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“We take care of the editorial content,
but it is essential to have a partner
capable of delivering a product that
lives up to the brand's reputation.”

The choice of format, paper
and finishes results from a
dialogue between the editorial
team, the art direction and the
production department.

“For paper selection and technical
details, we work closely with the
production team, who liaise directly
with the printer.”

The book features several refined
finishes, such as silver edging.

“We also used silver for the opening
pages of the sections, which required
several proofs to achieve the

right balance.”

The cover has also been carefully
designed, using dyed-through paper
with a recessed cut-out containing
an image of Le Bristol.

© Claire Cocano

Despite these refined elements,
the teams deliberately avoided
any form of excess. The result
is an object defined by elegance
and precision.

For decades, Flammarion has

been building an extensive
English-language catalogue
dedicated to the French art of living.

“Our English-language catalogue
is distributed worldwide and
represents a significant part of
our activity.”

Le Bristol, with its iconic image of
Parisian luxury, naturally fits within
this editorial line.

“For an international audience, itis a
powerful symbol of the French spirit
- and even of the Parisian spirit.”

The book has been published in two
languages: French and English.




However, international distribution
requires additional time,
particularly due to the logistical
challenges of global circulation.

“The book came off the presses
in the autumn, but international
distribution truly begins in

the spring.”

In France, the book has already
been showcased in several
prestigious bookshops.

“Places such as Le Bon Marché

and the Galignani bookshop, for
instance, featured it during the
Christmas period.”

The initial reactions have been
particularly positive, especially
regarding the quality of

the finishing.

For Flammarion, the relationship
with the printer is a key element in
creating a fine book.

“We need a printer who can
advise us, both on paper and on
technical choices.”

Over the years, the publisher
has built a relationship of trust
with Graphius.

“We work with them
reqularly. It is a relationship based
on trust and loyalty.”

This trust is particularly important
when the project moves from the
editorial phase to production.

“Printing is a pivotal moment:
that is when the files are
handed over and, in a sense,
control is relinquished. It is
therefore essential to know that
we are entrusting this work to
professionals whose expertise
we respect.”

With Le Bristol Paris: Ode @ un
art de vivre, the Parisian luxury
hotel offers far more than a
commemorative publication.

The book captures the spirit

of a place that has embodied

a certain idea of French
elegance for a century: a subtle
balance of tradition, refinement
and hospitality.

By bringing together history,
imagery and testimoniesin a
carefully crafted publication,
the book offers a truly
immersive experience.

Perhaps that is its greatest
strength: a story that combines
expertise and emotion, allowing
the spirit of Le Bristol to live on far
beyond its walls.
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Le Bristol Paris:

Ode a un art de vivre
Flammarion, Paris,
Magno Volume 150 g/m?,
230 x 310 mm,

240 p






The architecture of this story was
entrusted to Bridgeneers, the
communications agency responsible
for the concept development,
project management and graphic
design. We spoke with project
manager Margot Descamps about
plotting routes, graphic umami,

and the satisfaction of creating
something with real weight.

EN ROUTE SPANS MORE THAN 450
PAGES AND DOZENS OF PROJECTS,
FROM ENVIRONMENTAL WORK

AND HOSPITALS TO HYDROGEN
INFRASTRUCTURE. WHERE DID IT
ALL BEGIN?

“The most obvious approach would
have been to structure the book by
project. But that would have resulted
in far too many chapters and a less
coherent narrative. So we looked for
a common thread that could connect
multiple projects. We shifted the
focus from ‘what’ to ‘where’. Through
local routes, we guide the reader past
serene squares, impressive sites
and remarkable industrial locations
where Sweco has played a role. This
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also creates a mix of projects, adding
extra dynamism.”

THE BOOK IS ORGANISED INTO
ROUTES: WATER WALKERS, ROUTE
ROYALE, THE GREAT CONNECTION,
HEALTH TRAIL... WHO DEFINED THIS
STRUCTURE, AND HOW DID YOU MOVE
FROM A LIST OF PROJECTS TO A
COHERENT NARRATIVE?

“When designing the routes, we
considered two factors. First,

we grouped projects with similar
themes, such as nature restoration
or redevelopment, and where similar
techniques were used. We also
considered other thematic links,
such as buildings that previously
served the same function.

The second factor was location:
projects that are geographically close
naturally fit into a single journey.

Once the routes were established,
we linked interviews to certain
projects. These add variety and allow
us to feature clients or passionate
team members. Some projects were
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also visually very striking. We made
full use of that: how many project
leaders does it take to match the
height of the tallest offshore wind
turbine? How many tonnes of soil

had to be removed for line 177 A
strong collaboration between our
strategic and creative teams ensured
a coherent result.”

TUNNELS, WIND TURBINES
AND FISH LADDERS

SWECO WORKS ON COMPLEX,
TECHNICAL PROJECTS: TUNNELS,
INDUSTRIAL INSTALLATIONS,
ENERGY BACKBONES. HOW DO YOU
MAKE SUCH MATERIAL VISUALLY
AND NARRATIVELY ENGAGING?

"Sweco works on large-scale
projects with strong visual
potential. Working with this kind

of photography is a real pleasure.
The visual strength comes from

a balanced combination of
powerful imagery and engaging
graphics. By highlighting the people
involved in the book, we gave the
projects a human face.”

BRIDGENEERS IS RESPONSIBLE
FOR BOTH THE GRAPHIC CONCEPT,
PROJECT MANAGEMENT AND DESIGN
- SO0 BOTH CONTENT AND FORM.
WHAT ARE THE ADVANTAGES OF
THAT APPROACH?

“By combining project management
and graphic design within one
assignment, we can move quickly.
Our project manager follows the
entire process: from collecting
images and texts to client contact,
translations and full layout.

‘"
M




Because Bridgeneers keeps
everything in-house, we can closely
monitor timings.”

GRAPHIC UMAMI

PAPER AND PRINT PLAY A MAJOR
ROLE IN THE EXPERIENCE OF

A BOOK LIKE THIS. HOW WERE
DECISIONS AROUND PAPER
STOCK, FORMAT AND FINISHING
MADE, AND WHAT ROLE DID
GRAPHIUS PLAY?

“In terms of format, we based
ourselves on a previous Sweco
book. For the paper, we deliberately
chose an uncoated stock, giving it a
sober yet elegant feel. For the same
reason, we worked with varnish

and embossing. We combined

the tactile and the sensory into a
cohesive whole: the roughness of
the cover, the smoothness of the
varnish, the relief, the warmth of
the uncoated paper. You could call
it a pursuit of graphic umami.”

SWECO BRINGS ARCHITECTS,
DESIGNERS, ENGINEERS AND
CONSULTANTS TOGETHER. WAS
IT A CHALLENGE TO GIVE ALL
DISCIPLINES AN EQUAL PLACE?
“Not really. By working with routes,
no single discipline dominated;
everyone stood on equal footing.”

WORK THAT ONLY BECOMES
VISIBLE LATER

THE BOOK INCLUDES

PROJECTS FROM BELGIUM,

THE NETHERLANDS, FRANCE
AND LUXEMBOURG. HOW
INTERNATIONAL IS SWECO TODAY?
“Sweco is a strongly international
organisation with a significant
European footprint of around
23,000 employees. This
international scale goes hand in
hand with a strong local presence:
decentralised teams working
close to clients and context. The
selected projects span different
countries and realities, but are
not presented as isolated cases.
Together they form one narrative
about how Sweco approaches
societal challenges: integrated,
multidisciplinary and with a focus
on long-term impact.”

SWECO OFTEN WORKS ON
PROJECTS THAT ONLY BECOME
VISIBLE TO THE WIDER PUBLIC
YEARS LATER. WHAT DOES IT
MEAN FOR EMPLOYEES TO SEE
THAT WORK BROUGHT TOGETHER
IN ONE BOOK?

“For many employees, the work sits
in design, study and preparation
phases, with impact only becoming

© Faye Pynaert

© Tom Dhaenens



“ visible years later - think of
Oosterweel or the Brussels ring
road. For the organisation, the
book is a moment of recognition
and pride: it shows the scale,
complexity and societal relevance
of what they do.”
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IS THERE A PROJECT OR SPREAD

IN THE BOOK THAT AFFECTED YOU
PERSONALLY THE MOST?

“I think it's more about the
combination of spreads: infographics
paired with large photographs and
refined layouts. But if | had to choose
a favourite route, the Route de
I'Ourthe is a perfect mix of different
project types, each with its own
human emotion.”

WHAT IS THE BIGGEST LESSON YOU
TAKE AWAY FROM THIS PROJECT

- AS A PROJECT MANAGER, BUT
ALSO AS SOMEONE WHO BELIEVES
IN THE POWER OF PRINT?

“When client and agency are
perfectly aligned, the project runs
efficiently - not only externally but
also internally. By closely involving
our creative studio, we all paid
attention to the details that form the
thread running through the book.
The format and weight of the book
create a strong sense of satisfaction
once it is on the table. It almost
makes you experience the entire
process more intensely. Because

it is such a beautiful book, people
linger over it longer. And so this
edition has once again become a
true coffee table book.”

En Route
Bridgeneers, Leuven,
300 x 300 mm,

Ofset wit 170 g/m?,
456 p
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The World's

Most JOytul
Museum

There are museums you visit. And there are museums you experience. Young V&A in London firmly
belongs to the latter category. Since the radical reinvention of the much-loved but increasingly
outdated Museum of Childhood into Young V&A, a powerhouse of creativity for the youth,
which opened in July 2023, it has become a magnet for young visitors and their families. We spoke
with director Helen Charman and designer Jed Fielder about joy as a curatorial principle, co-creation
asamethod, and a book that behaves very much like a good museum should.

The museum had always been loved,
but being loved is not the same

as being relevant. Helen Charman

is refreshingly candid about that.
“The museum no longer met the
creative needs of children and young
o A 4 people, nor did it fully harness the
potential of the V&A collection,
spanning art, design and performance.
Something had to change. We knew a
Why does Young V&A exert such a fresh coat of paint wouldn't solve it.

strong pull-on young audiences? A full transformation was needed.”
Because beyond its striking

appearance, it is a museum That transformation involved a
genuinely designed around them. decision few institutions would dare

Quite literally so: children themselves  to take. When the design phase
helped shape it. began, children were invited in as

© Rehan Jamil



collaborators. From the outset,

they were involved in co-design,
working alongside architects

(the Matos Ryan on the base build,
Agents of Change on the fit out)
across every aspect of the project.
The familiar end-of-process question
‘So, what do you think? never arose.
That would have been consultation at
best, and symbolic at worst. This was
co-creation in earnest.

“The workshops really delivered,”
says Charman. “It was remarkable
to see how children steered the
design, often with ideas that made
us pause and wonder: could this
work? Even the premise to create
the world’s most joyful museum

was a gift. Through activities such
as storyboarding, children showed
us what a joyful day in the museum
might look and feel like. Those ideas
became the foundation for everything
that followed.

At its heart is the welcome: a space
that lifts you the moment you step
in, intuitive to navigate, and giving
children the freedom to explore

at their own pace. There is always
something to do, but neverina

way that feels insistent. Learning
happens here through play. From
this collaboration, a curatorial
framework emerged that follows
the same logic. It begins with the
needs of the audience, grounded

in an understanding of how young
minds and bodies develop. It remains
relevant by connecting to what
matters in young people’s lives;

not coincidentally, every gallery
theme grew directly out of the
co-working sessions.

The museum is deliberately social
in nature. Interpretation is designed

to spark conversation and shared
experience, rather than solitary
observation. The voices of children
and young people are embedded

in the stories told around objects,
not added as an afterthought.

The physical environment follows
suit, aligning with different stages
of growth and development, from
early childhood through to the early
teenage years.

Context plays a central role
throughout, bringing objects

and ideas to life. Creativity

is made tangible and visible.
Interactivity is meaningful; not
alayer applied on top, but a way
of genuinely connecting young
audiences to what they encounter.
Diverse perspectives are actively
foregrounded. There is space for
surprise. The approach remains
contemporary, even when dealing
with historical material. And perhaps
most importantly: it shows rather
than tells.”

The results speak for themselves.
Young V&A was named Art Fund
Museum of the Year 2024 and
Council of Europe Museum of

© Luke Hayes courtesy of Victoria
and Albert Museum, London

the Year 2026 - recognitions that
underline the value of creativity, play
and young agency.

“The current exhibition Inside
Aardman: Wallace & Gromit and
Friends is a perfect example,” says
Charman. “Parents recognize the
characters, the films, the nostalgic
warmth of clay animation. Children,
meanwhile, discover the mechanics
and magic of stop-motion for the
first time. That intergenerational
appeal is entirely deliberate.”

The museum’s broader mission

is to foster what it calls “creative
confidence”: the skills and mindset
of creativity. Museums, after all, are
social spaces. At Young V&A, that
means welcoming families - in all
their forms - and encouraging them
to spend time together, playing,
learning and discovering.

This is also how Young V&A positions
itself within the wider V&A family,
alongside exhibitions such as
Schiaparelli: Fashion Becomes

Art and Rising Voices. It is not a
scaled-down version of those



—

programmes, but rather a starting
point; often a visitor's very first
encounter with a museum. “We are
planting the seed,” says Charman,
“for a lifetime of inspiration.”

“We wanted the book to carry those
same values,” Charman explains.

“To communicate the joy, energy and
playfulness of the museum, while also
reflecting the rigour with which the
project was developed.”

The publication is not a manual,
but it offers a rich source of insight
and inspiration for others working
with co-creation, particularly
where young voices and agency
are central. It celebrates the
process, but it also demonstrates
what is possible.

Jed Fielder, designer: “The
typography followed the same
logic. We used a deliberately limited
range of sizes throughout, giving
the impression that pages were
constructed from typographic
building blocks. Doodle-style
illustrations were reproduced at
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1:1scale, as if drawn directly onto
the page. Scattered throughout the
book are object fact cards from
the collection, appearing almost by
accident - much like discoveries in
the museum itself.

Our collaboration with Graphius
began early and remained creative
throughout. Conversations around
materials, tactility and binding were
fundamental to how the project
evolved. The choice of Arena Rough
paper gave the book block its
desired weight and texture. Linen
proved ideal for screen printing the
covers. The binding - a bespoke
quarter-bound format with a
magenta spine and bright orange
covers - emerged directly from
that dialogue.”

The result is a book without a
fixed reading path. It can be read
from beginning to end, or opened
at random. Each time, something
new reveals itself. That sense of
serendipity would be difficult to
replicate in a digital format.

The book concludes with
reproductions of handwritten notes

from children - warm, immediate and
unmistakably personal. Like a school
yearbook signed by its community.
Afitting end to a project built on a
simple but often overlooked idea:
the people you design for should be
part of the making.

It was never about making
something simply look right. It was
about giving readers a sense of the
same energy and playfulness they
experience inside Young V&A.

The world’s most joyful museum
V&A, London,

Arena Natural Bulk 120 g/m?,

165 x 220 mm,

188 p
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Sandra
Bekkari

“Not less,
but smarter eating”

For more than thirty years, she has guided people towards a healthier lifestyle. But when her own
body began to falter, she too was forced to pause. She was in her forties when the (peri)menopause
suddenly arrived; what she discovered then led to her most personal book to date. Menoboost is both
an in-depth and highly accessible work on what exactly changes in the female body, why medicine
has long overlooked it, and how nutrition, exercise and knowledge can make a real difference.



When Sandra Bekkari released her
first cookbook, Healthy & Slim, in
2010, it was an immediate success.
Her straightforward approach
resonated with many people, and

her honest recipes found a place

on the shelves of countless home
cooks. Today, more than ten years
and numerous cookbooks later,

there is Menoboost - a book that
goes beyond a simple collection of
recipes. It is also an informative guide
to the (peri)menopause, offering
practical tips through easy, delicious
recipes to help women alleviate some
of the often challenging symptoms
through nutrition.
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FOR A LONG TIME, MEDICINE HAS
PAID INSUFFICIENT ATTENTION TO
THE FEMALE BODY, PARTICULARLY
WHEN IT COMES TO MENOPAUSE.
YOUR BOOK PARTLY STEMS FROM
THAT GAP. BUT THERE WAS ALSO
A PERSONAL REASON.

“That's right. And it really started
with myself. In my mid-forties, my
body began sending signals | couldn't
immediately place. My heart would
sometimes race, with palpitations
and irregular rhythms. | suddenly
developed a frozen shoulder,

slept poorly and felt less mentally
resilient. | became more emotional,
more easily overstimulated... which
felt strange, as I'm normally a
positive and resilient person.”

TR T AT T
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BUT THE CLASSIC HOT FLUSHES
DIDN'T APPEAR.

“Exactly. And because | didn't
experience hot flushes - what most
people associate with menopause -
it took a while before | connected

it to hormonal changes. But once

| did, my curiosity took over. | read
books, listened to podcasts, delved
into scientific studies and spoke
extensively with Professor Herman
Depypere, a gynaecologist and a
leading authority in this field. He also
contributed to Menoboost. That
journey was confronting, but also
incredibly enriching. The more

| understood, the more convinced

| became that this topic deserved

a book.”
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muscle mass —and that muscle
mass is essential at this stage of life.
y . . . e
[t's crucial for staying fitand vital,
especially as you age.”

AND WHAT YOU DISCOVERED
WASN'T REASSURING.

“No. On the one hand, it confirmed
how many women walk around with
similar questions and symptoms
without answers. On the other, it
made clear how much remains to be
explored. Western medicine has long
based scientific research almost
exclusively on men. Women have
been structurally underrepresented
in clinical studies, partly out of
caution, partly out of convenience.
The consequences are still felt today.
Menopause - a life phase every
woman goes through, accompanied
by significant physical and mental
changes - has received relatively little
serious medical attention. Fortunately,
that is starting to change, but we are
still far from where we should be.”

© Karl Bruninx



Al

- IN YOUR FOREWORD, YOU WRITE:

THIS IS NOT A BREAK FROM WHAT
I'VE BEEN ADVOCATING FOR YEARS,
BUT A DEEPENING. WHAT DO YOU
MEAN BY THAT?

“The foundation of my work remains
the same: healthy nutrition,
exercise and a balanced lifestyle.
But the female body changes so
significantly around menopause
that a different approach is needed.
What used to work effortlessly
suddenly no longer does. The
question that guided me throughout
the writing process was: what does
awoman truly need to continue
feeling well in this new phase

of life?”

NOT LESS FOOD.
SMARTER FOOD.

LET'S TALK ABOUT NUTRITION
STRAIGHT AWAY. THERE IS

ONE MISCONCEPTION YOU

KEEP ENCOUNTERING.

"Yes, and it's quite striking: many
women’s first reaction is to start
dieting immediately. During the

i ) .
 (peri)menopause, women notice

weight gain, but not in the way they
expect - the distribution changes,
often concentrating around the
abdomen. The logical response?
Eat less. But that's not the right
reflex; I'm not a fan of strict dieting
anyway. There's a reason | wrote the
No More Dieting series (laughs). And
especially during menopause, that
approach is a particularly bad idea.”

WHY IS THAT?

“When you eat too little, you lose
muscle mass - and that muscle
mass is essential at this stage of
life. It's crucial for staying fit and
vital, especially as you age. Muscles
drive metabolism, protect bones
and provide strength. When muscle
mass decreases, metabolism

slows down further, making it
easier for the body to store fat.

You end up in a vicious circle: you
eat less to lose weight, but due to
muscle loss, it becomes harder to
maintain a stable weight. Investing
in maintaining muscle mass is
really important.”

SO THE ALTERNATIVE IS
NOT EATING LESS, BUT
EATING SMARTER.
“Exactly. Sufficient protein - around
25 to 30 grams at breakfast and

35 to 40 grams at main meals -
helps preserve muscle mass and
stabilise blood sugar levels. That
stability is more important than
ever: fluctuations not only lead to
cravings and fatigue, but also mood
swings and additional weight gain
due to the drop in oestrogen.”

YOU DEVELOPED FORTY NEW
RECIPES FOR THE BOOK, PLUS
TWENTY REWORKED CLASSICS.
HOW DO YOU APPROACH COOKING
WITH A SCIENTIFIC AGENDA?

“It actually felt very familiar. The
process wasn't that different from
how | usually work, except there
were a few additional guidelines.
Each meal had to contain enough
protein, stabilise blood sugar and
support bones and heart health. |
always develop new recipes in my
own kitchen first, have my family
taste them, and then send them to



a regular group of testers who try
them at home in a normal weekday
setting. Their feedback is incredibly
valuable. But the end result must
always be the same: simple and
delicious. Healthy eating only works
if people genuinely enjoy preparing
and eating it.”

WERE THERE EXISTING RECIPES
YOU HAD TO ADAPT?

“Yes, for example my hamrolls ala
Sana, a dish that has been popular
with my readers for years. For this
book, | created a higher-protein
version. The feedback was that
they're even tastier than the
original - which, of course, makes
me very happy.”

WHAT UNDERPINS THE SCIENTIFIC
SIDE OF THE BOOK?

“My own professional background of
more than thirty years, international
studies and publications, and

the intensive collaboration with
Professor Depypere. That bridge
between science and the kitchen
was the core of the project. Many
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women feel their bodies changing
but receive little clear explanation

from doctors or their surroundings.

With this book, | want to build that
bridge: combining understandable
information with practical recipes
and actionable tips. Knowledge
provides both confidence and
motivation to apply changes in
everyday life.”

KNOWLEDGE AS POWER

WHAT AFFECTED YOU MOST
WHILE WRITING?

“The mental aspect. Women
who have been strong for years,

who built careers and supported
others, suddenly feel like they
can no longer cope. Some literally
throw in the towel during this
period - at work, in relationships,
in projects they've devoted years
to. | find that deeply distressing.
It's not a lack of motivation or
resilience; it's hormonal changes,
chronic sleep deprivation and
overwhelming fatigue that take

a huge toll on self-confidence
and perseverance. With more
knowledge and better medical
support, many women could
navigate this phase much

more successfully.”




© Karl Bruninx

WHAT DID YOU YOURSELF NOT
KNOW BEFORE?

“"How many symptoms can
actually be linked to hormonal
changes without you realising it.
Palpitations, a frozen shoulder,
suddenly becoming much more
sensitive to stress, mental

health issues... these are things |
experienced myself, but initially
never connected to hormones. |
also explored bioidentical hormones
- afield full of misconceptions but
with growing scientific support.

For some women, hormonal
treatments can be an important
and valuable support, always under
medical supervision. It's an area
that will only gain importance in the
coming years.”

7/

CAN WE SAY THAT INVESTING

IN GOOD NUTRITION NOW

LEADS TO LESS RELIANCE ON
MEDICATION LATER?

“There’s certainly truth in that,
although we shouldn't oversimplify
it. Nutrition and lifestyle play a major
role, but there is always a genetic
component as well. What we do
know very clearly from scientific
research is that around 70% of our
health is determined by factors such
as nutrition, exercise, sleep and
stress management. And even our
genes are not entirely fixed; through
epigenetics, we know that lifestyle
also influences how certain genes
are expressed. So we have far more
control over our health than we used
to think.”

IS THERE A POSITIVE NOTE?
“Absolutely. This phase of life doesn't
have to be about loss - quite the
opposite. Women who understand
what is changing in their bodies,

who consciously use nutrition

and exercise - especially strength
training - and who finally take rest
and recovery seriously, can emerge
stronger than ever. For many women,
menopause becomes a turning point:
a moment when they stop living
according to others’ expectations and
finally prioritise themselves. It often
becomes the phase in which they
learn, better than ever, to listen to
what their body truly needs.”

MENOBOOST

Borgerhoff & Lamberigts, Gent,
Offset 140 g/m?,

190 x 245 mm,

216 p
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slowness,

and the new
face of I1

Formula One is a sport defined by velocity. It is about pit stops measured in milliseconds, lap times
shaved by hundredths of a second, fortunes won and lost at 300 km/h. So, what does it mean to
slow down and hold all of that in your hands? That quiet, almost radical question sits at the heart of
Esses Magazine, the New York-based print publication operating at the intersection of Formula
One, luxury culture and long-form storytelling. We spoke with founder and publisher Ojus Jain.

© Original Photography and Artwork by Esses



The name Esses nods to the
sweeping S-curves that shape a
racing circuit, corners that reward

| precision, patience and feel. A fitting
name for a magazine that gently
asks its readers to do something
increasingly rare: pause. When

you look at media in general,

we've become so inundated with
ephemeral content - the (doom)
scroll on Instagram, the TikTok

feed, the headline apps - that

our attention span has dwindled.

But so has the satisfaction we get
from what we consume. “We were
attracted to the magazine format for
that exact reason,” says Jain. ‘It asks
people to slow down and actually
experience something physical

and tangible.”

There's a generational shift

at play. Jain sees a growing
counter-movement among
younger consumers, digital natives
rediscovering the appeal of the
physical because it feels new again.

“The way digital was new to baby
boomers, print is new to Gen Z
and Gen Alpha,” he says. “It sounds
counterintuitive. Until it doesn't.”

Formula One has undergone a
remarkable transformation in
the past decade; from a niche
motorsport to global cultural



phenomenon. The trigger, Jain
explains, was a Netflix documentary
series that arrived at precisely the
right moment.

“Drive to Survive came out in 2018,
but it really took off during COVID

in 2020, when Formula One was

one of the only global sports still
running. Netflix pushed it hard, and
it went viral. Almost overnight, the
US went from a fringe market to the
fastest-growing Formula One market
in the world, outpacing Europe.”

The show's masterstroke was its
humanisation. Rather than dwelling on
suspension geometries and lap times,
it made viewers care about rivalries,
team politics and the people behind
the helmets.

The knock-on effects have been
striking. Today, three out of four
new Formula One fans are women
under 32. Women now account for
around 42 % of the global fanbase,
a seismic shift for what was long
considered one of sport’s most
hyper-masculine arenas.

“It's almost a perfect convergence,”
Jain says, “with luxury moving back
towards physical experiences, young
people flocking to them, and sport
aligning itself with culture. Formula
One sits right at the intersection of
all three.”

The structural investment is following
suit. The F1 Academy, created
specifically to develop young female
drivers, signals a sport betting on

a future that looks very different
from its past. “The conditions have
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changed,” Jain notes, “where banks
and asset managers and large sports
equity funds are now seeing women
in sport as a desirable asset. It's a
perfect storm of cultural change

and capital.”

Jain comes not from Formula One
but from media; as chief of staff

to the CEO of Bloomberg Media,

then as employee number one at
Semaphore, the digital news venture
launched by publishing executive
Justin Smith. It was a world-class
education in building media products
from scratch.

The idea for Esses crystallized while
he was travelling in Germany. A
connection offered to help underwrite
the launch if Jain brought him a
compelling proposition; within days,
Jain had cancelled his trip, flown
home, and started building the pitch.

“| personally felt this frustration
that as an F1fan, there was no
sophisticated media product

for someone like me; someone
who doesn't really care about the
super technical aspects but does
love the culture and lifestyle,” he
explains. “I realised | was probably
a lot like everyone else who had
come into the sport through Drive
to Survive.” The magazine was his
answer to a gap no one had filled.

The name itself came from combing
through an encyclopedia of
motorsport terms. “What | like about
Esses is that it is a motorsport term,
but it's not super on the nose. We're

not Apex Magazine. We're not F1
Magazine. It's almost an ‘if you know,
you know' thing. And it's the same
word in Spanish, French and Italian;
for a global publication, that matters.”

Esses now reaches readers in more
than 80 countries. The editorial team
is lean, just Jain and senior editor
Joey Bean Khan, whose bylines
include Rolling Stone, GO and Vanity
Fair. The contributor network, by
contrast, is resolutely global.

For a story about Japanese driver
Yuki Tsunoda's love of food in
Tokyo, they found a freelancer in
Hokkaido who was simultaneously
a photojournalist and a trained
Michelin-star chef who had spent a
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decade working in Paris. “Who better?”
Jain laughs. “We spend a lot of time
scouring the world for the right talent.
The intentionality matters: we wouldn't
pick a random writer for that story.”

The result is a magazine that can
place a story about Pierre Gasly
alongside a profile of Ebide Joy, the
woman who holds the record for
the longest solo motorcycle journey
across Africa, without either feeling
out of place. “It has nothing to do
with Formula One,” Jain admits, “but
it speaks to excellence, ambition and
the global nature of our culture. And
for us, that's always been the point.”

Culinary guides to race-weekend
cities. A yachting partnership.
Long-form travel features. The
through line is always the Esses
reader: young, globally mobile,
affluent, curious, and looking for
experiences that meet them at their
level. “If you're already spending that
kind of money to attend a Grand Prix
in Barcelona, you're probably also
looking for great restaurants in the
city,” Jain says. “We're there for those
conversations, too.”

For a publication built on the

premise that physical media

matters, the object itself carries
weight. Esses is large format, full
colour, premium paper; the kind

of thing that announces itself on
arrival. It is, in other words, the
opposite of everything it writes about.

“If you go to a Hermes store, if you
stay at a Bulgari hotel, everything

is about the physical touch and

feel of the luxury experience,” Jain
observes. “F1is a very prestigious
sport. Luxury and physical experience
are converging, and we wanted

to create something that sat at

that intersection.”

The ambition is clear enough. And so,
perhaps, is the dream interview still
on the to-do list. Asked who he most
wants in the magazine and hasn't

yet managed to land, Jain doesn't
hesitate: Lewis Hamilton. “He's the
most successful Formula One driver
in history, but he’s also someone who
cares passionately about what the
future of the sport looks like, and he's
investing in that with his time and

his money. For what we stand for,

to have someone like him lend his
time... If | do my job well, we'll have
Lewis Hamilton in the magazine.”

He pauses. “That's when I'd have to
pinch myself.”
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Graphius Lab:

Building the Future with Al

Artificial intelligence is no longer
something reserved for the future.
Within the graphic arts industry
too, Al is becoming increasingly
important, both as an integrated part
of machinery and in the day-to-day
operations of companies. With
Graphius Lab, Graphius is therefore
investing heavily in innovation and
automation, with one clear goal: to
serve our customers even better
and faster.

Graphius Lab is the internal think tank
of Graphius, where we explore how
Al can make our processes smarter,

more efficient and more transparent.
The focus is not only on technology
itself, but above all on the added value
it creates for both customers and
employees. By automating repetitive
tasks and aligning processes more
effectively, we create more room

for personal service, expertise

and quality.

One key area of focus within Graphius
Lab is reducing response times and
ensuring a consistent level of service
for all customers. To achieve this, we
are developing smart integrations
with our CRM system, allowing
information to become available more
quickly and enquiries to be handled
more efficiently. Frequently asked
questions can also be answered faster
and more accurately thanks to Al.

Al'is also helping us make complex
orders more transparent for all parties
involved. By centralising data and
communication more effectively,
projects can be monitored more
smoothly and customers remain
accurately informed at every stage.

At Graphius, we firmly believe that

Al does not replace people, but
supports them. It is a tool that enables
employees to carry out their work
more efficiently and with greater
accuracy. Ultimately, both our
customers and our employees benefit
from this.
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Graphius Academy Expert Sessions

Recently, we had the pleasure of
welcoming professionals from the
publishing and print industry to

a new Graphius Academy Expert
Session, organised in collaboration
with WINTER & COMPANY.

Graphius Academy was created
to share knowledge, experience
and inspiration with our
customers and partners. During
these sessions, we go beyond
production alone and explore the
world behind print, materials and
creative possibilities.

We are currently preparing the

next sessions, this time focusing you make a design truly print-ready?
on prepress and the technical So be sure to keep an eye on your
aspects of graphic design: how do inbox for the invitation.

your print project. This gives you not
only high-quality printed materials,
but also clear insight into the
environmental footprint of your order.

Graphius EcoCalc was developed
specifically for our customers and
takes into account all relevant factors
throughout the production process,
including paper selection, inks, energy
consumption, production, waste
management and transport.

o

. For Graphius, sustainability
D ISCOVEI‘ the C02 | m paCt is not a trend but a long-term
commitment. Graphius EcoCalc

Of YOUI‘ Pl’lnt PI’OJECt enables us to further optimise our

production processes while actively

At Graphius, we have been committed to sustainable printing for supporting customers in making
many years. For the past few months, we have been using Graphius ~ more sustainable choices, without
EcoCalc to objectively calculate the CO, impact of every printed compromising on quality or creativity.

product we produce.

Together, we are creating print that
You may already have noticed that all Graphius quotations and makes an impact where it matters: on
order confirmations now include the CO, emissions associated with  paper, not on the climate.
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