld 2015
Where trends are set
and dreams come to life
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This is a marvellous tale of passion and 
family; the union of a father and daugh-
ter, Florian and Fiona. Florian, the head of 
the family business, Schlumpf Innovations, 
which was already a specialist in precision 
mechanics, invited Fiona to join him in 
2013. And it was out of this combination 
of sharing and creative complicity that the 
Time Machine project was born.

But what exactly is this curious machine 
that was unveiled at Baselworld 2014? While 
the Time Machine resembles a giant clock, 
it is not, in fact, an apparatus for measur-
ing time or indicating the hour. An object 
of art, it instead offers a relative vision of 
time, like a mechanical carpe diem. It is 
an invitation to a sensory experience, both 

visual and aural, to understand the pass-
ing of the hours. What distinguishes Time 
Machine from a conventional clock is that 
its gears turn in a non-linear way. Their 
motion is not determined by a rigid mecha-
nism. Instead they turn in response to the 
torque required during transmission. Gears 
are not interconnected by pendulum axles, 
so they create a syncopated movement. And 
all that in a frame of a thousand details that 
can be customised on request, in copper, 
nickel or gold plate. 

Such a gem where sound is combined with 
movement and which decorates a room 
by its mere presence has never been seen 
before. Why resist?

Watching and listening to time - 
that is the wonderful journey Fiona 
and Florian Schlumpf invite us to 
join them on. Their Time Machine 
is a real kinetic sculpture and 
something that appears to have 
stepped right out of Jules Verne’s 
vivid imagination. Pack your bags!

By Nicolas Berger

Time 
Machines
Or the art of 
sculpting time
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Vhernier’s 30th anniversary 
m a r k s  t h e  m o m e n t  f o r  
presenting the latest creations.  
They are avant-garde pieces 
capturing through a delicate 
linearity of shape the DNA of a 
jewellery brand that has always 
found the height of inspiration 
in the pure design process.  
It is a harmonious collection rich 
in color where a quintessential 
concept of modern lightness 
comes evocatively to life.

The “Freccia” line flirts imaginatively with 
a soft sinuous vision of triangularity to 
make a rare and extraordinary statement. 
Earrings, bracelets and rings express all the 
joyous vivacity of flowers as the small bombé 
triangles create the idea of a succession of 
petals. Pink gold stands alone or unites 
with the gorgeous color of a semi precious 
stone ( jade, lapis lazzuli, turquoise or 
cornelian), otherwise with mother of pearl 
and rock crystal in a superlative example 
of Vhernier’s own signature transparency 
technique. 

The keen selection and prime quality of 
materials forever ensuring the uniqueness 
of Vhernier creations emerge in this 
collection through the exquisite use of 
some of the world’s finest mother-of-pearl. 
As in the “Bisquit” necklace where the 
milky opaline luster of Australian mother-
of-pearl meets the iridescent gray huing of 
Tahitian mother-of-pearl while pink gold 
links complete the chain to contemporary 
perfection. This novel take on iconic 
elements of Vhernier jewellery informs 
a wonderfully elegant and versatile item 
ideal for all types of occasions. 

Equally stunning are the “Bisquit” rings. 
Here rock crystal at once intensifies the 
dazzling iridescence of the mother-of-pearl 
and enhances the glorious beauty of the 
jade green and turquoise blue stones.

A special line for Vhernier’s 30th anni-
versary: diamond pave’ freccia jewelry

The special 30th anniversary collection 
culminates in distinct black and white  
d iamond pavé versions of “Freccia” 
bracelets, rings and earrings. So featuring 
one of the utmost expressions of the 
peerless craftsmanship emblematic of 
master Vhernier goldsmiths. 

Every single piece of jewellery is the  
product of amazing attention to detail.  
The diamonds are chosen one by one, 
then grouped by homogeneity of color. 
The hand cutting and setting of the indi-
vidual gems requires both art and skill, for 
to fulfill the demands of a niche clientele 
every last stone reflects a near unattainable 
precision-perfection. All of these factors, 
along with Vhernier’s own exclusive double 
griffe embedding technique, are the secret 
behind an ultra dense diamond pavé that’s 
shimmering bright and luxuriously smooth 
and shimmering bright. Truly a class apart.

New Vhernier
30th Anniversary Designs
Freccia And Bisquit
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Pierre and Carole Dubois, 
founders of Pierre DeRoche, 
have just celebrated the com-
pany’s tenth anniversary and 
as if to bear witness to a decade 
of creative delight they have  
decided to mark the milestone 
by releasing two exceptional 
models.

Let’s start with the Reynold, 
a fob watch which is a trib -
ute to Pierre’s family history.  
I ndee d ,  h i s  g r a nd f a t her  
Reynold Dubois was a brilliant 
watchmaker who cut his teeth 
at Jacques-David LeCoultre in 
the 1920s. He was soon singled 
out for his exceptional abilities, 
and would organise and head 
the workshops of the Manu-
facture in Le Sentier, before  
being assigned to Milan and 
then Paris. 

Two generations later it became 
his grandson’s turn to give a 
new lease of life to this unique 
piece. A s luck would have 
it, Pierre was browsing at an  
antique dealer’s when he came 
across some LeCoultre ébauch-
es and movements made in the 

late 19th and early 20th cen-
tury, including a grande com-
plication from around 1920.  
And that gave him the idea for 
the Reynold: a mechanical gem 
restored in the f inest watch-
making tradition, with an hour, 
quarter and minute repeater, 
a chronograph with 30-minute 
counter a perpetual calendar 
and moon phases. All this plus 
a wonderful enamel dial set 
with two diamonds. In short, 
this is a unique item for those 
who love masterpieces!

Very much part of the DNA 
of Pierre DeRoche, the TNT  
Royal Retro is available in a 
new diameter this year, slim-
ming down from the original 
47 mm to 43 mm. Now suit-
able for more slender wrists, it 
still offers the same fascinat-
ing show with its six retrograde  
seconds hand. But lovers of 
beautiful watches will have to 
hurry because only 201 models 
of this edition are being made.
H a p p y  b i r t h d a y  P i e r r e  
DeRoche – we are looking  
forward to the next decade!  

In order to celebrate its tenth birthday 
in appropriate style, the fine watch-
making company Pierre DeRoche is 
unveiling a pocket watch marvel and 
has a fresh take on one of its emblem-
atic models. The by-word for this 
birthday is excellence!

By Nicolas Berger

Pierre
DeRoche
A decade of delight
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The T-Mechanic may 
have been voted Pen 
of the Year 2014 by the 
American magazine Pen 
World, but TF Est. 1968 is 
not resting on its laurels 
and has just released a 
new, exceptional model. 
The Tourbillon Open 
Side roller – for that 
is its name – is going to 
cause much ink to flow!
This watch- inspired 
pen appears like a gem 
of micro -mechanical 
nudity. In fact, very much 
in the manufacture 
spir it , it reveals the 
traditional cogs of a 
watch’s calibre. This 
total transparency, at the 
upper tip and on the side 
of the pen, is protected 

by t reated sapphire 
crystal – highly resistant 
and scratchproof.

As for the finish, a strip 
of crocodile-style leather 
covers the upper part for 
an elegant and sensual 
grip. Inspired by the 
greatest French saddlers, 
t he cros s  s t it ch i s 
discreetly tucked under 

the clip whose robustness 
and suppleness are 
characterist ic of the 
TF Est. 1968 brand. 
This attachment system 
will last forever and, 
combined w ith the 
polished final touches 

make this a must for 
any pocket! Meanwhile, 
the Schmidt mechanism 
pushes out the nib by 
turning the body of the 
pen and is compatible 
with all the regular 
refills on the market.

Each Tourbillon Open 
Side roller is num-
bered and combines 
a rose gold hue with 
brown leather and steel 
or gun effect with black 
leather. This really is a 
weapon of mass seduc-
tion and completes a 
wide range of cufflinks, 

key rings and other lux-
ury accessories that have 
made TF Est. 1968’s 
reputation.

The Genevois brand 
has once again proved 
it  belong s  to t hat 
very closed circle of 
Montblanc, Pel ikan, 
Visconti and Omas – 
with this tourbillon of 
creativity!

Renowned for its original 
watches and accessories, the 
Swiss company also excels in 
the art of writing, designing 
pens that are true treasures. 
And its latest offering is no 
exception to the rule!

By Nicolas Berger

The 

Tourbillon
of words according to 
TF Est. 1968 
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Doctor, you were born in Lyon, 
France, and you also did your 
training there. Why did you de-
cide to move to Mauritius?

I have been an expat for 25 
years - in Africa, the USA and 
on the island of Réunion and 
the decision to move to Mau-
ritius came about by chance. 
Having lost a son on Réunion 
I wanted to change my life and 
Mauritius was the most welcom-
ing country.

What are the advantages for 
your patients of coming here?

A personalised care plan, qual-
ity of care and post-operative 
anonymity on a paradise island.

Are your patients mainly Mau-
ritian or are they tourists?

Seventy percent of my patients 
come from abroad: the Indian 

Ocean, Europe and South  
Africa.

What are the most popular  
operations?

I would say the operations I 
most frequently perform are li-
posuction, face lifts and breast 
implants.

What are the principles of An-
ti-ageing?

Anti-ageing is a way of prevent-
ing, slowing down and to a cer-
tain extent treating the inevita-
ble ageing process. It consists 
of putting into practice cer-
tain rules such as using sun 
protection, preventing obesity 
and stopping smoking. These 
measures, together with laser 
treatment, medication and the 
use of fillers can postpone the  
moment when surgery might 
eventually be needed.

has your approach to cosmet-
ic surgery advanced in recent 
years?

Ye s  o f  cou r s e .  C o smet ic  
surger y  ha s  become ver y  
personalised and straightfor-
ward in its approach because 
the patient wants to get back 
to a normal life as quickly as  
possible. The use of Platelet 
Rich Plasma (PRP) and stem 
cells is going to give a new boost 
to rejuvenation in general.  
The art of this type of surgery 
is to make a difference without 
it looking as if the patient has 
had anything done - “cela se 
voit sans se voir” as the famous 
Charles Trenet song put it.

Dr Gérard Crépet, who has lived in Mauritius 
since 1999, has become a benchmark in plastic, 
reconstructive and cosmetic surgery. He has 
also developed a new procedure to hold back 
the march of time.
Nicolas Berger meets him in the sunshine.

Dr Crépet,
The Anti-ageing maestro
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Your interest in the world of 
watchmaking began at a very 
young age. What sparked it?
Ever since I was a child I have 
been fascinated by everything 
to do with mechanics. When 
I was older, I was supposed to 
begin an apprenticeship in a 
boating mechanical workshop 
when a watchmaker offered me 
a place with him. The rest is  
history!

Do you consider yourself more 
Danish or Swiss?
I have been in Switzerland 
for more than 50 years and 
have held Swiss cit izenship 
since 1983, so more Swiss than  
Danish. “Danish Design” watch-
making refers to very cheap 
watches and I fight this label.

Could you tell us about your 
famous “Bottle Clock” which 
made your reputation?
The idea came to me one New 
Year’s Eve while watching a  
pendulum through an emp-
ty bottle! This model is a feat 
that has never been matched. 
At the time it was a real phenom-
enon; I was in the newspaper in 
the morning, on the radio at  
lunchtime and on the TV by 
the evening! It was after this 
worldwide success that the 
press dubbed me “watchmaker 
of the impossible”. 

Yo u  w o r k e d  w i t h  P a t e k 
Philippe for some 10 years. 
Was that an enriching experi-
ence?
Very much so. The Bottle Clock 
opened the doors of Patek 
Philippe to me and I worked 
in the complications atelier.  
I spent a lot of time on chron-
ographs and perpetual calen-

dar mechanisms. In addition,  
I also repaired numerous vin-
tage models, superb pieces.  
In short, it was the best!

Which is your favourite out of 
your many creations?
“EROS” the automaton watch, 
because it is as valuable for the 
artistic work such as the design 

and cutting of the elements or 
the miniature painting as for 
its watchmaking technology.  
And you have to make it all 
work each time! I also love the 
“Montre à Tact” which also has 
these features.

To conclude, what would be 
the watch of your dreams?
At my age I don’t dream any 
more because I have done more 
than many other watchmakers. 
I have also trained up many 
talented people who are now  
enjoying success such as Franck 
Muller and Felix Baumgartner. 

Svend
Andersen

A passion for watchmaking
For decades, Danish-born Svend Andersen has been known as the 

“watchmaker of the impossible”. He even made it into the 1989 Guinness 
Book of Records for having manufactured the smallest calendar watch! 

Blush met up with a true creator.

By Nicolas Berger
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At his Geneva workshops, Franc 
Vila never tires of exploring 
what he describes as the “Esprit 
Unique” or unique mind, the 
perfect blend of a watchmak-
er’s skill and anti-conformist 
design. Luxury is synonymous 
with exclusivity here, as is evi-
dent from his latest creations.

Franc Vila has revealed a new 
version of his Tribute collec-
tion for women. In order for 
the watches to fit elegant wrists, 
the case has been reduced from 
55 mm to just 38 mm. The met-
amorphosis also includes the 
choice of a row of diamonds 
or other precious stones to 
decorate the bezel. With its 
high-precision quartz move-
ment there is no doubt this 
watch will win over even the 
most demanding of ladies!

Meanwhile, the famous Cobra 
collection now comes in a skel-
eton version: the Cobra FV 18E 

“Manual Suspended Skeleton”. 
The case is a clever combination 
of titanium, steel and carbon 
fibre and this sublime timepiece 
had done away with the watch 
face, rendering the movement 
directly visible under the glass. 
Entirely handmade, it is as if 
time is literally suspended here, 
all the better to enchant us...

The superb new Neo Alta offers 
exactly the kind of evolution of 
the famous case that is so char-
acteristic of Franc Vila’s Esprit 
Unique. The proportions have 
been reworked, the style is 
James Bond, the dial is in car-
bon fibre with the seconds hand 
showing in an animated disc on 
6 o’clock. And to complete the 
original aspect, the strap is in a 
new material, V-tex.

But watch out – these latest mas-
ter pieces from Franc Vila come 
in a limited series of just 88 
models each! 

Franc Vila’s collection of timepieces 
has been delighting fine watch lovers 
since 2004. A blend of tradition and 
avant-garde, renowned models and new 
designs – they are enchanting indeed! 

By Nicolas Berger

Franc Vila
The Unique Mind
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With the launch of the new Vive Elle 
diamond jewelry collection, Bucherer 
magically recreates the joie de vivre of 
the Roaring Twenties for the woman of 
today.

Photographer: Jean-Luc Scotto 
Art Director: Laure Delvigo
Producer: Gregory Ayoun
Digital Retouch: Svetlana Ivanova for Jean-Luc Scotto Studio

DIAMOND
SYMPHONY



collection Vive elle by Bucherer,  
necklace in 18k white gold with   
brilliant cut diamonds (total 11.37 ct)
and 10 oval cut diamonds.

daum - Feathers decanter. 1950 €.



collection Vive elle by Bucherer, 
bracelet in 18k white gold with   
brilliant cut diamonds (total 8.72 ct)
and 8 oval cut diamonds.

daum Lilac the Fiancée mini-bowl 
artist : Pierre-yves Rochon for daum, 
190 € & Blue lilac paperweight   
390 €.



collection Vive elle by Bucherer,  
necklace in 18k white gold with  
brilliant cut diamonds (total 7.87 ct), 
price on request.

daum: Photophore Rose Passion 
collection – Large White candle 
holder. 1450 €.



collection Vive elle by Bucherer, 
bracelet in 18k white gold with   
brilliant cut diamonds (total 2.11 ct),
8500 cHF, 7800 euR.

Figure Butterfly rosée Pink Lalique: 
the animal world was one of 
René LaLIQue’s major sources of  
inspiration. Here, the Butterf ly  
represent the aerial animals. 150 €.



collection Vive elle by Bucherer,  
necklace in 18k white gold with  
brilliant cut diamonds (total 8.38 ct).

Vase Lalique transparent  : Golden 
fields (wheat) have always been  
symbol of happiness and prosperity 
and wheat was found in many René 
Lalique’s creations. the epis vase is 
tall and straight to receive beautiful 
long-stemed bouquets. 2600 €.



collection Vive elle by Bucherer, 
bracelet in 18k white gold with  
brilliant cut diamonds (total 3.76 ct).

Lalique dragonfly clear: the animal 
world was one of René LaLIQue’s 
major sources of inspiration.  
Here, the dragonfly represent the aerial  
animals. 160,00 €.



collection Vive elle by Bucherer, ring 
in 18k white gold with brilliant cut 
diamonds.

collection Vive elle by Bucherer, ring 
in18k white gold with brilliant cut 
diamonds (total 0.44 ct) 3550 cHF, 
3200 €.

Lalique - clairefontaine Perfume  
bo t t l e  M a re f e r enc e  t o  th e 
clairefontaine garden – located in the 
South West of Paris (France) – which 
was one of René Lalique major source 
of inspiration. the perfume bottle 
stoppers represents 4 sprigs of lily of 
the valley. originally created in clear, 
the stopper has been reissued in an 
hypnotic red, and today in a splendid 
midnight blue. 350,00 €.



collection Vive elle by Bucherer,  
earrings in 18k white gold with  
brilliant cut diamonds (total 2.61 
ct) and 4 oval cut diamonds (total 
0.38 ct),  13550 cHF, 12500 €.

l a l i qu e  p e r fume bo t t l e  two  
flowers  : Perfume bottle created by 
René Lalique in 1935 in glass. 
nowadays, it perfume bottle exists in 
crystal. 290 €.



collection Vive elle by Bucherer,  
earrings in 18k white gold with  
brilliant cut diamonds (total 1.11 ct), 
5 500 cHF, 4 950 €.

Box dahlia n2 Lalique : In 1931 René 
Lalique designed the dahlia pattern 
to adorn the feminine beauty boxes 
which were part of the beauty rituals 
of every woman from the Belle Époque 
period. nowadays these beauty boxes 
are still fashioned by Lalique in satin 
finish crystal with black enamel dots. 
490 €.
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coat: helen Yarmak - Ring: Circa Sixty Threes - Skin care: La Mer, The moisturizing gel cream - Foundation: giorgio Armani, Luminous Silk Foundation #375 
concealer : Tom Ford concealer # light - eye Shadow: Chanel, palette # 232 Tisse’ Venitien - Mascara: Lancome, hypnose Drama - Lips: Mac, Pervette 
Blush: Chanel, 02 rose bronze.



dress: Abi Ferrin - necklass: Abi Ferrin - Skin care: Sisley, global Perfect Pore Minimizer - Skin care: La Mer, White Caviar Illuminating Eye Cream - Foundation: Laura  
Mercier, Moisture Supreme Foundation # Blush Ivory - eye Shadow: giorgio Armani, blush #509 - Lips: Chanel, rouge Allure # 116 - Blush: Bobby Brown, # 16 Peony  
Mascara: Lancome, black.



coat: helen Yarmak - earring : Circa Sixty Threes - Bracelet: Laruicci - Skin care: Trish McEvoy, Beauty Booster Cream - concealer : MakeUp4Ever, concealer  
palette with green cover for red marks - Foundation: Stila, tinted moisturizer  # Tone - eye Shadow: Laura Mercier, Baked eye colour- Wet/Dry in Violet Sky  
Powder: Kevyn Aucoin, Celestial Powder # Candlelight - contour: Kevyn Aucoin, The Pure Powder glow # Natura - Mascara: hourglass, Film Noir.



Jacket: Commes Des garcons - Skin care: Lancome, high resolution Eye refill-3x - Skin care: Lancome, renergie Lift Multi-Action SPF 15 - Foundation: Clinique,  
Superbalanced makeup Teint # d02 - concealer: Shiseido, Sheer eye zone corrector # very light 101 - eye Shadow: YSL, rose Coquette #203 - Mascara: Mac, False lashes 
extreme Black - Lips: Tom Ford, Ultra shine lip gloss # Violet Fatale - Lower Liner: Clinique, Deep dive eye shadow - Lips: Chanel, rouge Allure “116.
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Cheval
Blanc
To the rescue!
You know how in fairy tales 
and legends the hero arrives 
on a white charger to rescue 
the damsel in distress? Well 
that is pretty much what the 
Cheval Blanc does for the 
weary skier. Blush takes you 
round the most luxurious of 
luxury properties in that most 
luxurious of luxury ski resorts. 
Welcome to Courchevel 1850’s 
white horse.

By Samantha King
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The Jardin Alpin in Courchevel 
is most definitely the smart end 
of this prestigious French ski 
resort. Yet even in this rarefied 
setting, the Cheval Blanc stands 
out – not least because of the 
mighty glass stallion that rears 
before the residence’s entrance. 
And if that is not enough to daz-
zle you, then what you discover 
when you go inside surely will.

O n e  o f  L V M H  H o t e l 
Management’s three exclusive 
properties (the other two are 
in St Barth’s and the Maldives) 
Chev a l  B la nc C ourchevel 
comprises 36 rooms and suites, 
each individually decorated 
in  a  su mpt uou s  a r r ay  of 
traditional mountain materials 
such as fur, velvet and leather, 
not to mention the one-off 
design pieces. Each includes 
spacious living rooms, a terrace 
or balcony, chromotherapy 
h a m m a m shower s  a nd  a 
separate bathtub in which to 
sooth those aching muscles 
after a day on the slopes.
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Not bad as standard – and then 
there are the specials like the 
adjacent chalet. Guests here  
enjoy all the facilities of the 
main building but in a more ex-
clusive setting. The 315 m² cha-
let comprises three bedrooms, 
t wo large l iv ing rooms, a  
private spa and a screening 
room over three floors connect-
ed by an elevator with direct 
access to the slopes. And then 
there is the “Apartment”, a 650 
m² penthouse spread over two 
floors with lavish private living 
areas, a dedicated team com-
plete with Major-domo and a 
panoramic view of La Saulire.

While you may be tempted to 
just wallow in the comfort of 
your accommodation, doing 
so would mean missing out on 

the Cheval Blanc’s many other 
attractions. Not least among 
them is the 1947 restaurant, 
named after Château Cheval 
Blanc’s  most  sought - a f ter  
v intage. This two Michelin-
starred restaurant provides 
the perfect setting for Yannick 
Alléno’s innovative vision of 
French cuisine. Open for dinner 
only, it offers a wonderful way to  
reward yourself for your hard 
work on the pistes.

During the day, you can pop 
into The White brasserie and 
enjoy local cuisine in a con-
temporar y and relaxed at-
mosphere. The White prides  
itself on using locally-sourced  
ingredients as much as possible,  
including f ish from nearby 
lakes and rivers.
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If you want to be surrounded 
just by friends then there is 
the Table de Partage, a private  
dining room where the Chef 
serves dishes based on the 
guests’ preferences. Add to that 
the White Bar for a cocktail and 
the specially designed yurt that 
provides a most original cigar 
lounge.

On the well-being front, the 
Cheval Blanc also of fers a 
full range of facilit ies. For 

the sporty types, the new fit-
ness centre is equipped with 
state -of-the-art Technogym  
machines while private coach-
ing is available for those look-
ing for an après-ski stretch.  
The inf inity pool, complete 
with waterfall, offers a chance 
to relax or you can pop on an 
aquabike if you want to really 
push yourself.

Then there is the spa – 700m² 
of pure indulgence and delight. 

Guerlain has developed a range 
of face and body treatments  
exclusively for Cheval Blanc,  
applying its expertise to the 
specif ic requirements of the 
body at altitude. Whether you 
need a little pampering post-
skiing or an alternative to head-
ing for the slopes, you will find 
what you are looking for in one 
of the spa’s four private treat-
ment rooms or the prestige new 
treatment room for two, the  
Orchidée Salon. The menu 

here ranges from a 30 -min-
ute après-ski foot massage to a 
half-day of signature Guerlain 
treatments, plus cure packages 
spread over several days.

And for the full experience, you 
can also benefit from the skills 
of Guerlain’s make-up artists, 
plus the impeccable hairstyling 
and tailor-made services of the 
John Nollet team direct from 
Paris.
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All that and we haven’t even 
mentioned how your ski equip-
ment is prepared for you every 
morning, or how much young-
sters love the newly-redecorated 
Carousel Club, or the range of 
exclusive events Cheval Blanc 
organi ses throughout the  
sea son,  or t he wonder f u l  
unpacking-packing service or 
so many other extra touches 
that ensure the Cheval Blanc 
has won its spurs.

Cheval Blanc Courchevel
Le Jardin Alpin

73120 Courchevel 1850 - France
Tel. +33 4 79 00 50 50
Fax. +33 4 79 00 50 51

info.courchevel@chevalblanc.com
www.courchevel.chevalblanc.com
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In contrast to the forest of 
buildings in Bangkok, the 
lobby of the Metropolitan by 
COMO immediately transports 
you into a different state, both 
the welcome and the style fill-
ing you instantly with a sense 
of well-being. This stays with 
you as you step outdoors onto a 
huge terrace where comfy sofas 
and illuminated urns border a 
pool. There really is something 
quite magical about it all. The 
décor is very feng-shui, dotted 
with wood, stone and bamboo, 
reminiscent of the temples of 
Sukhotai.
And now you have you key, 
you are captain of your own 

ship. Should you stay in or 
go out? The temptat ion to 
opt for the former is great, 
especially if you have booked 
in one of the Metropolitan’s 
sumptuous Penthouse suites 
with a panoramic view of the 
city. After f lopping down on 
the impeccable bed, you go 
for a dip in the pool. As you 
dive into the clear water, you 
suddenly have the feeling you 
are completely alone. Relaxed, 
restored, regenerated – you are 
won over. The luxury here is 
total, there is nothing tacky in 
sight – even the staff uniforms 
are from Comme des Garçons.

Metropolitan
by COMO
When feng-shui
meets hip in Bangkok
An elegant cocktail of contemporary luxury and Thai 
refinement very much in the Metropolitan by COMO 
spirit. Light and modern décor. Service of the stand-
ard you would expect in the finest luxury hotels 
(probably something to do with the Swiss-American  
management!). A divine COMO Shambhala Urban  
Escape spa, organic gastronomy at the Glow or Thai cui-
sine in all its splendour at the very fashionable Nahm in 
the hands of Michelin-starred chef David Thompson – 
step into an exceptional hotel with us.

By Laure Delvigo
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And to unwind after a long 
day’s shopping or a heavy round 
of business meetings, nothing 
beats heading for the COMO 
Shambhala Urban Escape.  
This spa offers all the treat-
ments available in COMO’s 
beachside resor t s  in Ba l i 
and on the Turks and Caicos  
Islands and is an absolute hav-
en with its huge outdoor pool, 
free yoga sessions and state-of-
the-art gym.  Recharge your 
batteries with a Metropolitan 
body treatment to eliminate 
toxins and stress and Ayurvedic 
techniques to improve breath-
ing. As for the products used,  

the essential oils have been  
chosen for their moisturis -
ing and balancing act ions.  
Definitely the way to get over jet 
lag!

At the Metropolitan by COMO 
in London they have Nobu 
and here in Bangkok dining is 
also a key element. Besides the  
organic-inspired restaurant 
Glow, you will love the succu-
lent fare at the Nahm, orches-
trated by David Thompson,  
the first Thai cuisine chef to be 
awarded a star in the Michelin 
guide.
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Voted N°1 in Asia out of 50 of 
the best restaurants on the  
continent, food lovers stay-
ing in Bangkok cannot resist 
the light and creative starters, 
the exquisite wines and the 
modern take on so many Thai 
dishes. Flavours, colours and  
textures – all the delights of Thai  
cuisine are present and account-
ed for. Each dish is surprising,  
refined and delicious. All Bang-
kok comes here so we would 
suggest you book your table a 

week or even two in advance.  
The restaurant carr ies the 
same name as that at COMO’s 
Halkin hotel in London where 
Chef Thompson enjoyed great 
success. The Nahm Bangkok 
is now arguably the best Thai 
restaurant in the city. 

A charming welcome, excep-
tional service and well-thought 
out design, enjoy the wonderful 
experience that is the Metro-
politan by COMO! 

27 South Sathorn Road, tungmahamek
Sathorn, Bangkok 10120, thailand

+66 2 625 3333
met.bkk@coMohotels.com

www.comohotels.com/metropolitanbangkok

BE AHEAD
    OF THE WAVE

THE PREMIER WORLD-CLASS QUALITY BOAT BUILDER IN MAURITIUS

Yukondale House 
Industrial Zone, Plaine Lauzun, Mauritius

Tel: (+230) 213 2618 
Email: legend@intnet.mu
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It is in the Black River 
region on the south west 
of Mauritius, between 
sublime beaches and a 
nature reserve, that this 
estate of 27 villas can 
de found. Unlike other  
i s o l a t e d  r e s o r t s ,  
M a rg uer y  E xc lu s i ve  
Villas is located close to 
a range of facilities: a 
jogging track, a kiddies 
park, a mall including 
boutiques, restaurants, 
cafés and even a shop-
ping centre, the London 
Way.  As for the magnifi-
cent La Preneuse beach, 

it i s wait ing for you 
just 300 metres away!  
A full range of nautical 
infrastructure is also on 
hand.

Each of the 27 villas, 
w i t h  t he i r  r e f i ne d 
architecture inspired 
by Mauritian culture,  
has its own exotic garden 
and private swimming 
pool and i s  handed 
over  f u r n i shed a nd 
decorated if so desired. 
I n  f a c t ,  t he  e s t a t e 
designers have created 
a range of furniture 

and you can choose 
which suits you best by 
browsing through their 
i nt er ior s  bro chu re. 
The villas include local 
touche s  t ha t  b lend  
comfor t and a da sh 
of the exotic: exterior 
verandas, wooden floors, 
light ceilings, stone walls 
and t ropica l plant s . 
Each resident can make 
use of the residential 
club house which offers 
a complete concierge 
service: reception, gym, 
bar- lounge and well -
being centre, as well 

a s  a r r a ng i ng t a x i s .  
The estate also offers a 
rental service so you can 
get the most out of your 
villa even when you are 
not there.
I n  s h o r t ,  d e p e n d -
ing in your life plans 
and your investment  
project, this could be a 
holiday retreat, a main 
residence for part of 
the year or even “home 
sweet home” for those 
wanting to enjoy their 
retirement in the sun!

Office France:

MJ développement

+33 (0)5 59 03 13 00

info@mj-developpement.com

Office Mauritius:

Pamgolding Properties & Savills

mariejosee.llewellyn@pamgolding.mu

Phone 1: + 230 483 6555

Phone 2: +230 5257 8006

julie.lefur@pamgolding.mu

Phone: +230 5970 3842

For some seven years now, 
the MJ Développement   has 
been a recognised player 
in the high-end new-build 
property sector, creating an 
emblematic resort, “Marguery 
Exclusive Villas” full of French 
know-how on the island of 
Mauritius. Luxury in the sun!  

By Nicolas Berger

Marguery
Exclusive Villas
A dream just a flight away 
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Nestled in the heart of Marrakech,  
the Riad Omri rises like a haven of refined 
relaxation. The elegance of the rooms and 
suites is perfectly matched by its splendid spa.  
A real paradise for the senses!
By Nicolas Berger

Riad Omri
Or a paradise for the senses 
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T h e  R i a d  O m r i , 
located very close to 
the legendary Soleiman 
and Elayadi palaces, was 
designed intirely by Med 
and Sandrine Omri. The 
architect’s dream was 
theirs and they called on 
the best Moroccan artists 
and craftsmen to turn it 
into a reality. The result 
is a superb residence 
combining t radit ion 
and modernity. As soon 
as you step through the 

door your eye is drawn 
to the Arabo-Andalusian 
arches, the cedar wood 
more intricately worked 
than lace and the finely 
ca r ved stucco.  You 
run your hands over 
these noble materials 
with delight while the 
gentle gurgling of a 
fountain spreads calm 
all around. Continuing 
this atmosphere, the 
rooms and suites offer 
every possible modern 

com for t  a nd ca r r y 
the names of celestial 
bodies to bring you even 
closer to heaven. But 
rather than collapsing 
on the luxurious bed, 
let ’s  cont i nue ou r 
journey and explore 
the treasures of the spa. 
Your tension will melt 
away in the bubbling hot 
tub, the preamble to the 
traditional hammam. 
Amid the fragrances 
of  or ange blos som 

and eucalyptus, you 
surrender to ancestral 
treatments, all the more 
willingly given that the 
products used such as 
black soap and ghassoul, 
were made especially 
for the R iad Omri!  
Finally, in this sensorial 
journey, taste has not 
been forgotten because 
at breakfast you discover 
the thousand and one 
pleasures of traditional 
Moroccan cuisine. After 

a stay in this riad, we 
understand better why 
“Omri” is Arab for “my 
soul, my life”: indeed, 
you will wish you could 
stay in this oriental 
dream for ever!

Zaouia el abassia Kaâ el 
Machraâ, 17, 18 derb Haj 

el Mamoun Marrakech 
(Medina)

Phone: +212 524 44 10 44
riadomri.com
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After five years of hard work, the Peninsula has finally revealed 
its secret treasures! Two majestic Chinese lions guard the hotel 
entrance which leads directly into the traditional Peninsula  
lobby. There is a contemporary feel to this shrine to Belle 
Époque architecture, where a marble floor is matched with 
stylish mouldings and designer furniture. Don’t miss the famous 
Afternoon Tea, the ultimate reference to the company’s Hong 
Kong headquarters, or the Cantonese cuisine of the Lili, a menu 
of which the hotel is most proud. The establishment has six 
restaurants in all, including the “Oiseau Blanc”.  As well as the 
divine spa and enormous swimming pool, the cigar fumoir, with 
its exceptional view of the Eiffel Tower, also merits a mention. 

The Peninsula Paris - 19, avenue Kléber, 75116 Paris - France
+33 (0)1 58 12 28 88 - www.peninsula.com

Located right in the heart of the city, just a few steps from the Vieux Port, 
this five-star hotel is an ideal base for exploring Marseille and relaxing in 
complete tranquillity in the magnificent gardens overlooking the city.  
The establishment has retained the name Hôtel Dieu, harking back to 
its days as a hospital in the 18th century. The Mediterranean Sea is the  
running theme in this little corner of Paradise, in the décor, the atmosphere 
and the materials used. Michelin-starred Chef Lionel Levy oversees the two  
restaurants: the brasserie “Les Fenêtres” and the gourmet restaurant  
“Alcyone”. And to enjoy a special moment, alone or accompanied, step into 
the spa by Clarins: swimming pool, sauna, hammam and fitness room all 
shielded from view.

Intercontinental Hôtel-Dieu Marseille
1 place Daviel, 13002 Marseille - France

+ 33 (0)4 13 42 42 42 - marseille.intercontinental.com

Just a short walk from the Côte d’Azure city’s Palais des Festivals 
nestles a magnificent, five-star hotel, ideal for getting away from 
it all. Besides the beautiful contemporary rooms and suites, 
there is a Cinq Mondes and Carita spa of 250m2, and a gourmet 
restaurant that has just been awarded its first Michelin star. Chef 
Arnaud Tabarec has dreamed up a delicious menu combining 
fresh produce from the local market and spices from the five 
continents. Among the dishes is his divine truffle risotto. The 
greatest creativity award goes to young pastry chef, Jerome De 
Oliveira, “World Patisserie Champion”, who creates all the deserts 
at the Five Seas. It is hard not to be tempted by the “Eclosion” 
- a strawberry compote with Yuzu mousse and pistachio biscuit 
– simply delicious! More urban than its neighbours along the 
Croisette, the Five Seas is the trendiest address in Cannes. 

Five seas Hôtel Cannes - 1 rue Notre Dame, 04600 Cannes - France
+33 (0)4 63 36 05 05 - www.five-seas-hotel-cannes.com

By Maud MarjoletHotels
The Peninsula - Paris

InterContinental – Marseille

Five Seas - Cannes
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Ideally located in grounds in the heart of Megève with easy  
access to the ski lifts, Lodge Park is a real haven of peace.  
With trappers’ rackets on the walls, stag’s antlers used in the 
chandeliers and armchairs and tables made from Sequoia 
trunk, there is a warm and cosy atmosphere in this hotel which  
describes itself as a “trendy trapper retreat”. The 49 rooms blend 
authenticity with modernity and offer real cocoons for rechar-
ging your batteries after a day skiing. First the effort, then the 
pay off; the Beef Lodge is sure to delight meat lovers with its 
Dry Age rib of beef, Black Angus Texas Premium Rib-eye steak  
and the best cuts of lamb and veal. This is a menu begging to 
be tried. The new Pure Altitude spa welcomes you in a Nordic 
chic atmosphere complete with a swimming pool resembling a  
natural well and a Jacuzzi that bubbles like a mountain spring.

Lodge Park Megève - 100 rue d’Arly, 74120 Megève - France
+33 (0)4 50 93 05 03 - www.lodgepark.com

Point Yamu by COMO — the luxury resort located on Phuket’s unspoilt 
east coast – has been open barely a year and it is already receiving awards,  
the latest being for its architecture and villa development. Italian designer 
Paola Navone is largely responsible for the beauty of the villas and suites  
decorated in turquoises and oranges, many of which have their own, 10-metre 
long swimming pools. The complex’s dining options include traditional Thai 
and Italian cuisine while the COMO Shambhala Retreat offers a full range 
of holistic treatments for complete well-being beyond the traditional spa.  
All that and the stunning scenery of Phuket to boot. If it sounds like your 
idea of heaven then you are in luck – a number of the two and three-bedroo-
med villas at Point Yamo, located at the tip of Cape Yamu overlooking the 
Andaman Sea, are now available to buy.

Point Yamu by COMO
225 Moo 7, Paklok, Talang, Phuket 83110 - Thailand

+66 (0) 76 360100 - www.comohotels.com/pointyamu

The Maisons et Hotels Sibuet Company has taken over the  
legendary Hôtel des Dromonts almost 50 years after it first  
opened. The contemporary construction blends in perfectly 
with the landscape. The Sixties provide the central theme for 
the décor and a nod to the building’s architecture. The 28 rooms 
and six suites have been designed to provide skiers with a very 
comfortably feathered nest. There are two restaurants to choose 
from, Les Enfants Terribles UP for exclusive dining upstairs 
in cosy and intimate surroundings and Les Enfants Terribles 
DOWN for a slope-side meal in an unconventional, friendly 
environment. The Pure Altitude spa rounds off your relaxation, 
a multisensory, nature-orientated spa of water, wood, fire, stone 
and plants. An experience not to be missed.

40 Place des Dromonts, 74110 Avoriaz - France
+33 (0)4 56 44 57 00 - www.hoteldesdromonts.com

Lodge Park - Megève

Point Yamu by Como – Phuket 

Hôtel des Dromonts – Avoriaz

HotelsBy Laure Delvigo
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1.gIANLUCA SErrA - ELLIPTICAL WHITE TABLE/ AROUND 
THE RESIN
2.ANNE-PIErrE MALVAL - CLOUD ALCOVE MONACO GOLD
3.L’OBJET - CRâNE BIJOUX ET CENTRE DE TABLE CORAIL
4.PAOLO DE ANNA - DEDALO

5.ADAM rYL - EUNIQE 534
6.LODgE COLLECTION BY DAVID MANIEN - SNOW BALL 
ARMCHAIR
7.hENrI BUrSZTYN -  B612, LED LIGHTING SYSTEM
8.hENrI BUrSZTYN -  DECCG, LED LIGHTING MODULE

Digital words now allow us to design new systems for sharing sense experiences.
Wonderful design is giving shape to a kind, poetic way of thinking about 

everyday life, in which technologies seek to materialise the invisible. 

By Laure Delvigo
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1.ArTISANS @ rOTTEr gLAS - SCHOOL OF FISH
2.PAOLO DE ANNA - APOLLO
3.TZUrI gUETA - SCULPTURE ALGAE S
4.ENrICAgIOVINE - LIRIDE 001

5.ENrICAgIOVINE - PERSEIDE 0019
6.ANNA rABINOWICZ FOr ANNA NEW YOrK BY
rABLABS - AMOSTRA BOXES
7.STUDIO ELICA - SPINAE: “INTER SPINAS LILIUM”
8.ANDrI IOANNOU - PHOTOGENESIS
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Fusing the unique elegance of 
Milan with New York vintage style, 
designers Britt Moran and Emiliano 
Salci have joined forces for a project 
in Shanghai. From making furniture 
to residential projects, the pair - 
voted designers of the year 2014 by 
Scènes d’Intérieur - recreate the feel 
of a fantasy past where every place  
triggers a particular mood. It is a 
subtle mix of styles that appeals to 
interior design fans seeking more 
personal surroundings.

By Laure Delvigo

Emiliano Salci and Britt Moran learned 
their skills as art director and graphic 
designer working in family furniture busi-
nesses. But after a chance meeting about a 
Shanghai hotel project they decided to join 
forces. That was the beginning of a collabo-
ration that has continued under the name 
Dimore Studio.

Since then their presence has been noted 
at Hermès and AD Interiors on the scenog-
raphy, such as at the famous Public Hotel 

in Chicago designed by Ian Schrager or the 
Caffé Burlot from Costes in Interior Design. 

The creative work of this interior design 
firm is ideally suited to clients looking for 
a more sophisticated identity, those wish-
ing to stand out from the crowd by crossing 
boundaries momentarily en vogue.

By avoiding the use of superf luous or 
provocative shapes, the firm succeeds in 
creating a high-impact identity composed 
of simple and sophist icated signs, 
evoking faraway places or distant times, 
counterpoised between softness and rigidity, 
light and shadow. The ultimate objective 
is to help the client be truly distinctive, by 
providing an enduring identity that survives 
the ceaselessly changing market.

At Dimore Studio, the creative atmosphere 
is a quest for the harmonious coexistence 
of design, art, architecture and fashion to 
produce spaces that are warm, welcoming, 
functional and striking, with a truly unique 
personality.

Dimore Studio
Interior scenes Designer of the Year 2014

Completed projects
Scenography
Sugar boutique 2005/2013
Dantone boutique 2006
Flexform 2008/2013
Baseblu boutique 2008/2013
hermès 2011 5
ratti boutique 2011
Squat #1 2012
AD Interiors 2012 2
Bottega Veneta – Salone del Mobile 2012
Azucena Showroom in Milan 2013-11-19

Interior design
grand hotel, Milan 2007/in progress 3
Caruso restaurant, Milan 2010
Pump room – Public hotel, Chicago
Ian Schrager Company 2011 4
Caffé Burlot – Beaumarly group
Thierry Costes 2012
Private apartment Brera Milan 2012
Private apartment Saint germain 2012 7
Private apartment Solferino Milan 2013
Ceresio restaurant / 7 in Milan September 2013 6

VOUS AVEZ UN STYLE DE VIE EXIGEANT 
VOS VISITES SONT PONCTUELLES.

En confi ant la gestion de votre bien à CLIP IMMOBILIER, 
délivrez-vous de l’intendance administrative, 

technique et domestique.

CLIP IMMOBILIER vous offre un art de vivre «à la française».
Notre professionnalisme et notre expertise vous sont dédiés, 
ainsi vos absences ou séjours se déroulent en toute sérénité.

Retrouvez votre propriété prête à vous accueillir.

HOME FACILITIES
YOUR PERSONAL ASSISTANT.

By entrusting the management of your property, 
CLIP IMMOBILIER, deliver you the stewardship 

of all administrative, technical and domestic issues.

CLIP IMMOBILIER offers a lifestyle, a refi nement «à la française».
Our professionalism and expertise are dedicated to your absences.

Keep your stays unfold in serenity.

Find your property ready to welcome you.

VOS RÉALISATIONS SUR-MESURE
your lifestyle tailormade

WWW.CL I P - IMMOB I L I E R .COM
-

+33 (0 )4  50 53 95 13 -  con tac t@c l ip - immob i l i e r. com
Agence  Chamon i x -Mon t -B lanc  -  305 rue  Jo seph  Va l l o t

TRANSACTIONS - LOCATIONS - FACILITIES

Ouverture et mise en sommeil de votre chalet. 
Visites de surveillances (effraction, repérage).

Recherche de prestataires et personnel de maison, 
(architecte, artisan, chef cuisinier, gouvernante...)

Opening and Sleep cottage. 
Monitoring visits (burglary, tracking). 
Search providers and house staff, 

(architect, craftsman, chef, housekeeper...)
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While 85 % of weddings in the United 
States are organised by wedding planners, 
this practice remains relatively unknown in 
Europe. And yet as far back as the Renais-
sance there is mention of “High Masters 
of Ceremony” and later “Masters of Lesser 
Pleasures”.

The art of organisation is what Marion  
Godof excels at. After 10 years in financial 
analysis in Switzerland, she decided on a 
career change, opting for something she 
had already done for friends. She learned 
the tricks of the trade while living in the 
United States.

Marion’s international clientele is extreme-
ly broad and thus she manages marriages 
both secular and of various religions, with 
brides and grooms aged anywhere between 
30 and 70, intimate ceremonies on the 
banks of Lake Geneva or great feasts with 
several hundred guests on a beach on the 
other side of the world! A wedding planner 
adapts to all kinds of budgets and offers 
a range of formulas – from simple advice 

to complete organisation. The latter can  
require anything from 300 to 400 hours of 
preparation. 

And yet Marion does not take over from the 
happy couple. She is there to advise them 
and to ensure communication between 
the various service providers, from the  
hairdressers and make-up artists to the  
f lorists, the caterers and the thousand 
and one details a successful day demands.  
She defines the themes, particularly when 
it comes to colours, to ensure everything is 
subtly harmonised. Thanks to a very clear 
back-planning detailing the various stages 
of organisation, the bride and groom-to-
be are always kept informed. Ever ready to  
listen, Marion builds up close links with 
them but is always discreet – confidentiality 
is one of the keys to her success. 

In short – with Marion Godof you can wave 
goodbye to stress and tension!

www.mariongodof.com

Marion Godof
The art of weddings  

To make sure the most important day of your life 
does not become a source of stress and worry,  
why not call upon the services of a wedding planner? 
As professional as she is passionate about her work, 
Marion Godof is ready to be your Fairy Godmother 
and make all (or almost all) your dreams come true!  

By Nicolas Berger
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Cédric, what motivated 
you to start Waterfall 
Audio?

Audio has been my  
passion since the age of 
12, when I first built a 
driver, by dismantling my 
parents’ speaker system.  
As a student, I was asked 
by friends and friends 
of friends, to help in 
choosing audio systems.  
My biggest problem was 
in getting ladies to accept 

relinquishing part of 
their living room for big 
bulky traditional speak-
ers, so that was the first 
idea: create a speaker 
which would be great for 
the WAF (women accept-
ance factor) without 
compromising sound 
quality. And that was the 
motivation behind the 
founding of Waterfall.

One of the things that 
makes your speakers 

so unique is the use of 
glass. What made you 
decide to do that?

Glass is beautiful and 
easy to integrate into 
any interior, but it also 
has very good acoustic 
qualities. It is inert and 
very dense, therefore 
there are no unwanted 
vibrations with the case. 
However you then come 
up against a challenge: 
it is impossible to put 
damping material in a 
see-through box. That 
is why we developed and 
patented a system - the 
acoustic damping tube 
- to dampen the energy 
at the source. The result 
is a fine, pure and true 
sound.

Besides hi -f i , what 
other solutions can you 
offer home Cinema? 

We have developed 
many different prod-
ucts over the years and 
we have many Home cin-
ema solutions for living 
rooms with very small 
and f lat speakers that 
can be wall-mounted 
or in-wall, with a full 

range of subwoofers.  
Thi s  year we have 
launched a new range 
of traditional in-wall 
systems just for home 
cinema so that Waterfall 
can now be in every 
room. It is a bit like in 
a very good restaurant; 
you have various menus 
to fit various palates and 
appetites, but the Chef is 
the same and the quality 
shines throughout.

You r produc t s  a re 
the subject of several  
patents I believe.

Yes we have two main 
patents: the ADT tech-
nology to allow a driver 
to work in an undamped 
st r uct ure,  a nd t he 
Heatstream technology 
to allow a small satellite 
speaker to work at very 
high volume levels for a 
long period of time with-
out distortion 

Which is your personal 
favourite out of all your 
models and why?

It is hard to name a 
favourite as each model 
is suited to a situation 

and performs to the 
highest level, but it is 
true that in terms of 
looks and works of art my 
favourite speaker is the 
Niagara with its superb 
gla s s horn t weeter.  
The magic of its curves 
and the work on the glass 
is beyond words; it takes 
more than 40 hours to 
manufacture and this 
is without counting the 
work at the glass factory 
to achieve such preci-
sion, or the aluminium 
and leather work as well.

Your reputat ion now 
spreads beyond France. 
You are active in how 
many countries to date?

We have been export-
ing our products since 
the beginning and we 
are now established in 
more than 35 countries 
through a network of 
specialist distributors 
who all work with inte-
grators, architects and 
interior designers.

www.waterfallaudio.com

Since 1996, Waterfall Audio has been stunning 
high-end acoustic lovers. Emblematic of French 
know-how, the Provence-based company  
conjures up five star design and technology.  
We caught up with founder, Cédric Aubriot.

By Nicolas Berger

   Waterfall

Audio
The sound magicians
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Allen Jones RA First Step, 1966 ! - Oil on canvas, 92 x 92 cm - London, Collection Allen Jones - © Allen Jones Image courtesy of the artist
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The Royal Academy of Arts is holding the 
first major UK exhibition of the English artist 
Allen Jones since 1995, tracing the history of 
Pop Art from the 1960s to the present day. 

By Marie Signoret.

Anyone who has seen the celebrated cover 
of the British magazine Pop will remember 
Kate Moss encased in a bronze bodysuit 
created by the artist Allen Jones - a woman 
from the future, a strong woman in shining 
armour. Jones’ art has been challenging 
audiences since the 1960s when, alongside 
David Hockney, he came to symbolise British 

Pop Art. Some might say challenge, others 
would say shock, since his women as human 
furniture and general objectification of 
women has not always been to everyone’s 
taste. His work, which is both satirical and 
inventive, has become part of popular 
culture influencing both art and fashion.

Allen Jones
whizz, bang, pop!
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The first major Allen 
Jones exhibition in 
Britain since 1995

Comprising more than 80 works 
of art, which span the entire 
career of a man who could be 
considered one of the most 
influential living English artists 
from the 1960s to the present 
day, the exhibition features 
examples of all Jones’ work: 
paintings, sculpture, furniture, 
rarely-seen drawings and also 
new works created specially for 
this show.

The work is not displayed in 
chronological order, instead the 
layout of the exhibition aims to 
highlight the common themes 
and recurring images running 
through his work - an iconog-
raphy and a visual language 
inspired by American consumer 
culture, but also by Warhol and 
Lichtenstein. Because although 
Allen Jones was at the heart of 
British Pop Art in the 1960s 
at the Royal College of Art 
in London along with David 
Hockney, Derek Boshier, Peter 
Phillips and Ron Kitaj, he was 
also deeply inspired by his trav-
els in the United States. In New 
York he discovered the latest 
works by Roy Lichtenstein and 
Tom Wesselmann; and on the 
West Coast, Ed Ruscha and 
Mel Ramos, with this inf lu-
ence clearly visible in First Step 
(1966).

Vision of the world
The human form is at the heart 
of Pop Art and at the heart of 
Allen Jones’ work is the female 
figure. He has had a continual 
fascination with different depic-
tions of femininity in popular 
culture and the way men see 
women, ranging from the erotic 
to the glamorous. The Royal 
Academy Allen Jones exhibition 
showcases portraits of cultural 
icons, for example a portrait of 
Royal Ballet star Darcey Bussell 
and a new work he has done 

with Kate Moss, turning her 
into a futuristic warrior and a 
great muse, a living sculpture 
inhabiting Jones’ work. Other 
representations of the female 
form are more erotic and more 
controversial like his series of 
sculptures Hat Stand, table and 
chair (1969) - series and varia-
tion are important to Jones - in 
which furniture is made out 
of scantily-clad female manne-
quins; or more recent examples, 
Refrigerator and Light (2002), 
that are equally realistic, ironic 
and disturbing. In these pieces, 
Jones is making a comment on 
sexual energy and the eroti-
cised female body in modern 
society.

The exhibition at the Royal 
Academy traces Jones’ develop-
ment as an artist. The selection 
of paintings explores how the 
early inf luences of European 
abstract painting tradit ion 
seen in Hermaphrodite (1963), 
in which the male and female 
bodies are fused, gave way 
to the inf luence of Abstract 
Expressionism.

Jone has freely explored the 
inf luences of city life, trans-
port, advertising, and music, 
for example in his piece 2nd bus 
(1962), and frequently employs 
stor yboarding techniques 
to give his work a cinematic 
quality.

This exhibit ion will allow 
audiences to discover every 
aspect of this important but so 
often misunderstood artist.

Allen Jones RA

Until January 25 Saturday - 
Thursday 10am to 6pm and 

Friday 10am to 10pm

Royal Academy of Art, 
Burlington House,
Piccadilly, London.

www.royalacademy.org.uk

Allen Jones RA Interesting Journey, 1962 ! Oil on canvas, 61 x 51cm London, Private Collection © Allen Jones

Allen Jones Fascinating Rhythm, 1982-3 ! - Enamel on plywood 205 x 143 x 98 cm - Banbury, Private Collection
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Allen Jones RA Body Armour, 2013 - Photograph, 127 x 127 cm - London, Private Collection - Image courtesy of the artist - © Allen Jones
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Mention the idea of 
opening a British bakery 
in Paris and the words 
“coals” and “Newcastle” 
immediately spring to 
mind. And yet that is 
exactly what Carole and 
Philippe Tailleur decided 
to do a decade ago, open-
ing Bread & Roses on the 
rive gauche. And that was 
before the cupcake crazy 
caught on!

By Samantha King

Admittedly, the bakery/patis-
serie/tea room/deli is not 

100% Anglo-Saxon, but from 
the name over the door (an 
American political slogan from 
a century ago and the title of 
a 2000 Ken loach film) to the 
cooked breakfast and scones on 
the menu, the English accent is 
clear – and nothing has been 
lost in translation.

Bread & Roses proved such 
a success that in 2010 Carole 
and Philippe opened a new 
branch, this time Rive Droite, 
taking the formula a step  
further. While Rive Gauche on 
Rue Madame boasts a tea room 
and light snacks, Rive Droite on 

Rue Boissy d’Anglas includes 
a full restaurant and even a  
cocktail bar.

Open Monday-Saturday, it has 
quickly become a popular haunt 
in the French capital’s golden 
triangle, both with tourists 
and locals alike. Parisians have 
finally reconciled themselves 
to the idea of a cooked break-
fast it seems and delight in the 
wide variety of on offer. Later in 
the day clients can enjoy other 
great classics from London and 
New York such as a Ploughman’s 
Lunch, or a Club Sandwich. 
How about a toasted Pastrami 
sandwich or a broccoli and  
stilton quiche? And why not  
follow it with chocolate mud 
cake or the ultimate British 
dessert – sticky toffee pudding? 
As for the cheesecake, it is now 
legendary.

Of course, this is France so the 
fare includes local classics too 
such as Foie Gras and steak 
tartare while in the patisserie 
section, slices of carrot cake 
seem quite at home next to a 
millefeuille or a Paris-Brest.  
It is precisely this blend that 
appeals to many Bread & Roses 
regulars. And the quality – and 
that starts with the bread.

Bread & Roses has been 
baking its own in its ovens at 
the Rue Madame site since 
day one. The variety in itself 

is astounding and everything, 
from the basic baguette to the 
chestnut flour and walnut loaf, 
is made in the traditional way. 
Carole and Philippe take just 
as much care when sourcing 
ingredients for the kitchen.  
For example, in the Caesar’s 
Salad the chicken is organic 
and the Montecoppe Parmesan 
is aged for 30 months. The tea 
you drink with your scones 
is from American specialists, 
Harney & Sons. When it comes 
to enjoying a cocktail, you might 
like to nibble on a little Iberian 
ham from Monsalud, or José 
Peña’s sardines or the amazing 
anchovies from Zallo.

The company now counts 
three establishments in all (the 
original Rive Gauche bakery 
outgrew its premises so Carole 
and Philippe split the operation 
into a tea room and a sepa-
rate deli) plus kitchens in the 
13th arrondissement where the  
delicious pastries are made.  
A most cordiale entente indeed!
 

Bread & Roses, Rive droite
25 Rue Boissy d’anglas,

75008 Paris

+33 (0)147 424 000
www.breadandroses.fr

Having
their cake
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Sometimes the genes passed down 
through families are just so strong 
there is no getting away from them. 
Hélène Darroze is an example of 
just that, although you could say the 
Michelin-starred chef celebrated in 
both Paris and London tried. But 
even a degree from the Bordeaux 
Business School could not prevent 
her from ending up where she was 
always meant to be – in a kitchen.

By Samantha King

It is more than appropriate that the  
recipe book Hélène has just brought out is 
entitled Les recettes de mes grands-mères  
(my grandmothers’ recipes). For her 
culinary roots spread back not just four  
generations but through both her parents 
too. She inherited a love of great cooking 
using fresh, seasonal products and all the 
culinary traditions of the south west of 
France into North West Spain – an area 
encompassing Périgord the home of Foie 
Gras and Truffles and the Basque region 
with its rich love of seafood and spices.
The culinary instinct runs so deep that 
it was obvious to Alain Ducasse. In 1990, 
after graduating, Hélène joined the  
world-famous chef at his prestigious Louis 
XV restaurant in Monaco. After watch-
ing her in an office for three years it was 
Monsieur Ducasse himself who persuaded 
her her place was in the kitchen.
Since then Hélène has gone from strength 
to strength.  In 1995 she took over the her 
family’s Relais & Châteaux in Villeneuve-
de-Marsan, absorbing everything her 
ancestors had to teach her – in particular 
a respect for locally-grown quality produce 

and the importance of the seasons - and 
refining her culinary style.
But Hélène is also very much her own  
person which is why in 1999 she broke with 
family tradition and headed to Paris, more 
specifically to the Left Bank and the heart 
of Saint-Germain des Prés. The restaurant 
she opened at 4 rue d’Arras is now included 
in countless good food guides including the 
bible of them all, the Michelin guide.
In 2008 Hélène’s feet began to itch again. 
The legendary Connaught Hotel in 
London’s Mayfair was looking for a French 

chef to run its kitchens. As Hélène puts it:  
“It was love at first sight with the Connaught 
from the moment I stepped through the 
doors of the 5-star hotel which combines a 
stylised, modern and contemporary vision 
linking the present with tradition and the 
authenticity of timeless luxury.”
And that love has been reciprocated by 
the hotel and London diners; The Hélène 
Darroze at the Connaught restaurant now 
has two Michelin stars.
The menu she proposes is most striking 
for its simplicity – no lengthy speeches or 
poetic flights of fancy here. Instead Hélène 
tells you plainly and simply what is on offer 
and where it has come from. Each day, she 
selects the very best and freshest ingre-
dients from a network of suppliers she 
has spent a lifetime gathering, and cooks 
them with precision, honesty and passion.  
The resulting menu celebrates the tastes 
and textures of the most stunning individ-
ual produce, prepared in a way that allows 
each ingredient to shine. 
And shine they do, in the majest ic 
surroundings of the Connaught. The dishes 
are served on Ord’Azur platinum encrusted 
porcelain plates from Bernardaud, the wine 
poured into Mikado glasses from Baccarat 
and Hermès supplies the tea and coffee 
sets, making this truly a “London temple of 
French gastronomy”.
It is all go for Hélène at the moment.  
She already divides her time between Paris 
and London, ensuring the standards of  
quality she expects are maintained in both  
establishments. And now she is also set to be 
a judge on the next Top Chef programme 
in France, to be aired in autumn 2015. 

Hélène Darroze
Born to chef
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I f innate passions exist then the love 
of music must come top of the list, and 
Alexandre Billard is a prime example. 
 It is through the turntable that he expresses 
himself and so generously shares his  
passion with others.

His story began with a trip to the Caribbean 
where, just as a bottle thrown into the sea 
always carries a message, a DJ was born. 
With the stars of the night in his sights, 
Alexandre created a whole new musical 
sense; a vision of contemporary remixes 
with surprising party notes. It was literally 
music to finely-tuned ears and it is now in 
party capitals and the latest hot night spots 
that you will hear him at work.

Try Paris where he takes over the famous 
VIP Room and Matignon or Geneva at the 
turntables of  Baroque or the crazy Caves 
de Courchevel – his musical marathon 
never ends. The dance f loors of Pacha, 
Vita Baoli and the Imperial Lounge still 
talk about his nocturnal activities there.  
His compositions and singles Love is the Solution 
or Look Inside, to mention just two, are on  
everyone’s “favourites” playlist. 

2014 was the year of consecration for 
Alexandre who found himself catapulted 
into the super-chic party sphere of the 
elite. His very distinct style got him noticed 
and he now works with one of the greatest  
luxury labels in the world. Hav ing 
mixed for the LVMH Group during the 

Louis Vuitton and Christian Dior haute  
couture shows, he has begun a melodious 
and remarkable partnership with Chopard. 
First he was their official DJ at the 66th 
Cannes Film Festival and now he is their 
go-to DJ for all their soirées.

The promise of a night like no other takes 
Alexandre to the four corners of the globe. 

If you weren’t at the London Olympics,  
in Rio for the World Cup finals or at KU 
DE TA in Bali, then trust me, you will end 
up hearing of him, and possibly following 
him closely!

Hashtag #teaMBILLaRd
www.alexandrebillard.com

He has only just blown out the  
candles on his 30th birthday cake 
but Alexandre Billard is already  
being described as one of the great-
est revelations in music. In the back-
ground at private parties and select 
clubs around the world, he injects a 
profusion of pleasure and gets them 
on the dance floor like no-one else. 
Self-taught and highly original, 
to put it simply, he has the golden 
touch.

A close-up on a modern day artist.

By Fiona Esther

Alexandre

Billard
“The disc
whisperer”
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The famous Swiss watchmaker 
invited clients, suppliers and 
friends to  Terrace V at the Ge-
neva festival for the first live 
performance by American RnB 
singer Lutricia McNeal. It was 
in this festival atmosphere that 
guests could discover the latest 
designer timepieces by Franc 

Vila. It was also an opportunity 
to announce the FRANC VILA 
partnership with the former 
captain of the French national 
rugby team, Fabien PELOUS, 
the most capped French rugby 
player of all time (four Grand 
Slams - 118 games including 42 
as captain).

At a highly select party Talent 
Manager Christine Deroche 
turned the spot l ight on 
the latest works by the 
reknowned artist Chayan 
Khoi at the Evart Gallery 
in Geneva. Here are some 
photos from the event where 
collectors mingled with the  
in-crowd.

Franc Vila
Sponsor of the Terrace V
at the Geneva Festival

Christine
Deroche
Showcases Chayan Khoi in Geneva

Serge Aebischer, Lutricia McNeal

Fabien Pelous

Franc Vila, David Roy

Serge Aebischer, Alain Guillart,
Ricky Galliano, Arthur Kelaj Serge Aebischer, David RoyRicky Galliano, Lutricia McNeal

Isabelle Thomas (Frank Vila PR), 
Thomas Fontaine and a friend.

Maria, Fabien Pelous, Senad

Franc Vila, Lutricia McNeal, Jay Gullers

Christine Deroche 
Gregory Ayoun

(Blush Publishing Director)

Chayan Khoi, Gregory Ayoun

Elena Vyshnevskaya (Evartspace)

Chayan Khoi Christine Deroche
and guest 
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The New York Times International Luxury 
conference kicked off in Miami with 
presentations and talks from some of the 
world’s most important leaders in global 
luxury, technology and art.Hosted by The 
New York Times’s, the conference welcomed 
international delegates to hear from 
speakers including Francois-Henri Pinault, 
will.i.am, Stefano Pilati, Frida Giannini, 
Iris Apfel and Diane von Furstenberg.
The gathering continued into the evening 
with a celebratory gala at the Perez Art 
Museum.

© Gustavo Caballero

Miami 
The New York Times International 
Luxury Conference 

Jason Binn, Pauline Brown,
Fiorella Terenzi, and guest

Stephen Dunbar-Johnson

Jason Binn
and Christian Slate

Aaron Young (L) and Laure 
Hariard Dubreuil

Vanessa Riding (R) and 
Francesco Bonami

Jonathan and Elizabeth Roberts

Lottie Oakley

Andrew Sacks 
and Elizabeth Geary

Maria Hatzistefanis

Christian Slater (R)
and Brittany Lopez

Milene Sirotsky

Iris Apfel (L) and guest

Nadine Isabelle Baier (L)
and Dorothee Schumacher
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1
Whether it’s your angry 
boss, your lovely mother-
in-law or your nasty 
neighbours, people tend 
to take advantage of your 
kindness. Don’t let them 
walk all over you. Stand 
up for yourself. However, 
be careful not to alienate 
everyone, Mars is casting 
a shadow on your mood 
which could lead to an 
explosion of pent up 
dissatisfaction.

2
You seem to have the 
perfect life: your lover is 
waiting for you nice and 
cosy at home, your job is 
going well. But you need 
more than that. Go mad 
for a change: jet off for 
the weekend at the last 
moment, dye your hair 
green if you’ve always 
wanted to, buy that 

ridiculously over-priced 
pair of shoes…Enjoy life!

3
Life is not easy at the 
moment … you’ve put on 
three kilos, your cat has 
thrown up in your Prada 
handbag, your hair-
dresser has messed up 
your highlights? It’s one 
disaster after another. 
But just because you 
are Calamity Jane today 
doesn’t mean you’ll be 
Calamity Jane forever. 
Don’t take it too much to 
heart, laugh at yourself 
and try to see the funny 
side.

4
If you’ve been a bit 
withdrawn in the last 
few months, locked 
into the nine-to -f ive  
rout ine,  don’t  wa it 
another moment: get 

out your phone and start 
dialling your best girl-
friends. Too often we 
forget the importance 
of friendship. A greater 
self-awareness will allow 
you to open yourself to 
others and to happiness.

5
The promise of travel 
is in the stars, you will 
f ly to destinations near 
and far. Whether it’s a 
few miles from home or 
across time zones, it’ll 
shake up your old rou-
tine. Adventure awaits 
you!

6
Against all the odds, even 
though you love nothing 
more than spending the 
weekend in your pyjamas 
with a cup of tea in your 
hand, you are about to 
discover how addictive 

sport can be. Inspired 
by the challenge, some 
of you might even go so 
far as to run a marathon 
or do some other sport 
competitively. You will 
have energy to spare.  
Be careful not to wear 
out everyone around you 
- or give them something 
to pep them up.

7
Single people are going 
to meet that special  
person just when they 
least expect it. Those 
already in a relation-
ship will experience new  
happiness. You might get 
a nice surprise.

8
You are going to enter 
a zone of cosmic tur-
bulence - fasten your 
seatbelt … Those in a 
long-term relationship 

will question their com-
mitment - is this love or 
a habit? Those who are 
single will want to do 
something revolution-
ary, whether it’s moving 
to Japan or cutt ing 
their hair in a boyish 
style. Weigh things up  
carefully before taking 
any big decisions.

9
Your efforts will finally 
start to pay off at work: 
promotion and praise 
from your boss await.  
Your love life, however, 
will not be a bed of 
roses. Fleeting fancies 
for singles, relationship 
difficulties for others. 
Hold tight. Invest in a 
good eye cream.

A top tip for banishing bad vibes
It feels like fate has got it in for you, the sort of things that should 
only happen once in a blue moon keep happening with worry-
ing regularity - things like getting your heel stuck in the grate of 
the subway in Paris, the kind of thing that only Marilyn Monroe 
could make glamorous. Resist the urge to be fatalistic by focussing 

on the spiritual eye and you’ll find your luck will start to change.   
The spiritual eye has the power to drive out bad vibes and negative 
energy. And if you always have it with you it will reassure you every 
day -  or at least through the stress of negotiating the subway in  
stilettos!                                        creation by Hélia for or net, on-net@hotmail.fr

Numerology
847104585637283746938376823
1 9 2 8 6 4 6 5 3 6 2 9 1 0 2 3 8 A 5 4 3 6 3 9 2 8 3 7

19286465362910238A5436392837

726392849254992469750875746320128755293650295174

Instructions
To work out your number, you simply need to add up the day, month 
and year of your birth until you come to a number between 1 and 9. 
For example: Marilyn Monroe was born on the first of June, 1926. 

That gives us 1+6+1+9+2+6=25, and then 2+5=7
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VIVE ELLE
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of beauty and a tribute to the joie 
de vivre of the 1920s.

14_1482_BUC_Ins_Blush.indd   1 25.11.14   09:19


