
VALEUR
LOVE

NEW SHOES

A RELAXED
WINTER
HOW ABOUT

ONE

? 18NO

ONE VISION

SLOW FASHION DOMINATES
THE COLD DAYS 2014

IMPRESS ST.NICHOLAS

MARLEY'S SPIRIT
STILL LIVES ON

WITH HOT BOOTS



Dear readers, 

it is December, a month when many people are feeling 
stressed more than usual. While adults have to prepare 
strenuous things like Christmas Eve, New Year’s party and 
holiday, most children eagerly await the upcoming mysti-
cal days with sparkling eyes. 
 
One of the most important days for Christian and especi-
ally for children is St. Nicholas Day on the 6th of Decem-
ber. It is a day full of magic and joy for most children 
on earth. The world’s biggest celebration will probably 
happen in Brazil, where Papai Noel and his helpers walk 
through the streets to bring presents to the kids. It is also 
a very important day in the Netherlands, where the holi-
day tradition is focused on the arrival of Sinterklaas. 

Despite of different names and different ways to celebra-
te this day, its history can be dated back to a man, who 
lived around 1.700 years ago and who died on the 6th 
December 343 A.D. 

Nicholas was his name and he was the son of wealthy 
Christian parents, who died when he was very young. 
The boy moved to his uncle, who was a bishop and so he 
became very religious in his early years. Besides many 
legends it seems to be proved, that young Nicholas gave 
the money, that he inherited from his family, to people in 
need and danger. 

Many sources report about a family, who wasn’t able to 
afford a proper dowry for the daughters. Because of this 
destitution, the young girls were in danger to become 
prostitutes. Taking notice of the girl’s plight, Nicholas 
came to the house at night and on this point the stories 
continue very differently. 

In some cases Nicholas threw purses filled with gold 
through the window, in others he threw the gold through 
the chimney, but the most probable and literally way en-
lighting story is, that the family put their socks and shoes 
out to air, where Nicholas filled them with gold coins in 
the night. 

This sneakiness was necessary to save family from the hu-
miliation of accepting charity, but today it is a part of the 
mystical character of the 6th of December, when children 
will find sweets and presents in their shoes or socks when 
they wake up in the early morning.

So, we want to start this time, with an amazing shoe 
collection, which provides girls and women not only huge 
space for nice presents, but a glamourous style for the 
upcoming festive days.

Of course, these very modern styles haven’t really so-
mething to do with those one of a poor family 1700 years 
ago, but the high quality and perfect look could make us 
happy too and maybe, the history of St. Nicholas’ Day re-
minds us - especially in times of many flashpoints all over 
the world - that each gesture of humanity and solidarity, 
little or big one, is important for living together in harmo-
ny without fear. It could also reminds us, better to follow 
role models like St. Nicholas, than to be a just followers 
of self-exposer in the Internet, especially, when we want 
to leave an own footstep in our history.

Yours

Marco Kokkot 
Editor in Chief
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GUESS

Snakes crawling through an 
American desert, zebras gazing 
in the savannah… It seems that 
inspired by the wildlife of Africa 
as well as an American prairie, 
where cowboys are waiting for 
the next rodeo, a brand which 
catches the eyes of everybody 
season for season has created an 
amazing new shoe and accesso-
ries collection. Perfect and sexy 
styles made by 

THE COLOURS of the animal 
prints are soft and warm. 

THE FRINGES and metallic 
details, like rivets and chains, give 
the collection a very modern touch.

THE PALETTE OF SHOES 
ranges from silver bootees and 
Western-boots to pumps with 
animal prints. 

THE MUST-HAVE for daring 
GUESS-girls are this year the sexy over-
knee boots with snakeskin prints or 
made of black leather.



ROCK CHIC A modern dark-style characteri-
zes the extremely cool city look. A glamorous 

“ROCK ROYALTY LOOK” inspires 
satchels and Hobo bags, which are adorned by 
zipper, rivets - and stitching details. They can be 
perfectly combined with fashionable biker 
boots, thigh-high stretch boots, 
lace strappy pumps and 
lace-up boots. 

ROCK CHIC The eclectic styles of the 1940‘s 
and 60‘s are reflected in sexy handbags and shoes, 
which are an epitome for a true „It-Girl“. 

ROCK WESTERN is perfect for any 
City-Cowgirl with a Rock ‚n‘ Roll soul, 
whose bold, casual look is inspired 
by the sound of country and rock 
music, as well as the exciting 
energy of the city of Nashville. 

IT‘S NOT A GUESS, 
but for sure: This collection 
gives a real rock attitude 
to the holiday season. And 
maybe, when you chose one 
of the over-knee boots, 
St. Nicholas will bring more 
nice presents than usual.

www.guess.com



25TH ANNIVERSARY OF THE FALL OF THE WALL

ONE LOVE
ONE WISH
ONE TOWN



A long time ago in a galaxy far, far away….
Millions of people will blend with each other to a 
creative unity, when they will see the typical intro 
of world’s most famous science fiction movie again. 
Surely, the new Star Wars episode VII, which will 

come into our cinemas in one year, will start in the same 
way as at the beginning in 1978 and most of follower’s 
hope the production will return to its sophisticated roots.
When I think about my 
personal roots, it seems 
they would be coming also 
from a universe far, far 
away. Especially, when I 
try to remember the times 
of the GDR and the Berlin 
Wall, many things seem 
very unreal and fictional. 
How could it happen, that 
a complete country was 
separated by a wall and 
mothers couldn’t see their 
daughters or sons? How 
could it be, that soldiers 
and policemen killed peo-
ple which they actually 
should protect. And how 
was it possible, that people 
in the east listened music 
from the west without ha-
ving a chance to see them 
live on stage? And how did 
it come about, that lovers 
had to find secret – and 
mostly dangerous - ways 
to take them in their arms?
Especially now, 25 years 
later, all these things seem 
very unreal. The time has passed quickly and many people 
- above all the new generation - have almost forgotten the 
wall. Nowadays, the scars between East and West Berlin 
are barely visible and so it isn’t that easy to get an authen-
tic impression and feeling about fear, hope and happiness; 
so finally about the mood of this time at all.

Of course, nobody can bring back the infinite joy of the 
9th of November 1989; but a part of the very special at-
mosphere of the unforgettable moment, when the wall 
was opened, of the spirit of eternal freedom, could be 
perceived during the 25th anniversary celebration in No-
vember this year.
Thousands of illuminated balloons symbolized the his-
torical course of the wall. They created an indescribab-

le atmosphere full of joy, 
peace and liberty. The 
entire town presented a 
smiling face during these 
days. While older people 
went to the Bornholmer 
and Bernauer Straße, pla-
ces where the wall was 
opened the first time, the 
younger people went to 
the Brandenburg Gate, 
the most famous symbol 
of the division and unit of 
Berlin. There, they joined 
several concerts of popu-
lar artists and a big party.
Orchestras, bands, young 
and famous artists per-
formed on small stages as 
well as on the biggest one 
on the Brandenburg Gate. 
Music was presented all 
over the town. And music 
was a very important fact 
for the reunion of Berlin.
When people call Hel-
mut Kohl “chancellor of 
the reunion”, it is a sign 
of ignorance and a lack 

of information. The same applies to the demonstra-
tion in other cities of Eastern Germany. Of course, the 
Monday-Demonstrations in Leipzig in 1989 were the first 
organized manifestations against the political system in 
the East, but it was a longer process and so everything 
started much earlier.

25th ANNIVERSARY OF THE FALL OF THE WALL 
A PERSONAL HISTORICAL REVIEW

Photos: Marco Kokkot



After a long time of resignation, when people in the East and West have 
started to make the best out of the adverse situation, Berlin celebrated 
its 750s anniversary. As usual, the west side used this special opportuni-
ty to provoke the East once more. Besides historical Berlin-speeches of 
Ernst Reuther (1948) and John F. Kennedy (1963), in that year Mr. Ronald 
Regan, president of the United States of America, spoke to an audience 
of thousands of people in front of the Brandenburg Gate. 



“General Secretary Gorbachev, if you Seek peace, 
if you Seek proSperity for the Soviet union and 
eaStern europe, if you Seek liberaliSation; come 
here to thiS Gate. mr. Gorbachev, open thiS Gate. 
mr. Gorbachev, tear down thiS wall.”
RONALD REGAN, PRESIDENT OF THE UNITED STATES



The cheers of the crowd spilled over the wall to the East, 
where many people tried to listen to the speech of the 
president of the United States, whishing to be united too. 
Despite a bad acoustic situation and less English skills, the 
people felt the power of those words.



Some days before as part of the celebration, superstars 
like David Bowie, Genesis and The Eurythmics performed 
in front of the Reichstag building. This place was well 
selected. The Reichstag is a Berlin monument, which is 
located in close proximity to the Brandenburg Gate 
and so very close to the wall at that time.



The name: “Concert for Berlin” underlined the goal additionally, because the target was 
a concert for the entire Berlin, not just for the West. Because of this, the RIAS, Berlins 
biggest radio station, broadcasted the concert live on air. It was the first time, when 
people displayed sufficient courage to come closer to the wall than usually. All of them 
were united peacefully by their passion for music and their wish to hear and see their 
idols live on stage. This wish was foiled by the wall and border troops of East Berlin.

EAST WEST



And so, it was also the first time since the re-
bellion in June 1953, when media has shown the 
oppression of people in East Germany directly in 
TV. It was the first time, when people shouted: 
“Die Mauer muss weg” (Tear Down the Wall).



From this moment, many people in the East, who weren’t close connected to 
the events in Berlin in the past, took notice of the real situation. This was the 
real start of the German rebellion and it was caused by peaceful music. One 
year later, in 1988, Berlin invited Pink Floyd and Michael Jackson to perform 
on stage at the same place. Countless people came to the wall in East Berlin 
to listen the world‘s most famous superstar. The border troops got big pro-
blems to keep control on situation. It created a scandal and caused a boome-
rang effect, when the army attempted to dissolving the crowd by using stun 
weapons (high-voltage electroshock sticks). Again, it was shown in TV and it 
was the start of the rebellion.



Most people, who experienced this moment in East 
Berlin and in East Germany, felt the special energy and 
chance. They understood that police and army, offici-
als who should protect the people, fight against their 
peaceful brothers and sisters. 



Step by step, people lost their respect for 
the wall and the authority of the state. 
They weren’t afraid anymore and started 
to show their opinion openly. The people 
understood it and they have started to 
change the history.



A country, which oppresses its folk, which imprisoning it, 
which prohibit culture and liberty; this country isn’t viable. 
Nowadays, many people in many countries could and should 
learn from this history.



Finally, music was an important cause for the reunion of Germany. The 
GDR tried to counter this trend by inviting international stars like Depeche 
Mode, Brian Adams, Bob Dylan, Phillip Boa or Bruce Springsteen, but it was 
much too late. And again, it was a boomerang effect. When Bruce Springs-
teen started to sing his song “Born in the USA”, 160.000 East-German people 
sang together with him. And countless Stars and Stripes blew proudly in the 
wind when he said: “It is good to be in East-Berlin. I’m not here to stand for 
a government or against another. I am here to play rock music for East-Ber-
lin, with the hope that all barriers will break down someday.” Long, lasting 
cheers and applause showed the new direction of the history of Germany.



All this things came into my mind, when I saw the illumina-
ted “wall”, which created lightness and a peaceful atmo-
sphere. Besides me, thousands of people remembered the 
things happened a long time ago. Some couples hold each 
other in their arms, some parents explained their kids the 
situation many years ago, but all of them were captured 
by a peaceful and delightful feeling.



The light installation was only a temporary 
monument to remember to create a better 
future for all. Today, people are still domi-
nated by dictatorships or they live in a ghet-
to, because of their race or social status. 



Because of the vivid history, especially people in Berlin feel a very close rela-
tion to people in need, not only on the 9th of November, but on many other 
days. It would be nice, when all of us would feel responsibility to take care 
of humanity and human rights, to ensure that more and more people all 
over the world can say: I am a free person.



HIS SPIRIT AND SOUND
BOB MARLEY

MESSAGE

FUTURE
(T)HISIS OUR

OR THERE WILL NOT BE ANY ONE

QUOTE: MUSIC EXPRESS 07/ 1981

ARE STILL ALIVE

ONE LOVE



„A FIGHTER, ARMED WITH A GUITAR“
WHAT DOES IT MEAN To be a free per-

son? The answer to 
this question can be very different, depending on whe-
re a person comes from. Do we look to a region called 
affluent society; it could be very difficult to get a con-
crete answer, due to a lack of relation, when people 
have grown up in peace and freedom, never waiving es-
sential values. However, only a very small proportion 
of the world population lives in prosperity and peace. 
In many parts of our world, we will see misery, poverty 
and hunger. In quite a few countries, people still have 
to fight for their right and freedom, and often a re-
volution will be suppressed bloodily. In Germany, peo-
ple are very proud to have changed the history of two 
completely different systems to the positive through a 
non-violent revolution. Perhaps, also one man would 
take pride in this development, which became synony-
mous with the peaceful resistance and whose spirit and 
love influence not just music but our world until to-
day: Bob Marley.
When we currently look to the United States of Ame-
rica, it seems only less things have changed since the 
time of Bob Marley. The widening gap between black 
and white still dominates everyday life. The ratio bet-
ween rich and poor, and related to this, the chances of 
a better future still speaks clearly for white people. Af-
ter years of hope, especially because of a president who 
promised to represent both sides appropriately, people 
start to talk about racism and civil war again.
Even the lifetime of Bob Marley was marked by con-
flicts between races and social classes. Since his first 
hit “Simmer Down” in Jamaica in the year 1965, Bob 
Marley increasingly denounced the misery in the ghet-
tos of his homeland. He used his prominence to remind 
people worldwide of the inhumanity of slavery and the 
African roots of the coloured people of the Caribbean. 
Instead of weapons, he did it peacefully using his music, 
called Reggae. 
Reggae is influenced by several music styles and the 
Rastafari movement, an Ethiopian-Hebrew spirituality, 
which is described as a religion by some or which is 
considered as a “Way of Life” by many others. However, 
Bob Marley Reggae songs are strongly messages that 
convey courage, power and motivation to the people 
of Jamaica as well as many other nations until today. 
In that regard, the songs including their messages are 
still easy to understand for everybody, because the 
message is love. 

ONE LOVE - Bob Marley was filled with love and 
his goal was to pass on his love to all 

people. Due to that fact, he began to establish a mo-
vement called “One Love. Formerly, “One Love” was es-
tablished to settle the bloody, violent clashes between 
the political currents in Jamaica. At the „One Love“ Fes-
tival in the stadium of Kingston, Marley managed to 
bring the leaders of the warring parties and political 
gangs on stage. At the end of the concert, while Marley 
and his band “The Wailers” performed the song “One 
Love” the people on stage hold their hands together, 
to symbolize peace and unity. This gesture made Marley 
to a national hero. Today, the “One Love” movement is 
being continued by his sons Rohan and Julian Marley. 
The organisation takes care for people in need and dan-
ger and it helps children to get an education and so a 
chance for a better future. 

HIS MUSIC CAREER BEGINS when he 
went to 

Jamaica’s capital. He eventually settled in the western 
Kingston vicinity of Trench Town, so named because 
it was built over a sewage trench. A low-income com-
munity comprised of squatter-settlements and gover-
nment yards developments that housed a minimum of 
four families; Bob Marley quickly learned to defend 
himself against Trench Town’s rude boys and bad men. 
Despite the poverty, despair and various unsavory ac-
tivities that sustained some ghetto dwellers, Trench 
Town was also a culturally rich community where Bob 
Marley’s abundant musical talents were nurtured. A li-
felong source of inspiration, Bob immortalized Trench 
Town in his songs “No Woman No Cry” (1974), “Trench 
Town Rock” (1975) and “Trench Town”, the latter relea-
sed posthumously in 1983.



BY THE EARLY 1960s the island’s music in-
dustry was beginning 

to take shape, and its development gave birth to an in-
digenous popular Jamaican music form called ska. A 
local interpretation of American soul and R&B, with 
an irresistible accent on the offbeat, ska exerted a wi-
despread influence on poor Jamaican youth while offe-
ring a welcomed escape from their otherwise harsh re-
alities. Within the burgeoning Jamaican music industry, 
the elusive lure of stardom was now a tangible goal 
for many ghetto youths.

AT THE AGE OF 16 YEARS Bob Marley met 
aspiring singer 

Desmond Dekker. Dekker introduced Marley to ano-
ther young singer, Jimmy Cliff, future star of the im-
mortal Jamaican film “The Harder They Come”, who, at 
age 14, had already recorded a few hit songs. In 1962 
Cliff introduced Marley to producer Leslie Kong; Mar-
ley cut his first singles for Kong: “Judge Not”, “Terror” 
and “One More Cup of Coffee”, a cover of the million 
selling country hit by Claude Gray. When these songs 
failed to connect with the public, Marley was paid a 
mere $20.00, an exploitative practice that was wides-
pread during the infancy of Jamaica’s music business. 
Bob Marley reportedly told Kong he would make a lot 
of money from his recordings one day but he would ne-
ver be able to enjoy it. Years later, when Kong released 
a best of The Wailers compilation against the group’s 
wishes, he suffered a fatal heart attack at age 37.

BURNIN AND CATCH A FIRE
In 1971 Bob Marley went to Sweden to collaborate on 
a film score with American singer Johnny Nash and se-
cured a contract with his label CBS Records, but the 
label had little faith in Marley and The Wailers’ suc-
cess. Because of some concerts, Marley and The Wai-
lers went to London, where Bob paid a chance visit to 
the London offices of Island Records. The result was 
a meeting with label founder Chris Blackwell. Marley 
sought the finances to record a single but Blackwell 
suggested the group record an album and advanced 
them £4,000, an unheard of sum to be given to a Jamai-
can act.
Island’s top reggae star Jimmy Cliff had recently left 
the label and Blackwell saw Marley as the ideal artist 
to fill that void and attract an audience primed for 
rock music. “I was dealing with rock music, which was 
really rebel music and I felt that would really be the 
way to break Jamaican music. But you needed someone 
who could be that image. When Bob walked in he really 
was that image,” Blackwell once reflected. 
Despite their “rude boy” reputation, the Wailers re-
turned to Kingston and honored their agreement with 
Blackwell. They delivered their “Catch A Fire” album in 

April 1973 to extensive international media fanfare. 
Tours of Britain and the US were quickly arranged and 
the life of Bob Marley was forever changed. Bunny 
Wailer refused to participate in the US leg of the “Catch 
A Fire” tour so the Wailers’ mentor Joe Higgs served 
as his replacement. Their US gigs included an opening 
slot for a then relatively unknown Bruce Springsteen 
in New York City. 
Following the successful “Catch A Fire” tour the Wai-
lers promptly recorded their second album for Island 
Records, “Burnin”, which was released in October 1973. 
Featuring some of Bob’s most celebrated songs “Bur-
nin” introduced their timeless anthem of insurgency 
“Get Up Stand Up” and “I Shot The Sheriff”, which Eric 
Clapton covered and took to the top of the Billboard 
Hot 100 in 1974; Clapton’s cover significantly elevated 
Bob Marley’s international profile, the same year that 
Peter Tosh and Bunny Wailer left the group.

BOB MARLEY IN AFRICA
Marley followed his roots to Ethiopia, Africa, where 
he visited places, close connected with the Rastafari 
movement. That same year Bob Marley and The Wai-
lers’ tours of Europe and America were highlighted on 
their second critically acclaimed live album “Babylon 
By Bus”. Bob released “Survival”, his ninth album for 
Island, in the summer of 1979. From opening track’s 
clarion call to “Wake Up and Live” to the concluding 
“Ambush In The Night”, his definitive statement on the 
1976 assassination attempt, “Survival” is a brilliant, 
politically progressive work championing pan-African 
solidarity. “Survival” also included “Africa Unite” and 
“Zimbabwe”, the latter an anthem for the soon-to-be 
liberated colony of Rhodesia. In April 1980 Bob and the 
Wailers performed at Zimbabwe’s official Independence 
Ceremony at the invitation of the country’s newly elec-
ted president Robert Mugabe. This profound honor re-
confirmed the importance of Bob Marley and the Wai-
lers’ throughout the African Diaspora and reggae’s 
significance as a unifying and liberating force.
Unbeknownst to the band, the Zimbabwe Independen-
ce concert was solely for a select group of media and 
political dignitaries. As Bob Marley and The Wailers 
started their set, pandemonium ensued among the 
enormous crowd gathered outside the entrance to the 
Rufaro Sports Stadium: the gates broke apart as Zim-
babweans surged forward to see the musicians who 
inspired their liberation struggle. Clouds of teargas 
drifted into the stadium; the Wailers were overcome 
with fumes and left the stage. The I-Threes returned to 
their hotel but Bob Marley went back onstage and per-
formed “Zimbabwe”. The following evening, Bob Mar-
ley and the Wailers returned to Rufaro Stadium and 
put on a free show for a crowd of nearly 80,000.



THE FINAL ALBUM to be released in Bob’s li-
fetime, “Uprising”, helped 

to fulfil another career objective. Bob had openly co-
urted an African American listenership throughout 
his career and he made a profound connection to that 
demographic with “Could You Be Loved”, which incor-
porated a danceable reggae-disco fusion. “Could You 
Be Loved” reached no. 6 and no. 56 respectively on 
Billboard’s Club Play Singles and Black Singles charts. 
“Uprising” also included contemplative odes to Bob’s 
Rastafarian beliefs, “Zion Train” and “Forever Loving 
Jah”, and the deeply moving “Redemption Song” a stark, 
acoustic declaration of enduring truths and profound-
ly personal musings; Angelique Kidjo, the Clash’s Joe 
Strummer, Sinead O’Connor and Rihanna are but four 
of the dozens of artists who have recorded versions 
of “Redemption Song”. Bob Marley and The Wailers em-
barked on a major European tour in the spring of 1980, 
breaking attendance records in several countries. In 
Milan, Italy, they performed in front of 100,000 people, 
the largest audience of their career. On September 19 
Bob and the Wailers rolled into New York City for two 
consecutive sold out nights at Madison Square Garden 
as part of a bill featuring New York based rapper Kurtis 
Blow and Lionel Richie and the Commodores. The tour 
went onto the Stanley Theater in Pittsburgh, Pa. where 
Bob delivered the final set of his illustrious career on 
September 23, 1980.

THE FINAL CONCERT in Pittsburgh took pla-
ce just two days after 

Marley learned that the cancer that had taken root in 
his big toe in 1977, following a football injury, had me-
tastasized and spread throughout his body. Bob coura-
geously fought the disease for eight months, even tra-
veling to Germany to undergo treatment at the clinic 
of Dr. Josef Issels. At the beginning of May 1981, Bob 
left Germany to return to Jamaica but he did not com-
plete that journey; he succumbed to his cancer in a Mi-
ami hospital on May 11, 1981.

BOB MARLEY BIOGRAPHY doesn’t end 
there. In April 

1981 Bob Marley was awarded Jamaica’s third highest 
honor, the Order of Merit, for his outstanding cont-
ribution to his country’s culture. Ten days after Bob 
Marley’s death, he was given a state funeral as the 
Honorable Robert Nesta Marley O.M. by the Jamaican 
government, attended by Prime Minister Edward Seaga 
and the Opposition Party Leader Michael Manley. Hund-
reds of thousands of spectators lined the streets to ob-
serve the procession of cars that wound its way from 
Kingston to Bob’s final resting place, a mausoleum in 
his birthplace of Nine Miles. The Bob Marley and the 
Wailers legend lives on, however, and thirty years after 
Bob Marley’s death, his music remains as vital as ever 
in its celebration of life and embodiment of struggle.

SHARE
MARLEYS
DREAM
EVERYDAY
WITH THE SOUNDSYSTEMS
AND HEADPHONS FROM
HOUSE OF MARLEY

“the love of the people, the love of the mother earth. 
the idealS of bob marley revolve around one theme: love! 
theSe are the idealS that help uS to continue, where he beGan. my father once Said, ‘none but 
ourSelveS can free our mindS,‘ and when it comeS to houSe of marley, we want people to turn on 
their muSic and free themSelveS from neGativity and life’S StreSSeS,” Said rohan marley on behalf 
of the marley family. “marley iS a Global movement that dedicateS itSelf to muSic and love, and 
our Goal iS to project theSe feelinGS to our liStenerS and fanS.” – rohan marley

YOUR MUSIC, YOUR LYRICS, YOUR SOUNDTRACK 
Deeply rooted in Bob Marley’s vision of 
consciousness, upliftment and change, 
The House of Marley adheres to those 
same principles while crafting a 
sustainable and sonically superior 
lifestyle brand.  Engineered above 
all for good living and shared 
experiences, the House of Marley 
headphones and sound systems are 
premium, one-of-a-kind pieces that 
engage with and celebrate consumers in 
an intimate, meaningful and authentic 
light. They also directly reflect 
the far-reaching impact 
of Bob Marley’s legacy. 

Biography: www.bobmarley.com



THE HOUSE OF MARLEY AUDIO LINE is engineered to deliver the Marley „Signature Sound,” com-
bining form and function with individual style and core 

values. Marley headphones and audio systems reproduce everybody’s favourite music with smooth, powerful 
bass, stunningly precise mids and an energized high(end). Built on a rock solid foundation of first in class per-
formance, the House of Marley designs are systems to enjoy music, lyrics and soundtracks in a unique and highly 
personalized way. 

MARLEY PRODUCTS 

ARE SUSTAINABLY CRAFTED   
from earth-friendly materials including  
the exclusive REWIND™ fabric, cotton and  
canvas textiles, recycled plastics and metals,  
bamboo and Forest Stewardship Council (FSC)  
certified woods. 

RISE UP 

BLUE DENIM
headphones 

STIR IT UP
headphones

www.houseofmarley.com



WHEN
MARLEY‘S
LOVE & SPIRIT
MEET BERLIN‘S
LIBERTY & 
HEART



BOB MARLEY as well his sons 
company

HOUSE OF MARLEY  are  
associated with 

TRUE LOVE as well 
as an 

AUTHENTIC LIFESTYLE. When we  
listen to

HIS MUSIC we will see 
and feel

THE SUN and we  
will smell 

THE SALT of  
the 

CARIBEAN SEA. 
IN GERMANY its cold 

wintertime. 

IT IS GREY AND COLD.   
There is no comparison to Jamaica, but 

WITH THE SUN 
IN YOUR HEART and  

nice 

MUSIC IN YOUR EARS you will  
have also 

A GOOD TIME. 

ALL HOUSE OF MARLEY  
HEADPHONES provide a  

unique

DESIGN inspired 
by

CULTURAL VALUES 

AND TRADITIONS.



And why not to 

WALK THROUGH BERLIN 
WITH YOUR FRIENDS to  

visit 

HISTORICAL PLACES of this town,  
guided by an 

AUDIO GUIDE APP on your  
phone?

WE DID IT with  
our 

MODELS SABRINA, 
PAULA AND LISA.   
Of course it was very cold, but 

ALL OF US HAD A LOT 

OF FUN. COME WITH US 
AND BE OUR GUEST.

You will also get in a good 
mood during wintertime with

POSITIVE VIBRATION   
The features speaks for themselves.

LARGE, COMFORTABLE 
EAR-CUSHIONS and  

very

ROBUST 50MM 
DRIVERS provide 

exclusive

COMFORT and  
a 

POWERFUL 

SOUND. 
PHOTO: MANUELA PICKART



One part of the original wall, which represents 
the atmosphere authentically you will find in 
the Bernauer Straße. Here, the wall was erec-
ted within buildings, which belonged to the 
east side, while the street was already a part of 
West-Berlin. The facades formed a part of the 
wall in 1961, until the buildings were destroyed 
step by step in the following years. In the first 
time of the wall, this street became very fa-
mous for escapes from windows and for escape 
tunnels under it. The people jumped out of the 
windows to the street and to the freedom and 
some people died at this try.

BERNAUER STRASSE

Photo: Karl-Ludwig Lange



POSITIVE VIBRATION  
is available in 

MULTIPLE COLOR as  
well as

DESIGN OPTIONS They  
let 

YOUR STYLE and  
your

PERSONALITY 
SHINE THROUGH.

because of its lenght,

THE DURABLE FABRIC CABLE in  
the 

COLOURS OF ETHOPIA  (where you  
could  

find the roots of Bob Marley) incl. 

THREE BUTTON REMOTE WITH MIC   
is perfect for any occation, also to enjoy music  
at home. Even through it looks

VERY STYLISH you should it better  
drape than we did :).

At the cross between Bernauer Straße, Schwed-
ter Straße and Oderberger Straße you will find 
the Mauerpark (Berlin Wall Park). It is a place, 
which was called “Niemansland” (Neverland) 
in times of the GDR. It described the place bet-
ween the walls, because there were always two. 
It was the most dangerous place of the Wall. 
Besides watchdogs, watchtowers, countless sol-
diers, here East-Germany had places automatic 
guns in the beginning of the 80s. This was highly 
controversial, even in the USA and the rest of the 
world. Today, it is a park for all people. You will 
find a market place as well as an “amphitheatre” 
with a special character. Here, where Berlin was 
divided hardly, strangers and friends meet each 
other today. They come together on summer 
Sundays, to sing with each other. And everybo-
dy can do it, even if he or she isn’t a good sin-
ger. The goal isn’t to be perfect, but to have fun 
together. And when one can not sing well, the 
audience will join in singing to help. This charac-
terizes the atmosphere of Berlin well, which is 
suffused by cosmopolitanism and joy.

Photo: Niels Elgaard Larsen

Photo: Thierry Noir

THE MAUER PARK 



paula wears the  
Over-Ear headphone

LIBERATE XL BT  
 

Emancipate yourself from 

CABLE SLAVERY with  
newest

BLUETOOTH WIRELESS 
TECHNOLOGY.  Advanced Bluetooth  

AAC and APTX  
encoding allows an even more  
premium listening experience with  
compatible devices, backed up by 

50MM DYNAMIC MOVING 
COIL DRIVERS for an 

outstanding

SERIOUS SOUND.



MADE WITH LOVE IN BERLIN 
 
Besides, the girls wear outfits made by

MAYER. PEACE COLLECTION 
  

RECYCLING-FASHION created by 
designer

CHRISTINE MAYER. Regarding  
the material  

she has the intention to sense the 

STORIES OF THE PAST LIVES of  
the 

RAW-MATERIAL. After a positive  
transformation, 

EACH PIECE DISTINGUISHES   
itself through its own story and its 

UNIQUE CHARACTER.

Is there any rock or classic concert, any party or any other music event, where people 
would go to in their every-day clothes? It is hardly conceivable and because of this, fashi-
on is always very close related to music. Mostly, a music style causes a special fashion sty-
le. Furthermore, sometimes musicians and designers work together or follow the same 
paths, concerning their ideas and philosophies. And so fashion could become a symbol 
for a special music- and lifestyle. In case of House of Marley you have to find a brand, 
which takes care for the environment as well as social standards, which is involved well 
in the recycling technique and which deals with its opportunities. This all; a very lovely 
and unique fusion of fashion, charity and the transformation of recycled material it’s 
presented by the Berlin designer label: MAYER. Peace Collection.
„My passion is the constant quest for new materials. It means fulfilment to me to create 
spaces in which body and soul can unfold themselves“, says Christine Mayer.

WWW.INTOTHELIGHT.DE



EAST SIDE GALLERY

Photo: Roehrensee

Today, the East-Side-Gallery is a magnet for tou-
rists, but to be honest, it is actually not a real 
authentic place. During the division of Berlin, 
the part which is full of graffiti and paintings to-
day, was the pearly eastern part of the wall. At 
this time, people had no chance to come closer 
than 50 metres and so there was no chance to 
spray graffiti on it. Only people from West-Berlin 
had the possibility to use the west side of the 
wall as a huge canvas. In the beginning of the 
wall, it was just grey. Later, the GDR painted it 
white because of several reasons. For the GDR 
border guards, people who tried to escape were 
easier recognisable in the evening or night. Be-
sides, the pure white gave an aesthetic touch to 
the wall and so it could be called a “marketing 
effect” or an “image campaign”, that the GDR 
painted it white.

LIBERATE ON EAR offers  
a

UNIQUE DESIGN made  
of 

ReWInd MATERIAL, crafted  
from

STAINLESS STEEL as  
well as 

FSC CERTIFIED WOOD.
40mm HIGH PERFORMANCE 
DRIVERS deliver every 

OUNCE OF 
ENERGY and every subtle  

detail with the 

MARLEY SIGNATURE SOUND.



EXODUS
These headphones are 

HANDMADE from  
FSC ® certified 

BIRCH WOOD  and

RECYCLABLE ALUMINIUM. 
EAR CUSHIONS, EARS and 

the 

BOW made of genuine

LEATHER ensure  
maximum 

COMFORT while the  
high-performance 

SPEAKERS bring  
the

MUSIC TO LIFE.



REDEMPTION SONG   
IN-EAR HEADPHONES made  

of 

PREMIUM LEATHER 
PADDED HEADBAND  and 

EAR CUSHIONS provide  
amazing 

COMFORT while high- 
definition 

40MM DRIVERS 
RECREATE all  

of the 

EMOTION, 
PRECISION  and 

ENERGY of your  
favorite music.

TRÄNENPALAST

Photo: Bundesarchiv, Bild 183-A0706-0010-001 / 
Krueger / CC-BY-SA

There are countless myths and stories that wove 
themselves around this place called: Tränenpa-
last (Palace of Tears). The name based also on 
the times of the wall. It wasn’t easy to leave the 
GDR. Besides illegal escape attempts, one chan-
ce was the application for an exit visa. Mostly, 
it needed many years to get the permission and 
often it was associated with considerable risks 
and reprisals in everyday live. The permission 
was also associated with the condition to leave 
the country forever, for emigrants it was forbid-
den to come back. Thus, many people thought it 
would be a farewell forever. It was hard to know 
to see the mother, brother or sister never again. 
Because of this situation, many tears were shed 
and the place got its name.

Photo: Bundesarchiv, Bild 183-1990-0403-016 / 
Franke, Klaus / CC-BY-SA



RISE UP
NATURAL MATERIALS and 

a 

UNIQUE STYLING come together  
in this innovative  

and inspired new design from 

MARLEY. The Rise Up utilizes  
custom tuned 

50mm DYNAMIC DRIVERS to  
deliver 

CRISP, CLEAR SOUND so you don‘t  
miss a single detail. 

SOFT BAMBOO-FIBER ear cups  
provide  

comfort for every listening session. 

MULTIPLE COLOR WAYS,  
EXTREME COMFORT, 
OUTSTANDING SOUND QUALITY and  

a  
unique design allow you to express yourself and 

ENJOY YOUR MUSIC with the comfort  
of knowing you 

MADE A DIFFERENCE. 

Finally, there isn‘t any other symbol, that represents the history of Berlin as well as its 
division better than the Brandenburg Gate. Its roots can be dated back to 1734, when a 
city gate was built on the former border line of Berlin. Berlins’ history is not that old like 
London or Paris. The success of the town started later, when Frederick the Great invited 
people from all over the world and of any religions to come to Berlin. Nowadays, the 
Brandenburg Gate, located in the heart of Berlin, is a symbol for the unit of the city. In 
times of the cold war, it was a symbol of the division of the town. It was a place with 
a unique spirit. The people from the east had a wide view to West-Berlin. There, 100 
metres away, fairs with carousels and a big wheel were located, while on the roof of the 
Reichstag building the West-German flag blew in the wind. Today it is difficult to explain 
to guests, how people felt in the east, but for the people of Berlin it is still the most 
important place ever. Because of this, here, exactly on the place where the wall was 
very dominant, many events take place today. Countless people celebrate the soccer 
championships, make party on New Year Eve or come from all over the world to see the 
new designer collections during the Mercedes Benz Berlin Fashion Week.  

BRANDENBURG GATE



We ended our short city trip at temperatures of - 4°, but 
the mood of MARLEY and the spirit of Berlin created the 
shooting to a very positive experience.
The girls as well as the team were frozen completely and so 
the day came to an end at one of the countless Christmas 
Markets in Berlin. Many are very commercial, but directly 
in the center, beside the Rotes Rathaus (red city hall) there 
is a peaceful and more contemplative one, where the girls 
ate some delicious hot chestnuts and drunk a hot mulled 
wine together, before they said goodby for this time.

Paula wears the

DESTINY TTR
TTR NOISE-CANCELING, 
OVER-EAR HEADPHONES   
are an amazing combination of 

NATURAL MATERIALS   
and technology brought together to make 

BEAUTIFUL MUSIC. Stainless steel,  
leather and  

high-quality recyclable aluminum create a 

STRIKINGLY SOPHISTICATED LOOK   
while high-definition 40mm moving-coil drivers and  
active noise-isolation technology provide all of the 

STUNNING SOUND you demand  
without  

the outside noise you don‘t.

PICTURES & TEXT:  MARCO KOKKOT
MAKUEP/STYLING:  NIKE ALINA NITZ, 
   DARIA
   ANNA
ASSISTENZ:  MANUELA PICKART
   ANNIKA LE LARGE
   WIEBKE STACHE
OUTFITS:  SELECTED FEMME
   VILA & ONLY

www.twitter.com/houseofmarley 
www.facebook.com/bobmarley
Instagram @HouseofMarley #LiveMarley



INVITES TO A NEW

FRIEDRICHSTADT

GRAND SHOW

ALIENS
WYLD
CONQUER 

THE

BERLIN
PALAST



With a 20-minute standing ovation of nearly 2,000 
guests celebrated the world premiere of the most 
expensive production of a show outside of Las Vegas. 
More than 130,000 tickets sold and reserved tickets 
up to the premiere blow all previous sales records. 
Now, every evening more than one hundred artists 
from 28 Nations are performing an amazing show on 
one of the largest stages in the world. 

„The record streak is slowly scary to me, at the same 
time I‘m really relieved. Finally, every premiere is a risk 
with enormous prior investments. We have just one 
try and it must work perfectly for two years“, says 
Director Dr. Berndt Schmidt, who has produced THE 
WYLK, such as all great successes with public since 
2008. Under his direction, the cards revenues have 
more than doubled between 2008 and 2013. Due to in-
house and sponsor funds, with 10.6 million euro the 
house has invested the highest production budget in 
its history.

In THE WYLD aliens land in Berlin and her queen of 
the night is the most famous Berlin woman and the 
world‘s first supermodel: Nefertiti. Her name means: 
„Beauty has come“ (maybe not from this world?) and 
one of her royal titles means: „The Great in Palace“. 
Now, as predicted 3,400 years ago by the old Egyp-
tians, Nefertiti and her fantastic futuristic people 
dance in their Palace.

FRIEDRICHSTADT PALAST

Christmas time; for many adults it means to calm down, to make a break, to 
relax and to think about the last year and to look forward to the new one. 
But for children, it is a very mystical time full of amazing lights, secrets and 
miracles. Why not return to these beautiful feelings, all the romantic dreams 
and the belief in true wonders? Why not keep hearing the ringing of the little 
secret bell? It seems, Director Dr. Berndt Schmidt still hears it personal little 
secret bell, because once more he has created a mystical show for all of us. 
Take your kids or friends by your hand and enjoy an amazing show in Berlin, 
in the



Berlin’s new celestial phenomenon was honou-
red with never-ending applause and standing 
ovations by the guests of the premiere, inclu-
ding many celebrities such as fashion designer 
Guido Maria, who enthused said: „Wow, what a 
show; authentic, exciting, passionate”.

Berlin‘s Mayor Klaus Wowereit enthusiastic: 
„It was again a magical show and all fitted 
together once more perfectly. The Palace rises 
from time to time. The combination of lighting, 
arrangements, choreography, stage design, 
dance and artistry is simply great.“ 

Michael Müller, Mayor and Senator for urban 
development and environment, said: „Great, 
fast and colourful. This show made me forget 
the time.“

Also Frank Henkel, Mayor and Senator for in-
ternal affairs and sport, was blown away: „The 
palace is an absolute jewel of the city. It fits to 
Berlin as the proverbial fist on the eye.“

Tim Renner, State Secretary for Cultural Af-
fairs: „It was a visually powerful show.  Especi-
ally, I liked the artistry, which took my breath. 
There were great pictures of Berlin, where will 
keep in mind a long time.“

Ten choreographers, including legends like 
Itzik Galili and Brian Friedman, worked with 
60 classically trained dancers of the world‘s 
largest show ballet company. A total of 22 
choreographies were rehearsed to perfection 
under the eye of ballet director Alexandra 
Georgieva.

More than 500 customised costumes, tailored 
specifically to the artists, were handmade in 
the costume department of the palace, as well 
as in external studios in Paris, Hamburg and 
other cities.



Haute Couture for tHe stage à la Mugler
Avant-garde universal talent Manfred Thierry Mugler (director, designer, photographer 
and perfume créateur), internationally known due to his label “Thierry Mugler” and Roland 
Welke, one of the most successful European producers, were responsible for the storyline 
and directing of the show.

For me, THe WYLD sTanDs For aLL THe energY THaT 
exisTs in BerLin. BerLin is FuLL oF creaTive FreeDom. iT is a 
verY inTensive ToWn. i WanTeD To creaTe a TriBuTe To THe 
joY oF Living, WHicH You can FeeL in BerLin everYWHere, 
anD Bring TogeTHer aLL oF THis on THe sTage. For me, THe 
WYLD is THe perFecT Live sHoW To ceLeBraTe THis energY, 
says Mugler, who was supported regarding the costume designs by Italian fashion designer 
and Illustrator Stefano Canulli. Already in 2003, he designed with Mugler the costumes for 
the Cirque Soleil show ‚Zumanity‘ in Las Vegas. 

i Hope anD i am convinceD THaT aLL our energY, We Have 
puT in THis projecT During THe LasT TWo Years, WiLL Be 
reFLecTeD on sTage anD THaT iT WiLL Be inspire THe peopLe, 
says Roland Welke.

noW, BerLin can Be compareD WiTH 
Las vegas! THe WYLD is one oF 
THe WiLDesT anD mosT imaginaTive 
sHoWs, WHicH Have ever Been 
presenTeD in BerLin. a musT-Have-
seen For everYone - especiaLLY For 
inTernaTionaL guesTs is the conclusion by 
Burkhard Kieker, managing director of visitBerlin. 



Now, it is about mid 2016: THE 
WYLD - not of this world.   
Tickets are available at www.
palast-berlin.eu

WWW.PALAST-BERLIN.EU



ABOUT THE SPIRITUAL
THE MOVIE

CENTRE OF EUROPE

BERLIN
THE

GREATSPIRITOF



SPIRIT BERLIN

Nowadays, many people are stressed, not only 
because of their jobs, but because of their everyday 
life. Already in early years, in school as well as 
in leisure time, people have to face a very high 
performance pressure. During the years, a feeling 
of weakness, helpless and emptiness grows in their 
bodies. Maybe, it is a reason why many yoga centres 
have opened during the last years. In most big 
cities, you will find countless studios and most of 
them promise to offer the best and true yoga ever. 
However, but what is yoga actually, what is it good 
for and what are the alternatives? Probably the 
answer is given by a movie, produced by Kordula 
Hildebrandt, called: 

„Between Moscow and Paris, Berlin is 
the sPiritual centre of euroPe“ 
(Sheikh Esref Efendi)



Spirit Berlin is a poetic film about the spiritual Berlin 
as well as its spiritual everyday life – a high sensual 
documentary showing beautiful shots of the town 
and it’s spiritual live, while a hero‘s journey: young 
actor Stephan is seeking enlightenment and inner pe-
ace within Berlin‘s spiritual scene. 

On his trip through the world of Ashrams, centres 
and communities he meets the beautiful Yoga inst-
ructor SIMONE, whom he falls in love with. But soon 
he seems to get lost in the abundance of options to 
get spiritually enlightened. As Stephan hurries rest-
lessly from one event to the next, the question is if he 
can ever find inner peace and true love.

As homage to the capital city, SPIRIT BERLIN reveals a 
side of the metropolis that has not been documented 
very much in the past: the spiritual heart of Europe, 
as the so-called spiritual masters describe it. 

Berlin is a hub and haven for all kinds of seekers and 
practitioners. Tolerance has always been a trait of 
this extraordinary city and is part of its soul. Fre-
deric the Great already ordered that in Berlin „ever-
yone should be happy their own way“. SPIRIT BERLIN 
shows different paths equally. Director Kordula Hil-
debrandt and her crew succeeded in creating a com-
prehensive dramatic arc to join the different mo-
vements and their participants in a way that allows 
the viewer to experience how the search for purpose 
feels in today‘s Berlin. 

Also for people born in Berlin, the wonderful pictu-
res filmed by Daniel Goede, show the city from a very 
new, mostly intimately side. Due to this pictures and 
the brilliant music, composed by Mitsch Kohn, the 
spectators floating through the movie and will leave 
the cinema or their living room with a good feeling 
and a smile in their face.



Actually I have nothing to do with spirituality. Well, except 
my Christian background. When I left my Christian family 
home in 2003 to go to Berlin I was pretty astonished of all 
the things I could find there. On my way to an interview 
for an internship at a media agency I accidentally stumbled 
into a group of very bizarre people, which turned out to be 
an alternative Yoga session. At that time I did not know I 
would end up being a Yoga instructor. Astonishment beca-
me curiosity and curiosity became a search for enligh-
tenment that has not ended until today. But wait: while 
working on SPIRIT BERLIN, something has changed about 
my search once again. I could calm down and watch how 
Stephan copes with the colourful life in Berlin‘s Ashrams, 
temples and centres. I had been on pilgrimage on the Way 
of St. James, to the ecumenical brotherhood “Taizé” in 
France and to India to become a YOGA INSTRUCTOR. Since 
then I have spent many hours on my pillow at home, me-
ditating using various methods, spent long days of silence, 
abstained from eating, to finally realise that the proverbial 
“moments of learning” do not just fall out of the sky. Then 
I began working on SPIRIT OF BERLIN and let my protago-
nist Stephan continue the search.
What was originally planned as a filmic overview of the 
world of spiritual culture in Berlin became a One-Man-
Show or the hero’s journey of my protagonist Stephan Zil-
ler during the course of shooting. The fact that this leads 
him to finding his great (unfulfilled) love turned out to be 
a stroke of luck for the film.
With SPIRIT OF BERLIN I am raising the question if there is 
the one and only right path to enlightenment. The result 
is the search for purpose of a young and insecure prot-
agonist, which surpasses self-knowledge to lead to love. 
My Director of Photography Daniel Goede shot Stephan 
always a bit out of place, away from the middle of the 
frame, until the moment when he actually finds himself 

and is moved to the middle of the frame. Slow, meditative 
narrative steps introduce us to the spiritual scene of Ber-
lin. Stephan‘s mentors, international VIPs of the spiritual 
scene convey their “expert knowledge” to the audience. 
Coupled with the “channelled” sound design by Mitch 
Kohn and the music by no other than Snatnam Kaur and 
David Stringer, as well as a natural, earthy colour grading, 
SPIRIT OF BERLIN is going to give an intimate and empathic 
insight into Stephan’s search for purpose in life. In the end, 
there is no “right” or “wrong” way, there is only the ext-
raordinary journey to oneself, which is different for every 
individual. It depends on yourself. It is your own respon-
sibility if and what I take from the stations of my life. As 
the director, I wish for a film that captures the audience 
with spiritual  transcendence and a hands-on love story, 
and touches their deep desire for salvation.

THE DIRECTOR SPEEKS

What can the audience expect from SPIRIT BERLIN?
Berlin, the spiritual journey and meeting international spi-
ritual VIPs (Sri Sri Ravi Shankkar for example is India‘s fifth-
best-known person according to India Forbes and Snatam 
Kaurs music are best-sellers) and a love story. Packed into 
a harmonic film which allows deep documentary insight 
into ashrams and centres which the audience rarely gets 
to see that close.
How did you get the idea?
When Stephan Ziller and I met for the first time on a film 
set we liked each other from the start, also because we 
had common interests. The idea for the film came about 
independently from him. Because I had experienced his in-
ner journey before: I walked the Way of St. James to San-
tiago de Compostela , I went on pilgrimage to Taizé and 
Lourdes, I went to Rome as well as India on the Yoga path, 
then I became Yoga instructor and meditated Zen. Then 
I thought about transferring this experience onto a film 
project, which would be it. So I asked Stephan if he would 
be willing to do that and what he would be interested in 
and then we organised his film journey. People in the cen-
tres and individuals were very open for our project and 
showed a lot of themselves. That was a great experience 
which also transferred onto the film crew. 

Spirituality is getting more important and is gaining wi-
der acceptance within society. But there are still more 
sceptics than followers. After how many minutes of the 
film will such a sceptic get up and leave – or will he not?
In the best case he stays in the cinema because the bar-
rier to get up is too high ;-) No, seriously: Spirit Berlin is 
despite the light narration with a journey and a love story 
still a very deep and serious film in search of spirituality, 
the answers and questions about the meaning of life. By 
the word „serious“ I mean that Stephan and I did not hide, 
but got to our inner and outer border of „being“ and con-
fronted them – for the film and for the audience. So when 
the Tibetan monk Tenzin says: “No, Berlin is not a spiri-
tual city“ and the leader of Brahma Kumarin (Raja Yoga) 
replies: “Berlin what I feel is a very special city – it is very 
open…“ and Sheik Eshref Eshendi of the Sufis concludes: 
“from London to Moscow, Berlin is the spiritual centre of 
Europe”, then those are buzzwords that open the film and 
draw you into the topic. But while watching the film the 
audience gets answers, which make even sceptics think. 
And behind every scepticism there is also a bit of fear. So 
those who have the courage to confront these questions 
in a film that presents it in an approachable way will leave 
the film satisfied. 

Kordula Hildebrandt made her first steps in 
the media industry as producer assistant to 
Renate Beyer at the Terra-X production DER 
FALL JESUS (Main editorial History and So-
ciety) at the ZDF. As a press coordinator for 
Ziegler Film GmbH & Co. KG she broadened 
her experience. After her Magister degree in 
German philology, art history, sociology and 
film studies at Johanes-Gutenberg-Universi-
ty Mainz she aquired journalist and editorial 
skills at the Rhein-Zeitung (editor: Jens Fred-
riksen) and became PR- and marketing officer 
for companies in Berlin. Afterwards, she was 
salesperson for medical technology. Because 
of her love for storytelling she studied Direc-
ting at the Kaskeline Filmakademie and began 
working on her documentaries TANGO BER-
LIN, SPIRIT BERLIN and THANK YOU INDIA. In 
2012 she graduated from the IHK-certified 
Assistant Director course at ISFF. In 2013 
she founded HILDEBRANDT FILM Produktion 
Marketing und PR. 



Is it possible to find the meaning of life in Berlin?
There is this saying: “If you can make it in New York you can make it anywhere” - Germany‘s largest 
city is a little overwhelmed as well. So no, you cannot find the meaning of life in Berlin per se! What 
I learned through Spirit Berlin is that it depends on yourself, the inner preparedness and the atti-
tude to life, if you can become happy, for example. I can feel the same quality of joy while singing 
the Krishna mantras with the Krishna, for example, as I do while reciting the mantra “Nam Myoho 
Renge Kyo “ with the Soka Gakkei and while dancing in the barefoot disco or in the ZEGG or even 
when I do non-spiritual things – when I simply do something in town. And then it does not matter 
where I am. But most come to Berlin in the end, the so-called spiritual masters, to give a lecture 
or a meditation class. I can definitely say that relatively many people here are spiritually interested 
and do spiritual rituals in their everyday life and take part in various classes. Berlin is the pioneer in 
that and radiates to the entire country, not only in fashion and music. 

Did the film change you, and how?
Yes, I have been able to free myself 
from one of the essential questions 
about the meaning of life and the 
now I just am – a filmmaker.
What is the most spiritual place in 
Berlin?
My meditation pillow.
Would you call yourself spiritual?
I don‘t experience spirituality as a 
constant state. But I would love for 
it to be like that for me.

www.spiritberlin-film.de



This is a scene from the movie: Spirit Berlin. 

SIMONE GEISSLER plays the female main cha-
racter skilfully and authen-

tically, because of her talent and because of many years 
experience as yoga coach and material artist. Now, the 
attractive actress has started an own film project. All 
about it, she will tell us in an exclusive interview.



INTERVIEW WITH SIMONE GEISSLER

Simone, you play a major role in the documen-
tary movie: Spirit Berlin. How did it come about?
Stephan Ziller and I have already worked together 
in front of the camera. That was before Spirit 
Berlin. We met again in Triguna Ashram at Gong 
mediation. When he and Kordula Hildebrandt, the 
director of the documentary feature film SPIRIT 
BERLIN, were looking for the female lead, he must 
have remembered me. (Smiles)
While Stephan is still looking for his inner balan-
ce, you found them apparently. Your yoga scenes 
look very professional. Are you practicing yoga 
in everyday life?
Yoga has become indispensable for me in my ever-
yday life. I mean, you get up in the morning, take a 
shower, brush your teeth and get dressed. Things, 
which are normal as breathing, right? Yoga keeps 
the mind, the body and the soul clean, as tooth-
paste cleans your teeth. But it is not just yoga that 
helps me to stay in balance. I have been training for 
almost 2 years in Systema, an old martial art from 
Russia that works without tension, and is extre-
mely challenging. In fact it is very complementary 
to Kundalini Yoga.
Wow, would you describe yourself as a superwo-
man? What inspires you in the sport?
A superwoman, you mean? (laughs) Maybe I am a 
superwoman with inner peace. What excites me 
about this sport, I can consciously deal with me 
and my body. I work with my limits and also try to 
overcome them. This happens both physically and 
mentally. This is often very stressful, but the fact 
that I‘m doing this again and again rewards me 
more and more. 
How important is it for your life as well as 
your career?
As already mentioned, yoga and Systema keeps 
your mind, body and soul clean. For me that is the 
basis to stay strong in my profession. The pressure 
can be extreme. You just have to be fit and healthy 
and stay that way; inside and out! My daily life is 
somewhat different from that of an employee. As 
an actress, I work a lot with my body. And to work 
with emotions and my voice, I must maintain phy-
sical fitness. This training helps me a lot. Anyway, I 
can’t imagine a life without sports.

How did you come to yoga and martial arts?
Inez David Bjorn, a Danish actress, has invited me 
to her very first Kundalini Yoga Workshop. So-
mething told me to give this Kundalini Yoga a chan-
ce. The workshop has really impressed me. And as 
you can see, it still does.  Systema was brought to 
my attention by Aaron Thiesse. He is my boyfriend 
and also an actor. He has been doing martial arts 
for more than 7 years, I guess. He showed me a vi-
deo of Systema. I was very excited when I saw the 
video. I freaked out immediately. That‘s what I wan-
ted to do! Aaron told me to try it first. So I did. 
Now I have been training for almost 2 years.
Would you say that many people lack the com-
pensation, the inner balance? Should more peop-
le start the search for it, as the actor in the film? 
What tips do you have for them?
Yes, I would say so. It would be nice if more peop-
le would admit that they are searching for it. ‚Se-
arch‘ always sounds so superficial, but it‘s more 
about the true self. The call of the soul. But many 
people do not respond to this call. They refuse to 
hear it and thus they will be unhappy.  They are af-
raid of the unknown. What comes next? What will 
change? Who will I be? Everyone has patterns of 
behavior. Not always the best, and in this case the 
inner voice says: „You should change something in 
order to feel better!“. My advice: do not be afraid. 
It will turn out to be great, and I know what I‘m 
talking about. I used to be scared. Not anymore.

ACTRESS, YOGA TRAINER AND MATERIAL ARTIST 



When should one or the other start to think 
about practicing these cleansing techniques 
at least?
If you ignore your inner voice, it could start to 
weaken the soul. That again would lead to blocka-
ges, anxiety, panic attacks, and can make you sick in 
the end. Eventually, it becomes harder and harder 
to enjoy life. In the worst case you fall into a deep 
depression. It could be too late. The important 
thing is that the affected person must recognize 
the problem, so that he or she can solve it. 
Did you do own experiences in this way?
A dearest one has suffered from depression. As a 
result, I experienced the ups and downs of the di-
sease. Unfortunately, he lost his battle against the 
disease. His sudden death is a burden for me.
What are the causes that this theme, similar to the 
burn-out, is still one of the taboos in our society?
I am not a scientist, but I am quite certain that the 
image of the illness of depression is still unde-
restimated. It just lacks the Enlightenment. We get 
told that depression is merely a whim. 
„Pull yourself together and stop crying.“
„Are you a man or not!? Men do not cry! „
„It will soon get better again!“

That‘s what we are told, am I right? Even the kids 
and teens get told. And here is the cause of the 
problem, I think. For this reason and from the loss 
of a loved one due to depression, I started the film 
project Asphyxia. With this project, I would like to 
assist in the investigation. The topic of depression 
may no longer be taboo.
Would you say that people, who are affected, 
could be afraid to open up to others or to talk 
with other people about their problems? They 
are perhaps afraid of being laughed at?

If they are not surrounded by people who are fa-
miliar with the disease and being told things like: 
„Pull yourself together!“ Yeah, definitely! They 
will be afraid to open up. For this reason, the suf-
ferers pull back more and more.
Could friends help always or it is advisable to 
seek medical help at some point?
I do not want to give advice on how the environ-
ment should act. But I think it is absolutely im-
portant to be seeking for help and medical care at 
some point. 

Your have started a film project with the exotic 
name Asphyxia. What is it about?
Asphyxia is a technical term. Asphyxia or asphyxi-
ation is a condition of severely deficient supply of 
oxygen to the body which arises from abnormal 
breathing. An example of asphyxia is choking. As-
phyxia causes generalized hypoxia, which primarily 
affects the tissues and organs. There are many cir-
cumstances that can induce asphyxia, all are cha-
racterized by the inability of an individual to ac-
quire sufficient oxygen through breathing for an 
extended period of time. Asphyxia can cause coma 
or death. In a figurative sense, this is a state that 
I knew very well from my illness at the time. I felt 
that I lacked the air to live. The film deals with de-
pression. The title describes the state.
Who is this film for and what are its goals?
I do not want to limit the audience for which the 
film is intended. I want to create a movie for all 
people. I want to raise awareness of the issue of 
depression. For me personally, it would be incre-
dible if the film is shown in schools. The Enlighten-
ment can’t take place soon enough. 

I can imagine, with such a project like this a lot 
could be changed, but I can also imagine, that 
it is difficult to realize, because of the finan-
cing. I guess sponsors and investors could see 
this issue as a taboo too. How do you realize 
the project and what can you tell me about the 
recent reactions?
I do not know where to start. At the end, I guess. 
Six months ago I would never have dreamed of get-
ting as far as we are now. Last Thursday evening I 
was sitting with Thomas Müller-Rörich and Clau-
dia Böhringer of the German depression League 
(DDL) to talk about the next steps for Asphyxia. It 
was important to me to win the support of the DDL 
for the project from the beginning. Not only from 
a financial perspective, more for the elucidation 
of the disease. The DDL is an association of persons 
concerned for those affected. I am proud that the 
whole board supports this project.
This way seemed unthinkable just a few months 
ago. However, it was clear I need a budget, if I 
want to realize Asphyxia according to my claims 
and representations. I talked to my director, Pol 
Ponsarnau, and calculate the budget. We decided 
to finance a part of the budget via crowdfunding.
The first step was: get the people‘s interest for our 
project on Startnext, the crowdfunding platform. 
I wrote many emails and letters. It was an inde-
scribable feeling as the people were positive about 
our project and supported us financially. After 
6 weeks, we reached our budget. We owe special 
thanks to Tattva Viveka (magazine). They presented 
our project to victims of depression, whereby we 
found our biggest bankroller. Can you imagine 
how I felt? (Smiled) For now I am having further 
discussions with sponsors. Asphyxia is growing 
so fast that I needed to get Lisa Roling and Tho-
mas Loos as our producers on board. They both do 
the work in the background. So I can focus on my 
work as an actress.
We keep our fingers crossed for your project, 
but when we will see you again in front of the 
camera?
Thank you so much. That is always good to know. In 
fact, my next shooting will be on Asphyxia. By the 
way I‘ll act a big part in a cine film in summer‘15. 
The film is currently in the finance.

Everybody, who is interested to in the abitious project 
Asphyxia and everybody who would like to help to 
realize it can find more information here:
www.startnext.de/asphyxia

Interview: Marco Kokkot



YOGA & LOUNGE-WEAR
KAMAH YOGA

FOR EVERY DAY

TOMOVE
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KAMAH YOGA

The Yoga trend is everywhere and more and more people want to 
experience the special lifestyle of Yogis outside of their studios - 
whether with a vegan diet, a decelerated lifestyle or fair produced 
fashion. Yoga and Loungewear, which is simply different: aware, 
moving and valuable – is presented by

   To shifT The producTion     
      To AsiA To reduce cosTs? 

no wAy!



AWARE
Verena Sapper, founder of KAMAH, un-
derstands sustainability not as a simp-
le nice slogan, but as a project coming 
from her heart. Since the launch of her 
brand in the year 2008, all collections 
were produced due to fair cooperation 
with small family-owned companies in 
Europe. Verena Sapper knows every 
production location personally and 
she is in close collaboration with her 
partners there. 

MOVING
KAMAH stands for relaxation, translated in flowing cuts 
and soft shapes, with an excellent fit for men and women. 
A combination of casual elegance and aesthetic comfort 
ensures to make a good figure also far away the yoga mat. 
The current collection for autumn winter 2014/15 natu-
rally picks up on fashion trends and translates them into 
the DNA of KAMAH: casual overalls encounter cropped 
tops with font print fitting with high-waist pants. So, KA-
MAH is the perfect companion for a busy day – starting 
from the first yoga session in the morning to a party in the 
Club in the night.

VALUEABLE
KAMAH uses only high quality ecological raw materi-
als for all women‘s and men‘s collections. All of the fa-
brics are hypo-allergenic and let the stressed skin bre-
athe again. In addition to organic cotton, the brand is 
using fabrics such as bamboo – a raw material which 
is environmentally-friendly as well as skin-friendly. 
Bamboo viscose feels light and smooth – like silk, it 
envelops the body equalizing the temperature. The 
high quality of the materials isn’t longer a secret: ce-
lebrities appreciate KAMAH beyond the screens and 
stages as a moving different feel-good label.



ONE PLACE TO CALM DOWN
MERIDIAN SPA

AND TO COME FORWARD

YOURLOVE
BODY



MERIDIAN SPA

As we have learned, yoga, meditation and sport can be good for body, soul 
and mind, but what should you do, when you are already an active person 
because of your job or hobby? In that case, you would love to have peace and 
relaxation, right? So, why not enjoying a day in a spa, alone or with your 
lover or friends, or… 
At least, when it smells of cinnamon cookies and pine green everywhere, one 
question will come into our mind every year: What should I give my friends 
and family? Before, Santa‘s elves rack their brains what they could put under 
the tree for your family, maybe an idea with wellness guarantee is useful: 
The Christmas package from the

Whether, the mother, the best friend or the 
partner - well-being, relaxation and new 
energy is important to anybody, and it is pos-
sible due to the MeridianSpa Christmas cou-
pons. It is a special present, which provides 
you valuable time for yourself.

It isn’t just good for your own, because 1 Euro 
of any sold package will be donated to “Son-
nenhof e.V.”, an organisation, which supports 
children and parents in need.

Because of its diversity, the choice could be 
difficult not only for people in Berlin: 

How about a „Small Seduction“ (51 euro) 
with a 25 minute partial massage and a well-
ness-day card? 

Or if you would like to relieve someone from 
a busy daily routine, maybe the „Very Rela-
xed“ package (for 68 euro) would be the best 
choice?



Your dearest will forget the hustle and bustle of every day, when 
they enjoy wellness-day card, including a 40-minutes full-body or 
foot reflex zone massage. 
Maybe the “Mind magic” card (for 87 euros) is the right decision for 
extra well-being. It includes the Ayurvedic massage „Abhyanga“ or a 
facial treatment for her or him as well as a wellness-day card. The 
packages of „Relax“ and „Mind Magic“ will be rounded up with a 
food voucher for poolside restaurant in the value of 5 euros.



THE STRENGTH LIES IN CALMNESS!
This guiding principle is program - at the MeridianSpirit day you draw new strength 
from the inner self with quiet course formats. Fill up your energy reserves, so that you 
can start relaxed and strengthened in the cold season.
Wellness isn’t limited on a spa in Berlin or on another place on earth. Wellness you 
could enjoy everywhere and every time. It starts with choosing the right underwear 
and it starts to become perfect, when this underwear is useful to wear it as outerwear 
too – or vice versa. Hereafter, we will show you 3 labels that offer pieces, which you 
will love when you will feel them on your skin.



TRAINING WITH FERNANDA BRANDAO

FERNANDA BRANDAO combines tradi-
tional elements 

of capoeira, dance and fitness in her workout. The 
strength endurance of individual muscle groups is 
especially trained in addition to the intense cardio of 
Brazil and dancing parts.
Due to the high number of repetitions, the figure is 
well defined and strengthened evenly. With GINGA, you 
get an improved condition, coordination, dexterity and 
flexibility. GINGA is a sophisticated full-body workout 
that combines Brazilian rhythms with game and dance.
The music, rhythm, and atmosphere will let you forget 
everyday life and at the same time you train the body 
without realizing it. The special GINGA workout de-
veloped by Fernanda Brandao offers you the Brazilian 
way of life and lets you feel the Brazilian fire. GINGA is 
not a self-defence course! The fitness program offers 
the perfect blend of martial arts, dance and fitness 
with capoeira as a basis.

A SHORT TALK WITH FERNANDA 
BEFORE HER TRAINING
How important is sport for you?
Sport is very important for me, but not only for me. I 
think it should be a part in everybody‘s life. Everybody 
could relieve a lot of stress. When you do sports, you 
will have a better mood, more concentration, you can 
bear pressure much better, while you are more relaxed 
and calm.
And you shouldn‘t forget the hormonal effect. So-
mething is happening with us. And that‘s why I think 
it‘s so important. I have so many friends, who aren‘t 
30 yet, but who have their first herniated disc, because 
they don‘t move enough. So it is really important to do 
sports and to find the right one for your own.

Do you have an advice how to motivate people to do 
sport?
You should try. Of course, everything new isn‘t easy at 
the beginning, but you will see the results really fast, 
when you do sports. Especially, people who never did 
sport before will recognize the development fast. When 
they reach the 3rd floor without gasping, they will get 
a feeling of happiness. And as soon as you realise those 
little things and when you feel, that your body beco-
mes firmer, that it gets a definition, you will continue 

to do sports. You will feel more attractive and because 
of this you will have much more self-confidents. The 
complete life will change into a positive light. So, the 
best recipe that I could give is: try and stay tuned. 

What is the target group of Ginga?
It‘s for everyone, who likes power-courses, programs 
with high intensity. Ginga isn’t focused only on one 
muscle, but your whole body is in motion. One muscle 
gets stretched while another one gets pumped, becau-
se of the repetitions. They are player and opponent, 
each doing something different. Ginga is really good 
to burn fat, because of its high intensity. You will swe-
at a long time after the course. The moves aren‘t fast, 
but because of the trainings program you will really 
sweat a lot. I sweat sometimes up for two hours after 
the course. Ginga is also for everyone, who enjoys mu-
sic, because of the Latino-rhythm. And it is more than 
a standard Latino course, where you find only a lot of 
fun, but no consequence and endurance. There isn‘t a 
muscular effect, which you realise immediately, but af-
ter a Ginga session, your legs are really shaking.

SHE IS YOUNG, ATTRACTIVE, TALENTED AND SHE IS VERY ATHLETIC. TV-STAR FERNANDA BRANDAO 
IS ALSO VERY ACTIVE TO PROMOTE HER GINGA-PROJECT, AT LEAST IN THE MERIDIAN SPA BERLIN. 

FOTOS: MANUELA PICKART | VALEUR MEDIA

POWER-WOMAN 
FERNANDA BRANDAO 
SHOWS HER GINGA-WORKOUT 
IN THE MERDIAN SPA BERLIN



Ginga and music are close connected? I heard about 
songs, especially composed for Ginga?
Yes, I composed the songs. Capoeira – the traditional 
material art in Brazil, which is the foundation for Gin-
ga – if full of typical instruments and sounds. Because 
of my roots I didn‘t want to lose the connection to the 
history of the sport and my own one. I am not interes-
ted to fake them, so I keep this all alive, but in my own 
version.  

You produce own songs for the sport program?
Yes, because the music has to match perfect to the mo-
ves, it should give motivation not to stop when you 
have reached your limits. My further intension was to 
move people, no matter where they hear this music or 
if they understand, that it is a Capoeira instrument. I 
think we did that. People ask me often: what is it, whe-
re does it come from? And finally it comes from family 
work. My uncle sings some relaxing tracks, so as I do. 
And my heart for music opens widely, when I am in the 
studio, even if it‘s for a sport DVD.

Would say that you like music and sports equally or 
do you have a priority?
I love to move and I think, movement and music belong 
always together. No matter if it‘s dancing or sports. 
Music means feeling and if you are able to feel music 
and to express something with your body, no matter 
if it looks nice or not, it will be good for you. But you 
have to overcome your fear, you have to relax, and 
then nothing will be embarrassing anymore. This is a 
really beautiful feeling. 

What can you tell us about the Ginga workout itself?
The nice thing about Ginga is that we combine a lot of 
strength endurance. A lot of people ask, if it is compli-
cated and if the steps are difficult. And I can put their 
mind at ease. We start with really slow moves, and 
more intense ones will follow later.

Can you show us some steps?
Yes, when you repeat them. (smiled) Everyone can really 
do it and you do the steps many times, you will get a 
feeling of success. Also the exercises where you will 
sweat a lot are really easy. The High-Intensity-Training 
is really popular. Some people think that you should 
only train some part of your body, like in the Gym. They 
are really surprised, when they start with Ginga, they 
feel muscle ache on parts, they didn’t know before. 
Some others thought to go to Gym and additional to 
a yoga centre to compensate the training in one direc-
tion. Ginga offers that all. And the highlight: you lose 
weight already during the course. We have a 10 minu-
tes mix-program and during the training we check how 
many calories the people have loose. 

How many calories you can lose?
Because of the high intensity, caused by the mix between 
fighting and dancing, the average number is about 240 
and 320 calories. So I say that you can burn up 300 calo-
ries in 10 minutes. Your body becomes an oven. I realize 
it too. We are currently touring through all stores in 
Germany. When I have 3 or 4 Ginga courses in a row, I 
look like a straw. I eat a lot before training, because I 
know how much I will burn during the next course.

Do you take care about what you eat?
I think, everybody does it, especially everyone who 
watches its body. You have to be careful, that you eat 
something that contains nutrients. We all think: no 
carbs, no fats, just: no, no, no. Of course, it‘s ok and it is 
right, when you want to lose weight. Then it’s better to 
leave out these things. When I need carbs, I‘d rather eat 
a potato than something packed, because these things 
are full of rubbish. So everything that comes from na-
ture spends much more energy. I eat a lot of nuts and 
shells, but I also eat things that actually aren‘t good. 
I try to pay attention, to give my body enough power. 
Sometimes I say, today I will eat pasta, what doesn‘t give 
me real power, but it tastes good and it is also good 
for your inner balance, I mean to enjoy your life and 
to have fun. 
I think, people should listen more to their heart, it will 
tell them what is good and what isn’t. Nobody else can 
do it, because, what is good for me, isn’t automatically 
good for you. Maybe, vegetables bring a lot of power 
to one, while another gets tired because of it.
MK 
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The contemporary interpretation of the phe-
nomenon of “Glam” is reflected in the large, 
sparkling colour palette of the women‘s 
collection. Inspired by fine prints of varie-
ties of nacre, colours like rose dust, toffee, 
off-white, bossa nova, arctic ice or dark 
shadow are reflected in individual lines.

ZIMMERLI OF SWITZERLAND

Standstill and mediocrity are passé; discreet generosity is the motto. A 
brand takes on this trend and presents an autumn/winter collection in 
an elegant manner, as usual in a style of: „Quality that you can see and 
feel“, made by:



What Zimmerli makes special? It is quite 
simply laid down in the brand claim: Zim-
merli produces the most beautiful and 
finest underwear all over the world. 

And this high demand isn’t reali-
zed in an anonymous, machine-run 
mass production, but step by step by 
expert hand.



Zimmerli works this way 
for more than 140 years, 
exclusively in the Switzerland, 
and not in one of the low-wage 
countries of Asia. No other 
brand can claim this. 

Zimmerli stands for honesty, qua-
lity, tradition, craftsmanship and 
persuasion. And a central aim of 
this entire effort: high quality pro-
ducts that provide a sense of well-
being which is hard to surpass.



1. EvidEnt Quality
Zimmerli has the aim to create high 
quality, you can also see and feel. 

2. FinEst Fabric
Zimmerli uses finest materials - exclusive 
fabrics from the finest natural fibres. 

3. HandmadE
ALL is made by careful hands: an 
anachronism – and an ineffable 
privilege. 

4. timElEss daywEar
Zimmerli is made for style-conscious 
people, who are enthusiastic about 
timeless class and true values.

5. swiss company
Today, the Switzerland is production 
place as 1871.

tHE FivE 
corE valuEs
are the foundation of the brand Zimmerli:



Lots of nature and breathability are 
embedded in the button down pyja-
mas with a shirt collar and mother 
of pearl buttons. Lyocell is a brilliant 
material made of eucalyptus fibres, 
which is soft on the skin, regulates the 
temperature and naturally accompa-
nies us through the night. 

The pureness collection is comprised 
of lots of nature and breathability. 
The beechwood cellulose is processed 
into MicroModal and provides maxi-
mum elasticity and pampering soft-
ness for the wide long-sleeve shirt. 
In the seasonal colour this shirt is 
an invitation to relax. 

   tHE 
collEction



Zimmerli of Switzerland in-
troduces 2014 three new basic 
collections. The two women‘s 
collections, AVA and MADISON 
promise to become a classic.

witH

Three different tops (spaghet-
ti top, top, shirt) and bottoms 
(string, hipster, panty) in black 
and white are available in sizes 
XS-XL. Zimmerli resumes a new 
string in the basic collection.

lacE
calais
sEducEs
ava



The feminine line shows a floral 
woven lace design on a Calais tul-
le-fond. Mercerized cotton is knit on 
body widths and therefore it adapts 
comfortably to the body. 

Micro fibres of natural beechwood cellulose 
provide this knee-length nightgown with  
a pleasant airiness. A feminine neckline  
and fine lace bestow an aesthetic  
emphasis that invite dreaming.



Zimmerli’s commitment to “Handmade in 
Switzerland” is reflected in the Juliette line, 
which shimmers with its embellishment of 
renowned St. Gallen lace from the company 
Bischoff, with romantic couture details in 
ecru being combined with a contrasting 
black wool/silk.

There is nothing nicer than 
making oneself casually cosy and 
comfortable at home. The hip-
length jacket made of soft cotton 
blend works nicely as an easy 
throw-on. Contrasting colours, 
pockets and the wide collar pro-
vide the classic and elegant look. 

Gold, delicate rose and shades of whi-
te and grey shimmer on the stunning 
inkjet printed pyjama shorts with po-
ckets. The light satin fabric and satin 
waistband impart a pearl soft feeling 
on the skin. There is no more glamo-
rous way to achieve inner peace.

Bischoff Textil AG from St. Gallen was awarded the title „Créateur de l’Année“ 
(creator of the year) in the lingerie category. This award is bestowed annually, 
in conjunction with the trade fair Interfilière, on an outstanding company in 
the sector. Living up to its motto of „Creation, Innovation, Efficiency and Flexi-
bility,“ Bischoff Textil’s exquisite embroidery is worn by such illustrious stars 
as Rihanna, Katy Perry und Nicole Kidmann.



The classical sporty elegance of this 
line is processed without side seams. 
Due to the 6 x 6 rib structure, it 
draws a perfect figure. The breatha-
ble mercerized cotton can be worn 
well as outdoor shirt. 

The classical sporty elegance of this 
line is processed without side seams. 
Due to the 6 x 6 rib structure, it draws 
a perfect figure. The breathable merce-
rized cotton can be worn well as out-
door shirt. 

WWW.ZIMMERLI.COM



NIGHTWEAR
HANRO

FOR THE CITY THAT

NIGHT(S)

YORK
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GOOD



HANRO

From busy Berlin to the streets and skylines of New York is only a short hop. 
Here, an international luxury brand for lingerie found the best place to put 
its new collection in the limelight. Ever since it was founded in 1884 by Albert 
Handschin and Carl Ronus in Liestal in Switzerland, a name has stood for 
understated luxury, natural elegance, and garments which are a pleasure 
and comfort to wear for ladies and men



HANRO products are marked by highest quality standards and excellent craftsm-
anship. The careful development of fabrics and laces, unique materials made from 
natural fibres, ingenious, timeless designs and decades of tradition, combined 
with technical innovations, are what make HANRO such a distinctive brand. HAN-
RO products are produced almost exclusively within Europe. 
HANRO reaches for the stars with its fall/winter 2014 range: up in the skyline of 
New York! The styles are inspired by the exciting metropolitan city with the clear 
silhouettes and geometric architecture of New York’s skyline, as well as by the 
industrial chic of trendy New York lofts.



It’s the lavish, geometric 
embroidery and contrasting 
lace, in clean designs and clear 
cuts, coupled with finest luxury 
fabrics made from wool, 
cashmere, viscose and tencel, 
which make the new range 
of daywear, nightwear and 
loungewear so impressive. 

Sophisticated, noble dark 
shades replace the colour 
black. Milky terracotta hues 
round off the palette of 
colours.

The daywear range celebrates the revival 
of French lingerie styles and mystical, 
delicate underwear designs – but with a 
new and edgy twist, with clear construc-
tions, austerely geometric and lavish em-
broidery, and visually contrasting lace. 
Combined with modern, organic motifs 
and an emancipated yet discerning palette 
of colours, the delicate lingerie loses its 
innocent character and comes of age. The 
styles are light and luxurious in wool, 
viscose or soft cotton silk. The colour 
choices are dominated by noble, dark sha-
des or milky and earthy terracotta hues.



Loungewear is perfectly at home in any New York loft, and presents cool 
styles for the cool seasons. Box-shaped lounge tops with batwing sleeves, or 
casually loose, oversize tops with tight, cropped sleeves are cosy and war-
ming. Softly flowing fabrics such as elastic single jersey made from tencel 
and super-soft sweatshirt fabrics with added elastane ensure all garments fit 
perfectly and exude the ultimate lounge feeling. The fashionable colours have 
a metallic hint to them, and add a clean industrial chic to the designs.

New York – the city that never sleeps? But if it does – then definitely in HANRO’s luxurious 
nightwear designs! Nightwear takes the stage with graceful ease, in timeless cuts and co-
lours, and fabrics of delicate silk and silk mixes or finest cotton. In contrast, lavishly placed 
pieces of lace and geometric embroidery give the designs an ornamental character,
underlining the “clean” look. Inspired by loft styles, the colours are a mixture of different
styles, including elegant shades such as dark raisin, dusty olive or peppercorn, and delicate 
hues such as grey dawn or pale mauve.



GRAND CENTRAL
The perfect Christmas gift for 
lovers of luxury: a classy robe 
with a comfortable cut. The high 
quality micromodal & silk fabric 
provides an elegant flowing dra-
pe, combined with luxurious silk 
trims. Available in the sophistica-
ted colours ink, ash and blush.



CENTRAL PARK
Feminine nightwear with a 
loungewear personality, made of 
finest mercerised Pima cotton
and soft, silky micromodal. A de-
lightful design element features 
a feminine, gathered silk
detail at the neckline. Available 
as a short-sleeved nightshirt 
with modern, overlapping
sleeves, as a long-sleeved nights-
hirt and pyjamas, in off white, 
pale mauve and dusty olive.

CHELSEA
Casual loungewear made of 
soft tencel: the range offers 
loose-cut short & long-sleeved 
shirts, and ultra-comfortable 
yoga pants in fashionable dus-
ty olive and light smoke.



UPTOWN
This range plays with the contrasts 
between simplicity and sophisticati-
on: these modern exciting nightwear 
styles, made from soft flowing quality 
lyocell, are trimmed with finest quality, 
contrasting leavers lace. Available as a 
spaghetti dress, short and long-sleeved 
nightshirt, exciting shorty pyjamas and 
a sexy dressing gown.



CROSBY
Loungy flat-knitted styles
made from a blend of
luxurious materials, in
fashionable cuts with cool
fashion details.

KNITWEAR
Being the 4th ready-to-wear collection 
from HANRO Knits, the new fall/winter 
2014 collection is inspired by the metro-
politan fashion city New York, and par-
ticularly by the hip hotspot Meatpacking 
District. Between red-brick houses, cob-
blestone pavement, chic lofts, designer 
stores, art galleries, popular cafes and 
trendy nightspots, the casual HANRO 
Knits styles have been perfectly put into 
scene, reflecting the cool surroundings 
with their modern designs.

The new HANRO Knits collection closes the gap between classic women´s ou-
ter garments and traditional loungewear for wearing at home. The styles 
look loungy, however, they are designed to be worn on the streets, with 
premium ready-to-wear fabrics and outstanding craftsmanship details.



WEST BROADWAY
Casual, sporty styles made 
from French Terry fabric 
with elastane for perfect fit, 
with modern design details 
at shoulder and sleeves.



THOMPSON
Perfect for layering: Casual 
shirts and cardigan with shawl 
collar, made from finest micro-
modal-cashmere blend. Can be 
individually combined.



COTTON SEAMLESS
Since launched in 1985, the COT-
TON SEAMLESS products are the 
bestsellers of HANRO.

Especially the COTTON SEAMLESS 
Spaghetti Top is a real style icon – 
and not just since Nicole Kidman 
wore the white Spaghetti Top in 
Stanley Kubrick´s Hollywood mo-
vie „Eyes Wide Shut“!ted colours 
ink, ash and blush.

The timeless elegant design tea-
med with finest materials and 
outstanding craftsmanship make 
COTTON SEAMLESS the perfec 
companion for everyday wear. 
Finest long-staple, combed, 100% 
soft mercerised cotton with fine 
rib provide an extraordinary 
soft feel.

Ultimate wearing comfort is 
guaranteed thanks to seamless 
manufacturing and flat, invisible
borders. Quality that you can 
feel on skin! The pure and ele-
gant look with a slightly
transparent design is perfected 
by the remarkable neckline with 
an exquisite satin edging.



ULTRA LIGHT
It is the lightest and airiest cotton underwear collection made by HANRO. With 
uncomplicated styles, they are the perfect companions for travel or every day 
wear. With it, HANRO is expanding its basic women‘s line with luxurious day and 
night undergarments. The name says it all, this underwear made of pure cotton is 
feather-light! With a material weight of only 70 grams per m2, the styles are extre-
mely light so that you hardly know you are wearing them. Most likely the lightest 
cotton underwear in the world!



Multiple brief styles, tops, a 
short sleeve shirt and a mul-
ti-functional spaghetti dress 
are available. „Ultralight“ 
offers luxurious HANRO qua-
lity at an entry price level. The 
semitransparent single jersey 
material is made of 100% soft 
mercerized cotton, offering 
the highest quality and the 
best comfort imaginable. Of 
course „made in Europe“ with 
typical HANRO styling. A speci-
al soft mercerization allows 
reduced shine and a natural, 
soft drape of the material.

WOOLEN LACE
The popular bestseller range 
from last year’s fall/winter 
range is redefined with de-
licate lace in macramé look. 
Various tops, leggings, capri 
pants and boy-leg briefs made 
from 2:2 rib in a wool & silk 
mix are available in the basic 
colours black and off white, 
and in the fashionable fall 
shade of dusty olive.



YOGA COMPATIBLE
The premium fabrics are made 
from high-quality blends of cot-
ton, cashmere, modal and
wool (single jersey, French Terry, 
flat knit). The palette of colors is 
reminiscent of fall, with shades 
of grey, beige, taupe and olive. 
The cuts are modern with drop-
ped shoulder sleeves, elongated 
backs and broad cuff. Sporty 
details such as drawstring waist-
bands and patch pockets add 
detail alongside stunning details 
on sleeves and necklines.



The airy-light styles are modern and uncomplicated. Due to the easy-care, quick-drying
material, you can leave the iron in the closet without worries. All of these features make
„Ultralight“ the perfect companion when travelling. Heike Dückers, Head of Product &
Design, believes: „The styles are ideal to take along on a trip - for weekend or business 
trips. They are easily transported in a handbag, a sports bag, in a weekender or a suitcase 
for vacation. They are ultra-light, versatile and hardly require any space. This means you 
can pack an extra underwear set as a reserve without thinking twice – you will hardly 
notice the difference!“

NOT ONLY ON A 
ROOF OF A BIG 
BUILDING IN NEW 
YORK, BUT EVERY-
DAY, THESE STYLES 
LET YOU FEEL LIKE 
IN THE SEVENTH  
HEAVEN. TRY IT 
AND FEEL IT.

www.hanro.com
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FEMME SEVEN

SKIN & BODY
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HEAVEN
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FEMME | SEVEN

When you would like to feel as you would be in seventh heaven, especially 
regarding your clothes, you should come back to Berlin for a while. Here, in 
the last year, a brand was launched with the aim to offer women basics with 
highest quality standards 



FEMME | SEVEN has been 
designed for the needs and 
requirements of today‘s 
independent and cosmopo-
litan woman. Its goal is to 
provide a general sense of 
well-being and elegance at 
any time.

The luxurious fabrics 
emphasise the shape and 
beauty of a female body 
and fit with every occasion 
24/7 hours – from the busi-
ness-meeting over a dinner 
with friends or a cosy eve-
ning at home. 



With a wide range of 
playful and classic basics 
in trendy colours of the 
season FEMME | SEVEN 
makes every day of the 
week perfectly. 

Made from 70% silk and 
30% cotton, the careful-
ly selected fabrics of the 
FEMME | SEVEN products 
ensure comfort for the 
whole day. 



Silk has a warming effect on 
cold days and a cooling ef-
fect on hot ones. This unique 
character is guaranteed in 
all FEMME | SEVEN products. 



The products are simple, but 
very comfortable. They pro-
vide a very good feeling and 
they keep their shape even 
after frequent laundering.

www.femmeseven.com

FEMME | SEVEN gives the term basic a new character, 
because the pieces aren‘t made just to fulfill the basic 
needs of women, but to give them a really good feeling 
and look. Surely, the garments aren‘t giving you wings, 
but they are able to let you feel like in seventh heaven. 



RAISES BLACK TO A NEW
DIMITRI

FEMININE LEVEL

THE

WITH THEGAME
OF

ABSORPTION
LIGHT



DIMITRI

When I saw the first professional fashion show in my life, I was touched 
deeply. All the colours, lights, models… It was amazing, but with the time, 
it starts to become a routine and finally less designer are able to catch all 
of my senses with their fashion and shows. One of them, blessed with an 
exceptional talent, is the son of a Greek father and an Italian mother, who 
graduated from the renowned fashion school ESMOD before he completed 
his „Master of Fashion Design“ at the Istituto Marangoni in Milan.  Already 
as a child, the he developed a great affinity to fashion and the passion for 
fabrics and cuts was his constant companion. He worked around the world 
for well-known designers such as Vivienne Westwood, Jil Sander and Hugo 
Boss. Today he fascinates people worldwide with his own collections, which 
are characterised by love, inspiration and prowess. His name is Dimitrios 
Panagiotopoulos and his wonderful label is called

THE MAN WITH 
 THE GOLDEN NOSE

The Golden Nose is an honorary award 
for extraordinary creative fashion des-
ing. A jury of journalists of the fashion- 
and business press as well as an accom-
plished advisory board of trade, industry, 
culture and law - working volunteer and 
independently – award this price under di-
rection of the freelance fashion journa-
list Ruth Haber since 1976. The list of lau-
reates listed prominent names from all 
areas of fashion creativity such as entre-
preneurs, designers, teachers, dealers, 
media representatives who contributed 
to the success of the fashion in Germa-
ny. Also, during the politically motivated, 
historical division, creativity remained 
and grew up to a new economic power of 
the former fashion centre Berlin.

After the fall of the Berlin Wall and with 
the reunification of Berlin the city star-
ted to become again a rising fashion me-
tropolis and international trend forum. 
The numerous fairs and business activi-
ties are visited by many guests and custo-
mers every year. 

Regardless of the fashion week, the und-
oped prize “Golden Nose” call attention 
to excellence achievements, that creativi-
ty from different fashion sectors is reali-
zed also in economic successes.

Sponsors from economy, trade and in-
dustry support the voluntary initiative of 
the Golden Nose, to introduce the year 
anointed prize in a worthy way.

This year, Dimitri has been awarded the Prize. He was honoured, because of his 
continuously effort to combine craftsmanship, design and glamour to a blend 

of fashionable perfection, formed in beautiful dresses, which underline the 
femininity of every woman.



IntervIew wIth 
DImItrI PanagIotoPoulos 

The year is coming to an end. And again everyone 
resumes the last twelve months. In your case, it 
was the famous „seven year itch” of your label 
Dimitri. How do you look back on the year 2014 
and the last seven years?
The last 7 years spun away, but I enjoyed every single 
one. Of course I went through ups and downs, but my 
business  grew continuously. I learned from mistakes, 
what made me stronger regarding my goals.

Certainly each person who founds a company is 
full of dreams, ideals and goals. How many of the 
things, which you had in your mind seven years 
ago, when you established DIMITRI, could you rea-
lize until today?
I could implement a lot: my own shop, the online store, 
fashion shows in Berlin, a showroom in Zurich, presen-
ce in press, the extension of the products for women,  
a Interior line and much more.

Every single day, you can see young girls, carrying 
cheap paper-bags with a blue printed name. They 
are overjoyed to have got junk at rock bottom 
prices. Food, technique, fashion… many people are 
still choosing cheap mass products. It seems, indi-
viduality and quality bear no longer a meaning or 
any value. How hard is today to design clothes and 
to sell them successfully in Europe?
It is really difficult and if I could go back, I maybe 
wouldn‘t risk the way into fashion, not mentioning my 
independence. The fashion world today is really fast 
moving- as a young, not international established la-
bel it‘s not easy to compete with the big fashion chains, 
because they launch new collections so fast.
To find new producer, the approval of the unit of tra-
ding  and the funding are only some problems I come 
across and which complicate my intention. Neverthe-
less, highest quality as well as classiness of fabrics 
and “Made in Italy” rank first.



It is really true, your creations touch me emotio-
nally, because I guess to see and feel a lot of love 
and passion. By this, I do not mean only an attenti-
on to detail, but a true love for work with fabrics, 
cuts and colours. I am right, am I not? And what 
does fashion design mean for you personally?
It was already my dream when I was a child to become 
a fashion designer. I can enjoy like in my work and I can 
convey my vision of fashion. For me, fashion means to 
bring out the amenity of a woman and to underline 
her character.

In your collections I guess to see several approa-
ches to history as well as references to nature, be 
it adaptations of Greek mythology, the colours of 
a sunset, or wandering sand dunes or oases in the 
desert. What would you say, is fashion more than 
just fabrics and prints? Is it able to convey messa-
ges, feelings, thoughts…?
Actually, I get inspired my foreign cultures, so you can 
read my collections like a travel diary in countries far 
away- most of all the orient. I am fascinated by the vari-
ety and the culture and the history of these countries. 
I get inspiration for my choose of colours, fabrics, 
prints etc. As Italian with Greek roots my collections 
reflect consistently details of these two countries.

What are the materials that you love the most?
I love to work with different variations of silk, because 
flowing fabrics fit to my designs. I like to use resistant 
fabrics as well, which underline the feminine silhouet-
te. Leather is one of my favourite materials, too.

How would you describe your fashion and your 
style? What woman do you have in mind when you 
start to create a new collection or when you start 
to think about new colours and silhouettes?
Colours, mix of patterns, striking prints and processed 
fabrics are my trademark. The DIMITRI woman is femi-
nine and sexy, a free thinker with an relaxed view on 
glamour.

Imagine, you would have to send only one model 
on the stage of a fashion show, e.g. during the Fas-
hion Week, what would she wear: a dress, a skirt 
and top or a jacket and trousers?
I would send her in a dress. I love dresses and they flat-
ter the feminine silhouette.

What is your personal favourite piece ever?
My absolute favourite dress is a blue fringe dress, 
which was worn already by the topmodel Karolina 
Kurkova.



And please tell me, what is in your opinion the 
most feminine outfit ever?
A slim sheath dress – strapless – it‘s sexy but elegant 
as well

You come from Italy, more precisely, from South 
Tyrol. How important was this region and the in-
fluence of different cultures and languages for 
your creative development?
South Tyrol never played a big role in my life consci-
ously. I live and  work here and I can relax here. To push 
my label I am bound a lot for fashion metropolises in 
Europe. Surely, it was an advantage to grow up bilingu-
al, but you can‘t find  essential influences of the South 
Tyrol culture in my creations.

South Tyrol impresses with its beautiful nature. Is it 
good for you, to withdraw from the stressful cities 
such as Milan, Paris, London or Berlin to quieter 
places, or even into the nature from time to time, 
for example to open the mind for new ideas?
I love major cities and I would rather live in London 

or New York, but I like to be at home sometimes. I do 
not like mountains, but I like my family and many of 
my friends live here and I do enjoy the Mediterranean 
weather and the good food in South Tyrol. I will not 
liver here forever, a city has just too many advantages.

After your last collections, which were very co-
lourful, it seems your current favourite colour 
would be black?
I do not have a special favourite colour, I try to bring 
variety into my collections. But basically all my collec-
tions are designed really colourful.

In a physical sense, black is a lack or the comple-
te absorption of light. In the photography black 
is used to set the focus on a special object. How do 
you define black regarding your collection? Why 
change to black?
I decided in my last AW14 collection, that black has al-
ways been a classical colour and never gets out of fas-
hion. The thought wearability and sale eligibility play 
of course a big role.



Physically, black is actually not a colour, but it is 
a condition. In which condition you would like to 
put the wearer in ideal case?
For me, black is the perfect alternative colour, which 
suits nearly to everything. But the colour represents 
as well strength, power and transcendence.

Looking back on the year 2014, of course we must 
not forget that you have been awarded with the 
„Golden Nose“. In the first moment, the name of 
the price sounds amusing, but a decades-long tra-
dition and tremendous business expertise joins 
him. What does it mean to you?
I found out about the award during my summer ho-
lidays. Of course it was a huge honour for me, to be 
awarded, because I am not a German fashion designer. 
It is the first award, I got and I feel really proud, becau-
se my fashion gets appreciated in a foreign country.

Regarding your career, what were the most beau-
tiful moments for you?
My first show at the Mercedes Benz Fashion Week in 
Berlin, publications in Elle, Vogue Italia and that top-
model Karolina Kurkova has worn a dress made by me.

Where can people find and buy your collections?
You can buy my collections online at www.bydimitri.
com or in Italy, Austria, Switzerland in selected shops. 
My goal for the year 2015 is to persuade the purchaser 
in Germany.

What can we expect from you in 2015? What are 
your future plans?
I would like to enlarge my products, to persuade more 
shops in different countries and to take more time for 
myself. The next collection will be presented in Berlin 
at the Fashion Week in January.



By a wide margin, black is the most successful colour in the 
history of fashion. Coco Chanel already took the view that the 

natural elegance of a woman is express best in black, 
and she announced: 

„I WILL DRESS THEM ALL IN BLACK.“
 

In the current collection, black plays a dual role. It 
doesn’t come as a stand-alone unit, but creates exci-

ting contrasts with shades of white. The combination 
with vivid colours such as fuchsia or animal prints 

ensures true fashion eye-catcher.

BACK TO BLACK
DIMITRI WINTER 14/15

The contrasts between extreme opposites such as black and 
white as well as sensual and rocky elements characterize  

the DIMITRI winter 2014/15 collection.

THE DIMITRI   
winter collection  
refers to the words of 

COCO CHANEL   
and is completely 

DEDICATED to the  
theme 

BACK TO BLACK.



A FLOOR-LENGTH,
BLACK EVENING 
DRESS made  

of 

LACE with  
nice

TRANSPARENT 
SLEEVES and peplum  

is the 

KEY-PIECE   
of this season. 

In the last years, 

VIVID COLOURS   
prevailed collections of  
DIMITRI. Now, 

BLACK is the  
constant. 

Thus, the designer  
presents his collection 

REDUCED, 
WEARABLE, 
ADULT, BUT 
FEMININE 
THAN EVER.



THE ITALIAN 

ROOTS of the  
designer 

DIMITRIOS 
PANAGIOTOPOULOS   
are manifested due to the use of

HIGH-QUALITY LACE,
SILK AND CHIFFON. 
FINE WOOL CREPE, 
SOFT ANGORA and  

cuddly 

CASHMERE will be also  
found in the  

current fall/winter collection. 

THE SILHOUETTES   are  
very

FEMININE and  
very

SEXY as  
usual.



PLAIN-COLOURED 
CASHMERE basics in  

black and  
white, partly with striking 

GIRAFFES-PATTERNS,   
ensure a comforting sense of 

LUXURY. 



www.bydimitri.com



SHOWS ITS VIEW

DAWID

OF THE WINTER

WINTER

HEAVENLY 
BODIES
SOAR THROUGH THE

TOMASZEWSKI

WONDERLAND



With his eighth show at the Mercedes-Benz 
Fashion Week in Berlin, Dawid Tomaszews-
ki presented his autumn/ winter collecti-
on: ‚Heavenly Bodies‘. 

This collection combines timeless feminine 
beauty and geometric abstraction. Ins-
pired by the modern age and the infinite 
world of the beyond, Tomaszewski has 
created a collection that represents a suc-
cessful blend of experimental and classic 
design. The perfect putting of opposites 
in the limelight characterise the label 
DAWID TOMASZEWSKI. Coats with opulent 
fur collars, decorated with elements of 
Prussian military uniforms, epaulettes 
and metallic badges contrast excitingly 
with the delicate models wearing anthra-
cite flowing silk dresses.       

DAWID TOMASZEWSKI

Wonderful models walked on a catwalk covered by 
red and gold autumn leaves, appeared fragile and 
immortal at the same time. With their “heavenly bodies” 
they represented a dream world full of contrasts, 
created by 

Finest silk meets coarse knit, black-green 
shimmering spring jackets and leather 
leggings.

The ingredients of success of the purist 
DAWID TOMASZEWSKI collection; detailed 
embroidered fabric collages, classic cuts 
and geometric patterns are completed 
with sparkling black SWAROVSKITM crys-
tals on deep portepees. 

Dominated by a rich palette of shaded of 
black and grey, magenta stands out as a 
sparingly used colour accent. 

The collection is rounded off by limited 
accessories and bags, produced in coope-
ration with Roeckl, Marjorie Renner and 
Tanah Rhea.



The Designer – Dawid Tomaszewski

In 2009, the designer Dawid Tomaszewski 
founded his eponymous label in Berlin. He 
studied at the prestigious London College 
of Fashion, at the Academy of Arts under 
Vivienne Westwood in Berlin as well as 
at the Academy of Fine Arts in Poznan, 
Poland. He worked as fashion designer 
for Sonia Rykiel, Reebok and Comme des 
Garçons. He won numerous awards, 
including the „Premium Young Designers 
Award“ and he was a finalist of the „Desig-
ner for Tomorrow Award“.

His inspiration Dawid Tomaszewski draws 
from his passion for modern art, archi-
tecture and music. His work combines 
these influences with the vision for the 
well-dressed woman as well as his con-
ception of innovative handwork and the 
attention to detail. Dawid Tomaszewski 
invents a „new couture“ through the com-
bination of simplicity and extravagance. 
Furthermore, with his provocative, cont-
radictory and stunning designs he opens 
new worlds to his costumers.



The brand DAWID TOMASZEWSKI

STUDIO TOMASZEWSKI is a contemporary 
German luxury label, which combines 
innovative design with quality. The indi-
vidual lines represent the strength and 
uniqueness of femininity. The clothes are 
experimental with an innovative design, 
where industrial and unconventional ma-
terials are used, which are combined with 
an original cut, uncompromising fit and 
avant-garde.

The collections are characterized by time-
lessness as well as the highest demand for 
quality and aesthetics. The label relies on 
a combination of classical craftsmans-
hip with modern design. Due to that fact, 
it fills a gap within the exclusive luxury 
segment.

The collections are available in the DAWID 
TOMASZEWSKI concept store in Berlin, 
in selected boutiques like Lodenfrey and 
Department Store Quartier 206 and 
of course in the online shop: 
www.dawid-tomaszewski-shop.com. 

FROM JANUARY 2014 AT 
WWW.LUXODO.COM



A VIEW OF THE
PATRIZIA PEPE

WORLD WE LIVE IN

LAND
NEVER
OFF TO



PATRIZIA PEPE

This winter we can experience an unusual, 
modern interpretation of the world we live 
in. The new exploration of an already familiar 
territory, the metropolis, shapes the winter 
collection of 

Patrizia Pepe has a focus on archi-
tecture and art this winter. She sees 
the city overgrown by a mysterious 
forest, where one moves between 
sanctuary and well-being. 



An eco-rock-mix and a surreal dimensi-
on become reality. The collection lets us 
effortlessly moving between majestic trees 
and impressive buildings, be in the balance 
between obviousness and dream. 

In this dimension, you need versatile, 
comfortable clothing that gives a touch 
of good-humoured madness, while they 
combine timeless evergreens with surre-
al-looking patterns.

The tops are comfortable and protective. 
They fit perfectly with an urban-sexy sil-
houette as well as with sporty elements. 

The volumes are measured, that they can 
worn be perfectly throughout the entire 
day, from the work to leisure time or an 
event in the evening. 

The sweatshirts match perfectly with tren-
dy mini-skirts or classic tailor jackets with 
cropped pants.



Cashmere, mohair and warm 
wool mark the jackets. 

The shades become darker, 
to emphasize the atmosphere 
of the winter. They will be 
completed with nuances, 
such as nocturne grey, dark 
atmosphere purple, dark ink 
blue, dark pine green and of 
course pure black.



Within picturesque elements alternate 
with kaleidoscopic and mirror effects. 
Therefore, all colours of the palette 
are mixed with each other. 

Also the materials reflect the 
implementation of the main 
concept of this season: the 
perfect balance between natu-
ralness and freshness. 



Here and there, one can discover 
fuller, brighter colours, reminding 
on sunbeams, shining through the 
branches and twigs of a tree. They 
accentuate the new shades of green 
and light nuances, such as shifting 
zephyr grey, wild rose, off white, 
beige and light pine green.



WWW.PATRIZIAPEPE.COM



MADE FOR YOU
ANA ALCAZAR

AND FOREVER

FAIRNESS
EUROPEMADE

IN



ANA ALCAZAR

What happens, when two successful catwalk models tailor their 
own dresses in the late night? If familiar with the demands of 
discerning women and blessed with talent, it could be the start 
of a new successful fashion label. This is what happened, when 
the two fashion sisters, Beate and Jutta Ilzhöfer, established 
their brand

It started already in 1985, so in the upcoming year ana alcazar, 
which is a fictional name, will celebrate its 30st anniversary.

Since 2010, the collections are created from the headquarters in 
Munich. The dresses by ana alcazar are available in Germany, Aust-
ria, Switzerland, Belgium and the Netherlands, as well as in Austra-
lia and Russia. 

Furthermore, several times a year, ana alcazar is represented on 
internationally established fashion fairs, such as PURE in London, 
SHOW & ORDER Berlin, CPM in Moscow as well as on the Modefab-
riek in Amsterdam.



The collections are characterized by precise cuts, strong colours and 
precisely worked out details. They show continuously adaptions from 
the big fashion eras. This mixture is what is surprising about the mo-
dels. The reinvention of oneself, over and over again, following time 
spirit and staying unconditionally true - this is the recipe of the two 
fashion makers. 

Opulent prints and innovative material combinations, alternates on 
business outfits or on dresses for the long party night. Especially 
precious fabrics are contrasted with fake-fur, sequins or chains. The 
focus of all collections is also a clear fashion statement: „femininity“.



The catastrophes in Asian textile factories have triggered a 
rethink among consumers regarding the production conditions 
of the fashion companies. The collapsed factory halls, inhumane 
working conditions and starvation wages call attention to the 
acute need for action in the fashion industry.

FAIRNESS
made in europe
Submit to the food industry, the fashion sector will be 
tightened. In terms of eco-balance, today, many consu-
mers attaching importance to a transparent value-ad-
ded chain, pollutant-free textiles and fair trade. The 
fashion line ana alcazar takes a leading role with their 
production in Europe. 

We love fashion and especially 
the people Who Wear our clothing. 
in terms of the protection of the 
environment and people, We see 
high-quality materials and fair 
production conditions as a key 
condition for quality and success, 
emphasizes Beate Ilzhöfer, CEO and designer of 

ana alcazar.



According to the Ministry of economy and energy, the appa-
rel industry was the second largest consumer goods indust-
ry in Germany in 2013. With a turnover of 16.7 billion euros, 
it followed directly to the food industry. The rising demand 
means larger production volumes. As a result of this as 
well due to the goal to save costs and to achieve higher pro-
fits, companies relocate their production facilities outside 
of Europe. Unlike this trend, the established Munich fashion 
ana alcazar stands for exclusive designs „made in europe“.

A recent survey of the market research institute YouGov 
confirms the growing importance of fair production con-
ditions for the final consumer. The majority of respondents 
within this survey state that fair production conditions are 
‚very important‘ (40 percent) or at least ‚rather important‘ (46 
percent). When asked about the buying behaviour; more than 
half of the respondents state ‚rather not‘ (49 percent) or ‚ne-
ver‘ (31 percent) to buy textile products manufactured under 
inhuman conditions.



Because of this, labels like ana alcazar are acting in the interest of the customers: 
„fair production conditions and a fair trade With suppliers 
are part of our corporate philosophy. since the start of 
our brand, We decided to do so and to produce our clothes 
exclusively in europe. for this reason, each part of every 
collection has an exclusive label With the inscription „made 
in europe“, explained Jutta Ilzhöfer, CEO of ana alcazar.



In addition to fair production conditions, the CEOs Jutta and Beate Ilzhöfer call 
great importance to the boycott of real fur and leather. Instead for the designs 
of ana alcazar, they use cotton, fine silk, applied pearls, lace insertions, but also 
polyester and synthetic fibre from Italy. The high-quality materials are highly 
processed and produced finally. 
next year, We Want to continuously optimize our business 
processes and We Want to expand to more countries. step by 
step, it is important to us to groW and to offer a little bit 
more expensive products than other brands, because of the 
exclusive production in the europe explained Jutta Ilzhöfer.



The brand slogan „ana alcazar made with love - 
made for you - made forever“ reflects the principles 
of the company. On the one hand, this motto is in-
ternally lived, on the other hand, the looks are very 
detail implemented and designed.



WWW.A-N-A.COM



FASHION TO LOOK GOOD 
RAU BERLIN
ALSO ON COLD DAYS

WINTER
ROUGHALSO A

HAS VERY BEAUTIFUL

MOMENTS



RAU BERLIN

Since the debut in 2004, the collections made in Berlin convince 
costumers because of their profound sophistication. „Clarity 
and being different regarding the design“, is the maxim of 
Martina Rau and her label 

Martina Rau has remained faithfully to this motto since 
her study at the FHTW in Berlin. Also the time that follo-
wed, intensified her concern to surprise with exceptional 
cuts and combinations of materials, without sacrificing 
wearability, classic charm and functionality.

Particularly because of the approach, to cre-
ate unique silhouettes that meet the requi-
rements of each wearer and that perfect the 
respective style, but also the respective figure 
of them, Rau Berlin is focused on garments 
with unique designed cuts.

Rau Berlin presents fashion for a 
confident woman, who isn’t interes-
ted to be upstaged by her clothes, but 
who calls attention to quality and 
special details. 



Martina Rau is manufac-
turing in Berlin. Thus, she 
can guarantee fair working 
conditions and she is able to 
be regularly present during 
the entire production pro-
cess. When it comes to quality, 
Martina Rau pays also tribute 
to her intransigence regar-
ding manufacturing and 
selection of materials. 

Only high-quality materials are used, which 
will be mixed with finest leather. All of this 
is personally selected by Martina Rau in Itali-
an manufacturers. 



The design of the Berlin label is popular 
all over the world. Meanwhile, in addi-
tion to Germany also customers from 
Beirut, Sydney, Hong Kong and New York 
love the styles of Rau Berlin.

WWW.RAUBERLIN.COM



MODERN CAPSULE COLLECTIONS
LONG TALL SALLY

FOR TALL WOMEN

(T)ALL
WINTER
WILL BE NICE FOR

WOMEN

THIS



Long Tall Sally, global leader in 
the field of fashion for tall wo-
men, announces a collaboration 
with the British fashion line Tal-
ler than your Average (TTYA). The 
cooperation includes a modern 
capsule collection, specially 
designed for women with a body 
height from 173 cm. The 18-part 
collection named „TTYA x Long 
Tall Sally“ is available in Germa-
ny since September 2014 under 
www.longtallsally.de and was 
complemented with some pieces 
since November.

TTYA X LONG TALL SALLY

When you view fashion shows on the catwalks worldwide, you will see always tall 
girls, but what you don’t see and what you don’t know is, besides designer fashion 
these girls have huge problems to find outfits, which fit with their tall bodies. 
Now, two brands with the goal, to fulfil the requirements of all tall women, have 
created a collection together

The designer behind TTYA, the British stylist Irene Agbontaen, 
knows how difficult it is to find well-fitting clothes. With a 
height of 180 cm, Agbontaen was tired to tug 
constantly at her sleeves and trouser legs. 
Thus in the year 2013, she founded the 
brand TTYA, which developed quickly to 
   the trend label with cool jersey basics 
         for large women. TTYA is listed at 
              Barneys, ASOS and Selfridges.



This fall TTYA and Long Tall Sally join together for a 
limited-edition collection which perfectly combines the 
competencies of the two partners: Agbontaen’s unique 
sense of style and Long Tall Sally‘s expertise for tall sil-
houettes and designs.

WE ARE VERY PLEASED 
ABOUT  THE PARTNERSHIP 
WITH TTYA, says Andrew 
Shapin, CEO of Long Tall Sally.

TOGETHER WE CAN CRE-
ATE A COMPLETELY NEW 
OFFER FOR OUR CUSTO-
MERS AND WE DEVELOP 
LONG TALL SALLY TO A 
TRUE ONE-STOP-SHOP 
FOR GREAT FASHION.

The capsule collection is inspired by 
Agbontaens passion for fashion and 
music. Key items are the structured 
Oversize-Coat, the white Scuba-Bi-
ker-Jacket and the Distressed-Jeans. 



The prices range from 38,00 
euros for a shirt with Burn-
Out-Elements over 120,00 
euro for a maxi dress in me-
tallic up to 178,00 euros for a 
coat. The articles are available 
in sizes 34-44.

FOR ME, THE COL-
LECTION IS INSPIRED 
BY THE THOUGHT, TO 
DESIGN BASIC AR-
TICLES WHICH ARE 
EASILY OBTAINABLE 
AND FASHIONABLE 
FOR TALL WOMEN. 
THE WEARER IS 
ABLE TO CREATE HER 
INDIVIDUAL STYLE 
BY MIXING PARTS 
TOGETHER OR BY 
COMBINING SIMPLE 
PIECES WITH A STA-
TEMENT PIECE, 
Agbontaen explains.

Photographed by Alex Sainsbury and presen-
ted by Agbontaens close friend, Jamie Gunns, 
TTYA x Long Tall Sally offers tall women an 
extraordinary capsule collection with a per-
fect fit and an eye-catching style.
Finally, with a focus on simple, high-quality 
garments, TTYA encourages women to love 
their extra inches.

WWW.LONGTALLSALLY.COM



GOES BACK TO THE
GUESS

AMERICAN ROOTS

NASHVILLE
ONROADTOTHE



GUESS

All girls and women love fashion, but 
which brand loves all? Have a guess! 
Yes, you could be right. Probably it is 
the American brand

SINCE more than 30 years, GUESS stands for a gla-
mourous lifestyle chic with a huge portion 

of seduction and sex-appeal. 

INSPIRED by the authentic American soul of 
Nashville, Tennessee, GUESS goes back 

to its roots in this winter. With its fullness of histo-
ry, music, dreams soaked in neon light and the unique 
flair of the southern states, Nashville, the hip capital 
of Tennessee, was the source of inspiration for three 
distinctive moods of the new GUESS campaign.



    THE NEW 
GUESS COLLECTION

The first theme revolves around
NASHVILLE - the city of music, 
where a new generation of GUESS 
girls and –boys is very excited when 
country meets rock ‚ n‘ roll. 

The theme THE SHOW, inspired by 
live music events, is a daring, sexy 
and iconic collection of styles to 
go out. The seductive outfits are 
suitable on stage as well as behind. 

ON THE ROAD is the third theme, 
which embodies the authenticity 
and the true denim expertise of 
GUESS. The sound of guitars and 
dreamy creative moments in a tour 
bus breathe life into the new coun-
try and rock winter fashion range.

The DENIM COLLECTION provides 
a cut with particularly low waist 
and “performance curve style” 
that is perfect for mini boots. 

Especially models with a high waist 
attract the eyes with wide and 
body-hugging cuts. Also shorts, 
short space, overalls and jumpsuits 
are available. 

The key-pieces are the jeans desi-
gned in a classic cowboy style with 
button-fly and a comfortable fit as 
well as the tight pant leg tailored 
for mini boots. 

Revised in versions of cocoon, 
classic denim vests and jackets for 
her and him are provided, while 
shirt-jackets in the distinctive style 
of 1980s and boyfriend blazer are 
strongly represented.

The denim washings and treat-
ments are inspired by the brand‘s 
authentic roots. They create a 
series of washed-out blues in the 
style of the old West. The leather 
applications create contrasts on 
key-styles such as jeans, jackets and 
overalls. 



The colour palette is dominated by striking shades such as ox-blood, dern and rhubarb-red. They 
are blended with blue and brown tones of the old West, such as khaki, camel, cognac and bran-
dy. Turquoise accents, sweet lavender, and Cadillac-pink offer feminine shades for her. Another 
colour theme is characterized by matte shades of black, contrasted with bright white with silver 
chrome and gold, which are typical for the glamorous shows in the modern Nashville. 



At the end of the season, “On the 
Road” provides suggestions for deep 
blue denim colours, winter whites 
and soft, muted shades such as suede, 
camel and mushroom. Deep blue, pale 
yellow and eggplant, add strong 
colour accents.  With GUESS on the 
bus, go to Nashville and experience 
an adventurous journey of full of 
wonder, passion and freedom.

WWW.GUESS.COM



JEWELRY DESIGN MADE
LAPPONIA 
IN SCANDINAVIA

EXPRESSION
ARTTHE OF



LAPPONIA
Founded in Finland in 1960, a bold 
intuition was always the foundation 
for the brand

Björn Weckström, who designed the first collection, established new sculpture-
like jewelry, drawing his inspiration from the shape and matte surface of gold 
nuggets from Finnish Lapland. Lapponia’s trademark, unique motifs and genuine 
design, was born. The uniqueness of Lapponia Jewelry lies in the combination 
of artistic design, sculpture-like jewellery, choice of material and skilful 
handicraft. Lapponia´s mission is to revolutionise the conservative approach to 
jewellery design through its unique art- jewellery inspired by Nordic nature. All 
jewellery is manufactured in Finland.

THE ESSENCE OF LAPPONIA JEWELRY

The most loved Lapponia silver jewelry pieces have been included in the Essence of 
Lapponia silver jewelry collection. It is a selection of masterpieces from various 
Lapponia designers, containing both appraised classics and new inspiring designs. 
All items in this collection have taken their place in the hearts of the consumers 
and demonstrated success in sales. The Essence of Lapponia collection is a good 
starting point for a new Lapponia retailer. All the pieces are always available in 
stock and ready to ship.



The Finnish silversmith Pekka Anttila (1931-1985) explored new paths in jewel-
ry design, when he distanced himself from traditional conventions. In 1960, he 
founded Lapponia Jewelry in Helsinki. He found an ideal partner in Björn Weck-
ström, a creative, visionary artist, with whom he developed new and exciting 
ideas for modern jewelry design. The forms and surfaces of the nuggets of gold 
from the rivers of Lapland in the North of Finland were an important source of 
inspiration. 

JEWELLERY AS A KIND OF ART
 

Weckström created the sculptural design language that has become the trade-
mark of Lapponia design. Today, he understands it is still considered his mission 
to elevate the status of jewelry design and to put it on a par with other creative 
art forms: 

A PIECE OF JEWELRY A MINIATURE SCULPTURE 
WITH THE HUMAN BODY AS A BACKGROUND.



WWW.LAPPONIA.COM



AND MIRANDA KERR
SWAROVSKI

LOVE A PRECIOUS

SPARKLING
DIAMONDLIKE

A

STARDUST



SWAROVSKI

Light, sparkle, and subtle glamour 
are key characteristics of an 
instantly recognizable signature 
style 

The new “Stardust” bracelet is a perfect example, with all the ma-
kings of a must-have piece. It is not only its clean, simple lines that 
make it special. “Stardust” is a light, flexible bracelet that seems to 
almost burst into a thousand sparkles. The secret behind this inten-
se brilliance? A translucent fishnet, brimming with 730 loose crys-
tals for the simple bracelet. 

AVAILABLE IN A VARIETY OF COLOR OPTIONS 
AND TWO LENGTHS – SINGLE OR DOUBLE WRAP 
– “STARDUST” CAN BE WORN IN EDGY COMBINA-
TIONS OR ON ITS OWN TO CREATE AN ELEGANT, 
MINIMAL LOOK explains Nathalie Colin, Creative Director.

SUPERMODEL MIRANDA KERR    was the  
muse of  

the current Swarovski Winter campaign and she says about it: 

THE “STARDUST” BRACELETS ARE SO MUCH FUN, 
BECAUSE YOU CAN MIX AND MATCH DIFFERENT 
COLORS DEPENDING ON WHERE YOU ARE GOING 
AND HOW YOU ARE FEELING. IT REALLY BRINGS 
AN INSTANT TOUCH OF FASHION TO ANY LOOK.

Miranda wears a mix of “Stardust” bracelets 
in a variety of shades and lengths. The per-
fect illustration of multifaceted glamour, 
each woman can stack and combine the “Star-
dust” bracelet in whichever way she prefers. 
Whether in block colors, contrasting tones or 
monochrome, delicate pastels or a mysterious 
palette of grays and blacks, this new must-have 
adds the perfect finishing touch to l kinds of 
styles, from casual to dressed-up.



Miranda Kerr embodies this modern and multi-
faceted woman, and has been chosen as the muse 
for Swarovski’s Fall/Winter 2014/15 campaign. 
Radiant and renowned for her impeccable sense 
of style, the supermodel has many different 
sides that, for Swarovski, make her the perfect 
expression of its values.

MIRANDA WAS AN OBVIOUS 
CHOICE FOR SWAROVSKI. SHE 
REPRESENTS A VERY CONT-
EMPORARY IDEA OF WOMEN, 
WHICH ILLUSTRATES THE 
BRAND PERFECTLY, explains Nathalie 
Colin, Swarovski’s Creative Director. 

Starring in the new worldwide campaign shot by 
Steven Meisel, Miranda declares: 

I LOVE THE VERSATILITY THAT 
SWAROVSKI INFUSES INTO 
ITS COLLECTIONS. ITS PIECES 
ARE ALWAYS IN STEP WITH 
THE TIMES, FASHIONABLE YET 
TIMELESS, SO YOU CAN WEAR 
THEM FROM MORNING TO 
EVENING, WITH CASUAL AND 
FORMAL STYLES.

MIRANDA KERR EMBODIES 
SWAROVSKI’S MULTI FACETED 
WOMAN IN WINTER 2014/15

Swarovski mixes light, 
sparkle and glamour 
to create its signature 
style that is instantly 
covetable. A brand syn-
onymous with moder-
nity, Swarovski caters 
for today’s multiface-
ted woman who always 
wants to look her best 
at any given moment. 



WWW.SWAROVSKI.COM



CELEBRATES 30 YEARS OF
DYRBERG/KERN

LOVE AFFAIR
WHEN A SWEET

AROUSES EVERLASTING

JEWELRY DESIGN

PRECIOUS GEMS



DYRBERG/KERN

Nobody knew that the casual meeting of young designers Gitte Dyrberg 
and Henning Kern one cold winter’s day in the year of 1984 would start 
an everlasting love affair of style, fashion and jewellery. What started as 
a young and innocent love affair between two people developed into the 
creative partnership of the brand 

DYRBERG/KERN is a jewellery brand 
with an aesthetic planted solidly 
both in Scandinavian soil and in 
international trend. A brand and 
partnership that continue to this 
very day - 30 years after. 



Today, both Dyrberg and Kern are both active in the daily operation, as the 
creative heart and soul of the company. The Trilliance Collection features 
the brand new fancy cut crystal stone, Trilliant, from Swarovski Elements 
as center piece, a shape, that may best be described as a soft triangle. 



The Trilliant Fancy Stone 
design exudes noblesse. Its cut 
sparkles with such grandeur 
that, despite being a newcomer 
to the collection, it evokes the 
treasures of kingdoms past. 

WE FELL FOR THE 
ASYMMETRY OF 
THE EQUILATE-
RAL TRIANGLE, 
WHICH CLEARLY 
EPITOMIZES THREE 
DECADES GONE BY. 
THE SOFT BENDED 
CURVES SYMBO-
LIZE OUR ROAD 
TAKEN OVER THE 
YEARS, WHICH 
WAS NEVER THE 
STRAIGHT ONE,  
Gitte Dyrberg states.



CLASSIC, ELEGANT, 
AND EASY TO WEAR 
SIMPLE JEWELLERY 
PIECES WITH A WOW 
FACTOR, WORKABLE 
FOR MODERN AND 
CONFIDENT WOMEN 
- UNIQUE TO THE 
BRAND ESSENCE.  
Gitte Dyrberg



WWW.DYRBERGKERN.COM



GREEN JEWELRY FROM
ROYAL BLUSH

PURE
SO PURE

AS THE SWISS

SWITZERLAND

NATURE



ROYAL BLUSH
Pieces of jewellery, which become more beautiful with every year, are created by 
a smart woman with a vision, heart and soul. Her name is Jana Keller, the name 
of her brand is

ROYAL BLUSH stands for leather accessories with a cons-
cience, containing Bracelets, Neckpieces, Fingerings, 
Belts and Bags and newly also city-wear leather espad-
rilles - redefining the term luxury. This means for us 
finding a balance between design, quality and sustaina-
bility. Season by season we adapt moods and colours to 
ensure the organic growth of our collection, continu-
ing to stay true to our signature and the base material 
of leather. Every single ingredient is personally chosen 
by us and is made in Germany according to our designs - 
the shoes are hand sewn in Spain. 

Jana Keller launched her Brand 
‘ROYAL BLUSH - Accessories with a cons-

cience’ in 2006 as a pure leather bag label, which was 
extended by a jewellery line in 2009. Propelled by the support 

from several renowned fairs her brand gained early international 
attention. 

2009 Keller co-founded out of necessity Greenshowroom, a fair that com-
bines sustainability with luxury. Finally, pointing the attention towards sus-

tainable brands in the upper segment. 2011 she sold the company & concept of 
Greenshowroom to Messe Frankfurt. Until 2013 she was in charge of the concept 
and organization. In the meantime she decided to part with the Greenshowroom 
team, to pursue new challenges with her brand ROYAL BLUSH and new projects. Keller 
however continues her role as an ambassador for Greenshowroom. ROYAL BLUSH 
already counts conscious Hollywood stars to her clients, such as Jessica Alba, 
Daphne Zuniga and Eric Roberts - to name a few. 

2010 Keller was elected within the Top 30 of green women in Switzerland, 
for her engagement in establishing green fashion internationally (SI 
Grün Edition 2010) 

2013 Jana Keller was nominated for ‚Generation Future‘ by Prix 
NATURE Swisscanto.



ROYAL BLUSH _Accessories with a conscience 
FOR ECOLOGICALLY RESPONSIBLE AND SOPHISTI-
CATED WOMEN AND MEN 

Responding to the urgent need for awareness, 
we contribute our vision & design work to-
wards a future, where sustainability & quality 
will be the new ‘luxury’ – nevertheless with the 
main focus on design. Each of our products 
are made in good conscience, using vegetable 
tanned calf leather and organic salmon skin, 
manufactured with local handcraft. Elemen-
tary, reduced and pure. 

RESPONSABILITY 
Living after the credo “Be the change you wish 
to see in the world” (Gandhi) is our everyday 
challenge, and we truly believe to make the 
first step in the right direction of an exciting 
journey! 

VEGETABLE TANNING 
ROYAL BLUSH’s chosen calf leather stands for 
a gentle vegetable tanning. Finest Italian calf 
leather, tanned with bark and roots. Vegetable 
tanning is an artisan tradition, handed down 
for generations, for over 200 years, using both 
antique recipes and state-of-the-art technolo-
gy. The leather is perfect for sensitive skin as 
well as for aware people. 

BY PRODUCT 
ROYAL BLUSH’s chosen salmon skin is a by-pro-
duct of the food-industry, tanned at the hig-
hest level of ecological quality. The salmon 
skin stems from certified bio salmon farms 
from Ireland, tanned in Germany. A perfect 
alternative to exotic skins. 

Besides the Online-Shop the Pieces of Royal Blush are 
among other stores available in the close area of Frank-
furt am Main.In Bad Homburg you will find them in the 
store of R+G in Louisenstrasse 99.

WWW.ROYALBLUSH.CH

PHOTO: ELLIN ANDEREGG 
STYLING: SUSI BAUER
HAIR & MAKE-UP: MELANIE VOLKART
HATS SILVIO: HAUKE
MODEL: TALY FISCH

The older the product, the prettier it gets. We use 
mainly organic salmon skins and vegetal tanned le-
ather. Use, sun and rain change the shade of vegetal 
tanned leather as well as the brass buckles, creating 
an exceptional ‚patina’ through the natural surface. 
This peculiarity turns each of our products into a 
unique piece - Timeless items for every woman’s (and 
man’s) wardrobe. The exclusive line in our collec-
tion, called ‘cuffs’ are with New Life Gold* plated 
pieces. A way to enjoy gold without claiming new 
resources. 

ALL THAT WE ARE IS 
THE RESULT OF WHAT 
WE HAVE THOUGHT 
(THE BUDDHA)



DÉBUT BY NIGHT 
AIGNER

EVENING
THE

THE DRESS, THE

FRAGRANCE



AIGNER

DÉBUT BY NIGHT - A captivating 
and feminine 

charm, with elegance and seduction draws 
all eyes on the Lady of the evening, enveloped 
by the scent

DÉBUT BY NIGHT is a sensual, appealing orien-
tal floral fragrance, which is characterized by 
the interpretation of fresh top notes of berga-
mot and lemon combined with pear and bitter 
orange from Paraguay.

The heart characterizes a floral note, consis-
ting of rose, orange blossom and water lily, 
while the base is warm and sensual. A beguiling 
blend of patchouli, cedar, raspberry and vanilla 
completed the base note.

The packaging and the bottle followed the same elegant design as AIGNER DÉBUT. This mysterious, seduc-
tive and sensual fragrance is hidden behind a metal-golden reflecting flacon. The golden logo on the 
packaging forms an elegant contrast to the midnight-blue background, mysterious and shiny at the same 
time. The AIGNER horseshoe is engraved on the noble cap.

The campaign was photographed by 
the German photographer Markus 
Jans. 

DÉBUT BY NIGHT is her fragrance 
that awakens the senses of the night. 
She feels unique and moves with 
grace. She is a woman who expected 
more from her perfume. A fascina-
ting and velvety fragrance that evo-
kes her sensual side.

AIGNER DÉBUT BY NIGHT: 
Eau de Parfum 30ml € 39.50 
Eau de Parfum 50ml € 59.00 
Eau de Parfum 100ml € 75.00 



STANDS FOR 
DUO

TAILORED FOOTWEAR

CHIC
CLASSIC
FEMININE



DUO

You could have just one jacked, just one jeans or just one shirt, 
but you couldn’t have just one shoe, you need always two. We 
don’t know it for sure, but probably this was a good reason 
for a British shoe label to call itself

The winter season is real 

EXCITING  because  
of the 

WILD, ROMANTIC  and 

STATE-OF-THE-ART 
SHOE COLLECTION of  

DUO. 

Once again, the British 
shoe label brings 

QUALITY AND 
TIMELESS FORMS   
together with current fashion trends  
of the fashion capitals. 

THE CLASSY STYLES 
meet innovative fashion runway details: 

SO LET‘S GO!
Four the med worlds meet this time the 

DIVERSITY and experimentation of  
the modern woman and present 

MADE-TO-MEASURE boots and shoes,  
designed in the  

UK and handcrafted in Europe.



SPECIAL and at the  
same time 

COMFORTABLE à la  
street style,  

the collection called 

SCANDINAVIAN ROMANCE   
presents androgynous 

LOAFERS, CHELSEA BOOTS   
and boots. The colours of 

THE FOREST, CLEAN LINES    
and fine details ensure the Scandinavian extra. 

TERRIFIC: THE MATERIAL 
MIX OF LEATHER AND 
PONY SKIN, DRESSED IN 
LEOPARD. SO CHIC!



CHIAROSCURO REVEALS   
A ROCK CHARACTER: 
PUNK AND GRUNGE experience a  

revival with 

BOOTS AND ANKLE BOOTS 
IN BLACK AND SHADES OF INDIGO. 
WHETHER, OVER-KNEES 
OR BOOTIES, SMOOTH LEATHER 
OR QUILTED: THESE DUO 
STYLES PAY HOMAGE  

TO THE 

REBELLIOUS ERA OF 
1980S AND 1990S.



INGREDIENTS for a  
true 

WINTER DREAM are  
soft

SHEEPSKIN, FUR 
AND RUGGED LEATHER  
IN BLACK, BEIGE AND BROWN. 
DUO makes the winter walk to an experience with 

CUDDLY WARM AND 

NON-SLIP FOOTWEAR,   
which makes not only walks,  
but also the urban bustle 

MORE ATTRACTIVE.



because 

SHORT DAYS INVITES 

TO LONG NIGHTS, 
 

a PARTY COLLECTION must not be missed. 

„BLACK AND GOLD“ are  
the 

„DANCING SHOES“, whether classic and sparkling  
as high heels, extravagantly as 

ANKLE-HIGH BOOT WITH STILETTO HEEL   
or surprising as suede boot with 

GLITTER SALES - the star factor  
is guaranteed!



TYPICAL DUO : with boot  
models up to 

21 COSTUMED CALF WIDTHS   and 

SHOES AND ANKLE BOOTS in three individually  
selectable widths, 

THE SHOE EXPERT responds to the needs  
of discerning women.



WWW.DUOBOOTS.COM



BAGS THAT ACCOMPANY
FREDsBRUDER

ANIMALA CUTE

AS INSPIRATION FOR STYLISH

YOU EVERYWHERE

LEATHER ITEMS
STUFFED



FREDsBRUDER

What is the saddest moment for a child? Probably, when it will lose its 
favourite stuffed animal. Constantly, it was there, it was your companion in 
any situation. If it is gone, it is a really sad moment. But sometimes another 
one will come to takes place of the friend before. Then, you could call it 
new friend or follower. Constanze Alef, who lost her stuffed animal Fred 
years before called it

WHO IS THAT FRED? 
 
On the day she was born, Constanze received a gift from her parents - a stuffed 
green hippo called „Fred“. Fred had to keep her company wherever she went and she 
just couldn´t sleep without him. A year later, tragedy struck when Fred got lost! In 
spite of an intensive search operation, newspaper ads and many tears shed, Fred ne-
ver reappeared - and so a new green hippo entered Constanze´s life: Fred´s brother 
(Freds Bruder in German). 

Many years later, when it was time to decide on a name for her label, Constanze 
knew that she wanted it to be distinct, unique and very special - like „FREDsBRU-
DER“!  We strive to design and produce bags with the same effect that Freds Bruder 
had on Constanze: bags that accompany us everywhere, bags that we never want to 
let go of.

BY THE WAY   Freds Bruder still exists and joins Constanze on all of her 
journeys. Only now he has been cuddled beyond recognition 

and travels in really beautiful bags...



FREDsBRUDER RELIES
ON LEATHER JACKETS
CONTINUOUSLY  
THE LABEL FREDsBRUDER is conti-

nuing relying on leather 
jackets in the autumn/winter season 2014/15. 
It brings presents a total of eight styles. Each 
model comes in four colors: black, brown, dark 
taupe and cognac. 

ALL JACKETS are made of high 
quality and soft lamb 

leather. All models are available in sizes S to XL. 

THE JACKETS cuts pick up fashio-
nable themes of the 

season: three jackets present the biker-style, the 
model of „Moonlight“ has a longer, parka similar 
cut. All models are waist fitted and have a total 
longer cuff, what distinguishes them from many 
other leather jackets.

FREDsBRUDER also opts for the 
reduced use of 

details, such as oversize zippers or through 
Jersey-using extended sleeve cuffs, occupied 
with teddy-fur collars or detachable hoods. 
Asymmetrical used zippers bring dynamism into 
the style. In some jackets, the logo is also visible 
placed on the forearm.

+



GUIDING PRINCIPLES ARE 
SIMPLICITY, ELEGANCE 
AND AUTHENTICITY  
THE FREDSBRUDER BAG winter 

season is 
determined by a simple and intelligent rule of three. The 
guiding principles are: simplicity, elegance and authenti-
city. Shape and surface are the focus of the design.

THE LABEL consistently follows its own claim 
of „relaxed elegance“. Regarding 

the shape bowling and pouch pockets dominate in the 
casual look. Also saddle bags as well as bags with accen-
ted flaps in a saddlebags look are an integral part of this 
collection. 

THE CLASSIC STYLE ARMADILLO 
is indispensable in the meantime. The look with individu-
ally sewn leather strips was transferred to other models, 
for example, it can be found on small shoulder bags or 
handles bags.

CLEAR AND SIMPLE CONTOURS 
are in the foreground - with straight lines, rounded corn-
ers or completely round silhouettes.

APART FROM THE SHAPE,   
the surface is the most important component of the 
collection. Again, great importance was attached to the 
careful processing of high-quality leather. This is reflec-
ted in looks, which ranging from waxed by hand, structu-
red to three-dimensional and washed out.

IN THE FIELD OF COLOURS, 
FREDsBRUDER mainly opts for single-colour models. 
Blue, red, yellow and green tones have mostly a smoky 
note. Also several shades of grey and brown belong to 
the dominant colours of this season. 

BLACK SHOWS UP especially within the 
models inspired by 

the theme „Grunge-World“. Everything revolves around 
an intelligent mix of contrasts: romantic elements meet 
dark colour shades, raw materials are combined with 
decorative details. 

IN THE COMPLETE COLLECTION, 
details were used reduced. Stylistic devices are volu-
minous tassels, snap hooks, rivets, pockets and narrow 
belts, concluded in part with a buckle. 

THE ZIPPER with short or long ribbons, are 
used as pure design element. Brai-

ded edges ensure a touch of playfulness.



WWW.FREDSBRUDER.DE



TOP DESIGN OF
STELLA BELLUCCI

STARLIKE A

HANDBAGS

LOOK & FEEL
REAL

PHOTOS: MAYK AZZATO



STELLA BELLUCCI

Nowadays, many girls are dreaming of becoming a superstar. It isn‘t 
that easy to become one. Besides talent, it needs a very unique style to 
arouse the attention of others. Mostly, to experiment with it, starts 
in the afternoon or evening, when you go out with your friends. 
Regarding your accessoires, a young brand is trying to help you to 
look and to be a star:   



THE NEW IT-LABEL
STELLA BELLUCCI
STANDS FOR AN 
INTERNATIONAL 
TOP DESIGN OF 
HANDBAGS, 

WHICH LIVES, 
WORKS AND 
INSPIRES.

IT SUPPORTS a special lifestyle for 
trendsetters and fas-

hion lovers of all ages, who are looking for the 
very special, available for affordable prices. 

THE CAMPAIGN of the popu-
lar handbags 

by STELLA BELLUCCI was produced with top 
model Julia Trainer. Together with Ann-Kathrin 
Brömmel, Rosanna Davison (daughter of Chris 
de Burgh) and junior model Svenja Rupp, the 
pictures were taken from photographer Mayk 
Azzato in the Munich-based furniture temple 
KARE power-station.

THE CLASSIC AND STYLISH 
it-bags from STELLA BELLUCCI are true eye-
catcher for any occasion. Whether, in everyday 
life, during the shopping or dinner, on the red 
carpet or during your work, they are always a 
stylish accessory on your side. 



ALREADY, MANY IT GIRLS, 
TRENDSETTER AND
CELEBRITIES ARE FANS
OF THE NEW BRAND  
STELLA BELLUCCI



WWW.STELLABELLUCCI.DE



EXTRAVAGANT LEATHER
FREAKY NATION

GLOBAL

JACKETS

TRENDS
& URBAN

PHOTOS: MAYK AZZATO

ZEITGEIST



FREAKY NATION

A person who excessively practices a hobby, who makes a thing 
to a purpose in life, who goes on with a great enthusiasm 
that often goes beyond the standard, we call freak. Thus, a 
crowd of people addicted in one thing, let’s say: fashion, we 
could call

FREAKY NATION  is a young 
fashion 

brands, which stands for creative and 
extravagant leather jackets.



THE LABEL attracts mainly  
young people  

with the penchant for the unusual. 

THE FREAKY NATION   
collections are exceptional, aren’t following  
any limited style concept. 

THE LABEL is rather based on its 
costumer need for creative 

self-determination, the wish to live out individu-
ality and to break out of the ordinary.  

THE YOUNG LABEL offers  
high  

quality leather jackets made with love in  
detail for women and men, who expect  
an individual lifestyle. 

THE FREAKY NATION   
team is always inspired by global  
trends and the urban Zeitgeist. 



THE COLLECTIONS reflect  
this  

in a stylistically diverse way. 

PRODUCED BY young people  
for young  

people, each collection is unique and  
that special something that gives the  
certain „kick“ to each individual look.   



WWW.FREAKY-NATION.COM



THE BRAND OF SUPERMODEL
LOVEDAY JEANS

INTERPRETATION OF

PAPIS LOVEDAY

MODERN
A NEW

LUXURY



To find jeans with a perfect 
fit, made of high quality 
denim and with attention 
to design and delicate 
details is still not so easy. 
Now here we come! A major 
challenge was to combine 
my high-fashion claim with 
a basic wardrobe essential. 
See - feel - try on. I promise 
you: it will be your 
favourite jeans! You will 
love your Loveday‘s! 
(Papis Loveday)

LOVEDAY JEANS

Once more, a former top model shows the 
many ways to shape a career continuously 
and to use things that he has learned 
before successfully in a new way. Last year, 
supermodel Loveday Papis has started a new 
life, when he has founded the eponymous 
brand



LOVEDAY JEANS    
embodies a new

INTERPRETATION 
OF MODERN LUXURY. 
This creates a unique elegance: 

MADE IN ITALY. The use  
of 

NOBLE FABRICS combined 
with  

original and traditional details  
makes LOVEDAY‘s to the 

MUST-HAVE
PIECES. 

THE NEW BRAND stands  
for a

MODERN,URBAN 
ATTITUDE, progressive looks  

and a carefree

APPROACH TOWARDS LIFE. 
These character traits are linked by the  
label with the claim of the namesake in

ITALIAN HIGH-END 
MANUFACTURING. So it com-

bines

TRADITIONAL TAILORING
WITH INNOVATIVE DENIM, 
TRENDY SHAPES AND 
CREATIVE DETAILS.   
The women‘s and men‘s collection  
emphasize the features sovereign and 

STYLISTICALLY. They are 
aimed at  

men and women who attach  
importance to individuality. 
The hallmark is the 

HANDKERCHIEF on the right 
back pocket, 

which appears ever in new variations  
and which is inspired by the hip 

STREET-STYLE OF 
NEW YORK.   
For LOVEDAY JEANS it is important to get 

INVOLVED SOCIALLY.   
An official partnership with the 

UNESCO FOUNDATION - 
FOR CHILDREN IN NEED   
was already realized. Thus, each buyer 
of a „LOVEDAY‘s“ automatically donates 
to the world-renowned charity.



THE GOAL   
is to support

EDUCATION 

PROJECTS   
in Papis Loveday‘s  
home country 

SENEGAL.    
Already the „kick off“  
collection was  
represented in many  
prestigious boutiques  
and department  
stores in 

GERMANY, 
AUSTRIA and  

the 

SWITZERLAND. 



WWW.LOVEDAY-JEANS.COM



REMEMERS 
ITS ROOTS

DIESEL

NEO-NEO-
CLASSIC

A LOOK BACK TO
HISTORY IS CALLED



The campaign is marking the beginning 
of a new era for Diesel and featuring 
Formichetti’s foundational collection for 
the brand. The campaign and collection are 
built upon three of the timeless ‘Diesel Icons’: 
Leather-Rock ‘n’ Roll, Denim and Military-
Utility. These three pillars are intrinsic to 
Diesel and are a part of the foundations 
of the brand today. The campaign is a play 
on the notion of these contemporary ‘pop’ 
classics in fashion, mixed with a view of 
the classical in art, a new form of Diesel’s 
alternative spirit.

DIESEL
A pop amalgam of the classical, the digital 
and the real is the ‘Neo-neoclassic campaign’ 
of well-known brand 



STARS such as 

COLTON HAYNES  and 

KIKO MIZUHARA sit easily  
beside the  

cast  of characters from models  
and actors to musicians and mere  
internet cast mortals – punctuated  
by muscle-bound, ‘glitched’ and  
abstracted male nudes. All are part of 
the new, democratically ‘glitched’,  
global community of Diesel.

THE CAMPAIGN is playful  
rifling  

through pivotal remembered  
images for both 

NICOLA FORMICHETTI  and 

NICK KNIGHT and a  
sophisticated  

forming of something new  
through the digital medium. 

“THE NEW VISION OF 
THE BRAND IS STRONG 
FOR BOTH MEN AND 
WOMEN, IT IS A 
UNITED VISION,”   
says Nicola Formichetti.



“There are groups of boys and girls, slick and street, it all 
feels even. This is a mixture of people found in digital space 
as well as actors, models and musicians; it’s an inclusive 
pop vision of all different kinds of people who are true to 
themselves. The casting is a big part of what we do at Diesel; 
it’s the forming of a new kind of tribe.”



WWW.DIESEL.COM



HOLIDAY
ALL ABOUT EXPERIMENTS

VOLCOM

AN INNOVATIVE

AND LIBERATION

COLLECTION



VOLCOM

It‘s all about innovation, experiments and liberation and 
the goal is to overcome traditions with determination. 
This is the motto of a modern lifestyle brand, representing 
creativity and youth, called



VOLCOM became very important  
in the action-sport-industry,  

because of their innovative concept. Products like

SWIMWEAR, BOARD SHORTS   and 

SHOES are not only fashionable, they are also  
functional and combine quality and comfort.

THE ENVIRONMENTALLY CONSCIOUS   
V.Co-Logical products and the “Featured Artist Series”  
show the strength of the brand.



VOLCOM is focused on design for  
youth and adults, which shows  

and improves their lifestyle.For this winter season 

A PIECE FROM THE HOLIDAY-COLLECTION   
is a must have. You can get inspired for your Christmas  
wish list and get rid of your winter depression, because of 

THE COLOURFUL and original  
styles. 



How about a 

FLUFFY FAKE-FUR JACKET, a  
funny 

REINDEER PULLOVER or other wintery  
accessories?  

The collection shows a wide range of clothing  
and accessories for him & her. Especially 

CAPS, BELTS, SOCKS as  
well as 

BAGS AND BAG PACKS are  
available  

in many different patterns and colour combinations.  



WWW.VOLCOM.COM

So if you want to 

COLOUR UP   
the grey wintertime or your 

NEW YEAR PARTY,   
you should check the  
highlights of the VOLCOM 

HOLIDAY-COLLECTION.



TIPS & TRENDS FROM
WINTER STYLES

THE PERFECT

UNITED KINGDOM

WISHLIST
CHISTMAS



AS THE MORNINGS darken and the nights get 
colder, it’s time to select 

the Winter Wardrobe Wishlist! Dreaming in a Winter Wonderland 
with birch trees, dripped in glass icicles, roaring fire places, fur 
throws and hot coco shots... it’s time to embrace the seasons with 
some winter warmers.



WINTER IS A 
MAGICAL TIME, not simply 

because 
of its relation to the festive season but 
with the anticipation that the new start  
to the year is around the corner too!  
With this in mind we have selected some 
key pieces to ensure your wardrobe gets  
a seasonal revamp set to have you  
walking in a winter wonderland.

Along with winter comes the all important 

PARTY SEASON, and we  
think it‘s high 

time we started shopping for that

PERFECT PARTY DRESS.    
Take a frosty tip from lady frock for some 
Christmas Party head turners  
including dresses from 

BODY FROCK  
and

JOLONTE VOUS!



ACCESSORIES are probably  
the easiest  

and most affordable way to update any  
wardrobe and this season‘s winter trends  
give us plenty to choose from. Be it 

BELTS, JEWELLERY or  
nice

BAGS, accessorize your way to winter with 
brands including

LADY MUCK OF WHITSTABLE, 
BAMBI AND BUTLER, 
BUENAS NOCHES
ANITA NEMKYOVA  and

AYLA BAR JEWELLERY   
showcasing key pieces with the  
perfect seasonal colours.



LAST BUT NOT LEAST, 
we can‘t forget its what‘s underneath that 
counts, so be sure  to give your 

UNDERWEAR a well deserved 
Christmas twist. 



TURN UP THE HEAT   
during the festive season with a 

WINTER WONDERLAND 
OF LACE, LINGERIE 
& LOVELINESS from brands  

including 

ESTY LINGERIE, 
KISS ME DEADLY, 
DENTELLE ETC  

and 

PURE CHEMISTRY.



PHOTO: ANA GELY A   
www.anagelyaphotography.com

MUA: SARA RUTSTEIN  

& DUANE ALEXANDRA   
www.thelondonmakeupschool.com

MODELS: AMY, 
NINA, BECCA   
First Model Management





THE RIGHT GIFTS FOR
HUNKEMÖLLER

A SENSUAL FEAST

WE WISH

SEXY
CHRISTMAS

YOUA



HUNKEMÖLLER

Now, that the days get shorter and it‘s getting 
colder outside, a lingerie brand from the 
Netherlands seduces us with the motto “Let’s 
stay home”. When looking at the attractive 
lingerie sets, it isn’t difficult to accept this 
invitation of 



When you will  
leave your couch and 

GET READY for  
the 

CHUMMILY 
DINNERS and the  

countless 

FEASTS in this 
month

LET‘S SHAKE 
THINGS UP!



THE COLOURS of  
the 

CHRISTMAS COLLECTION   
are traditional red and black, but for  
those who want something (or to be) 

DIFFERENT, the collection  
provides an 

EMERALD GREEN and  
an 

ELECTRIC BLUE.

UNDERNEATH your  
fancy 

OUTFIT, there shouldn‘t  
be missing a 

SUPER SEXY
LINGERIE-SET.



WITH LACE & PLAYFUL 
DETAILS LIKE EYE-CATCHING 
ORNAMENTS on the front and back  

and of course with a lot of 

“BLING-BLING”, this Christmas  
collection 

BECOMES A FEAST 
FOR THE EYES.



HOPEFULLY 
YOU WILL
FIND MANY
PINK BOXES
UNDER YOUR
CHRISTMAS 

TREE! www.hunkemoller.com



JOURNEY
CELEBRATES 16 YEARS OF

CAMPARI

A TIMELESS

ITS ICONIC CALENDAR

OF DISCOVERY



THE JOURNEY of the famous Campari Calendar 
began in the year 2000. The 

start of the new Millennium is marked with the birth of 
the Campari Calendar: what would become an illustrious 
piece of communication for the brand. Passionate sophi-
stication is the fil rouge; the shared attribute linking each 
different edition of the Campari Calendar. Each Calendar 
is unique in its own way 
and every year the cre-
ative theme, the choice 
of the star and the ar-
tistic treatment of the 
images by the photo-
grapher, collectively 
bring to life the essen-
ce of the brand – pas-
sionate, charismatic, 
intriguing and above 
all extremely contem-
porary. The Calendar 
is designed to inspire 
fresh insight into the 
world of Campari, gui-
ding fans through an 
evocative journey of 
pleasure that makes 
them to fall in love with 
the brand over and 
over again. 
The images in the first 
years of the Campari 
Calendar build a fictiti-
ous, surreal and imagi-
nary world, enveloped 
in sensuality and pas-
sion. In the later years, 
the Calendar’s images 
evolve to portray as-
pects which are more 
concrete and tangible, without losing their element of fan-
tasy and originality. Campari Calendar images progressed 
to increasingly project the charismatic attitude which cha-
racterizes the world of Campari. 

IN THE FIRST EDITION of the Calendar, each 
shot of the star de-

picts a part of her body wearing a dazzling red accessory 
or clothing item. The following editions are typified by a si-
milar fantasy-inspired concept, uniquely represented each 

year, with the common elements of the Campari bottle 
and a beautiful woman. The 2006 calendar represents a 
shift in the Campari world which has appeared imaginary 
up until this point. Italian diva, Martina Colombari (cap-
tured by acclaimed Italian fashion photographer Giovanni 
Gastel) brings Campari to life through a series of ironic and 
lively shots which feature both her and the Campari bottle 

dressed in various origi-
nal outfits designed by 
Moschino. Meanwhile, 
2007 welcomes us to 
Hotel Campari, a mys-
terious location, wher-
ein the gorgeous Salma 
Hayek sleekly portrays 
the epitome of passi-
on, photographed by 
Mario Testino. Moving 
into more recent years, 
the calibre of the talent 
featuring in the Ca-
lendar has gone from 
strength to strength, 
with A-list stars inclu-
ding Benicio Del Toro 
in 2011, the very first 
ever man to be depic-
ted in the Calendar, 
Milla Jovovich in 2012, 
Penelope Cruz in 2013 
and the incredible Uma 
Thurman in 2014 all 
taking the lead on this 
incredible project. Con-
tinuing to innovate the 
Calendar has been at 
the forefront of each 
anew year and with 
every edition comes a 

new, inspiring theme that is designed to capture the es-
sence of the brand and the world in which it is situated. 

THE CAMPARI CALENDAR has become a 
contemporary 

creative expression, which simultaneously maintains Cam-
pari’s communication tradition, drawing on the boldness 
and expressivity for which Campari is renowned as well as 
the artistic appeal that has been present throughout its 
rich history of communication.

CAMPARI LEADS FANS ON A TIMELESS JOURNEY OF DISCOVERY 
AS IT UNVEILS THE 2015 CALENDAR STARRING EVA GREEN



MYTHOLOGY MIXOLOGY is the title of 
this year‘s ico-

nic calendar, which is dedicated to celebrating Campari’s 
unique and colourful history and the intrinsic stories lin-
ked to twelve of its best-loved classic cocktails. The star 
of this year’s Calendar is the Hollywood actress Eva Green 
and was shot by the esteemed fine art photographer, Julia 
Fullerton-Batten. 

EVA GREEN was born in Paris to Swedish and 
French parentage. Her father is a 

dentist and her mother is the actress and writer Marlene 
Jobert. After completing her education at the American 
School in Paris, Eva enrolled in the Webber Douglas School 
for a foundation course in London which then led to a 2 
year drama course at the Eva St. Paul School in Paris. 
Eva began her career on stage in 2001. She starred in 
TUCARET directed by Gerard Deshartes and JALOUSIE EN 
TRIOS FAX directed by Didier Long, for which she was no-
minated for Les Molieres (2002) in the category ‘Revelati-
on Theatrale Feminine’. 
Her screen debut was in 2002 when she was cast as the 
female lead in Bernardo Bertolucci’s critically-acclaimed, 
THE DREAMERS. The film was shot all on location in Paris 
and set in the context of 1968 student riots. An homage to 
the great films of the twentieth century, THE DREAMERS 
also starred Louis Garrel and Michael Pitt. The film was 
premiered to huge acclaim at the 2003 Venice Film Fes-
tival and immediately launched Eva as a young actress to 
watch, especially as Bernardo Bertolucci described her as 
being “so beautiful that it is indecent”. 
Soon after, Eva won the ingénue lead in Jean-Paul Salome’s 
blockbuster, ARSENE LUPIN. Eva played “Clarice” opposite 
Romain Duris in the film of the classic French tale which 
also starred Kristin Scott Thomas. 

During the filming of ARSENE LUPIN in 
France, Eva auditioned for the female 
lead in Ridley Scott’s epic KINGDOM 
OF HEAVEN. Orlando Bloom, Jeremy 
Irons, Liam Neeson were already cast 
and Eva won the role of “Sybilla” 
against all of Hollywood’s competiti-
on. Filming took place from January 
to May 2004 in Morocco and in Spain 
with an outstanding cast which also 
included Michael Sheen, Brendan 
Gleeson and David Thewlis. Twen-
tieth Century Fox released the film in 
May 2005 with a huge world premie-
re in London’s Leicester Square. 
In 2006, Eva starred opposite Daniel 
Craig in CASINO ROYALE – the 21st 

film in the James Bond franchise. Eva played “Vesper Lynd”, 
a mysterious blend of vulnerability and strength. She be-
comes indeed the only woman that James Bond ever truly 
loved. Eva played the role to huge critical acclaim and was 
hailed by the British press as “the best Bond girl ever” al-
though the role is far from the stereotype of a “Bond Girl”. 
The film was directed by Martin Campbell and also starred 
Dame Judi Dench, Jeffrey Wright and Mads Mikkelsen. 

CASINO ROYALE was premiered to much an-
ticipation in the presence 

of Her Majesty The Queen in London’s Leicester Square 
in 2006. There, all the cinemas had been taken over by 
the film, making it the biggest world premiere in history. 
The release of the film saw CASINO ROYALE as not only 
the most successful James Bond film of all time but also a 
huge critical success. The film was nominated for 9 BAFTA’s 
in February 2007 with Eva winning The BAFTA Rising Star 
Award, voted for by the public.

. 

CELEBRATING THE 2015 CALENDAR

THE GOLDEN COMPASS was another big 
success for Eva. 

CRACKS which was produced by Ridley Scott and directed 
by Jordan Scott was released in November 2009. Eva plays 
the lead role of “Miss G”, an innovative school mistress 
whose relationship with one of her pupils becomes some-
what unorthodox. 
In May 2009, Eva finished shooting Benedick Fliegauf’s 
WOMB. The film which won the Krzysztof Kieslowski prize 
for script development at Cannes 2008, is produced by Ra-
zor Films whose past credits include award-winning “Waltz 
with Bashir”. The film which also stars Matt Smith was shot 
entirely in Germany and will be released in late 2010. 
In 2011 Eva appeared in David MacKenzie’s new feature 
film, PERFECT SENSE in which she stars alongside Ewan 
McGregor. 
2012 saw Eva star in Tim Burton’s DARK SHADOWS playing 
‘Angelique Bouchard’ opposite an all-star cast including 
Johnny Depp, Michelle Pfeiffer and Helena Bonham Carter. 

Eva has most recently been seen in the Showtime TV Series 
PENNY DREADFUL which made its debut in May and sees 
her play lead role of Vanessa Ives alongside Timothy Dal-
ton and Josh Hartnett. Eva has also recently been seen in 
the lead role of ‘Artemesia’ in 300: RISE OF AN EMPIRE, the 
prequel to the Warner Bros. epic 300 and in August will be 
seen starring in the Sin City prequel SIN CITY: A DAME TO 
KILL FOR. In this Eva stars as femme fatale ‘Ava Lord’ living 
amongst some of Sin City’s deadliest residents played by 
Josh Brolin, Mickey Rourke and Joseph Gordon-Levitt. 
Another of Eva’s recent projects, thriller WHITE BIRD IN 
A BLIZZARD, recently premiered at this year’s prestigious 
Sundance Festival. Eva plays ‘Eve Connor’, the mother of 
Kat Connor (played by Shailene Woodley) in the story of 
a young woman‘s life that is thrown into chaos when her 
mother disappears. Last year Eva filmed western drama 
THE SALVATION in which she stars as ‘Madelaine’ alongsi-
de Mads Mikkelsen and Jeffrey Dean Morgan and premie-
red at the 2014 Cannes Film Festival.



TODAY, CAMPARI® is officially unveiling 
the full imagery for the 

2015 Calendar, entitled ‘Mythology Mixology’. This year’s 
iconic Calendar, which stars the beautiful French born ac-
tress Eva Green, is the 16th edition in the collection and is 
dedicated to celebrating Campari’s unique and intriguing 
history and the intrinsic stories linked to twelve of its best-
loved classic cocktails. 
This year’s dreamlike imagery imaginatively depicts the 
beautiful and little-known anecdotes, tales and curiosities 
behind each iconic recipe. From the classic Negroni cock-
tail, created by Count Camillo Negroni himself in 1919, 
to the modern Campari Orange Passion, a contemporary 
spin on the classic Campari Orange, the Calendar explo-
res and celebrates the recipes that have stood the test of 
time and are still adored in today’s modern world. Other 
tales include the creation of the Americano in 1933, which 
is said to have been named after Primo Carnera, the first 
Italian to win the heavyweight boxing title in New York – 
to the Campari & Seltz, the most popular drink in the Bar 
Camparino, opened by Davide Campari himself. The bar 
celebrated its 100th Birthday in 2015 and this simple yet 
sumptuous cocktail is still as popular now as it was when 
the bar opened a century ago. The dazzling heroine, Eva 
Green, personifies the iconic, classic and stylish nature of 
Campari in a series of stunning outfits created by leading 
designers including Vivienne Westwood, Versace, Alaia 
and Christian Louboutin to name just a few. 
On starring in the 2015 Campari Calendar, Eva Green com-
ments: 

THE PHOTOGRAPHER of the calendar shooting 
was Julia Fullerton-Bat-

ten, a worldwide acclaimed and exhibited fine art photo-
grapher and the first ever woman to get behind the lens on 
the Calendar project. Julia’s signature style, which makes 
use of highly creative settings and cinematic lighting, helps 
to visually tell stories and capture a sense of timelessness 
which is central to this year’s theme, Mythology Mixology. 
With a combination of her insightful vision and distinctive 
approach, Julia brings to life each and every special story 
behind Campari’s classic cocktails, in a contemporary and 
artistic way. 

THE CALENDAR THEME, M y t h o l o g y 
Mixology, was 

created by Leo Burnett Milan. Working side by side with 
the photographer Julia Fullerton-Batten on the project 
were Executive Creative Director Alessandro Antonini, and 
Associate Creative Directors Andrea Marzagalli and Bru-
no Vohwinkel. The production was executed by L&A artist 
Milan, with the support of Film Positive Budapest on the 
set. In her involvement in the project, Julia Fullerton-Bat-
ten comments: “I was delighted to have the opportunity 
to shoot the 2015 Campari Calendar with Eva Green as the 
star. What I loved most about this year’s theme was the 
flexibility it gave me as a photographer. My own work is 
all about telling stories so shooting the Calendar felt very 
close to my heart. With a twist of history, we also made it 
very contemporary, showing the timelessness of Campari 
as a brand. I hope others love it as much as I do.” 

“For me, this project was about much more than simply 
producing a Calendar. It was about telling a series of sto-
ries in an imaginative, creative and beautiful way – and 
that’s exactly what we’ve achieved. This year, those sto-
ries are closer to the heart of Campari than ever before 
and I personally feel very honoured to have been part of 
that. The 2015 Calendar is a real testament to Campari as 
a brand and seeing all of the stories together in one col-
lection just proves that no matter how old these recipes 
may get, there will always be a firm place for Campari 
within our contemporary world.”



THE CAMPARI CALENDAR is one of 
the world’s 

iconic artistic calendars. Distributed in international 
limited edition of only 9,999 copies it is a small, col-
lectible luxury for the happy few that receive it, and 
is a tribute to the world class talent and photogra-
phers that make it come to life every year. 



WWW.CAMPARI.COM

HAPPY NEW YEAR - Campari presents 
within the new 

calender 12 tasty cocktail recipes, which can be 
interesting for you New Years party or any other 
event. So enjoy it and have a good time.



THOUGH, YOUR OWN PARTY with your best friends is organised 
quick and easily, provided that the 

Cinzano Asti is already cold. Following advices will guide you through the perfect fiscal 
year change:

THE INVITATION - WITH LOVE TO DETAILS 
Boring text messages or mass mails is easy – to surprise your best friend with a card via 
post gets you more excited about the big Cinzano Asti New Years Eve party! Whether bad 
taste, superhero or your favourite decade – the invitation is easily and suitable to the 
motto designable.

THE LOCATION - MY HOME IS MY CASTLE 
Anonymous party locations are passé, at home it is at its best. Bottle crates and decora-
ting tables become easily a seating-accommodation and the flat gets decorated suitable 
to the motto, but without a lot of effort. Balloons and confetti in silver, combined with a 
few blow-outs and the perfect party location is ready. Extra tip: Write the guest‘s names 
on the Cinzano Astinetten and you can use them as unique seat reservations. 

THE STYLE - MINIMAL EFFORT 
WITH MAXIMAL EFFECT Still looking for the perfect  

New Years Eve Look?  
With a little black dress and an eye-catching necklace you are totally trendy.  
The make-up can be stronger during the holidays: What about Smoke Eyes  
in a glitter look? In addition with a long-lasting gloss and powder to  
refresh and the party look is perfect.

THE FOOD - HAVING FUN TOGETHER 
If you don‘t want to have traditional raclette or fondue, make  
a culinary challenge: every girl has to bring something for the  
buffet and in the end, the tastiest wins. The winner gets a sweet  
memory: What about a group photo in a nice frame and a  
bottle of Cinzano Asti?

THE DRINKS - PEARLY CINZANO ASTI 
FOR A TINGLY YEAR 2015 New Years Eve  

without pearls  
is like Easter without a rabbit. So you shouldn‘t forget to buy  
a tangy-fresh sparkling wine. Cinzano Asti is with its naturally   
fruitiness the ideal drink to clink glasses to a wonderful new  
year with your girls and a lot of CIN, CIN moments. The light  
sparkling wine is favoured by every girl and a must-have for  
the perfect New Years Eve party. Tip: Cold Fruits in the glasses  
are not only an eye-catcher, they also make every drink special. 

CIN, CIN AND A HAPPY NEW YEAR
TO ALL READERS AND FRIENDS!

CINZANO

Of course, there are people, who don’t like long-
drinks and for sure on New Years` Eve many 
people love to toast with a glass of sparkling 
wine. For all of them and for a perfect New Year 
party, here are some tips from
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