& Color Story”

18 East 48th Street, Suite 1104 NYC, NY 10017
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Marketing

© Leser Enterprises LTD. All right reserved



Dear Retailer,

Color Story is proud to present you with our marketing book. This is only a small
sample of what we can offer. If you are in need of any further information, please
contact me at 212-832-6899 or email me at amiel@colorstory.com.

This book contains the following (all of which were created in house):

Q
u]
Q

a
a

Consumer magazine ads.

Sample catalog and brochure pages.

Ads, catalog pages, postcards, billboards, web pages, etc. customized for
retailers.

Editorial and web exposure.

Color Story presentation DVD and/or Image Library CD.

I hope you will consider utilizing our strong creative ability to build your Color
Story sales.

Regards,

A

Amiel Weisblum
Creative Director

a

Color Story®
18 East 48th Street, Suite 1104 NYC, NY 10017

& 800-223-1232, 212-832-8013 & 212-308-3621 ¥B www.colorstory.com




Appeared in: Harper's Bazaar Feb 07, New York Moves Feb 07
-

Manhattan pave”

Newton's, AR {479) 782-9123

| 932-6256
Robersons ewelry, AR (501} 664-9000
Mundy & Co., CA (530) 343-2391
Patronik Deesigns, CA (415) 922-9716
The Yellow Brick Road. CA (40

['he Vault, CA |53')

Hurdles & Ca. ) A443- 1084

Javid Harvey Jewelers, CT (203) 838-0627

Pagans jewelry, AR (8

:E|L'E',"|II1 ’iilul'-.'nim' DE (30,

=" |.L. Caldwell, DE/PA (610)

. LR, Dunn |ewelers, FL [954) 782 5- I”F.l

“ Maharaja, FL (850) 763.4224

> Park Promenade, FL (407) 644-7115

£ Reflections Of The Heart. HI {808) 734- |WI
) I'he Diamond House, KS {785) 23

For a retailer near you call (8OO} 223-1232 or Visit www.

Available at selected retailers

Rnnd_w L'L‘.\"th‘[, KS (316) 634-1799
Fakier's Jewelry Store, LA (985) 876-6200
Navarra's. LA (337) 433-3637
Paul's Jewelry, LA {337} 233-6975
Alpha Omega lewelers, MA (617) 8641227
Smyth Co.. MDY (410 252-6666
Tapper's lewelry, M| (248) 932-7700
Becky Beauchine Kulka. MI I:I.—’I 34
Scheherazade, MN (952) 926-2453
Maxon's Diamond Merchants, MO (417) 887-1800
Carlyle & Co., NC {704} 366-4543
Simms |ewelers, M| (908} 781-7818
Glenn Cutter, NM (305) 524-4300
De Natale jewelers, NY (212) 317-2955
La Gravinese lewelers. NY (214) 834-4424
Michael's lewelry, NY (516) 776-4400

Coler 5'|'or'y

Adamas Jewelry, OH (330) 758-3185
Brockhaus lewelry, OK (405) 321-4223
Irving, Schiffman, PA {412) 391-1178
Jack Kellmer |ewelers. PA/N| (215) A27-8350
Field & Rose. RI {(401) 331-5323
Bob Richards, TN (201) 751-8052
Bachendorfs, TX (214) 632
Copeland |ewelers, TX {512
Deutsch & Deutsch, TX (956) 9
Luxor Custom Jewelers, TX (817 498-3600
Lacy & Ca., TX (215) 584-470(
Mystique, VA (703) &3
Schwarzschild Jewelers, VA (8304 3440150
Chalmers |ewelers. W1 (€
Husar's House of Fine Diamonds, W1 (262)

Hines Goldsmith, WY {307) ?55-55?9

.colorstory.com




Appeared in: W Trend November 05, Marie Claire March 06, Harper's Bazaar April 06

Rhapsody Cocktail Rings

y.colorstory.com

Color Story®
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AVAILABLE AT SELECTED RETAILERS
SCHAMAENTIE /L oot IR |-RDUNNIEWELERSEHS
BROCKHAUS JEWELRY OK (405) 321-4228 g L
CARTER'S FINE [EWELRY MA (978) 646-88l JOSEPH JEWELERS Sy
/ ) LAURA PEARCE GA (
CARLYLE & CO. Various Locations (704) 366-4545 LEON BENARI PA (610) 36

B HELERS NY (555) 264-0100 MYSTIQUE JEWELERS VA (703) 836-1401

DACEL'S JEWELERS WA (425) 643-2610 PAMPILLONIA JEWELERS TX (214) 503-7272

DE NATALE JEWELERS NY (212) 317-2955 PARK PROMENADE Various Locations (407) 644-7119
ECOLIN NY (631) 473-1117 PATRONIK DESIGNS CA (415) 922-9716

ELEGANT SLUMMING DE (302) 227-5551 PAULS’ |JEWELRY LA837) 233-6975

F. GERALD NEW N (973) 425-4485 RANDY COOPER KS (316) 634-1799

FIELD & ROSE RI (401) 331-5323 SCHEHERAZADE JEWELERS MN (952) 926-2455

FISHMAB IEWELE:ESR? E{S]ﬁ}g&f}fms[ SCHWARZSCHILD JEWELERS VA (804) 644-1941
HAMILTON JEWE | (609) 771-6010 SMYTH JEWELERS MD (410) 252-6666

N > Y (307) 733-5599 VAN COTT JEWELERS NY (607) 729-8700
J.E. CALDWELL Various Locations (610) 642-6400 WILNERS FL (954) 473-9030

For a retailer near you call (800) 223-1232




all reghis reseryved

2006 Color Sy

Appeared in: Harper’'s Bazaar November 06,

Jdewelmesh® Collection

ADAMAS JEWELRY. O (330) 738- 3183
BEN GARELICK |FWELERS. NY (716) 631-1584
BOWERS JEWELERS, CA (838) 4594230
CARLYLE & CO.. Manious Locations (704) 366-4545
CARTER'S FINE [EWELRY. MA (978) 646-88|

LB HURDLES & €O, €O (304) “H43-1084
COPELAND |EWELERS, BX {512) 330-0%03
DAVID HARVEY [EWELERS, €1 (203) 838-0627
DE NATALE [EWELERS, NYH212) 317-2955
PISTINCTIVE GOLD |EWELRY. 11 (515)4649-2929
ELEGANT SLLIMMING, DE (302) 227-5551

EXPRESSIONS IN GOUD, FL 561-483-A002
FAKIER'S |[EWELRY STORE. LA (985) 876-62(H)
HINES GOLDSMITH, WY (307) 733-5599
IRVING SCHIFFMAN, PA (412) 321-1I7&

LE, CALDWELL, Vagious Locarioss (610} 642-6400
JACK KELLMER, Vazmious Locarioss (856) 795-3500
JOHN ANTHONY IEWELERS, MO (636) 394-8240
MAHARAIA. FL {$50) 763-4224
MAXDON'S DIAMONDS, MO (417) 887-1800
MORGAN & CO., CA (3100 208-3377
MUNDY & COx, A (530) 345-239]

Marie Claire November 06

Color Story®

NEWTONS, AR (479) 7829123

PARK PROMENADE, Vasious Locations {407} 644-7119
PATTIE'S GEMAGINATION, CO (970 925-4428
SCHEHERAZADE, MN (952) 926-2455

SID POTTS. LA (318) 797-2929

STOVERLIDYS, MT (406} 542-2412

STRAITHS IEWELRY, L (618) 532-4141
TAPPER'S JEWELRY, M1 (248) 932-7700)

WILL [EWELERS, IN (260} 452-5126

THE YELLOW BRICK ROAD, CA (408) 195-9225
ZADCK [EWELERS, TX (713 960-8950)




Appeared in: W Jewelry Fall 05
-y
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Color Story*

AVAILABLE AT SELECTED RETAILERS
RS MA (617} 864-1227 EXCLLUSIVELY Dumr»{ns MM (507} 1451658 PATRONIK DESIEHS. A (115 52078
R Ein o FAPY ENE EWELRV A MBI &30 PAULS' [EWELRY LA (337) 2356075
JLE. CALDWELL Varicmss Loscations. (510§ 642 -4-100 o

4342800 SCHEHERAZADE JEWELERS MN (952] 926-2455
iy LEDUMN JEWELERS FL (%54 ) 7825000 SCHIFFMAN'S [EWELERS P '

IACK KELLMER Varkous Locations [856] 795-1500 SCHWARZSCHILD JEWELERS Vi

LACY & CO. T (915 SE4-4700 APPER'S [EWELERS M (7
MORGAN & CO. CA (300] 208-2577 I 7 o “,:,r"":;‘

: 1 M0-RT50

E
[ =
=
E

=

H
;.
- |
i

L)

bpctilcr near you call



2 20005 Cirlor 52wy, all rights resernved

Appeared in: W Jewelry Spring 05
I g
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W oboestony. com

Color Story®

AVAILABLE AT SELECTEL PRESTIGE RETAILERS

CATHY EASTHAM FIME |EWELRY, TX 4176828008
CORMELL'S JEWELERS NY S85-264-0004)

CY FREDRICS, It 847-564-5828

ELEGANT SLUMMING, [DE 102-227.5551

FRAMCOIS DUPONT, CF 203225 9804
GREGORY'S, TX 254-947-5703

I. R. DUNN JEWELERS, FL 954-782-5XX)

JALIN JEWELERS, TX 972285 1400

|E CALDWELL & CO. PA 6il)- 2655066
PATRONIK DESIGNS, CA 4159229715

K & M WOODEDW, NY #H4-967- (146

ROSE [EWELERS, NY 6312835757

SCHIFFMAN |EWELERS, PA 412-790. 1178
SCHWARZSCHILD JEWELERS, VA S04-g4- 1541
SIMMS, N 9781 FRIE

WILNER'S, FL 9544739030

For a refailer near you call RO0-221-1212

Jewelmesh Collection




Appeared in: Harper's Bazaar March 05, Town and Country June 05, W Trend June 05
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AVAILABLE AT SELECTED RETAILERS
ALPHA OMEGA Cambridge, MA 617-864-1227 HYDE PARK Denver, CO 303- 333-4446
CORNELL'S JEWELERS Rochester, NY 585-264-0100 JACK KELLMER Philadelphia, PA 215-627-8350
CY FREDRIC'S Glenview, IL 847-564-8828 JR DUNN Lighthouse Point, FL 954-782-5000
DE NATALE New York, NY 212-317-2955 MYSTIQUE FINE JEWELRY Old Town Alexandria, VA 703-836-1401
ELEGANT SLUMMING Rehoboth Beach, DE 302-227-5551 PATRONIK DESIGNS Burlingame, CA 650-344-0402
FIELD AND ROSE Providence, RI 401-331-5323 SCHWARZSCHILD JEWELERS Richmond, VA 804-644-1941
GREGORY'S Salado, TX 254-947-5703 TAPPER'S West Bloomfield, MI 248-932-7700

For a retailer near you call 800-223-1232




Appeared in: Marie Claire October 06, Harper's Bazaar September 06

Color Story®

Celebrate in Color™

ALPHA OMEGA |[EWELERS, MA (617) 864-1227
BACHENDORFS, TX (214) 692-8400

BIGHAM, FL (232] 434-2800

CARLYLE, Various Locations. {704) 366-4545
CORNELLS |[EWELERS, NY [585] 264-0100
DAVID'S LTD, NC (704) 364-6543

DE NATALE |EWELERS, NY (212) 317-2955
ELEGANT SLUMMING, DE [302) 227-5551

HUSAR [EWELERS, W1 (262] 134-3453

J.E. CALDWELL, Various Lacations (610) 642-6400
JACK KELLMER. Varicus Locations (836) 725-3500
LEON BENAR| DIAMONDS, PA (610) 363-8450
MAHARAIA, FL (850) 7634224

MAXON'S DIAMONDS MERCHANTS. MO (417} 887|800
MICHAEL KOQHN, NJ {208) 233881l

MYSTIQUE, VA (703] 836-1401

NEWTOMN'S, AR (479) 782-2123

PARK PROMENADE, Various Locations (407) 644-7119
PATRONIK DESIGNS. CA (415} 922-9716

RANDY COOPER, K (316) 6341799

ROSE |EWELERS, NY 631-283-5757

SALEM'S, TX (830) 693-2212

SCHWARZSCHILD JEWELERS, VA [866) 968-0800
SMYTH, MD (410] 252-6666

TAPPER'S [EWELRY, MI {248} 932-7700

THE VALILT, CA [559) 225-5363

WIENER'S FINE JEWELRY, FL 954-473-2030
ZADOK, TX {713] 960-8250

€ 2006 Color Story, all rights reserved.
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005 Color Story

)

ALIE & SONS, NH (603) 436-0531

BEN GARELICK, NY (716) 631-1584

CARTER'S FINE [EWELRY, MA (278) 646-8811
CHEVALIER JEWELERS, CO (303) 791-3001
DAVID HARVEY |JEWELERS, CT (203) 838-0627
DE NATALE JEWELERS, NY (212) 317-2955
ELEGANT SLUMMING, DE (302) 227-5551

ENVI JEWELERS, UT (801) 272-9189

FRANCOIS DUPONT, CT 203-226-9804

Appeared in: W Jewelry Summer & Holiday 05, Harper's Bazaar August 05, Harper's Bazaar May 06

www. colorstory

;’Color 5-!'or'y

Pzlent Pending

AVAILABLE AT SELECTED RETAILERS

GOLD N DESIGNS, MO (816) 246-1935

HINES GOLDSMITHS, WY (307) 733-3399
HOLLAND |EWELERS, TX (325) 655-3135

J.E. CALDWELL, Various Locations (610) 642-6400
J.R.DUNN JEWELERS, FL (254) 782-5000

JALIN JEWELERS, TX (972) 985-1400

LA GRAVINESE JEWELERS, NY (914) 834-4424
LUXOR CUSTOM JEWELERS, TX (817) 498-3600
PALILS® [EWELRY, LA (337) 233-6975

For a retailer near you call (800) 223-1232

R & M WOODROW, NY 214-967-0464

ROSE JEWELERS, NY 631-283-3737
ROTTERMOND |EWELERS, M1 {248) 635-1150
SCHIFFMAN'S JEWELERS, PA (412) 391-1178
TAPPER'S JEWELERS, MI (248) 932-7700
TREASURES IN JEWELRY, NY (914) 765-0100
VAN COTT JEWELERS, NY (607) 729-8700
VAN GUNDY & SONS, CA (805) 987-7741
WILNER'S, FL 954-473-9030
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Gelebrate in “Colo®
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Color Story®  "Confeffi Jewelmesh”. Necklace $3,510. Earrings $1,975.




Color Story Catalog

Color S'r'or'y

18 East 481h Street, Suie 1104 NYC. NY 10017

Celebeate in color®
Winter 07

The Strand Collection




Manhattan pave”

The Strand Collection
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Strand Collection
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Color Story Brochures
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Color Story in Retailer's Ads

Four ad slicks, perfect for advertising in your local newspaper.

Just add your store logo, and they're ready to run!
(Please contact us for the proper file format; this document is not set for press)

Color StOly has four ad slicks available that have
been designed to conform to size specifications of the
newspaper industry (see page 2-5). The customization
required, such as including your store’s logo and contact
information, can be executed by Color Story's advertising
department. You can also use the slicks in other print
media, such as local business magazines, special event
programs, newspaper supplements, duratrans or bill-
board.

Color StOIy will also modify any ad to a specific
need or dimension you may have. Please note that even if
we are not displaving all possible ratios in this document
we still have the capability to achieve any goal you may
have, We will even create a unique ad that will feature
the specific products you are carrying and that will
complement your aesthetic needs.

Color StOI:y has an extensive marketing program in
place which includes: national advertising, promotional
material, postcards, brochure etc. Please feel free to
contact Amiel Weisblum / Marketing & Creative Director
at amiel@colorstory.com, Call direct (212) 832-6899

or (800) 223-1232

~
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Color Story in Retailer's Ads

Hines_Manhattan pave_weekly paper_I206 Glenn Cutter_Manhattan pave_Newspaper_I206
- o

|

Color Story®

Manhattan pave”

JEWELERS

-ITERGALLERY

Goldsmiths

WISHES You HAPPY HOLIDAYS
80 Center STrReer — 307-733-5599  Hours 10-7:00

R

Coler Story"

E%Gﬂ | g
Gelobrate in Golor!
_./)m werde i youx (Jr(o/({(l".‘.i with (n(’ O . /(a)y

Erolusively at Elogant Summeng

OPEN EVERYDAY THROUGH CHRISTMAS EVE
{302) 227-5551 13 BALTIMORE AVE
REHOBOTH BEACH

uﬂ -anes \ RALAD Elegant Slumming_Manhattan pave_Cape Gazette_I1206
DIAMONDS AND FINE JEWELRY -

p ! TheGallerli- 69th & France - Edina
.gplbsm'ms w'_wmﬂlers.cnm 952-926-2455
wisHes You Happy HoLiDAYs
80 Crsars Siwi307-733-5599  Houss 10-7:00 Scheherazade_Manhattan pave_Opera_0506.jpg

Hines_Manhattan pave_jhnewsandguide_I206




Color Story in Retailer's Ads

GoldnDesign_Strand_KC Star_0405

I 7 (e

IJl g ¥ Lighthouse Landing
ll.l E - i 2 / 14 East Broadway
—— B g : e -~ Port Jefferson

§ : N 631-473-1117

N

1

S

of Distinction

© 20085 Color Saory, all ights reserved
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Handcralted Jew

239 SE Main Street = Downtown Lee's Summit

© 2005 Color Sioey, all ights rescrved

Wlners

e oS, y]ﬁ:\' ﬁ}f' /}/'('( seless monents

258 South University Drive, Plantation, FL 3332

Sl e b e Goldsmiths
WISHES YOU HAPPY HOLIDAYS
80 Cenrer Streer — 307-733-5599  Hours 10-7:00

Wilners_Strand_Westone Lifestyle_0405 Hines_Strand_jhnewsandguide_I206

e » GOLDRDESIGNS

l. A FHandcrafted Jewelry of Diistinction

Coler Story*

www.goldndesigns.com
316.246.1935

239 SE. Main Street « Downtown Lee's Summit

GoldnDesigns_Strand_Billboard _1105




Color Story in Retailer's Ads

Bigham Jewelers_Strand & Rhapsody_Ritz Carlton Hotel2_0406

Coler E‘r:zry'

... GLENN ]EW LER
CU| [ERGALLER

2640 El Paseo Road » Las Cruces, New Mexico 88001 = tMS}SZ-H!

Glenn Cutter_Strand_Newspaper_I206

Color' Story’

{ Gl G nlanee? Diamond) G xpericnee™

&2 Strand™ Diamond Suite

RoTTERMOND " by al Gleg 'ﬁ

é’
JEWELERS & GEMOLOGISTS 5 OPEN EVERYDAY THROUGH CHRISTMAS EVE
351 0 Main ¢ a3 _:‘ (3029 227-5551 ~ 33 BALTIMORE AVE
n REHOBOTH BEACH

Rottermond_Strand Diamonds_Postcard_0806

Elegant Slumming_Strand Diamonds_Cape Gazette_I1206



Color Story in Retailer's Ads

Cornell’s_Rhapsody_Rochester Mag_1006

Rhapsody Cocktail Rings

Your Diamoxnp Destinamon

K_ORNELL'S

E W EIB
Established 1929

(585)264-0100 www.cornellsicwelers.com

Coler Story”

7t
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3
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H'\IF IEWELF\’Y
bic wumm« since 1971

Lighthouse Landin,
14 East Brondwu\f Porl Jefferson « (63 1) 4731117

Ecolin_Rhapsody_Long Island Mag_0606

oler Story"

Rhapsody Cockiail Rings

DAVID’S LTD.

COTSWOLD VILLAGE SHOPS - CHARLOTTE, NC 28211
WWW.DAVIDSLTD.COM

David's Ltd_Rhapsody_SouthPark Mag_0906

RUNK SHOwW

Thursday. March 23 & Friday. March 2

Rhapsody Cocktail Rings

JEWELERS

Bigham Galleria 2425 Tamiami Trall North ~ 239-434-2800 ~ wwwibighamjovclers.com

Bigham Jewelers_Rhapsody_N Mag_0306




Color Story in Retailer's Ads

Patronik Design_Rhapsody_Hotel hardbound book_0805

Rhapsody Cocktail Rings

Patrenik Designs
FINE JEWELRY

LN
]

)

Casacly Square, Britton R and M, Penn = 405
OPEN MON THROUGH FRI 10-5:30, SAT 1055

www nalfehlinejewelny.com

i (i
Naifeh fine Jewelry_Rhapsody_Fridayland_0406 MYS ;ﬁ; QUE

Fine [rwrlry Drsigm

Mystique_Rhapsody_Postcard_0906

Rhapsody Cocktail Rings

SID POTTS, INC.
et I"‘i‘l.‘i r_l.rl]"?-_) : fi . A i o esi et grecer it

JeweL GALLERY
Karara Mai

Sy, afl ights srverund. Mhokograpie b Tis Faken

8660 Fern Avenue, Suite 100 Shreveport, LA 71105-1740k

22006 Gokee

Sid Potts_Rhapsody_Parish Scope_0406. Reflections of the Heart_Rhapsody_Postcard_1006




Color Story in Retailer's Ads

Bigham Jewelers_Rhapsody_Naples Daily_0306

Color Story*
Rhapsody Cocktail Rings

<3 E
p = Thursday, March 23
} &
JEWELERS .
Toghom Galleris 245 Tt Tl otk — 21918 24600 ~ v ighamgeniem com E Frlday, March 24
v
£
= 4
§
g
g
@
Celebrate haute hues.
From Hamilton’s Gemstone Collection.
Beautifully crafted in 14k gold, these 3-stone rings and 2-stone pendants are offered in a variety of gemstone combinations,
including blue topaz, peridot, pink tourmaling, citrine, and iolite, from $600,
- )
s _"'_- 3
522 171

HAMILTON

FAMILY-OWNED [EWELERS SINCE 1912

PRINCETON  LAWRENCEVILLE  REDBANK  PALM BEACH  PALM BEACH GARDENS
st 92 N Sareet. 60880430 Lawrrmorlle, 242 ik Pie. 6070771080 Bod Tk, 19 B Scoves. 742741 590000
www hmonewebercom L8RS HAMILTON

» Color S‘I';‘Jr'y“

&

Hamilton_Rhapsody_New Jersey Monthly_I205

JEWELERS
Bigham Galleria 2425 Tamiami Trail North
239-434-2800
www.bighamjewelers.com

[MIL\ I‘ EARCE Iul

. e
Mih Offering you the chiance o 1oin o
fi?.ész':.?.“;.w&cp&’_@ fite ez and Praricdt TAareasy ﬁr;qu&'&wy G L E N N m
A dFaatured in the August Sesue of G ALLERY
Sndlyle magazine | 264081 P Rmd . lucm New Mexio 88001 + (505) 524-4300 |

Glenn Cutter_Rhapsody_Newspaper_0705

Wells_Rhapsody_Banner_1005

Wells & Co. Fine Jewelers %
Supports Our Women Of The ¢ =

Past, Present, & Future Na? =

0 L
ff/ / ‘/
Race For The Cure

Laura Pearce_Rhapsody_Poster Atlanta Ballet Luncheon_0906



Color Story in Retailer's Ads

Newtons Jewelers_Park and 2side_E-magination_0906
Carlyle_Park Ave and 2Side_I006

Celer Storyl
Coelebeate in "ol

2 Downtown Forl Smith » 479.782.9123
W newtons. ewelers com

Harper's Bazaar Septemher 2006
Marie Claire October 2006

CARLYLE & (o,

J-E-CALDWELL & CO 3

Park Promenade | A T

JEWELLERS 4

& 1006 Todor Stody, 4l rights reserve

Goldsmiths

wisHES Yol HAppy HoLiDAYS

80 Center Streer 307-733-5599  Hours 10-7:00

Hines_Park adn 2side_weekly paper_I1206
Rottermond_Park_Billboard_1

Coior oy S ROTTERMOND

“Aoelebrate in olod®
———— BRIGHTON

ROBERSONS

10000
wnw T L

Roberson’s_Park and 2side_Arkansas_0906




Color Story in Retailer's Ads

3!;‘.\-\-':;'_rl1n’r=l-\ Collection § —

Color Story®

Harper's Bizaar md Marie Claire
November 2006

CARLYLE &

Coler Story®

velmesh® Collection

(@

Linin :-r.-:il_\ Ave., Middleton

Chalmers Jewelers_Jewelmesh_Billboard_1206

nthony Jewelers
636.394.8240

14829 Clayton Rd, Chesterfield
Clayton and Baxter Roads, Baxter Center

Distinctive Gold Jewelry_Jewelmesh_Elite Mag_1006

John Anthony_Jewelmesh_Postcard_1106
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B Color Story®
Pa

Maxons Diamond_Jewelmesh_417 Mag_1006 -golbsmﬂﬁs
wisHES You HAPPY HOLIDAYS

80 CenteR STREET 307-733- Hours 10-7:00
Hines_Jewelmesh_jhnewsandguide_I206

:IL’\‘-"_'I”\L“.:-]\ Collaction

Celor Story*®

3-1084

Hurdles_Jewelmesh_Postcard _1206

info@morganjewellers.com [

Scheherazade_Jewelmesh_Edina Mag_1106

Morgan & Co_Jewelmesh_LA Mag Antique_l106
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Bigham Jewelers_Argyle_N Mag_1105
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Coler Story*

Color Story”

" The Galleria + 69th & France - Edina
,‘ . 9529262455

*

Scheherazade_Jewelmesh Argyle_Minnesota Monthly0905

JEWELERS
feria 2425 Tamiami Trail Nonth = 239-434-2800 ~ www.bigha

GREGORY’'S
Salado

gregorysofsalado.com

FURDLES
JEW

LRY

Color Story* o . » ' )

Mt

PEARL STREET MALL
303-443-1084

Hurdles_Jewelmesh_Bus Banner_1206

Morgan & Co_Jewelmesh_LA Mag Antique_I105
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JEWELERS SINCE 1914
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Alie & Sons_Diamond Watch BW_Seacoast Mag_0206
I
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Color Story”

Robert Leser created the award-winning
Color Story collection with the design philosophy
to create genuing jewelry which women can
purchase as a gift for themselves to accessorize

their wardrobes and that will stand
the test of time. Celebrate in Color!

Ben Ari_Catalog_06

AVIDHARVEY

FINE JEWELERS SINCE 1914

Our 2006% Book

Cornell’s_Catalog_06

David Harvey_Catalog_06
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DeNatale_Catalog_06

Jack Kellmer_Holiday Catalog_05

David Harvey_Catalog_07

Color Story’

anielfi Jewalmesh™. Neck o

JR Dunn_Catalog_06

Tappers_Catalog_06
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InStyle 0805
shopping InStyle Aug 05- Page 304

hotshops

S
I
Find out where Ben Affleck buys his baubles, Oprah gets

Color Story®
her coats, and Sandra Bullock goes for the coolest table

GREAT HAIR TIPS HotNew } |amps. Here's where the stars flock to score their objects
For Every Length JEANS

wWiww fD'DI'HOI'_\‘.{'DI'I'I

Boston

Alpha Omega Jewelers 1380
Massachusetts Ave.; 800-447-4367
the scoop Nestled in historic Harvard

WHATTO ¥
WEAR NOW...
And Into Fall

Square, this upscale jewelry store
stocks hard-to-find
brands like COIOr 4,4 go1d rings, with citrine and pink tourmaline ($1.125),
Story (right) and A. with blue topaz and peridot ($895), Color Story

Lange & Sohne (fine watches), as well as local designers who make
custom pieces in-house. star clientele Ben Affleck, Teri Hatcher, Tim
Robbins, Sean Combs, Kelly Rowland

\‘*\ { Jewelry W Fall 06

elienr ol et sk ot il
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CHARMES AT AMONG THE MOST VER
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3 and playfill necklaces. From high-end
Kitsch like Chammiol's diamond cherrics
and revent logo designs from Chanel and
Lous Vusmen to more culturally symboic
Hamsas and backamoars, charms are ala
prized for cheir personal significance and
hieirloom povential, “You buy one when
you celebrate an engagement or bnh,”
says Aaron Bacha, Fifth Avenue's prince of
charmms, whese iconic pleces include celor-
Ful Baby shocs and frogs. "It war with
ome charm, then people have 3 happy
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Harper's Bazzar 0606
Idex 0905

6. COLOR STORY

Flowers are nice, but a colored diamond
bouguet is better! Bouguet neckiace from
The Ennanced Diamond Experience™ by
Color Stony®. Call 800-223-1232 or visit
www.colorstory.com.

Harpers Bazzar 0706

VERSATILE FOR D&Y OR NIGHT.

=gy ~mES OF BLACK AND BROWN

60q CHIC SHADES OF BLACK AND BROWN ARE
=

en Tracy
nts,

il <l 1) 78. 800-
- 5-7979

P, L5085 Buarrarys B ek

() KEEP IT LUXE WITH A TWEED CAPE, SLIM TROUSERS, AND ELEGANT EXTRAS, o Color Story

by Robert
Leser ring,
$1850.

N DeNatale

Collections

Jewelers,

NYC: 212- Calvin Kiq

317-2955 Collectio
$2975. 21
9000. Spd

: . Lty L I’ . &4 45

See Whern fo By tor detas
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W 0405 Outrageous Luxuries

W 0505 Personal Shopper

;

Color Story

Color Story combines gemstones with fancy colored
diamonds for a whole new look in fine jewelry.
Shown are gold rings set with London-blue Topaz
flanked by ice-blue diamonds and Amethyst with
olive-green diamonds. With 10 colors of diamonds
to choose from, the combinations are endless. From
$1,795. For more information call 800.223.1232 or
visit www.colorstory.com.

OUTRAGEOUS
LUXURIES

Luxury Style at its best... indulge in the season’s over-the-top
diamonds, decadent gems and accessories.

COLOR STORY

Color Story* breaks new ground combining

fancy colored diamonds with gemstones,
Featured is an earring and necklace set with
canary diamonds and pink tourmalines from
the Strand Collection. For more information
call 800.223.1232 or visit www.colorstory.com.

W Personal

As your Personal Shopper, contact me at WPersonalShopper.com or call 1.800.428.1151.
I'l be happy to help you with all your what-to-give, where-to-buy and where-10-go questions,

Thes May, in celebration of mothers everywhers, | have the perect g#t suggestions for every type of mom, ¥ your mother
lowees tes travel, bock her cn the tnp of a Hetime 1o the Mandarin Orviental Dhara Dhew in Mocthern Thailand, Ox, § jewels are
her passion, be sure to check out Color Story's collection of vibrant rings. And, i your maother is the ultimate fashionista, she
s sure to be happy with amything from Alberta Ferretti's most recent colection, Happy shopping and happy Mother's Day!

Color Story

Cokor Seory combines gemstones wih fncy colored
daminds for 3 whokt new Jook in fine jewely,
St ae gokd Fings st with Londor-bhue Topar
Mlarkad by ie-Shie dlamoncs and Arathyet with
- dharmonds. Wieh 10 cokors. of dharmonds
6 ehuxme b, the cormtanation, e e, from
81,795, For mern information ca 800 2231 1332 or
il ww kT,

Natalie

Portman

 Hollywood’s

Good Girl Shows Off
Her Wild Side
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HIGH DRAMA :TEBES FALL € W J EW E LRY B O><

GEMF!

W Jewelry Fall 05

NDEF

Thirh FALL SEABON. BOLD GMS, DECADENT DIAMONDS AMD COLORTLL CHARMS A

_ T8 A RADUANT FALL.

VALENMTE MILANG

N

The W Personal Shopper Shares Her Favorite Picks For All That Sparkles and Shines.

< Color Story

Color Story's fancy colored diamond and gold watch

is the new "must have". There is nothing like having
blue, yellow and green diamonds to accessorize your
wardrobe and keep you on time. For more information
call 800.223.1232 visit www.colorstory.com or
email info@colorstory.com

COLOR STORY

COLOR STORY RECREATES A MOST CLASSIC LOOK. FEATURED, FROM
THE DIAMOND BOUQUET COLLECTION, ARE EARRINGS SET WITH ICE BLUE
AND CANARY DIAMONDS ACCENTED BY A CENTER WHITE DIAMOND AND A
MATCHING CANARY DIAMOND NECKLACE. VISIT WWW.COLORSTORY.COM
FOR THE RETAILER NEAR YOU OR CALL B00.223.1232.
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Harper's Bazaar 0405 ! I; \

COLOR STORY
Feel free 10 sparkie with a

Harper's Bazaar 0705

Jewekmesty™ B-mw braceset by
r.nusm-mwuuw
sat with

GOLIME HAWN

COLOR STORY
Feel free to sparkle with a
Jewelmesh™ 8-row bracelet by
Color Story® in 14-karat gold
set with citrine, rhodolite,
peridot and blue topaz.

For more information,

call 800-223-1232 or visit
www.colorstory.com.

FLOWER PINS BFII

|
+ breasted coal; chic pearl

Harper's Bazaar 1006

L\TTERS

Color Story

earrings, [,
$1500. 800-
223-1232

Sae When 1o Buy for detsis

5. COLOR STORY
The Park Avenue Collection eamings—

sophisticated and elegant detachable drop
earrings in pink tourmaline, peridot, and : _ -
diamonds. Visit colorstory.com. i 7 E—
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VIITTATLIET T ONMN L. Flair Deg
kinny knit worn under a shorter jack

colorstory
.com

ALL THAT sy | BT
\ [ A FUR VEST IS AN ELEGANT EVENIN --|:-||r'---- s i
| [ LT ERS@\_ R T 3. COLOR STORY
| B e 49 - , Color Story's fancy colored diamond
@ L‘-J_ and gold watch is the new must-have.

_____ y \ There is nothing like blue, yellow and
S e \’q green diamonds to accessorize your
g wardrobe and keep you on time.

6. COLOR STORY
Color Story's Manhattan Pave Collection

diamond and gemstone cocktail rings for the
"R princess in all of us. Visit colorstory.com cr
call 800-223-1232.
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Color Story in Editorial

R " " Though Color Story, a fashion and fine jewelry firm in New York, introduced
" an eponymous Web site in 1997, creative director Ameil Weisblum said online ac-
tivity really took off in July 2005 with its “Design Your Own Color Story” watch program.

“In August, we began averaging 310 unique visitors per day, and the Web site’s traf-
fic has jumped 500 percent since last year to nearly 60,000 visitors,” he said.

Mixing and matching nine diamond colors, six crocodile straps and an array of golds,
dials and other features, customers can create more than 1,500 combinations of the firm’s
Strand watch, which they can then order through one of its 300 U.S. retail accounts.

“No retailer could ever provide that kind of variety,” said Weisblum. “It’s a good
example of how the Web helps consumers get what they want.”

Fine Jewelry Sales Soar Online

By Robecca Kieinman She said the groatest challenge has boen giving customers an emotional connection

whem buing jewnly online. Just I browsing in the store, trained personal shoppors ar
MLAMI — E-commerce is strotehing from books and DVDs 1o big-tcket baubles available to walk online clients through purchases. In hopoes of enhancing that conmeetion.
lation for retall jewslers, online  the firm twoaked and relaunched is threeyearald Web site in September with improved

prough eriteria like price, category or de-

. said jowelry is one of the more important eat- ' - “The sre 5o juicy that it foals like you can

#0ing i ses moTa conversion this yesr to pricey ooline purtheses
o5, Eape-
iters A ia oid

cially the 35-and-under population that grew up with co
arvaugh now (o start buying Uiess ssive things,” he said
WWD 1105 Joanne Teichman, managing upscale multh /
line jewelry Web site, said it surprises her that peop y Mnulm'- > k-
clustor nockloce in 18-karat gold and rubies for $10.600 *\ .
et s &b Carat Ginmeny ARG PRI “SrAbees anrings Tor " “
£26.500 with the click of 8 mouse / \
“It's crasy. bul it becoming every day that 1 send out pleces that
e sveral Bundred or thoustnds o she sal
Telchuman| launched the Web site i 2000 o, gain natianal prossnco
for her 20-yoar-old Ml‘h-mnﬂ-mnﬂnr sore in Dallas. She expanded
it o e n DO an said the i ¢ moun line of T-karat gold vermeil, mother-o
fram 30 pars with sk ilems eech io It current count of more than . “,, Tor $100 to S350
00 prugrs with searly 2000 ems priced from S60 to $306,500. Each designer |s respansible for shipping orders; retums go through
Recent bostsellors have bosn M2 Deskgn by Mary Margrill's the Wob aite's facility
Best Friends pendant in l4-karat yollow gold for $325, while -
more than 50 Baby Love pendants in 22 karat yellow gold by trn lm-rvlcmmulu- alter our seven-duy

5 MDA o te e a
rands Including long neckiaces,

kaurmt gold foops. They retail on the site for $500 snd $1.150, respectively
Pioces ship pouch wrappod in plok tssue peper \
andl Selnand i he Hires SMrAtire Prisied metAllt gray ot accanied rings geared 1o the gay market. But be found aceeptan e
with # bow: Wizuki asrrings Loveandpride.com, Apeil D the site, women's

“We want the same Beauliful presentation and service Of gy fragmentscomn. 900 retatl and mens s rings, $1 200 retail
tine as in the actual store,” sakd Teichman. T oven foeel pomson. 3 ful, as especially important to have ¢
Blty responsible that itema arrive on time. ‘Wob denign, like 360

m that males double sch

' aihion and Ane fowelry

Macy's for Love & Pride, 8 new collection of fine jewelry

wires video of jews T "

alides Poatures photos of U

o Atk ti"m ORIiE At Smalls photos of jewelry modeled on u salesperson .
10 prospective buy
eichman insleted the sume lovel of sarvice and acsthetics be met when she be-  tivity really Lok OIF in July S5 with fis -Design Your Cwn Color
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(@) Color Story by Robert
leser’s 14-karat gold, amethyst and
peridot earrings, $790, colorstory.com.

WWD Scoop 1105

WINTER WEDDING

HITTING IT

STONE
UNTURNED

WATCH ouT!
FETES, BDSUKS

JAKE AT 25

CHINA'S
ART BOOM.

4) Color Story by Robert
leser's 14-karat gold, amethyst and
peridol earrings, $790, colarstory.com
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Cover Bride Richmond Spring 05

PICTURE
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“Your jewelry on the internet is lovely.”

Sandra Hurwitz, NJ

“This is the most beautiful collection of jewelry I have seen in decades!!!”
Beth Grenham, CT

“Thank you! The designs are breathtaking!”

Nancy Houlmont, WI

WML S DEH X NES
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W Jewelry Spring 05
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Color Story

Jewelmesh by Color Story is as supple,
silky and shimmering as jewelry can get.
This new collection of 14k gold bracelets,
necklaces and earrings is randomly set
with a combination of citrine, rhodolite,
blue topaz and peridot with dazzling effect.
%’R{E.U-!“?C:k‘?d | For more information call 800.223.1232
Rock k or visit www.colorstory.com.

arden

hewelry in v

Thank heavens it's time to get out and enjoy those long
summer evenings. Consider these precious pieces to add
a touch of sparkle to your new summer looks.

Gemfinder

e Blue is the cool color this season. Color Story’s blue

r = \ diamonds and London blue topaz set in white gold are
the ideal accessory—from the Strand collection ($1,575).
For more information call 800.223.1232 or visit
www.colorstory.com.
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Modern Bride 0206

-
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white goid,
ue topaz ear-

T pel logh is o yom
-&h;uja/f{.- e faninsy as faskion
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60; matching neck-
, both by Colar Story.

MARTHA STEWART
AND
MARCIA E. MILLER, SENIOR VP, PUBLISHER
DARCY MILLER, SENIOR VP, EDITORIAL DIRECTOR

CORDIALLY INVITE YOU Martha Stewart's & Robert Leser
MARTHA STEWART WEDDINGS TO A COCKTAIL RECEFTION

“ON THE ROCKS"

IN HONOR OF THE [EWELRY INDUSTRY

MARTHA STEWART
AND TO GELEBRATE T

MARTHA STEWART WEDDINGS 2006 DIAMOND ISSUE MARCIA E. MILLER, SENIOR VP, PUBLISHER

DARCY MILLER, SENIOR VP, EDITORIAL DIRECTOR
TUESDAY, FEBRUARY 28TH, 2006 CORDIALLY INVITE YOU
SIX O'CLOCK MARTHA STEWART WEDDINGS TO A COCKTAIL RECEFTION
“ON THE ROCKS”
BC

7TH FLOOR N HONOR OF THE [EWELRY INDUSTRY
BERGDORF GOODMAN AND TO GELEBRATE
5TH AVENUE AT §8TH STREET MARTHA STEWART WEDDINGS 2006 DIAMOND ISSUE
NEW YORK CITY

“ON THE ROCKS" TUESDAY, FEBRUARY 28TH, 2006

SIX O'CLOCK
KINDLY R.S.V.P BY FEBRUARY 24TH
THIS INVITATION ADMITS YOU AND ONE GUEST, TH :fOOR
R.8.V.P IS REQUIRED FOR ADMITTANCE TO THE EVENT. 7
INVITATION IS NON TRANSFERRABLE DEReLDsnOuon
¥ §TH AVENUE AT 58TH STREET
NEW YORK CITY

“ON THE ROCKS"

KINDLY R.8.V.P BY FEBRUARY 24TH
800-245-0576 OR events@marthastewart. com

THIS INVITATION ADMITS YOU AND ONE GUEST,
R.S.V.P IS REQUIRED FOR ADMITTANCE TO THE EVENT.
INVITATION IS NON TRANSFERRABLE.
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True Colors

The Color Story® customer is every woman of any age with
the confldence to express herself. Sheis a little mare of a risk taker.
Wearing color speaks more clearly abaut her personality than white
diamond jewelry. A woman in colored stone jewelry reveals her
inner self, says she is in touch with her feslings and can

express them. All of the gemstane collections, 5Strand, Rhapsody,
Manhattan, Parisian, etc. offer fashicnable yet classic designs

that all generations have found appealing.

VISIT WWW.COLORSTORY.COM OR CALL 800-223-1232
FOR MORE INFORMATION.
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Bridal Guide 0306

THE PERFECT GOWN i. ¥ e Somethln

FOR YOUR BODY

(hopeiew A gem in the hue that
symbolizes trust, faith and

hope is a-zure thing for

brides. by Elena Donovan Mauer

LOOK LIKE A
|

Hot Finds
Sexy Resorts &
Island Hideaways Not only does the color blue
represent the basic values of

marriage, but it also never

‘ XI WAYS TO DAZZLE goes out of style. That may be
Of/{/’! 25YCIUR GUESTS because more people—about

i 35% in the U.S.—call blue

Bridal Guide 1106 their favorite color than any

other. In fact, brides have
long chosen blue gemstones

for their bridal wear and
Il that glitters ey engagement rings—including
- celebrities, from Joan
SO]T' eth 11 g Blue Crawford to Princess Diana
T L B g
Rope oG e for v gt elegant and unexpected when
brides. t tis oon o B x g paired with wedding white—
¥

and it’s flattering to every
skin tone. So whether you're
traditional or you just love
the color, add a shiny blue
note to your wedding day.
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Brides 0506

MALIL: ROMANGE 15 MAUIS MAGIC!
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COLOR STORY

Color Story® combines blue topaz with blue
diamonds in these drop earrings from their Strand
collection—the perfect final touch for every bride.

_ Visit www.colorstory.com. 6r call 800-223-1232
fSmmmmis s for more information.
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Define your Style

Fhoto by John Hardy | Dot Collection

Jewelry As Your
Most Important Accessory

More than the right belt, more than the perfect scarf,
Jjewelry as an accessory defines your style. Itis a way to create
a dhstinctive look - one that separates you from everyone else.

Mot just for dressing up anymore, jewelry has made its way into
the world of fashion must-haves. No longer just for special occasions - birthdays, holidays,
and life’s milestones - itis now a regular purchase for most women, often used to complete
wardrobe, but just as often “just because.”

What caused this delightful change of perspective on jewelry buying? According to
Color Story designer, Robert Leeser who is known for gorgeous gemstone combinations,
the change came when “working women in America, feeling empowered by their ability
to earn bigger and bigger incomes, decided that if they were going to wait for the man
in their life to buy them jewelry they might wait forever. The self purchase of jewelry
is a gratifying experience and once a woman made the first one there was no stopping
her. Gemstone jewelry made it easier as the look is bigger and the price points are lower
in general than diamond jewelry.” Designer John Hardy, who specializes in highly
detailed, luxurious pieces, sums it up by saying, “Jewelry makes people feel unique. Itadds
a personal and exclusive touch. People deserve to feel that everyday.”

Building A Jewelry Wardrobe

If you are just getting started on your collection, many experts recommend focusing
on basic timeless items that will take you through a variety of situations. Take an
inventory of what you have - and what you don't. Then fill in the holes with good quality,
basic items. It's easier to think in terms of categories: earrings, necklaces, bracelets,
rings, pendants and brooches. Fill in each category with “take you anywhere basics” and
you'reset. Then you can add pieces to expand each section, going with some fashion items
that reflect current styles.

Designer Laura Gibson, sought after for her creative sense of color, recommends
looking for jewelry to go with the natural coloring of a woman'’s hair, eyes and skin tones,
“Whenever I do a trunk show,  very carefully choose pieces for women that go with their
hair and eyes so that they can wear it with almost anything. The most common thing 1
hear is, “What will I wear this with?” Once they understand that it goes with their face,
and therefore anything they wear, they get excited. Then, once you have a basic piece,
you can start adding pieces that go with the specific colors you most wear to add variety.”

If taking a “basics first” approach doesn't appeal to you, you can always go with the
advice of Robert Leeser who says that a woman should “Start with earrings and work
your way down. Clearly earrings are like shoes. You will need as many pairs as you can

fit in your jewelry box.”

. Jewelry’s Celebrity Status
d Jewelry and fashion come together

with smnni.ﬂg results

There's no doubt about it, The fine jewelry industry

has become fashion driven. Names like David Yurman,

Slane and Slane and Stephen Dweck are among the most

well-known designers in the world, tripping off the

tongues of fashion-conscious womeneverywhere, These

days, jewelry designdrs command as much brand

recognition as tashion giants Calvin Klein, Ralph

. Lauren and Guceei.
-

|continued)

With jewelry’s fairly recent celebrity
status, a woman’s adornment is taking on
a larger role in both fashion shows and on
the pages of consumer fashion magazines.
Jewelry seasons are both complementing
fashion trends and inspiring them. On the
one hand, jewelry designer lines are being
used to solidify runway looks, giving the
finishing touch to a fashion trend. For
example, this season with many designers
showing clothing with a Victorian flair,
Victorian inspired lockets are emerging as
a must-have item. Graphic, 60's inspired
looksare giving rise to bold dramatic jewels,
while delicate, airy runway creations are
finished with very feminine jewelry looks.
“The trends in fashion complement the
trends in jewelry - they are worn to
harmonize with each other,” says Stephen
Dweck who takes a gutsy approach to
jewelry design. “If the trend on the runway
is black and I feel inspired by that, I will
create a black line of jewelry.”

On the other hand, designers are also
stepping out on their own, encouraging
women to create an individual style by
offering unique, collectible designs similar
to the way designer lines do in the fashion
industry. Says Dweck, “I won't just do a
purple collection for the sake of doing a
purple collection.”

Landon Slane of jewelry design house,
Slane and Slane specializing in estate and
antique-feel pieces, notes that the designer

jewelry category is only about 25 yearsold ‘5%

L

- justa toddler by fashion standards, “Before

Jewelry Trend
Sneak Peak

It's always nice to know
what the designers see
as the next important
direction in jewelry. Here
are a few sneak peaks
into the heads of some of
the world’s most popular
jewelry designers:

Color Story:

[se

4

that, itwas either costume or fine jewelry,”
says Slane. “But, as fashion and couture
evolved and became more casual and
modern, jewelry options and style evolved
with it. Designers like Elsa Peretti, Robert
Lee Morns and David Yurman are the
namesI recall that pioneered the category.”
Like fashion designers, some jewelry
designers make a name for themselves by
having definite changes in style, season to
season, while others focus on pieces that
help a woman create her own signature
style. Both can have a place in a woman’'s
jewelry collection. So how should you best
take advantage of jewelry's versatility?
Robert Leeser with Color Story offers the
following advice: “A woman's personal
style is clearly reflected in the way she
dresses herself. The jewelry she wears can
work for her in two ways-either it can be
the quiet accessory like white diamond
studs or the focus, as with colored stone
jewelry. Certainly a businesswoman with
a conservative wardrobe can spice it up
with colorful jewelry that will say more
about her personality than her clothes. For
the woman with a closet full of
trendy fashions, jewelry can anchor her
look.” Or, a woman can take the more
emotional approach of designer John Hardy.
, Y oy, “Whatever feels
My &8 X good to you
when you put it

!;}"_'{_!af. =N i W on-Ithinkthat's
ai - 't.-,_,_._::,»" important.”

John Hardy:

ik farr

by John Havdy | Batw Mata Collection
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nie thing can be relied upan in New York
in August, a humid hot weather forecast
For participants at the JA show that

sce in early August at the Javits Center,

ook p
the airconditioned halls were a wel
from the seasonal b

ome Tespite
at, but this year it appears
that either the air-conditioning was working
at turbo charge, or the halls were simply not
so crowded, Talking to exhibitors, many were
| t,J‘al:muuflh'e lateck ¥ Y ew N

CIRCLE AND COLORS

CONTINUE TO DOMINATE

The apening &
Monday seving a noticeable dedline in trailffic. That's
not to say the show wasn't busy, just not as busy
as shows earlier in the year (notably the Vegas shows
which were booming). One common refrain heard
from both exhibitoss and retailers is that of just how
muny shows can one productively atend® It appears
this year, most bad placed significant orders folkow
the slew of jewelry events in Vegas, with New York
suffering from a lick of demand, >>

v, Sunday. was fairly busy, with

P S——
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FLASHING FACES

Diamond set watches have res

ently enjoyed
increased popularity, with watchmakers
responding to de
models with several camats of diamonds set
on the face, crown and prac

el by offering more watch

v anywhene
ebse on the watch case and srap. New models
conme from a venture between DTC

ghtholder
Inter Gems-Clies and Tiret New York

Timepies anel one from Breitling, Tiret is

using Inter Gems-Claes’ Exire cut diamonds
in oversized oval shaped wristwatches that

can contain up 1© 26,5 carats of dlamonds

To promaote the new line the two are noting
celebrities who wear the watches, such as
pop and hip hop ic colebrities Rod Siewan
and Usher, soccer and fashion icon David
Beckham and former supermodel Elle
McPherson.

Meanwhile, Breitling, known for s masculine

wtx watches, has decided to create a

feminine model - the Stardiner, The small

watch, just 3 cm (1,18 inche

) in diameter, is
et with 12 dinmonds on the fuoe and another
25 set in the crown, To enhance the marine
theme, the watch face features mother-of-
pearl with vertical grooves o create a
shimmering reflection.

ver the past few years there has been
an explosion of color in jewelry lines
Jewelry lovers world over are finally
realizing that color tsn't just fashion, s
self-expression, o stement of style and
passed down from genention to
genemtion. It centainly isn't o passing trend, relegsted
o the hottom of the pewelry box 1o be replaced
the litest style. Mot only are designers of colored gem
pewelry witnessing an upsurge in demand for their
products, bur diameond heavy houses are neming oo
o cobor to offer an allernate or 4 splash of indivichality
10 traditional diamond rings and necklaces. Many are
even branching into the workd of color, launching

a plece that ¢

‘o women, colored stone jewelry cormelanes closely
with self-conficknee,” notes Robert Lesser, owner of
Cidor Stoary. According 1o Lesser, the name Color Story
e from the gemmones themselves. “When | staned
combining two o more colored gemstones together
in 1997, 1 saw the results were cool, warm and hot
looks. 1 began 1o give these combinastions names like
Troplcana for blue topaz and Peridor, Midnight Sun
for garnet surmunded by clirine. Blucherry for lolie
and so on, These names told a siory and hence 1
named the line Color Story.

139 | 47008 CoLon
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colored gem lines 1o compliment estabilished diamond
jewelry lines. Great news for the colored gem indusiry.
Could be even greater if one compares though the
muarketing cost gpent by the diamond indusry compared
to that of the colored gem industry. Now this 't
something new

Ir's a complaint that has been the bain of colored gem
dealers, manufacturers and designers for decades.
Baoth the AGTA and ICA recently announced plans 1o
Turther the colored cause. Lowking at some of the
recent lines pushing color as the king, they cenainly
have no end of inspiration, talent and beauty with
which 1 draw into consumess into stores in search
of their own picce of the minbow
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The Business of LUXUPY
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The Business of LUXUIRY

LUXURY by JCK held its 7th edition at the Venetian Hotel in Las Vegas May 30 to

June 2, 2006, The event was packed with an impressive array of the indusiry's leading

manufacturers, designers and brands showcasing their latest collections to a
multitude of buyers looking for high quality merchandise.

- By Cynthia Unninayar Color SToRy
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Color Story in Editorial

Color Story

AN American Best Se

el

If Color Story were a novel, it would be on the New York Times best-seller list,
Skyrocketing demand from an ever-increasing number of high-end retailers has sent
sales soaring and the company’s newest collections flying off the shelves.

y

D shoth a company and a brand, Color Story, is remarkable in more

ways than one. Less than ten years ago, Robert Leser, the creative
genits behind it, had to practically plead with retailers to carry his
radiant collections of multi-hued gemstone jewelry. Now— the only
pleadingis from retailers for more of his spectacular pieces.

s NWlien [ started mixing various colored gemstones back in 1997,

almost no'gne was doing it,” Leser explains. “White diamonds were
overwhelmingly the stone of choice. Retailers thought I was crazy.
“Who will buyir?” they asked.”

Who indeed. Today, Color Story has over 15,000
Skus, with three brand new collections, Manhartan Pavé,
Strand 2Side, and Park Avenue, having just been intro- |
duced at the Couture, Luxury and JCK shows in
Las Vegas. “We are growing very rapidly in the high-end
market,” explains Leser. “Our three newest collections
contain matching sets of necklaces, rings, and earrings,
and were a huge hit in Las Vegas. As demand for colored
jewelry increases, more and more upscale retailers are
realizing there are substantial profits to be made by pro-

viding their customers with choices.” "W

Here is what a few of these upscale retailers are saying
about Robert and his Color Story collections: “The new

introductions of Robert Leser’s Color Story Collectionat I ICIH/ 117
the Las Vegas shows were perfection! Robertisa master  F -y

of balance in color and diamonds, bling and restraint. The
consumer’ lifestyle is always part of the design equation,”
says Philip Livingston, owner of Elegant Slumming Fine
Jewelry. Olivia Cornell, of Cornell’s Jewelers, adds, “Color
Story jewelry is amazing when it comes to color. Our clients love it. 1
mightadd that Robert is also always there for that last minute customer!”
And, speaking of being there for the customer, Donna Miller, of
Carlyle & Co., says “Working with Robert Leser is always satisfying.
His company has a great sense of urgency and is grear with customer
service. Robert listens to his buyers’ suggestions. It is always pleasant
working with him and his staff of talented professionals.” Elizabeth
Mandros Miller, of Mystique Jewelers agrees, “Color Story is one of the
few companies that follow through with everything they say. Every cus-
tomer who admires or purchases a piece is happy with the quality and
price from Color Story. The color of the gemstones is consistent. The
quality of the workmanship is beautiful and very well received from our

JQ 0606 Cover Story

RoBeRT Leser

By Diana S. Zimmerman

customers. Any time we need to special order, the transaction is smooth
and the staff is friendly and knowledgeable.”

Among the popular collections is Leser's Manbattan Pavéline fea-
turing a large center stone engulfed in micro-pavé diamonds. It screams
feminine individuality and glamour. “The lemon citrine center stone
surrounded by diamonds was a huge hit at the show. Women really
love it,” Leser exclaims. “Men buy white diamonds for women. But
women buy colored gemstone jewelry for themselves. Retailers who are
savvy enough to market to women — and carry the type of
jewelry they want to purchase — are realizing that chis
market is a highly profitable one.”

The women'’s market is the fastest growing segment in
the jewelry industry, and the one that Color Story, with its

unique blend of both traditional and modern designs, has
| specifically rargeted by offering pieces that are both
dazzling and affordable. Prices range from $500 to $20,000,
so virtually every woman can afford to own a piece from
one of its collections.

One of the ways that Leser has been able to bring such
e affordable luxury to his clients is by utilizing enhanced dia-
. monds. Realizing that natural fancies were far too expensive

and would not allow for color consistency, he turned to
I enhanced diamonds in 2005. He created what he calls

“The Enbanced Diamond Experience ™~ jewelry that is

set with genuine diamonds whose color has been perma-

nently enhanced. “Gemstones radiate color differently

than fancy colored diamonds. When I combine gemstones

with colored diamonds, there is an unexpected vibrancy
that makes you look twice. With ten colors of diamonds in my palette
to choose from, the possibilities are endless.

The results are nothing short of spectacular. By using enhanced
diamonds, Color Story is able to produce a line of jewelry that is beau-
tiful, affordable, and replicable in color, availability, and pricing.
“Having perfectly matched colors is not that important when making
one-of-a-kind jewelry,” explains Leser. “But at Color Story, we have
superb color matching throughout an entire line. What this means
is that any piece of jewelry can be matched with any other piece, even
if the customer purchases them on separate occasions. It also means
that pieces, brought in by clients for custom orders can be perfectly
matched.” According to Leser, selling enhanced diamonds is just a

JI July/August 2006
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matter of education. “Retailers need to take the time to educate
their customers abour these stones. When they do, enhanced dia-
monds sell really well.”

Today, the company also produces a fashionable line of custom-
created, individualized watches. With a patent pending, it is yet
another first in the industry. Customers can go to Color Story’s
interactive website and select from a series of styles, colors, and
configurations to create watches that are uniquely their own.
“Women want to be individualistic,” Leser asserts. “Wich our
watches, they can create a piece that completely reflects their own
personality and taste.”

Each wartch conrains 41 diamonds (0.55 carat) set in the bezel,
combined with another 108 diamonds (0.85 carat) set in the dial,
and are available in either yellow or white 14K gold. With nine dif-
ferent colors that range from delicate to dark blue through green,
canary yellow, and cognac, the diamonds can be mixed or matched
on the bezel and dial. Even the crocodile bands are available in five
different colors, adding more individuality to each custom-created
look. Add all this to a five-year warranty, and it truly is a watch
“without peer in the industry.”

Leser inherited his innovative spirit from his father and grand-
facher. “My grandfather started in diamonds in 1910, buying and
polishing rough. He became a De Beers’ sightholder in 1928, which
continued under my father uncil 1981.” When he was 16, the eager
young Leser apprenticed in his father’s factory, learning to polish
stones. He began working full-time in the industry in the 1970s,
and founded Color Story in 1997. Not only is he an astute busi-
nessman, but he is Color Story’s only designer.

Color, however, is just part of Leser’s Color Story. “We pride our-
selves on our quality and expert workmanship. Aside from our Swiss
Made watches, all of our jewelry is made in New York City by skilled
craftspeople,” he asserts. “And, each piece comes with an unlim-
ited lifetime warranty covering defects in workmanship. We make
jewelry that women can receive as treasured gifts, or that they can
purchase for themselves to accessorize their wardrobe. Our jewelry
is in tune with the times, ver will be in style well into the future.”

The future for Color Story and Robert Leser, is bold, beautiful,
and brilliantly branded - all by a man who has unquestionably
transformed “color” into the Color Story of the decade.
(www.colorstory.com) Ji

July/August 2006 JI
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Briza
Eriza Color Diamonds Ltd. specializesin the treatment of natnral polished
dismonds. The company is globally known for its "all around

service’, which includes advising, colering, and supplying

color enhanced polished diamonds. Briza's process
imnitates nature, providing conditiens of high pressure
by an industrial electronic beam, which enables them
to introduce new colors onto the market. In response
to popular demand, Briza have develeped a number
of new colors over the last few years: ice blue, clive

green and red cherry For 2006, Briza have added
pine to their color spectrum, bringing to 13 the total
number of shades that they can provide to jewelry
manufacturers and designers, inchiding Color Story W

@
¢
&

DIAMONDS EY BRIZA,
JEWELRY BY 0OLORSTORY

Z\ Color Story
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Color Story’'s

new catalog shows more
than 500 digital images with
the company’s new collec-
tion names. The catalog is
also available as a PDF file
that can be e-mailed to jew-
elers. For information, call
(800) 223-1232, (212) 832-
8013, or (212) 308-3621; or
visit www.colorstory.com.

e |—

JCK 0206

Women,
Fashion,
and the
Gemstone
Jewelry

Market

Women want
fashion that’s
colorful, unique,
and affordable. The
colored-gemstone
jewelry market is
%1]\-’11151 them just
that.

:
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Celebrate in color
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has released its new Diamonds By Color

Story catalog titled The Enhanced Diamond
Experience. The catalog features a new collec-
tion of colored diamond jewelry. Ten standard-
ized diamond colors are available, For infor-
mation, call (212) 832-689% or (800) 223-1232.

JCK 0905
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CONSUMER STUDY FOCUSES ON COLOR

Color Story in Editorial

Each year, the lewelry Consumer Cpinion
Council presents a series of consumer stud-
ies that focus on a topic of special interest to
the gern and jewelry industries. In lanuary 2005,
JICOC studied colored gemstones. The study was
designed to assess consumers' knowlecge of
colored gemstones and help retailers understand
consumer purchasing behavior for the category.
Following are excerpts from the sunvey.

“Certainly, the self-purchasing female is
strong on color. Of the more than 85 per-
cent who plan to buy color for themselves,
they also plan to buy gem-set jewelry for
thelr spouse, parent, friend, sibling, and
teenage child. Popular price points run from
$50 to $500, with $50 to $200 being the
maost popular for self and gift purchases.”

The report cites blue as the favorite color,
because it complements a wide range of
skin types. “This is followed by purple, green,
and red—all sharing equal popularity,” the
report adds.

According to the study, the favorite col-
ored stones set in jewelry are blue sapphire,
emerald, and then ruby. It was a toss-up for
fourth place among tanzanite, pink sapphire,
amethyst, aquamarine, and peridot.

The survey found color to be the most
important factor when purchasing gem-
stone jewelry, followed by the quality of the
gemstone, and the style of the design. Gem
cut, price, and size follow, with the designer/
brand name least impartant.

Among survey respondents 35 percent
said they own two to three pieces of colored-
stone jewelry and 25 percent said they own
four to five pieces. The vast majority wear
their colored-stone jewelry as fashion rings (as
0pposed 1o engagement rings) and earmings.
Necklaces, pendants, and bracelets are wom
by roughty 50 percent of the respondents.

Earrings and fashion rings were the most
popular types of colored-gemstone fine jew-
elry to give as a gift. Just over 16 percent of
respondents said they would give a colored-

JCK 0705

Survey Says Women Like
Colored Gemstone Jewelry

gemstone necklace as a gift.
The majority of respondents, 91.9 percent,
would be willing to purchase colored-
gemstone fine jewelry for themselves. Just 4.7
percent of respondents said they would not.
A total of 23.9 percent of respondents
would be willing to spend $101-5200 on col-
ored-gemstone fine jewelry for themselves,
while 18 percent would spend $51-$100. Only
0.5 percent of respondents would spend over
$10,000 on a purchase for themselves.
Over 40 percent of respondents would pur-
chase a fashion ring for themselves, while 22.7
percent would purchase fine-jewelry earrings
with colored gemstones. Necklaces and brace-
lets were also popular items that respondents
said they would purchase for themseves.
More than 45.9 percent of respondents
were somewhat iikely to purchase a colored-
gamstone fine-iewelny item for themselves
while shopping for a jewelry gift and 15.4
percent were extremely ikely. The percent-
age of respondents who were neither likely
nor uniikely was 18 percent. Just 6 percent of
responcents were extremety unlikely to pur-
chase a colored-gemstane fine jewelry item for
themselves while shopping for a jewelry gift
Beauty was chosen as the chief reason
respondents like colored gemstones, fol-
lowed by uniqueness, as an expression of
individuality, to mark a birthday or special
occasion, and as a fashion accessory.
Color was the most important attribute of
colored gemstones, cited by 19.4 percent of
respondents. Quality was chosen by 16 per-
cent and design style by 17.1 percent. Next
came cut, price, and size, Only 4.7 percent
of respondents chose designer or brand
name as the most important attribute.
All respondents said that they would be buy-
ing a plece of colored-gemstone-set jewelry for
themselves within the next six months Close to
half of respondents said they would purchase
colored-gemstone fine jewelry as a gift for their
teenage children,

JCK 0705
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IN THE INDUSTRY

SUPPLIER NEWS / TRADE SHOWS

JCK 0606 Color Story wins

Golden Apple

Luxury jewelry maker Color Story
recently won the Jewelers of
America Golden Apple award

for innovation in marketing for
its “The Enhanced Diamond
Experience” campaign. The cam-
paign includes a “Design Your

Own Colored Diamond Watch”

WANT
A
LUXURY
DIAMOND
WATCH?

DO-1T-YOURSELF
SUME

WATCHES'GINE B ONS

THEEHANC

PERSONALIZED

LUXURY, TIMEPIECES!

"ERG

EE TO
DESIGN UNIQUELY

“Do it yourself” usually refers to home handyman
projects—repairing the fence, fixing the sink,
shingling the roof—but now it’s also possible for
consumers to “do” their watches themselves. And
not just any watches, but luxury watches, sporting
diamonds, and sold through jewelers.

The customizing of watches by consum-
ers isn’t new and it’s not just a domestic
phenomenon. Some popular brands in
Japan, for example, have offered it online
for years, with consumers picking up their
customized watches at convenience stores.
Here, too, some inexpensive DIY watches
are sold directly online.

But DIY for fine watches is a new idea,
and it's beginning to attract more interest
among consumers and retailers. Here are
three examples.
® Since 2005, Piaget has offered customized
watches with the customer’s fingerprint—
rendered in diamonds—on the dial. A

280 | JCK June 2006

customer goes to any Piaget boutique, or-
ders the watch, and provides a fingerprint
impression. It's sent to Piaget’s jewelers
in Geneva, where its swirls are copied in
brilliant-cut diamonds and white gold.
“The response to this has been very
good,” says Keith Brown, Piaget USA vice
president of marketing, “There’s real in-
terest in the marketplace. People love the
watch—and that they can personalize
it with their fingerprint or that of their
husband or child.” Worldwide sales have
averaged two per month since the spring
2005 introduction, not bad for a made-
to-order timepiece costing $30,000. It's

Web site feature.

Color Story gives consumers the oppor-
tunity to design their own luxury dia-
mond watches, such as these.

done well enough with affluent consum-
ers that Piaget added a pink gold version
in April.
® A new company called Enila enables
consumers to custom-design Swiss-made
precious-metal and gem-set watches in-
store, at prices starting at $1,800. Its tag-
line is “Designed by You, Crafted by Us.”
Launched in 2005 in the Middle East, it
may enter the U.S. market late this year.
Aided by the participating jeweler’s staff,
the customer uses a computer to review
sketches, component samples, compara-
tive models, dials (each timepiece has a
unique rotating case with two distinct
faces), bracelets, straps, watch movements,
stone settings, and personalized engrav-
ings. The customer leaves with a dossier of
printed images of the customized watch,
which is made in Switzerland and sent to
the store for pickup or to the customer’s
home. [t comes in an aluminum presenta-
tion case on a hand-sculpted polished hu-
man figure.
e Some of the best examples of DIY lux-
ury timepieces are those of Color Story,
a New York manufacturer of gemstone
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DO-IT-YOURSELF WATCHES

Strand™ Diamond Watch
Patent Pending

I
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www.colorstory.com
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esign your own Golored Diamond Watch

Consumers can create their customized diamond watches on Color Story’s Web site.

and enhanced-color diamond jewelry, Its
founder is Robert Leser, whose 30-year
career evolved from diamond dealer to
award-winning jewelry designer. In the
late 1990s, he launched Color Story gem-
stone jewelry, and in 2005 expanded that
with Diamonds by Color Story—jewelry
using 10 color-enhanced diamonds, with
new combinations every season—and his
Strand diamond watch collection. Since
September 2005, consumers have been
able to either buy existing models in the
watch line or create their own on an in-
teractive page on Color Story’s Web site
(www.colorstory.com/watch).

Leser notes that the DIY feature lets con-
sumers design a watch that complements
other jewelry in their wardrobe. He also
cites an advantage for participating retail-
ers: “It’s like having the inventory in stock
to satisfy customers, without actually hav-
ing to have it until it’s sold.”

Each watch has an Italian case, Swiss
movement, leather strap, and 41 diamonds
(0.55 cts.) on the bezel and 108 (0.85 cts.)
on the dial. Clicking on a sample watch on
the design page enables a viewer to choose
the colored diamonds for the bezel and

282 | JCK June 2006

case, a dial (mother-of-pearl or diamond),
a 14k yellow or white gold case (polished or
not), and strap color.

“There are over 1,500 possible combi-
nations of metal, dial, strap, and color of
diamond on our Web site,” Leser notes.
Depending on components, the custom-
ized watches retail between $3,475 and
$6,450.

The customer’s final version gets a style
number and is forwarded to a Color Story
retailer (where the consumer will later pick
up the watch), who sends it to the compa-
ny. (Retailers are listed by ZIP code on the
Web site.) Customers also can design on a
computer in a Color Story retailer’s store.
The company has some 300 retail outlets.

Depending on a consumer’s choices,
delivery of a watch takes one to four
weeks. However, since Color Story keeps
in stock numerous cases with a variety of
colored-diamond bezels, plus diamond and
mother-of-pearl dials and all strap colors,
it can put one together quickly based on a
consumer’s selection.

Leser is pleased with the response thus far.
“More and more people are using this [DIY
page],” he says. The favorite self-design so far

combines yellow diamonds with a yellow-
gold case and a green alligator strap.

To boost public awareness of its Strand
watch line and self-design opportunities,
Color Story ran a nationally advertised
contest in April and May, inviting con-
sumers to its Web site to create their own
colored-diamond watch (up to $6,500
retail value), which they could win in a
May 26 drawing.

Giving consumers a chance to design
their watches benefits both them and the
watchmaker, says Leser. “For the most part,
watch companies only offer metal-and-
diamond or no-diamond choices,” he notes.
“In-store choices are generally limited,
because retailers are committed to buying
large quantities of a major brand and keep-
ing a narrow selection per style to ensure
they sell what they stock.

“But Color Story’s design-it-yourself
timepiece is a jewelry watch that lets
consumers have something they won't
see on another wrist, and by using color-
enhanced diamonds in our watches, it’s
possible to offer customization at an af-
fordable price. Stylish women find that
uniqueness appealing.” B
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Celebrating
Color

Many success stories start with people who were told not to do something.
In this regard, Robert Leser has a very colorful story.

Featured Designer

JQ. 0105

80

Rabert Leser is a man who

doesn’t take no for an answer.
Although everyone told him that
it would never sell, this third-gen-
eration jeweler forged into colored
gemstone jewelry in the late 1990s at a time
when white diamonds were the stone of
choice. “When I started mixing colored gem-
stones in 1997, almost no one was doing it
in their jewelry,” Leser reminisces. “I had seen
the flowers done by a famous Italian designer
but he was about the only one. Retailers
thought I was crazy. “Who will buy it?’ they
asked.” Who indeed. ..

“I made four rings and six pairs of earrings
in one style — my original polka dot pattern
—and took them to JCK in 1997. To the sur-
prise of everyone, including myself, I received
more than $30,000 in orders. This confirmed
that I had made the right decision,” he says
with a smile. Color Story was born and even
won a Spectrum award for gemstone jewelry
design in its first year. Leser goes on to say,
however, that even as late as 2000 when color
really took off, he still met some resistance
from retailers, mostly men.

Leser gets his pioneering spirit
from his father and grandfather
who started in the jewelry
business nearly a century ago.
“My grandfather started in
diamonds in 1910, buying
and polishing rough. He
became a De Beers’

By Cynthia Unninayar

sightholder in 1928, which continued under
my father until 1981.” Up to the age of ten,
Robert Leser remembers always being sur-
rounded by rough diamonds. When he was
16, he apprenticed in his father’s factory over
the summer vacation learning to polish the
stones. Robert Leser himself began working
in the industry in the 1970s and has been at
it ever since. He is now at the helm of Leser
Enterprises, the parent of two companies:
Rialto, which distributes Italian 18K gold
and diamond jewelry as well as watches, and
the aptly named Color Story, which produces
a wide range of colorful pieces, including
custom work. Not only is he an astute busi-
nessman, Leser is also the designer of Color
Story. “Jewelry is in my blood, and designing
jewelry is my passion,” he explains.

Whar inspires his designs? “I let the stones
guide me. Their shape or color will direct me
in some way until I find the right look. In gen-
eral, I lean towards the more conservative
high-end classic looks that work so well in col-
ored gemstone jewelry.” For the first twenty
years of his career, however, Leser made very
big and expensive Winston or Van Cleef &
Arpels type pieces. “I still like those looks but
now prefer them made in gemstones,” he
adds, “since today’s customer wants wearable
and affordable jewelry, not to mention, of
course, color.”

And speaking of color, there is color and
then there is color. “Having perfectly matched
colors is not that evident when making jew-
elry,” explains Leser, “butat Color Story, we
have superb color matching throughout an

JU January/February 2005



entire order. What this means is thatany
piece of jewelry set with our gemstones can
be marched with any other piece even if
the customer purchases them on separate
occasions.” The great attention to color
also allows the brand to march pieces
that are brought in by clients for
custom orders.

While Color Story offers a range of
gemstones, the best sellers are blue
topaz, iolite and peridot. Combinations
of pink tourmaline and citrine are popular as
well. “We also have strong demand for our
multi-color combinations or ‘confetti’ pieces,
since they go with everything, clothes, shoes,
handbags. They are real fashion items.”
Additionally, the brand uses amethyst, white
topaz, smoky quartz, and garnet. Many pieces
use diamonds as accent stones, especially
diamond pavé around large and colorful
center gemstones.

Whart are the hot colors for 20057 “We
think the gemstone color combination of
pink tourmaline and smoky quartz, which
we call ‘coco’, will be very popular. There will
also be a strong demand for quartz in gen-
eral. Pink tourmaline is, however, a difficult
stone since it comes in so many shades. The
more subtle shades will sell well, but not the
‘hot pink’ or ‘orangey’ rones.”

Autention to color is just part of Color Story.
“We pride ourselves on our quality and work-
manship. All the jewelry is made in New York
City by skilled craftspeople,” declares Leser,
“and each piece comes with an unlimited life-
time warranty covering defects in workman-
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ship.” With a choice of some 12,000 vari-
ations and more on the way, the attention
to quality is undoubredly a key factor in
the company’s growing success.
While the emphasis has always been
on the colored stone, Leser affirms that,
last year, designs started “showing a
little more meral.” He primarily uses
green gold as that particular hue
makes the stones look warmer
although white gold is an option. The
company’s most popular designs are three-
stone rings available in more than 30 color
combinations. The cable collection is also
quite extensive.

Leser’s newest creation is “Jewelmesh,” a
remarkably supple “fabric” made of 2mm
stones set in gold mesh that is being launched
at the JA New York show in January. Com-
posed of citrine, peridot, blue topaz, and
rhodolite garnet, one bracelet alone can have
as many as 400 stones totaling 14 carats. “The
consumer will drive business for this type of
product. Itis so unique, so different, and pos-
sibilities are endless,” explains the designer.
Jewelmesh is produced exclusively for the
company in Europe.

“Our goal is to deliver great quality and
innovative design art a fair price. We make
jewelry that women can receive as treasured
gifts or that they can purchase for themselves
to accessorize their wardrobe. Our jewelry is
in tune with the times, yet will be in style well
into the future,” sums up Robert Leser, a
colorful pioneer who wouldn't take “no” for
an answer. (www.colorstory.com) J{
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¥ Color Story’s colored
diamond watches allow
buyers to customize
their watch by selecting
different elements.

—
Color Story’

Color Story” wins JA Golden Apple

New York brand Color Story has won the JA
Golden Apple award for innovation in
marketing for “The Enhanced Diamond
Experience™” campaign, which includes
their website feature, Design Your Own
Colored Diamond Watch. “It is one thing
to have a worthy concept and another to
execute it. Having a great creative director
like Amiel Weisblum made it happen,” says
Robert Leser, president.

To launch its 2006 marketing campaign
for its colored diamond watches, Color
Story® has partnered with Tourism Ireland
to sponsor broadcasts of the Masters and
MCI Heritage Golf Tournaments on
WCBS-TV in April and May. Color Story”
has produced a fancy colored green diam-
i ond watch that will be won by a lucky CBS
viewer just in time for Mother’s Day. TV
spots will be aired April 6 to 23 in the
NY/NJ/CT tri-state area with an audience
of an estimated 3.5 million viewers running
during Entertainment Tonight, The Late

JQ. 0105

“The real trend is in the blénd,” declares
designer Robert Leser of New York-based

Color Story, who enjoys mixing colors like i Show and the CBS Morning News. Color
blue topaz, peridot and iolite, or citrine and l fer,@ will also be conducting a I‘la[iona|
garnets, or pink tourmaline with smok  poen Jlr Qe Selor Digmond

- : _ _ i 1 Watch” contest from April 24 to May 24,
quartz. Earrmgs are number one in mixed - where consumers can create their very own
color and are great fashion items that give a . dream watch online at: www.colorstory.com

| and enter their design into a random
draw-ing. The winner will be announced
+ May 26. This contest will be tied in with all
: Color Story” retailers, and will be advertised
in all available media. (www.colorstory.com) —

big look without a big price tag.” Barkev

JQ 0306
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DESIGNING [ IMES

n today's world, infused with diamond dial, or the 4 color choices of  that Color Story® won't be hard to
technology. one can't stop mother of pearl dials, white or yellow  find for very long,.
wondering if there is still place gold cases and 6 colors of crocodile
for a wristwatch. On the streets straps, the consumer can design an To launch the 2006
of the city the average pedestrian  incredible 1500 watch options! advertising campaign Color Story®
carries as many as four devices which _ has partnered with Tourism Ireland
tell time. Between her cell phone, j : to sponsor the Masters Golf
Blackberry, beeper, or Tournament on WCBS-TV
mp3 player does . in April and May. Color
the wristwatch v\ Story® has produced
lose its ./ anall green diamond
significance? - watch that will be
A hard to find won by a lucky CBS
brand named / viewer just in time for
Color Story has - Mother's Day. Look for
the answer. the TV spots during ET,
The Tonight Show and the
CBS morning news.

Robert Leser,
president of Color Story® says
“Today’s watch is a fashion statement. Following closely behind

It is one way modern women choose the TV campaign Color Story®

to accessorize their wardrobes and is conducting a Design Your Own
themselves. It is first a piece of jewelry The Strand watch is a part of a  Colored Diamond Watch contest where
and then it tells time.” But the question  Color Story® jewelry collection called  consumers can visit the Color Story

is how to offer a new fashionable and The Enhanced Diamond Experience ™.  website www.colorstory.com , create
sophisticated watch that will stand With matching customizable colored their very own dream watch online, and
alone among the crowd of options diamond jewelry in the collection as then enter their design into a random
already available to the consumer? well to compliment the self designed drawing. Truly a first in the watch

watch, the confident and expressive trade!
Robert has the answer. “If | consumer really has a unique

had to define Color Story's customer | opportunity to express herself in a way

would say she is worldly and cultured,  unavailable heretofore. It seems likely

with an eye for style and particularly

the unique. .Il'gwen l.he chancg. she ‘Q@”W“m Talonsd iononsd Oltasek ek
wants to be involved in the design The Entiueiced Disnoril Experience o

of her jewelry as much as she would S,
with any other part of her life, and
this is exactly where our Color Story®
colored diamond watch fits in.”

Strand™ Diamond Watch
Fatent Panding

Mr. Leser couldn't be more
on the money. Color Story's patent
pending Strand watch is the only fully
consumer customizable watch on

the playing field. By selecting from a
palette of 9 color enhanced diamonds
available for the bezel and the pave

Metal Dial Bezel Strap /

Watch and Clock Review 0606
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The Strand Diamond Watch
2 Patent Pending
> To design your own watch visit ColorStory.com
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Color Story -
The Possipllities Are EnAdless

Tantalizing colors, limitless combinations, and jewelry as distinct and
individualist as the women who wear it - that is Color Story®

Advertorial

“Gemstones radiate color differently than fancy colored diamonds,”
says Robert Leser, Color Story founder and the creative genius behind
this amazing company’s monumental appeal and success. “When
. large colored gemstones are combined with colored diamonds, there
is an unexpected vibrancy that makes one look twice at what's there.”
And look twice one certainly does. It is as though each piece he
| creates has a hidden surprise — a mesmerizing fire that is both
| captivating and unexpected.

It is this love of the unexpected that first sent Leser on his journey
to find a consistent, plentiful, and affordable supply of colored
diamonds. He found it with enhanced stones, coining the phrase
“The Enhanced Diamond Experience” — jewelry that is
set with genuine diamonds whose color has been permanently
enhanced. “These diamonds are acquired at a fraction of the price <
of natural colored diamonds,” he explains, “and provide the '
consumer with a unique, exciting, and affordable jewelry option
that has never been available before; options such as our patent-
pending colored diamond watch that is truly without peer in the
industry —and carries a five-year warranty.”

“Everyone is immediately attracted to the fire and sparkle of colored
diamonds,” Leser continues, “and | firmly believe that the colored stone of the future is
the enhanced diamond.” With a remarkable ten different colors of enhanced diamonds in
his palette to choose from, the creative possibilities truly are endless. So, it seems is
Leser's remarkable gift for setting trends. Since the introduction of its first line in 1997,
Color Story has unquestionably become one of the leading trendseﬂers inthe U.S, fine
jewelry market.

“The wonderful thing about working with color,” adds the
designer, “is the exciting new combinations that come together
every season. Because our staff painstakingly selects and soris
only the most brilliant stones, which have been custom-cut
especially for us, it is easy to mix and match different styles to create
one's own customized suite of jewelry.”

It's also easy to see why the cormpany is destined for even greater
success. Be it Color Story's remarkable line of customized enhanced
diamond watches or its gemstone and diamond jewelry, each piece has a uniqueness
that screamns individuality, “Our customer is every woman, of any age, who has the con-
fidence to express herself,” Leser explains. “She is an individual and somewhat of a risk
taker — a person who knows that wearing color speaks of her inner self — far more than
white diamond jewelry. She is in touch with her feelings and is not afraid to express them.
All of my collections, Strand, Rhapsody, Manhattan, Jewelmesh®, etc. offer fashionable yet
classic designs that appeal to virtually every generation.” With literally hundreds of
different combinations and designs to choose from, the possibilities for Color Story and
its customers truly are endless. (www.colorstory.com)

30 A0 May/June 2006
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Color Story The Color Story” cu \
of a risk taker. A woman in colored stone jew
cane

JQ 0306
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Celebrate in coler
Winter D5

JQ 1105

Designing Watches at Color Story

Color Story announces a one-of-a-kind fearure
available only on the brand’s website, which
allows consumers to design their own favorite
version of the company’s patent-pending
“Strand” colored diamond watch. This inter-
active feature offers the consumer over 1500
combinations of the Strand timepiece, and also
provides specifications and details. To add even
more fun, the watch being designed is pro-
grammed to display the correct time no matter
where the internet viewer is located 1n the
world. And, as the watch is designed, the style
number changes automarically to reflect the
latest selection. (www.colorstory.com)
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Color Story Is All
The Buzz

Barely iz it that we et the o%ﬁortunity to write about a
brealr through innovation that will change the wa
Women accessorize themselves, A oreat company in New
York City is “making all the buzz” these days with their

l:‘c;r combinations of gemstone and colored
diamonds; no wonder their name is Color Story.
ot only were they the first one to malke a zplash

with colored gemstones in 1557, they are
now designing history with the enhanced

colored diamond crame,

COLOR STORY

Vioro America 0506
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are that the custorners growing collection will harToonize Tegardless of Seas0T
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What fashion-forward consumers will fall for next season:

 Machi®
NATIONAL -priced timepieces lead EI
ewe er n'a ch market growth in Iﬂg =

Fueled Iw sttnng lﬁumnnd sala “”’ w
jewelers see robust fi)

ARM CANDY

Spring brings big, bold bracelets

New York—This spring, fashion has issued
a call to arms, with bracelets emerging as
a must-have fashion accessory.

With fat bangles and thick, fabric-like
cuffs elbowing their way into the fashion e catiy
forefront, the latest bracelets are loud, Lre i 4

colorful and full of character. Worn right, \

e - Ihira lets catch the eve without - w; gdd penda“t
T - by Color Story. et
National Jeweler 0406 Understated pe“dants
| |f Simple chains with tiny, often diamond-
Color Story Sponsors Go studded, whimsical charms or gemstone
g - drops add a sweet touch to many of
— Color , Story, I?Icw York, has part fall’s ready-to-wear outfits. Seen at Baby
STREERE nered with Tourism Ireland to spon- Phat, Badgley Mischka and Jason Wu.
sor the Masters and MCI Heritage golf
tournament television broadcasts in National Jeweler 0306

April and May. The company has pro-
duced a fancy colored green diamond
- watch that will be won by a lucky CBS
- viewer. TV spots in New York, New
Jersey, and Connecticut will run dur-
Modern Jeweler 0406 ing “Entertainment Tonight,” “The Late
Show,” and the CBS morning news.

brilliant colors

“Color Storys new collection of enhanced diamonds mixed with colored gemstones
is pretty exciting. I've had it for a week and I've sold three pieces already:. The color
combinations are great, for example, lemon citrine with apple green enhanced
diamonds. Blues always sell well and pink sapphire and pink tourmaline are hot
now too. Our own collection of pink sapphire and diamond bracelets, with the

diamonds set in white gold and the sapphires set in rose gold, is selling very well. I'm

really into color in my store. I love to sell diamonds but they're becoming a commodity.

The romance is gone. Color has a warmer feeling. Women buy it for themselves.”

— Mark Wilner, Wilner's Fine Jewelry, Plantation, Florida

ANEW COLLECTION FROM COLOR STORY COMBINES COLORED GEMISTONES WITH ENHANCED DIAMONDS IN BLUES, GREENS, REDS, AND
YELLOWS. YELLOW ENHANCED DIAMOND EARRINGS AND RING WITH BLUE TOPAZ AND BLUE ENHANCED DIAMONDS, {800} 223-1232.

Modern Jeweler 0405
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JEWELMESH GEMSTONE JEWEL USIVELY AVAILABLE

FROM COLOR STORY, {800} 223-1232, PHOTO BY CHRIS TRAYER.

IMAGINE THE WORLD'S MOST GLAMOROUS CHAIN MAIL,
IN GOLD STUDDED WITH COLORFUL GEMS. THE TEXTURE
IS SUPPLE, DRAPING SOFTLY OVER YOUR FINGERS LIKE
FABRIC. RHODOLITE GARNET, PERIDOT, CITRINE, AND BLUE
TOPAZ ARE SET IN 14K GOLD BEZELS LINKED TO EACH
OTHER WITH PIVOTING PINS, ALLOWING FLEXIBILITY IN
ALL DIRECTIONS. THANKS TO TECHNOLOGY DEVELOPED
BY SIGNITY, THE MESH IS CREATED IN HUGE SHEETS,
INSPIRING DREAMS OF GEM DRESSES, CURTAINS,
AND SCARVES. BUT THESE JEWELMESH BRACELETS
BY COLOR STORY ARE THE PERFECT APPLICATION:
COMFORTABLE, SLEEK, SIMPLE, BUT STUNNING. THE
EIGHT-ROW BRACELET, WHICH RETAILS FOR $2,450, ISSET
WITH 384 GEMSTONES, A FIVE-ROW BRACELET, WITH 240
GEMSTONES, RETAILSFOR$1,495. — CHERYL KREMKOW

MODERN JEWELER



Color Story in Editorial

Modern Jeweler 0606

"4 YARD
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bcyow

by fedf prine, execuvive editar

1. JEWELMESH MECKLACE IN 14K IS SET WITH
RHODOLITE GARNET, PERIDOT, CITRINE, AND
BLUE TOPAZ. SUGGESTED RETAIL PRICE IS $2,695
FOR EIGHT ROWS, 51,672 FOR FIVE ROWS.
COLOR STORY, NEW YORK;

(212) 832-8013, (800) 223-1232.

Modern Jeweler 0606

RO LEFT: AMRY LEVINEEY CRSHION (LT CAEEW AMETHYST PENDANT AND 18K G000 MEOCLACE, SOGESTED RETAIL $630, [0
V55T, COLOR STDRYS ML YELLOW GOLD "COWFETIT" GIMSTONE BRACELET, (00 2231200 LAURA GRSONS STERLNG SIVER

| APAITTE, IROCTTE, ) 105368
[EWELMALTS B GOLD MECKLACE WATH GREEN AMETHYST AND PRISNITE DROPS, SUGGESTED RETAR $696. (117} 18299

MODERN JEWELER
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Group and Richemont, are in the midst of expanding
their watch brands into fine jewelry, some fine jewel-
ers are turning the tables.

By introducing fine watches into their collections,
these jewelry companies expand their depth for their
independent retail accounts and increase their con-
sumer presence—the same reasons watch brands are

| expanding their range. But these jewelry watches are
| aimed at an interesting niche: fashionable, colorful,

@ Jewelers

 AND TAMARA SPIEGEL, m:mnu’f'umﬁw

TRENDS|

I \Watches

T

diamond, and gemstone watches for women, often
women self-purchasers.

Patricia Naomi of Paul’s Jewelry, Lafayette, Louisi-
ana, says she bought watches by Color Story because,
“They aren’t bulky and they have a feminine appeal
that will appeal to women who want something
unique.” Although she has a separate watch depart-
ment, the Color Story watches will be merchandised
with the jewelry. “If they are successful, we will look
into carrying other jewelry watches”

NOVEMBER/DECEMBER 2005

Modern Jeweler 1105
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Color Story: the name [ %)
appears to be a declaration
of intent and love .
for fancy color diamonds ﬁ
and coloured gemstones ;

A oy
&

Endless colors
of America

COLOR STORY

Robert Leser, owner
of the American firm
Color Story, says that

“for women colored stone

jewelry correlates closely

with self confidence.”

Vioro couture 05
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Let’s start with your name. What kind
of ‘story’ do you want to tell?

The name Color Story came from the
gemstones themselves. When I started
combining two or more colored gem-
stones together in 1997 1 saw the results
were cool, warm and hot looks. I began
to give these combinations names, like
Tropicana for blue topaz and Peridot,
Midnight Sun for garnet surrounded by
citrine, Blueberry for iolite and blue
topaz and so on. These names told a
story and hence I named the line Color
Story. Every time I do a piece of jewelry
in several different gemstone combina-
tions, each looks so different I have a
hard time deciding which is my favorite.
What type of public will you tell your
story to?

Our customer is every woman of any age
with the confidence to express herself.
She is a little more of a risk taker.
Wearing color speaks more loudly about
her personality than white diamond
jewelry. A woman in colored stone
jewelry reveals her inner self. It says she
is in touch with her feelings and can
express them,

= y 4
Our new Diamonds by? olor Story is
the ultimate new look that we know
will satisfy our customers’ dreams and
expectations. Colored gemstones radiate
color differently than fancy colored
diamonds. When I combine gemstones
with colored diamonds, there is an unex-
pected vibrancy in the diamonds that
makes one look twice at what's there.
With ten colors of diamonds in my
palette to choose from the possibilities
are endless.

You give a lively and positive interpre-
tation of luxury. Thus the quality of the

I T
——

A/

ﬁ"' .ffl

gems have to be
guaranteed. How
does the selection
| process of the
gems take place?
Our stone buyer
orders everything
custom cut for us.
\ Then a selection is
VAR made based on the
narrow range of color we tolerate in each
gemstone color. For instance, this way
all the pink tourmaline in an order will
match. We always have to remember that
we have many repeat customers that will
be looking to match a new piece to their
growing collections even if the styles are
different.
Is there a particular technique to ‘desi-
gn with color’? What inspires you?
Very often I look to build on what came
before. If I had a successful look or
design last year, I won’t abandon it this
year for a new collection; I will expand
on it, or take it in a new direction
without losing the reason it was succes-
sful in the first place. From that, new
looks are born and so it goes.
The wonderful thing about working
with color is exciting new combinations
come together every season and make it
fun to design new pieces. | draw inspi-
ration from my children, from nature,
from architecture. .. there is nothing that
doesn’t give a hint that it could be
something else — even perhaps jewelry.
‘What makes a gem dealer choose to
become a jewelry creator?
I started in the industry as a rough
diamond dealer when I joined my gran-
dfather and father who were sighthol-
ders with DeBeers for over 58 years.
quickly began dealing in large polished
diamonds supplying some of the biggest
jewelers worldwide with, important high
end pieces, but over time, white dia-
monds began to bore me. Fancy colored
diamonds became intriguing and that’s
when I turned to gemstones. They were
big and affordable and I could make
important looking pieces of jewelry
available to all women. Color Story
was born. Now with new technology,
enhanced color diamonds are available
to me in consistent color ranges and at
reasonable prices. I have gone back to
where I began and the opportunities are
colorful and endless.
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8. MULTICOLOR DIAMOND RING IN 14K HAS A

SUGGESTED RETAIL PRICE OF §2,924.
COLOR STORY, NEW YORK;

(212) 832-8013, (800) 223-1232.
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Web Ad CBS Nothing but Green

Contests

-O-RNRG Lo e @ -5 |- [JEE

Nothing But Green, From
Tourism Ireland

"Mothing but Green” is brought to
% you by Tourism Ireland. Mother's
7 Day is right around the corner,
Yﬂur‘li{ﬂy ﬂwnlreland Calar Story designed by Robert
Leser, will be giving away a
Discover it at discoverireland.com areen diarmond ladies watch with
a green alligator wristband.
Register right here right now! It's
"Mothing but Green” Phase II,
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Contests

Nothing But Green, From
Tourism Ireland

“Hothing but Green” iz brought to
&J you by Tourism Ireland. Mather's
rg][md Dy is right around the cormer.
| Color Story designed by Rebert
YﬂII.TVCD ﬂ'Il'TlI Leser, will be giving sway &
Dincower it 3t dcoweriegnd com aresn diamond ladies watch with
2 groen almator wristband,
Fegister right here right now It's
“Hothing but Green® Phace 11,
Brought ta you by Tourrsm
Ireland and Color Stery by Robert

brought to you by Tourism - Piay e[ Fatin Couel 1 Tha Now Face 54608
Ireland and Color Story by Robert Torvineos
Leser, ® More Contests
" MDI‘E A, I:1r:‘rrl|;|f\||||| Dairies "Amaring Race' Contest
CBS Nothing but Green contest winner
Advertisement
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o register to win A GREEM DIAMOMND WATCH hy

. Color Story.
America's leading designer of colored stone jewelry.

NOTHING BUT

GREEN

Brought to you by
& Tourism Ireland

éb discoverireland.com
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Web Edit ABC7Chicago Watches for Daylight Savings Time

hitpe

Watches for Daylight Savings Time

October 21, 2005 - Daylight Saving Time ends early Sunday morning, October 30. As you turn the hands on your watches, wouldn't it be nice to have new watch to look at?
Amanda Gizzi of Jewelry Information Center, a non-profit trade organization based in New York, shares the latest trends in watches.

Gem Dandy -- Rubies, topaz, sapphire, and peridot aref]'usl: a few of the gemstones that are embellishing the latest timepieces. Women everywhere have coveted gemstone
jewelry for years: it is only natural that gemstones are finally dripping from watches. Some are simply accent stones, while others become the main focus.

Flower Power -- Flowers are often a symbol of life and happiness. Some of the freshest watches this season are in the shape of flowers and bring out those same emoticons.

Pretty and Handsome in Pink -- Pink is no longer an "it" color but rather a new staple. Last year rose gold began to rise In popularity and this season, rose gold watches are
coming into their own. Rose gold watches are extremely popular for men and for women, watches with pink Straps or gemsteones are a must have item.

Certainly Ceramic -- Some watch makers have turned to ceramic for a sleek, beold look that is durable. The high tech ceramic is an avant-garde, scratchproof material that is
setting itself apart in the watch world. These smooth and shiny ceramic watches will no doubt draw attraction from on lookers and its durability will keep-it scratch-free and
looking new.

Segment with Amanda Gizzi of Jewelry Information Center included watches by the following companies:

ifabelocal go. fwls'story? i el id=3559152 (1 of 4)11/282005 11:06:26 AM

ABCT Chicaga,com: Watches for Daylight Savings Time

Citizen -- www.citizenwatch.com
Coach -- www.coach.com

Color Story -- www.colorstory.com
Concord -- www.concord.ch
Corum -- www.corum.ch
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Web Edit |Q Golden Apple Award

The International Jewelry Quorum

About Us | Contacts | Subscribe

Trends & Colors

In This Issue

Rising Desianers ;
Facets: Mews and More>

Galleries Pearl Watch: The Beauty and
Business of Pear|s>

In this Issue of JQ Ladies’ Watches: Feminine Time >
Coleman Douglas Pearls >

JQ Custom Publishing Fotiny Details That Simply
Celight >

Fairs & Events Translucence & |a Frangaise >

Shades of Purple>
Industry News

Advertising Industry News
The Top Swalentine's Day Jewelry Gifts Women Desire

Media Kits Most for 2006
Cutfing-Edge Choppers

Reprints

Press Room

Color Story® has won the JA Subscribe to 1Q

Contact Golden Apple award for innovanon in g International magazine is the
premier publication for the

marketing for its "The Enhanced Diamond ;i ;i
Subscribe Experisnce campaign thatincludes their website prafessional jeweler, dzsigner,
featlre "Design Your ©wn Colored Diamond Wateh', and luxury jewelry and watch
manufacturer worldwide . JQ
JQ Bookstore International magazine is.
"It is one thing to have a worthy concept and another distributed FREE to
to execute it Having & great creative director like QUSUWQQ.
" : Amlel Weisblum made it happen, says Robert Leser subscribers,
At‘_?Q’ Ve Gt m. the president. The award was pﬁesented at the JA Winter Click Here
business of tapping show.,

into your senses—

tactile, intelfectual

2”d s s Rigina Necinnars - uiew ai ll Tell Us What You Thinki ||
efping you tap it

our worldwide

network of jewelr

business resource
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Marion Minor
President and C
JQ Publishing,
a division of
MZ2MEDIA3Z 60
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. Friday, February 11, 2005
abc ’ l f

Color 5:rrory'

_— abe7chicago.com

| EXTRA INFO

Valentine Jewelry

February 11, 2005 — Many people become engaged on Valentine's Day, so diamonds are hot
commodities at this time ofthe year. Gther fine jewelry items made of gold, silver and precious
stones are Valentine gifts for Valentine's Day. And Amanda Gizzi has some gift suggestions that
will dazzle your sweetheart.

The Most Romantic Jewelry Gifts
Featuring jewelry gift ideas, from the affordable to the extravagant, including:

Personalized jewelry-look for pieces that can be enaraved or pieces that represent something

special about/
thg:;“;e'l‘t’ The jewelry shown will be from the following jewelry designers:
Hearts—frox
a";:;g'geef; Aaron Basha, www.aaronbasha.com
and only by Alex Woo, www.alexwoo.com
Amy Levine, www.amyllevine.com
g?fwy 5310 Catherine Michiels, www.catherinemichiels.com
ering the
Color Story, www.colorstory.com
ag’:ﬂgl{:‘: Dana David, www.danadavid.com
When shof Denise Wood, www.denisewoo
your accou Ema Takahashi, www.emataka|
Luok forgy Gurhan, www.gurhan.com
Educately Jacob & Co., www.jacobandco.
Foriore i Kay Jewelers, www.kay.com

Lancaster Watches, www.lanca
Margo Manhattan, www.margol
Marya Dabrowski, www.maryad
Roger Dubuis, www.rogerdubui
Stacey Lorinczi, www.lorinczi.cq

9/28/2005
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® Current lssus Mew York Winter ' Luxury goods -
® Subscribe Show, for its e JANUARY 26, 2005
sk i Colors
* Media Kit dan = ; 4 Whitehall board
“The Enhanced _ endorses latest
Diamond i ko Hlnc Newcastle offer
E: JANUARY 25 2006
The campaign Concepts @ Small businesses
includes, "Design " Color Story :
Your Own Colored ' Color Story wins Day
Diamond Watch,"a + company release
feature on Color * worthy concept JANUARY 25, 2006
Story's Website. s Goiden Apple & Study: Online
“It is one thing to spending up as 2006
have a worthy People begins
concept and * Babart Lastsr JANUARY 25 2005
another to execute
i," Colar Story % BaseWorld announces
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Web Edit National Jeweler Golden Apple Award

.Color Story to sponsor two watch promotions

ry JCK-Jewelers Circular Keystone — 2/24/2006 8:15:00 AM

ColorStory.launches contests fordiamond watch

For Dmmsdists Seloces

Color Story launches contests for diamond watch

Title: Color Story launches contests for diamond watch

Released by: Color Story / Amilel Welsblum

Release Date: 2006-02-28 11:29:30
Design Your Own Colored Diamond Watch contest. The contest invites consumers to visit Color

Summary: Story's Web site to create thelr own fantasy watch, then enter into a random drawing Lo win
thedr creation,

Wabsite: http: /fveww colorstory, com

For_Immediate_Release:

FEBRUARY 27, 2006 - New York -- Running two separate contests this spring, gemstone jewelry firm Color Story has
partnered with Tourism Ireland to sponsor the Masters and MCI Herltage golf tournaments as part of its 2006 marketing

‘campalgn.

In connection with the campaign, the Color Story will hold a contest through which a CBS viewer will win a fancy-colored
green diamond Color Story watch, according to a company release issued Thursday. Color Story will advertise the
contest April 6-23 in the New York tri-state area. Ads will run on Entertainment Tonight, The Late Show and marming
news programs.

Following that promotion, Color Story will run a "Design-Your-Own Colored Diamond Watch” contest from April 24 to May
24, The contest invites consumers to visit Color Story's Web site to create thelr own fantasy walch, then enter Into &
random drawing to win their creation, The contest will incorporate all Color Story retallers, and the winning watch can go
up to $6,500 In value.

In January, Color Story won the A Gelden Apple Award at the JA New York Winter Show for marketing.

For mare o visit: www. com

Website: http://www. colorstory, com
For more datails:

800-223-1232

18 East 48th Street Sulte 1104

New York, HY 10017

Watch, [ Jewelry, Color Story, Leser, Dlamand, Design, Time, patent, gemstone, Win,

Contest

Web Edit JCK Watch Contest

JCK ne (e
magazine.com
To launch the 2006 marketing campaign for its colored diamond watches, Color Story has partnered with Tourism Ireland to
pe C—EE = sponsor the Masters and MC| Heritage Golf Tournaments broadcasts on WCBS-TV in April and May.
[« ESS

Color Story has produced a fancy colored green diamond watch that will be won by a lucky CBS viewer just in time for Mother's
Day. TV spots will appear in the New York City Metro area {which includes New York, New Jersey, and Connecticut). The total
audience is estimated at 3.5miilion viewers. The ads will sun from April 6 through the 23 on during Entertainment Tonight, The Late

Show and the CBS Morning News.

310505 hitml {1 of 2)3/6/2006 4:08:50 AM
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