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D
ubai Expo 2020, with its opening on October 2020 is truly something that 
the whole world is waiting for. 

135 countries participating in an event that has been planned for years in 
advance. Structures built that world has not seen by now, programs that will 
be admired and celebrated. Performances that will be beyond imagination. 

It is something that I can hardly wait to happen.

What UAE has accomplished is to be admired. To have all what we see and experience built out 
of nothing is most likely never gonna be repeated. I’m fascinated by the courage of leaders and 
their vision and I salute them for it. 

City of dreams where dreams can be lived every day. 

All the best Dubai, I hope you never seize to amaze us. 

Dr. Kate Lovsin
Editor-in-Chief
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Expo 2020 Dubai

A world of entertainment, culture, technology, cuisine and 
more will come together at Expo 2020 Dubai, as nations 
from every corner of the globe gather in the UAE for an 
unforgettable 173-day celebration. Expo 2020 Dubai will be 
the first World Expo held in the Middle East, Africa and South 
Asia region. It will also be the largest event ever staged in 
the Arab world, welcoming 192 participating nations and 25 
million visits from 20 October 2020 to 10 April 2021.
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T
he UAE Pavilion will be a major 
draw for visitors. The landmark 
structure, Expo 2020’s largest 
pavilion at 15,000 sqm, will 
resemble a falcon in flight 
with moving hydraulic ‘wings’. 

It will explore the incredible story of the UAE 

– located according to its chosen subtheme 
rather than global geography – to creatively 
showcase the best of its culture, innovations 
and ideas. In addition to the country pavilions, 
there are multiple Multilaterals, Academia, 
Global Initiatives, NGOs and Partner pavilions 
which will also bring life to the site.

from its ancient role as a crossroads between 
east and west, to its current status as a dynamic 
global hub, and the networks linking the nation 
to the world today through collaboration and 
knowledge exchange.   
For the first time in World Expo history, every 
participating country will have its own pavilion 

At Expo 2020, visitors will be able to travel the 
world without leaving the site. A day’s journey 
could include an adventure under the sea at the 
Norway Pavilion, an eye-opening look at Maori 
culture at the New Zealand Pavilion, a relaxing 
town square coffee in the Spain Pavilion and a 
frankincense-inspired trip to the Oman Pavilion. 



Referencing the historic name for Dubai, Al 
Wasl Plaza will be the iconic centrepiece of 
Expo 2020 – hosting major ceremonies and 
celebrations during and after the event. The 
venue will be instantly recognisable by its steel 
trellis dome, which will act as an immersive 
360-degree projection surface.

Expo 2020 will explore the theme of ‘Connecting 
Minds, Creating the Future’ and the subthemes 
of Opportunity, Mobility and Sustainability. 
Each subtheme will have its own pavilion.
The interactive Opportunity Pavilion will inspire 
visitors to play a role in human development 
through the actions they take. The Mobility 
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Pavilion, meanwhile, will look at the past, 
present and future of movement – from 
the historical giants of mobility to the UAE’s 
upcoming Mission to Mars. 
Visitors to ‘Terra’ - the Sustainability Pavilion 
will enjoy an enchanting story of humankind’s 
relationship with nature, and whilst learning 

about the impact we have on the Earth. The 
experience will involve journeys through forests 
and oceans as well as a meeting with Gnasher, 
a giant machine of consumption, with the goal 
of both shocking and inspiring us to better 
preserve the world for future generations.  
Expo 2020 will also focus on fun. A jam-packed 

programme of entertainment will include more 
than 60 live shows a day, world-renowned 
chefs, digital theatre productions, poetry slams, 
fashion shows, F&B outlets, thought-provoking 
discussions, special celebrations from Diwali 
to Chinese New Year, mindfulness sessions, 
extreme sports and everything in between. 

The next World Expo will also provide a 
unique opportunity for people from diverse 
backgrounds to meet, create friendships, forge 
partnerships and build a brighter tomorrow. 

www.expo2020dubai.com
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Chopard’s vision towards sustainability 

HE Sara Madani

sustainable
JOURNEY TO 
LUXURY
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The luxury jewellery and watch Maison, Chopard, 
owned and run by the Scheufele family was founded 
in 1860. The Scheufele family have always had 
responsibility and ethics as an important part of their 
family philosophy. Naturally, they have always put 
sustainability at the heart of the values of Chopard. 
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M
ore than 30 years 
ago, the family 
had the vision and 
determination to 
develop vertically 
integrated in-house 

production, and to invest in mastering high 
quality craftsmanship, from creating a rare 
in-house gold foundry in 1978, to nurturing 
the skills of high jewellery artisans and expert 
watchmakers. This meant that Chopard 
was able to manage all the processes from 
manufacturing to final product.
Since then Chopard has continued with its 
commitment to sustainability. 
- Chopard has been a certified member of 
the Responsible Jewellery Council since 2012, 
having joined in 2010. 
- In 2013 Chopard, in partnership with Eco-Age, 
launched The Journey to Sustainable Luxury, 

looking at its key impacts and improving 
sourcing and production processes to create 
a more responsible supply chain, from mine to 
the product. As part of The Journey, Chopard 
has worked with key partners to responsibly 
sourced gold and to feature responsibly sourced 
emeralds, the first traceable and sustainably 
sourced opals from a family-owned mine in 
remote Australia and RJC certified diamonds in 
high jewellery collections. 
Caroline Scheufele, Artistic Director and Co-
President of Chopard said: “Since the launch 
of The Journey to Sustainable Luxury, we have 
been improving the sustainability performance 
of our production processes, building 
responsible supply chains, and playing our part 
to catalyse positive change for the communities 
and people touched by our business and 
products”. 
Today, Chopard continues its commitment 
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to The Journey - always striving to improve 
sourcing and production processes to create 
a more responsible supply chain - “It is not an 
easy Journey, but it is the right one” (Caroline 
Scheufele). 
The fourth generation of the Scheufele family 
runs the Maison today. Each generation 
makes its own contribution and passes on to 
its descendants. For the Scheufele family the 
most important duty is to sustain this legacy 
over time and generations, which is why the 
family continues to invest in research and 
development.
One of the goals of The Journey is to create 
sustainable supply chains, including the 
sourcing of gold, emeralds, opals and more. 
As part of The Journey, they continually review 
their supply chains to ensure the procurement 
of responsibly-sourced stones. Towards this 
end, and in light of the escalating Rohingya 

crisis in Burma, Chopard has taken the decision 
to cease sourcing Burmese gemstones with 
immediate effect as from 2017. Chopard takes 
its commitment to the highest standards of 
ethical sourcing very seriously and will continue 
to monitor the situation in Burma to help ensure 
that its principles are not compromised, now or 
in the future.
As part of the philanthropic approach of the 
Scheufele family, Chopard supports, and have 
helped to launch, environmental and social 
NGO’s, charities and organisations across 
the globe, including The Elton John AIDS 
Foundation, The Prince’s Trust and WWF. Today, 
the Maison actively supports the José Carreras 
Leukaemia Foundation, the Happy Hearts 
Foundation and Centerpoint. 

www.chopard.com
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opportunity,
MOBILITY,
SUSTAINABILITY

Emirates Pavillion Expo Dubai

Emirates, Premier Partner and the Official Airline 
of Expo 2020 Dubai, unveiled the design and 
visitor experience concepts of its ultramodern 
pavilion for the 6 month mega-event. The Emirates 
Pavilion’s design and visitor experience will utilise 
interactive technologies and design-thinking 
focusing on the future of commercial aviation. 
Emirates has already broken ground on the 
pavilion and construction began in March 2019.
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H
is Highness Sheikh Ahmed 
bin Saeed Al Maktoum, 
Chairman and Chief 
Executive, Emirates Airline 
& Group said: “We are 
incredibly proud to unveil 

the first details of the Emirates Pavilion, which 
celebrates the themes of Expo 2020 Dubai. The 
aim for our pavilion is very much in line with that 
of Expo 2020 Dubai, to stimulate connections, 
create experiences and foster creativity and 
innovation, inspiring a commitment for a 
better future. The forward-thinking experiences 
will highlight the best that is yet to come in 
aviation, and will be a platform to showcase 
how important mobility is for the world today 
and in the future.
“Emirates and the wider transportation 
ecosystem here in the UAE will play a key 
role in providing connectivity for a successful 
Expo 2020, and the economic impact of the 
transport, hospitality and tourism sector will 
contribute AED 16.4 billion to the UAE economy, 
underscoring the vital role these industries play 
in generating economic value by bringing 
people together and breaking down barriers.” 
Guided by the three themes of Expo 2020 
Dubai: mobility, opportunity and sustainability, 
the Emirates Pavilion was designed to reflect 
the dynamic lines of aircraft wings ready to 
take flight. The 26 slanted architectural fins that 
cover the entirety of the pavilion will hold over 
800 metres of LED lights to create multi-sensory 
effects and movement across the structure, 
showcased by lightshows during every night 
of Expo. The latest fabrication technologies, 
building techniques and sustainable design 
elements will be used such as integrated 
solar arrays, sustainable off-site construction, 
responsive solar shading and a verdant 
landscape on both the inside and outside of 
the Emirates Pavilion.
The 3,300sqm three-storey multi-function 
structure will be located in close proximity to 
the UAE Pavilion and within walking distance of 
the Al Wasl Pavilion, the epicentre of the Expo 
2020 Dubai site.  The Emirates Pavilion will have 
the capacity to welcome more than 56,000 
visitors per month during Expo 2020 Dubai. 
Finally, visitors will be challenged to create 
and configure their ideal aircraft of the future, 
combining selected technologies and personal 
preferences for choices of wing, fuselage, 
engine, and other elements to help them 
define their own experience. 

www.emirates.com
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Chopard Ethical Gold

is a
SUSTAINABILITY

CORE VALUE

Chopard leads the watch and jewellery industry with a major and 
unique announcement: by July 2018, Chopard will use 100% 
Ethical Gold in its jewellery and watch creations. As a family run 
business, sustainability has always been a core value, and today 
sees the culmination of a vision started more than 30 years ago.
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L
ong term supporters and friends 
of Chopard; Colin and Livia 
Firth, Julianne Moore, models 
and activists Arizona Muse and 
Noella Coursaris and Chinese 
singer Roy Wang came to 

champion the gold landmark announcement, 

made by Chopard Co-Presidents Caroline and 
Karl-Friedrich Scheufele, in front of a packed 
audience at Baselworld Watch and Jewellery 
Fair in 2018. Speaking at the event, the Co-
Presidents outlined how they were able to 
achieve this milestone. 



Chopard Ethical Gold
Chopard defines “Ethical Gold” as gold acquired 
from responsible sources, verified as having 
met international best practice environmental 
and social standards.
From July, 2018 Chopard gold will be responsibly 
sourced from one of two traceable routes:
1. Artisanal freshly mined gold from small-scale 
mines participating in the Swiss Better Gold 
Association (SBGA), Fairmined and Fairtrade 
schemes.
2. RJC Chain of Custody gold, through Chopard’s 
partnership with RJC-certified refineries.

market. Today Chopard is the largest buyer of 
Fairmined gold. “It is a bold commitment, but 
one that we must pursue if we are to make a 
difference to the lives of people who make our 
business possible.”
 “We have been able to achieve this because 
more than 30 years ago, we developed a 
vertically integrated in house production, and 
invested in mastering all crafts internally, from 
creating a rare in-house gold foundry as early 
as 1978, to the skills of high jewellery artisans 
and expert watchmakers.” Chopard watches 
and jewellery are beautifully crafted in-house, 
this means the Maison is in the unique postion 
to be able to guarantee control of all processes; 
from manufacturing to final product, therefore 
controlling the gold used in its products.
Continuing the conversation Caroline 
Scheufele, Co-President and Creative Director 
of Chopard said: “As a family run business, ethics 
have always been an important part of our 
family philosophy. Naturally, we have always 
put ethics at the heart of the values of Chopard. 
“True luxury comes only when you know the 
handprint of your supply chain and I am very 
proud of our gold sourcing programme. As 
Creative Director of the brand, I am so proud to 
share the stories behind each beautiful piece to 
our customers and know they will wear these 
stories with pride”. 
As part of Chopard’s commitment to ethical 
gold, new High Jewellery Green Carpet 
Collection pieces presented at Baselworld are 
exclusively made from Fairmined gold, as well 

In order to further increase its contribution in 
artisanal gold miners’ improvement initiatives 
and therefore contribute to a further growth of 
volumes of ethically extracted gold, Chopard 
joined SBGA (Swiss Better Gold Association) 
in 2017. Speaking at the press conference Karl 
Friedrich Scheufele, Co-President of Chopard 
said: ”We are incredibly proud of being able to 
say that from July 2018 all of our gold will be 
purchased from responsible sources”.  Chopard’s 
vision is to increase, as much as it possibly can, 
the proportion of artisanal gold the Maison 
buys as it becomes more available on the 

as the High Horlogery L.U.C Full Strike watch 
and the Happy Palm watch.
In 2013 Chopard took the long term decision 
to directly invest in artisanal gold, to bring 
more artisanal gold to the market. By 
providing financial and technical resources in 
partnership with the Alliance for Responsible 
Mining, Chopard were directly responsible 
for a number of small scale mines achieveing 
Fairmined certification. This then allows the 
small scale mining communities to sell their 
gold at a premium price whilst ensuring mining 
is undertaken in line with strict environmental 
and social conditions.  Chopard also helped 
establish new trade routes from the mines 
they source from in South America, bringing 
traceable products into Europe and providing 
further financial income into local communities.
Today, Chopard is proud to announce that 
the Maison has joined forces with ARM to 
support and enable a new artisanal mine to 
reach Fairmined certification - CASMA, located 
in Ancash (Peru) – which will provide training, 
social welfare and environmental support. To 
date, several mines in Latin America including 
Cooperativa Multiactiva Agrominera de Iquira 
and Coodmilla Mining Cooperative in Colombia 
have now achieved Fairmined certification 
through Chopard’s direct support. By investing 
alongside ARM in the formalization of mining 
organisations and their communities Chopard 
creates hope for these forgotten communities 
on the margins of society and helping them to 
make a legitimate and dignified living.
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The UN Global Goals: Chopard’s next step
This announcement also marked the next 
phase of Chopard’s sustainability programme 
- The Journey to Sustainable Luxury – as the 
luxury watch and jewellery house unveiled its 
alignment with the UN Global Goals.
As a responsible company, Chopard wanted 
to go above and beyond compliance and 
measure how the Maison can contribute to 
the achievement of the ambitious and much 
needed UN Global Goals; including contributing 
to decent work, reduced inequality and 
responsible resource consumption.  
Speaking about the importance of business 
commitments to achieve the UN Global Goals, 
Livia Firth said: “Today, thanks to The Global 
Goals, we have a 17 point plan laying out social 
and natural capital goals – and no one should 
be exempt from these. Connecting citizens with 
what has been called one of the most critical 

initiatives of our times is absolutely essential 
and exciting, if we wish to see a path to a more 
sustainable and just future. It is exciting to have 
Chopard share this vision and at Eco-Age we 
look forward to working with them to achieve 
this”.
Following the announcement, a panel was 
hosted by Imran Amed, Founder and Editor in 
Chief of Business of Fashion, the panel, including 
Livia Firth, Pamela Gillies, Cherie Blair, Philippe 
Fornier and Lene Wendland, discussed how 
by aligning with The Global Goals, businesses 
can help future-proof themselves, create value 
throughout their supply chains and quantifiably 
demonstrate how they are helping contribute 
towards the 2030 aims, for a better world. 

www.chopard.com
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Yas Marina

formula 1
WORLD PREMIERE

EVENT

For another year running, Yas Marina has a full house for this 
year’s Formula 1 Etihad Airways Abu Dhabi Grand Prix, Abu 
Dhabi’s biggest and most glamorous social and sporting 
event taking place end of November, with activities and 
entertainment options both onshore and offshore.
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Yas Island’s vision is to become among the top 
10 global recreational destinations with a total 

investment of AED 20 billion!

- H.H. Sheikh Mohammed bin Zayed Al Nahyan

‘‘ ‘‘



Y
as Marina Circuit is the idea 
and master work of two 
brilliant personalities: H.H. 
Sheikh Mohammed bin Zayed 
Al Nahyan, the Crown Prince 
of Abu Dhabi and Bernie 

Ecclestone, the F1 legend. Yas Marina is the 
United Arab Emirates’ most exciting sporting 
and entertainment multi-purpose venue. 
Located on Yas Island, Abu Dhabi, the circuit is 
home to the annual Formula 1 grand prix and 
much more. It is not only the region’s most 
technologically advanced facility but also the 
most technologically-advanced Formula 1 

circuit in the world and a home for motorsports 
in the Middle East. Yas Marina Circuit has 
hosted such events as FIA GTI, Australian 
V8’s, NHRA Yas Drag Festival, GP2, Abu Dhabi 
Rally, Ferrari Finali Mondeli and Formula Drift, 
bringing international racing to this world 
class facility. Yas Island is also Abu Dhabi’s main 
entertainment destination, featuring a marina, 
beach, waterpark, golf course, shopping mall, 
nightclub, Ferrari World Abu Dhabi and the 
region’s largest open-air event facility.

www.yasmarina.ae 

The most prominent guest at this year’s F1 final is Mr. Bram Schot, chairman of AUDI AG.
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The Paraiba tourmaline

sourced
RESPONSIBLY
GEMSTONE

After announcing at Baselworld 2018 its commitment to 
use 100% ethical gold for its watch and jewellery pieces as 
of July 2018, Chopard continues to drive the luxury jewellery 
industry forward as it launches its first responsibly sourced 
Paraiba tourmaline in its Green Carpet Collection.

FASHION AVENUE     39

J
E

W
E

L
L

E
R

Y

38     FASHION AVENUE



A
s part of the Journey to 
Sustainable Luxury, the gem 
demonstrates Chopard’s 
ongoing commitment to the 
long and difficult process of 
bringing responsibly sourced 

materials to its collections.
All the stages of the supply chain, from the 
Mavuco mine in Mozambique to Chopard’s 
workshops in Geneva have been assessed 
against the GCC criteria by Eco-Age which cover 
environmental impacts as well as assessment of 
labour and human rights management in line 
with Chopard’s Code of Conduct.  The stone 
has been traced through each stage with 
supporting documentation back to the mine of 
origin.
Academy Award winning actress Julianne 
Moore joined Caroline Scheufele in designing 
the first creation of this capsule collection 
which was unveiled during the Cannes Film 
Festival 2018.
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The Paraiba tourmaline joins the Green 
Carpet Collection
Chopard announced the next milestone in its 
Journey to Sustainable Luxury, as it unveiled 
a beautiful new addition to its Green Carpet 
Collection - an exquisite necklace, showcasing 
a beautiful and rare neon blue-green Paraiba 
tourmaline. This more than 34-carat gemstone 
was responsibly sourced from a mine in the 

responsible materials to its collections. To 
date Chopard has worked with Aurora Opals, 
Gemfields Emeralds and diamonds from RJC 
certified suppliers. 
Eco-Age - experts in sustainable mining 
practices and Chopard’s partner in developing 
the Journey to Sustainable Luxury - used its 
GCC Principles of Sustainable Excellence to 
assess every stage of the supply chain from 

Mavuco-Chalaua region of Mozambique, which 
was assessed against Eco-Age’s Green Carpet 
Challenge (GCC) Principles of Sustainable 
Excellence and the Chopard Supplier Code 
of Conduct covering governance, social 
welfare and environmental protection. This 
new announcement is the latest in Chopard’s 
raw materials programme which has seen 
the Maison constantly work to introduce 

the original mining site in Mozambique, to 
Chopard’s workshops in Geneva. The GCC 
Criteria covers aspects such as environmental 
impacts as well as assessment of labour and 
human rights management.

www.chopard.com
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Walter Wolf Line

HE Sara Madani

luxury
DISCREET
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C
reating a new respect for 
style is the core message of 
the new Walter Wolf men’s 
collections. A suit is not 
only for protection against 
the elements, but acts as 

a form of personal identification. This is why 
Wolf’s new lines are the obvious choice for the 
discerning gentleman who chooses to indicate 
his intelligence through his choice of clothes. 
The new collections are imbued with Walter 

Wolf’s identity and are at the same time heavily 
focused on lifestyle. Discreet luxury is the term 
which best describes these new clothing articles, 
while top notch quality is reflected in carefully 
outlined silhouettes – elegant jackets are 
contrasted by pants of softer forms. Authentic 
luxury can be identified in the fabulous fabrics, 
which perfectly correspond to the seasons they 
were designed for. The colour pallet is plentiful, 
from elegant greys and blacks, to more lively, 
youthful and relaxed choices. Dressed in Walter 
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Wolf a gentleman feels confident, important 
and always comfortable.
The Walter Wolf line, foremostly known after 
its cigarettes, is a brand which developed from 
success in motorsports, especially in Formula 
1. The collection contains items made from 
fine materials, highest quality and trendy 
cuts – special work from the Wolf creative 
team, which prides itself on modernity as 
much as on classical comfortableness and 
casualness. Recognisable for its quality 
craftsmanship, the line is also famous for its 
designer accessories. Warm, spring-summer 
colours are combined with the trademark 
blue hue of this prestigious brand.
The world over, one can purchase absolutely 
everything for the perspicacious gentleman 
looking for the Wolf logo – a true sign of 
excellence. This sporty, elegant brand carries 
colourful shirts, cuff-links as well as silk ties, 
scarfs and much more. For the summer 
collection Wolf’s designers have prepared 
various leather goods such as bags and 
shoes in warm, season appropriate hues. As 
always, great attention has been devoted to 
the smallest details.
Walter Wolf’s unique collection is designed 
for the man of the future, who recognises 
quality and style. Why not give it a shot and 
dress elegantly in Wolf’s style!

Mat Tom
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Green Carpet Collection Bag by Chloë Sevigny

luxury
CHOPARD’S
ACCESSORIES
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Academy Award-nominated and Golden Globe-
winning actress, director and celebrated fashion 
muse Chloë Sevigny has collaborated with Chopard 
to design and launch a Green Carpet Collection 
(GCC) bag with a sustainable story. 



C
hopard, known for being 
the first luxury jewellery and 
watch Maison to create a 
100% ethical gold supply 
chain, announced in Cannes 
its commitment to expand 

The Journey to Sustainable Luxury to include 
its luxury accessories collection - starting with 
sustainably sourced leather. 
“Chloë is a global style icon”, says Caroline 
Scheufele, Co-President and Artistic Director of 
Chopard. “When I heard that Chloe also has a 
real interest for sustainability, I knew she would 
be the perfect person to collaborate with to 
design a special bag for Chopard. True luxury is 
knowing the story behind the pieces we wear, 
and I am thrilled that Chloë shares this mindset 
and has joined us on our Journey to Sustainable 
Luxury”. 
As the leading ‘Red Carpet Jeweller’ all over the 
world, this special Chopard bag is the perfect 
accessory to complement a show-stopping 
outfit. 
The playful geometric bag is inspired by iconic 
images of the 1940’s combined with Chloë and 
Caroline’s lively and fresh outlook. Sustainability 
is at the very heart of the design and the bag 
is made from responsibly sourced and fully-
traceable leather. Traceability in the leather 
industry is often a challenge due to the varied 
locations and processes involved in the leather 
supply chain.  For this reason, Chopard worked 
extensively on traceability and collaborated 
with its suppliers to ensure that each step 
of the process met The Eco-Age Principles 
for Sustainable Excellence. This included the 
tannery to guarantee a robust environmental 
management system to ensure all processes, 
including water, waste and energy were 
responsibly managed.
“I love collaborating with brands who aren’t 
afraid to do things differently”, says Chloë 
Sevigny. “The jewellery industry is known for 
its environmental and social challenges, but 
Chopard is committed to doing business in a 
better way and has proven that it can be done. 
I was inspired by all of their incredible work as 
part of The Journey to Sustainable Luxury and 
my design actually came from the theme of 
LOVE- for people and planet. I hope the bag that 
we have created is embraced and cherished for 
years to come”.  

www.chopard.com
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RESORT BRAND THAT EMPOWERS

Antoninias is an ethical, sustainable and luxurious resort brand 
that embraces the essence of the powerful woman, her purpose 
to be different, unique and special. All of our exclusive pieces are 
made in limited edition and our multi-wear garment approach 
supports the idea of an ever-shifting, fashion conscious swimsuit.

www.antoninias.com

@antoninias



most prestigiousFILM-MAKING’S 
TROPHY
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The Palme d’or

The immutable symbol of the Cannes Film Festival, 
the Palme d’or, which is awarded to the best film of 
the official competition every year, was reinvented in 
1998 by Caroline Scheufele, whose passion for film-
making has always shone brightly in the Chopard 
firmament. Both embodying absolute glamour, the 
Cannes Film Festival and Maison Chopard have 
remained closely linked ever since, reinforcing their 
unfailing bond over the years. This year, in addition 
to the Palme d’or for the best feature film and the 
one for the best short film – both made in ethical 
‘Fairmined’ certified gold – the Maison’s workshops 
will produce rock crystals engraved with a palm 
branch for all the other awards.
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C
hopard, the Red Carpet 
Jeweller since 1998
In 1997, as the festival 
was marking its 50th 
anniversary, Caroline 
Scheufele, Co-President 

and artistic director of Chopard, met Pierre 
Viot, then director of the Cannes International 
Film Festival, who suggested that she 
redesign the Palme for the following year. This 
marked the start of the enduring love story 
between the famous Maison and the world’s 
largest film festival. Enchanted by the idea of 
reinterpreting the prestigious trophy, Caroline 
Scheufele set about the task with all her heart 
and creativity, picking up the palm motif in 
reference to the palm trees lining La Croisette, 
as well as to the proud and victorious palm 
branch appearing on the city of Cannes’ 
coat-of-arms evoking the famous legend 
of Saint Honorat. In the latter, a palm tree is 
said to have been climbed by Saint Honorat, 
the monk who founded the Abbey on one 
of the Lérins islands near Cannes, to avoid 
being swept away by waves while the sea – 
in response to his prayer – was clearing the 
island of the snakes that infested it.



A unique Palme
Giving free rein to her romantic sensibility, 
inspired by the spirit of luxury, glamour and 
voluptuousness of the French Riviera, Caroline 
Scheufele designed a new Palme that is light, 
dynamic and precious. The base of its stem 
symbolically formed a small heart, the favourite 
emblem of Chopard, the Artisan of emotions. 
She sketched 19 tiny leaves swaying gently 
as if caressed by a sea breeze. This veritable 
treasure featuring 118 grams of 18-carat 
ethical ‘Fairmined’ certified yellow gold rests 
majestically on a rock crystal cushion shaped 
like an emerald-cut diamond. The impurities 
within the natural material of the gemstone 
make each rock crystal unique, meaning 
there are never two identical Palmes d’or. No 
less than 40 hours of work performed by five 
Chopard Artisans are required to hand-craft this 

most coveted award of any festival with infinite 
delicacy: a Holy Grail for filmmakers worldwide, 
and now a lasting symbol of the Maison’s 
commitment to sustainable luxury.
Once again this year, the ateliers of the Maison 
Chopard are producing all the trophies awarded 
during the unmissable and emotionally intense 
closing ceremony: in addition to the Palme d’or 
and the one for the best short film, rock crystals 
engraved with a palme and each featuring their 
own singular characteristics will be awarded to 
the winners of the Best Actor and Best Actress 
Prizes, the Grand Prix, the Best Director Prize, 
the Best Screenplay Prize and the Jury Prize. A 
classic example of when aesthetics meet ethics 
and uniqueness…

www.chopard.com
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Formula 1 2019
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Formula 1 welcomed Expo 2020 Dubai, the next 
World Expo, as an Official Sponsor with a 14-month 
association that will run from the climax of the 2019 
season and throughout next year’s race calendar.
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E
xpo 2020 will be the largest event ever 
staged in the Arab World. The sub-
themes of Expo 2020 are Opportunity, 
Mobility and Sustainability, which are 
also topics that Formula 1 has a deep 
interest in. Formula 1 is a global sport 

and has a wide-reaching fan base – the perfect stage 
to showcase the first World Expo in the Middle East, 
Africa and South Asia region. The association is seen 
as an ideal fit, combining the World’s Greatest Show 
of human brilliance and achievement and the greatest 
racing spectacle in global sport.
With Mercedes duo Lewis Hamilton and Valtteri Bottas 
confirmed in the top two spots the battle to finish third 
will go down to the final race of the season, the Abu 
Dhabi Grand Prix at Yas Marina Circuit on Sunday 1 
December.
Lewis Hamilton has dominated the 2019 Formula 1 
season After his sixth world title there can be no doubt 
the Mercedes driver is one of the greatest ever. Max 
Verstappen has moved up to third place in the 2019 
Formula 1 drivers’ championship following his victory at 
the Brazilian Grand Prix on 17 November. 
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Red Bull star Verstappen drove superbly to 
claim pole position at Interlagos before going 
on to win his third grand prix of the season. 
Ferrari’s opening half to the 2019 season was 
rich in disappointment, as it failed to take a 
single race victory.
However, it offered its rivals more of a challenge 
following the return after the summer break, 
with Leclerc affirming that the team can carry 
the momentum into 2020. World champion 

Hamilton has 387 points from 20 races while 
team-mate Bottas is second with 314 points. 
Ahead of Abu Dhabi Verstappen is third with 
260 points and Ferrari’s Charles Leclerc has 249. 
In the constructors’ standings champions 
Mercedes have broken the 700-point barrier. 
The Silver Arrows have 701 points from 20 races 
while second-placed Ferrari have 479. 

Mat Tom
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A GRAND PRIX 

WE WOULD BE
OF HEALTH,

CHAMPIONS.

IF THERE WERE

ZEPTER - OFFICIAL SPONSOR 
OF THE MONTE CARLO GRAND PRIX                                                    

Zepter International is a multi-branded multinational company that produces,  sells and distributes exclusive,  
high-quality consumer goods around the world,  principally through its own sales network as well as through 
high-end stores.   
Together with the Zepter Finance Holding AG,  a financial, banking and insurance company,  it forms part of 
the Zepter Group.  
Since its inception,  Zepter International has established very high quality standards and has become an essential 
part of the lives of millions of people throughout the world.
A new presentation of Zepter products starts every 10 seconds somewhere in the world,  as Zepter is present 
on 5 continents in more than 40 countries.
Zepter International owns 7 factories in Switzerland,  Germany and Italy,  and over 320,000 m² of business space 
in the world’s top locations.   Every year,  more than 65,000,000 people attend Zepter presentations.  The 
past 25 years have been very successful as over 80,000,000 people have become satisfied users of Zepter 
products,  purchasing more than 760,000,000 products,  proving Zepter’s top quality,  prestigious style 
and lasting value.   
Zepter’s vision,  superior quality,  innovative products and unique sales system,  with over 130,000 consultants 
worldwide,  contribute to Zepter’s success. Zepter takes pride in its superbly trained,  highly motivated and 
inspired sales managers and consultants,  on a global mission of health and beauty:  
EAT HEALTHY.   LIVE BETTER.   LIVE LONGER.

Zepter CosmeticsZepter Medical Zepter Luxury Zepter Home Art Zepter Home Care

ZEPTER GALLERY MONACO
5, Av. Saint Laurent, 98000 Monaco - Tel: +377 93 10 64 70

ZEPTER GALLERY PARIS
240 bis Boulevard Saint Germain - 75007 Paris - Tel: + 01 42 22 43 37 - office@zepter.fr



a life onTO LIVE
A HIGH LANE
Four Seasons Dubai at Jumeirah Beach
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Opened in December 2014, Four Seasons Resort Dubai at 
Jumeirah Beach is set on a 270-metre natural beachfront in 
a chic coastal community. Since opening it is has become well 
known as one of the leading luxury resorts in the competitive 
Dubai market and is fully established as a flagship Four Seasons 
property delivering on personalised service, uncompromising 
quality and the utmost attention to every detail.

www.fourseasons.com
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