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VIBRAT® IN THE SOUL



F2 e B BT B 77— L]

EDUP s=Sh S
. d c0re !% BEt TS
ik B
ﬁ 8 ff Bl= X Frer T
/\ R Iv‘)u/ IBSN BRI AT MR
¥ B Z (Sukili) u TREEEARN

AREs ARNBMRERRDT I

LLE L

MERUORERNY "m. EReASN - @%?EF} _aﬁﬁz% j » - -
e BREHTHS N

FEw 9]

LEs § MreRteEfaEas A « RGN 00% FETHRLEARREFRIGTNE - FEAPGRASEER
% SREENAES D O B — B R BRENERER (RER) NERAFHMAS - BZ-F . 5 )
9 ARRESNEWE 0 IR AA SR HAREUNTTEUNRY IASHISANGURORNER o
BZEBRE mEIMERROEEE RBHRUERTRMNIZS B USHTRI0ENLON REREIRLT (£) LRARARR ...u:nn-.u e mEAwae
ERVE —eFRORE  RAARRRARE TRONALEH L ANNRIRESFAMN  (ERABRESREC BE T § 0o s AlTa RSansien
S & BTGB - EHEN3 &«avme:-:- HRRERNEAMSINA - HEAALY i By aaTeany
g RPRERNZE F T =i v - ARATRESRE - URANRHARIES IS ADARRRFLTEY)  ARAR

HEAFRLTAREN  BETHENE  BAT ANERAWNGRER )
3 1 LEFIWR-BAREN 8 -2Rs -
PR - WR :nr‘,mg.;,p & WRENE [ ) - MESAW

ESSUENRERID TRAMMARINNER  +9

(55 % ‘C'hf«‘]l‘rr?[;vi_v"“'._ RS (Hue) B« PRIESEA A BEXFINURDOTEA - AgREKETEREY
R i N ARLNGRAEIAGRE - AREOLARHFLAE
L 714 7 (Saturation 4% (Intensity of BR-REREIRERSHENLAR
RERTTATIFS « Hoe —REM  the colourione) HURENN (R-RE AT SN

HEMNOIMNRR R BERLE -
HOREDNRLER  RE-HIARANOREN

EHRRE A ﬂ"?“

SWME - Tone 20— %1

g[ i % + Saturatior y HEATRAAERMRNE  —NRHENNSS - AR WREAAEARCTARA
AR #'lx ‘Xﬂ" 7 NERS - (ABREANRN EANE BATRANSREAR

t 214 - EALP BEERT  EFARERNTLRA FER BERBWAHONRALE ErRRmALy ARARARARE

! s MR ORAEE  RRLE AR EARSA Y L
AHEHERBNS - YREMITES Fancy  ERAMMMFES B -»uﬂrv‘ anis W awans o o AR B s
Greensh Yeliow™ RREBRACAAMRIN TS

A RS ML E AR
‘ === IH&I%EIE!! PSR REARMA R
}\1 B RIGY MR BEMRLTRECHNA
‘ BB R AR A N
FRIEERGAN
‘E‘l': 7\(‘“7‘
SFRRNDERTES -HINESR
AL R SGE RO R A R B4 IBEF 153 &% 313 oXsl
£

yi s HEMEMSERTE . BEE  HRRORS ARCPEMERER - 5
WES EARNAERN - FOREHAARATE  FATRHARAR  S2RHAMR

3
SERSSAN-—ATELmA - BMF SRER RERR M
SROLAENS &

&l - 1 »
- 20 AR RE 4C (O Com Curty o/ - SNMBEF BRERERAN I AR
5060 EAMMEILZ B Pink Star

iR e s P S —

BrAws - BAT rAxMen) RAR
L REATI20MF ) BmAY e PaT—
FRANRT .2 wRn
. ERASEN - SAROREE - BRI - AR e - RUWT < |
(aAFEE o
-
SEABOEM (A7) DEARAN BELIHETH . JUIMNAS | B-@Has e . §
» 1 COM{BRITEA)  RENMUEATEIS - BERREI0M (ASMN) - SRNUAZ ) <
PRFERNAMEG M SHFALENS AR (0 SR EATAR . REH ARTH) MSENE RACEARANSN | g {
ZERTABHMEME 2~ « (EBNEY ) . A ) ¥ {
[ &EPortfolio o

" WBATE PATAAEAVRNE ANURANE  HERIHSOUOH STARARE SIRN
118 DSEBMERNERAS U Moot ® WAENRIENE - ARWSLNG UREALRNRE
ThEE 079 WERE TRENRCRRAN X ik o
MOSNRHERERIY - SERN nITEN D
FREN - AHARRGEEARLF - ANEHENREES
AfRRRRENS | by

e B
AN 7RG MRS E)

»
T 2965 3800 2085 2088

PESTIN

VIBRAT® IN THE SOUL



(@R HKUSPACE
\\JK;\> 4° ’ ALUmNI
ERAABERESBREARY

GEM & JEWELLERY ALUMNI ASSOCIATION
R W

Greetings from GJAA Committee Members (2016-2018), we are alumni of
HKU SPACE Executive Diploma in Jewellery Marketing & Management among 7 generations.
FEABEXECERHRAKEREREARASEZEENE (2016-2018)
EEEVTEEBEABERECBRTHABRGEEHAREE) ZREK -

QOur Vision zmwess

Through understanding our gem and jewellery industry, to unleash the
highest potential of 10,000 young people aged between 15 and 22

HBRERNFTRAZE T ENFEAZE FBEMEANKETERBN MM Z2&SERE -

Our Mission zmees

To foster closer relationship and promote further education
& lifelong learning among members of the gem & jewellery industry
RESLHERKRETENERERSEZRERTBEG -

Our Value zrume
To Unite, To Serve [B#% 415k AR5 4127

:
EF5HE Venus CHIU - pr. Leung Sui M
)

HEISD) Ankur KUMAR E!
ic Relations (Marketing) ~ #4i#f Secretary Public Relations (Desig m

iR RANAGTIAER J 7|
\In mlmxhx}w()\h er Coordinator(Professional) P

A John WANG SRt Dr. William Fong Yan HEEF LO Chi ng, Noel [ Dora CHAN 2:il{#% Linda LEUNG
£ Vice Chairman SRR Honorary Advisor 1% Chairman fill7 % Vice Chairman [R5 Treasurer



* https://www.youtube.com/watch?v=w4|fj8K
ZUmM
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Professional Skills
EZEREE (DO) R mEE/£E (D)

Original Equipment Manufacturing (O.E.M.)
| Manufacture according to specifications

O E M provided by customers
Perseverance 245 (LOVE) HISTORY
r=— ogp ik‘h‘
E ZKEJZ H}D E&E Hapdcrafted RationalizatiIof production Product
Own Strategy Management  object *
(0.S.M.) Corporate Identity
facilitated by Integrity of the
brand image
; s Perspective
_‘ \
2- LFESTYLE/ , 5 [1% ) (2 | TECHNOLOGY/ 4157 (WHAT)
8 STRATEGY €75 N7~ < == TRANSFORMATION =
o =
=
| 2 |
2 Trustmark Commodity Original Design Manufacturing
(0.D.M.) Provide designs for
e - customers selection and
BZXmEEE BRANDING manufacture for customers
Own Brand Management Passion ?M% (YOU) EEUE&E %E/EE

(O.B.M.) Design and manufacture
own brand products OBM



4P’s of Jewellery Industry Overview

O.E.M. — DO (Professional Skills)
O.D.M. — WHATZZ (Perspective)
O.B.M. — YOUJi (Passion)

O.S.M. — LOVE*:(Perseverance)

AS a reSUIt, $ WILL FOLLOW warsha sinetar)



https://www.goodreads.com/author/show/27534.Marsha_Sinetar

Do What You Love In the

Service of People Who
Love What You Do

(Steve Farber)



omponents of Jewellery

__ STONES ——

—— METALS

—— LABOUR —

- | Production Cost of a Jewellery

PROFIT

METAL —— SELLING PRICE

LABOUR




METALS

GOLD
(24K) = 999.9 pure gold =% _ %
+alloy (silver) = 18 karat white gold
(18k) = 750 pure gold =% = % +alloy (brass) = 18 karat yellow gold
+alloy (copper) = 18 karat rose gold
(14k) = 585 pure gold =% = ]508—05;

+alloy (silver) = 14 karat white gold

+alloy (brass) = 14 karat yellow gold

+alloy (copper) = 14 karat rose gold

'+ PLATINUM
L 900
W ONLYOVER  1ppy CAN CALL PLATINUM

i P ATINUM 900 = 2

. 950
PLATINUM 950 = 7000

http://www.preciousplatinum.co.uk/output/Page795.asp




LABOUR

RATIONALIZATION OF PRODUCTION

- Wax Model

"
| | i
Lost Wax Cos’ringJ

|
Sampling

|
Stone Setting

I
Polishing

|
Buff

Electrolysis

Y/

i... o
i

=1,
|

(58500 -




LABOUR




Stage One - Looking for styles in Jewellery Magazine / Websites

J+RARE

e X
I A TN L
Stage Two - Direct Copy of the products and detailed drawings for production Direct Copy of the products
A @XMK
aaY
) ‘% /
- X

8 (

To criticize direct copy from others

v




S.W.O.T. Analysis on Copycat and Me-too products

STAGE ONE STAGE TWO STAGE THREE |
Looking for styles| Direct Copy Finished
in Jewellery of the products |  product for
Magazine by detailed selling at the
/ Websites drawing exhibition
r
T
5 easy to find Fast, Lower Fast, Lower
< and design design
e access cost cost
(%2
A
w restricted in Lack of
p b
= the field Originality Trend Follower
) of jewellery and Uniqueness
=
Only
>,:‘ can be inspired by | referencing on
% other the field, | the spirit on the : .
: causing price
e e.g.Nature, Fashion,|  jewellery but eorretil
o : . petition
9 Architecture,etc. | not copy directly
o
k= easy to have violating the Product without
& same style copyright self-image
e
\ J




A SUCCESSFUL JEWELLERY DESIGNER
NEEDS TO KNOW....




Ccurtier



« Cartier (Jewellers Since 1847):.
http://youtu.be/CRwIFh4gUkc



http://youtu.be/CRwIFh4gUkc
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STONE

= DIAMOND COLOR STONE SEMI PRECIOUS STONE |OTHER N
Pink Yellow | Bioiette-cut | All Color y | ienite | BlUE st o . .- [Black NONE
Diamond| 5igmond | Biamond | Diamond Sapphire Ruby | Emeraid | Pearl |Aquamarine| Amethyst | Rubelite | Tsavorite | Coral |Tourmaiing Garnet | Cordierite Cha Moonstone| Onyx Citrine | M.O.P. | Peridot | Beryl |Turquoise § e
7 J J \/
W | v v
\ / J J
s
\o. i \/ \/ \/
R e
SuB-
9 8 9 1
\JOTAL /
SOURCE: www.cartier.com (COLLECTIONS = Jewelry = Categories = NECKLACES/PENDANTS = page 1)
DIAMOND COLOR STONE SEMI PRECIOUS STONE |OTHER
3 Pink Yelow Biolette-cuf | All Color Blue 7 Black
Diamond| rigmond | Diamond | Diamond Sapphire Ruby | Emerald | Pearl |Aquomarne| Amethyst | Rubelite | Tsavorite | Coral |Tourmaling Garnet | Cordierite Chkceidony Moonstone| Onyx Citine | M.O.P. | Peridot | Beryl |Turquoise Lacquer

N

je—C

NAARARAAD

L1V

A

SUB-
\TOTA L

.

SOURCE: www.cartier.com [COLLECTIONS = Jewelry =~ Categories =~ NECKLACES/PENDANTS =page 2)



DIAMOND COLOR STONE SEMI PRECIOUS STONE |OTHER B’
Pink Yellow Briokette-cut | All Color it | BluE g s - i |BlOCK NONE
Diamond| nigmond | Diamond | Diamond Sopphire Ruby | Emerald | Peorl |Aquamaine] Amethyst | Rubelite | Tsavorite | Coral | Tourmaling Garmet |Cordierite Crakcadony[MOCNSION Onyx Citine | M.O.P. | Peridot | Beryl |Turquoise e
~ cquet
s
\ J J
\T‘ J /
i
SUB-
4 2 1 1 1 2 1 1 3
\TOTAL J
SOURCE: www.cartier.com (COLLECTIONS =~Jewely -~ Categories = NECKLACES/PENDANTS =~page 7)
DIAMOND COLOR STONE SEMI PRECIQUS STONE OTHER -3
5 | Pink Yellow | iolsftecut | All Color | ierite | BV o i ; ise [Block NONE
Dicmond Diamond | Diamond | Diamond! Sapphire Ruby Emerald pearl | Aquomarine| Amethyst | Rubeliite | Tsavorite | Coral | Tourmaling Garet | Cordierite Chaleadan nstone| Onyx Citine | M.OP. | Peridot | Beryl |Turquoise Vi
(|
T v v
AN v »
\\- ”/ J
" */ \/
e
\E‘ / J J
\\ / / J J
'\‘ ’I'
% \/
Ao \/ \/
SUB-
9 6 2 6
\JOTAL &,

SOURCE: www.cartier.com (COLLECTIONS  lewery Categories NECKLACES/PENDANTS  page 10)



STONE
Tsavorite
Peridot
All Color Beryl
Sapphire Black
Turquoise Lacquer
Moonstone Gaial
Blue Citrine
/\ Chalcedony
\ Tourmaline Briolette-cut
\ Lo Yellow Diiisad
T~ ‘ Rubellite  Diamond M.OD
- - Pink
. ‘ @ Cordierite  Aquamarine Garnet  Diamond
“ ‘ . . ' & ® .
NONE
Diamond (plain gold) ~ Pearl  Onyx Emerald Ruby Amethyst
88 32 17 15 8 7 6 4 3 2
123 123 123 123 123 123 123 123 123 123 123
|

In 123 designs. The Diamond has the Highest rate of employment
among the 24 kinds of gemstones.



From the designs, I found that there are five main types of setting;

q setting

and an



(18 KARAT WHITE GOLD
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The 18Karat White Gold is the most
frequently used precious metal
among the 123 designs

Metal



MOTIFS
|

|
CULTURE

NATURE

In the themetical aspect,

LUNE  GRAPE COLOUR
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the Floral motif from nature

is usually inspiring design.
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CULTURE

GEOMETRIC

LINE LOVE

HEART '€

s

CLASP

\w '(,,!’

LINK

GARLAND CROSS
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i TR
“
A N

N\

\ J
\ /

In contrast to Nature, the Culture uses Geometric as a

HINESE ART DECO TWIST
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e motif to inspire design.




COMBINATION - the arrangement and mixing of gemstones in the designs are as follows:

DIAMOND ONLY 42

PLAIN GOLD 32

DIAMOND & SEMI-PRECIOUS STONES 26

DIAMOND, EMERALD & ONYX 8

DIAMOND, RUBY & SEMI-PRECIOUS STONES 6
DIAMOND & SAPPHIRE 2

DIAMOND & COLOUR DIAMOND 2

SEMI-PRECIOUS ONLY 2

DIAMOND & ONYX 1

DIAMOND, COLOUR DIAMOND & SAPPHIRE 1

DIAMOND & RUBY 1

—— Among the 123 designs, the company paid an emphasis on necklaces which
only with diamond.



That is , for example:

SHAPE

Y

Y-shape

+-

STONE

A

:;; b_’

Di 1mond
& Aquarmarine

METAL

18Karat White Gold

+-

MOTIES

o

Geometric

+-

COMBINATION

Diamond
&

Semi-Precious Stone




Case Study One S

il e
SHAPE METAL N
7 N
/ \

\( (7 \
/ Sold at HK$32,300 \
Y—shape 18Karat White Gold (f” in \\‘)
+ ] New York , N.Y,, ¢
U.S.A.

STONE MOTIES
Diamond Geometric

+-

COMBINATION

Diamond Only




Case Study Two

SHAPE METAL @/f‘ e
Y- shape 18Karat White Gold (é// 1
Sold at HK$28, 000 (\&\
STONE MOTIFS p Kowloon, Eong Kong, %
% China .
Diamond Floral / Leaf
COMBINATION

Diamond Only




—_

Case Study Three y
SHAPE METAL A0
o

U l | :K. | |
O

Triangular-shape 18Karat White Gold {\53
sl » Sold at HK$28, 860

San Francisco, CA,
STONE MOTIFS ancsc

¥y
I A (b
\f— B o
o)
8 e
s A
LT
')
L

Diamond Grid

+ o+

COMBINATION

RS eve

Diamond Only




Case Study Four
SHAPE METAL

N |

Triangular-shape 18Karat White Gold

+ +

STONE MOTIES

D e

Diamond Floral / Leaf

+ +

COMBINATION

Diamond Only

A SN\
c—f:,'??/!;/ A%:\ s
r’fj/ | e
\ 1 Q .
\( Q)
\ / ; \’ /

) Sold at HK$57,560 D
//\ n I\
\ 7 %

New York , N.Y,,
US.A.







Jewellery Design

Inspired by (
Nature






















Directional Line - Horizontally transitioned line suggests calmness, vertical
suggests balance, oblique suggests movement

S @

Form & Shape - Mechanical Shapes & Geometric Shapes / Organic Shapes

Point, Line, Plane - Stones as point, form & shape as line , metal as plane

Tt @@

Color - Gemstones (Diamonds, Emerald, Ruby, Sapphire, Pearl, etc)
and Precious Metals (Platinum, 24K Pure gold,18K / 14K White, Yellow and Rose)

Texture - High polished, Matt Finished, Shatin finished,etc

. @ ‘
Space-2Dto 3D
> .’

Principles of Jewellery Design

Balance - ergonomically balance, no matter radial, symmetry & asymmetrical designs
Gradation - alignment of stones and the hue and saturation of the gemstones

Repetition - repeating element should include a degree of variaticon_|

Contrast - opposite colours , e.g. black & white

Harmony - combining similar, related elements, a set with similarity visual linkage —

Dominance - dominant of size add interest

Your

own Principles of
Composition Jewellery Design

Prepared by Mr.Noel Lo



Reference dimension and measurement of jewellery design

—
20~22mm

22~25mm

Necklace

®E H1E@ER)

o 14 13

o 3 20

5t 25

104 3.0

1543 34

72 2044 38

— = (4 {3
% b | LA 2504 a1
‘—’” T @ ( #3348 44
| s

R pave: 1.5mm BB #5013 5.2

Earrings 0.5mm — - #7548 59

#1004 65

2mm
0.6mm

Stone Setting size
micro-pave: 0.25-0.3mm
pave: 0.5-0.6mm
prong: 0.6-0.8mm
ey prong for solitare: 1.0-1.5mm
Pendant O l }Smm ’ hannel:0.8-1.2mm

ey channel:0.8-1.

Scale 1:1 Scale 5:1
Prepared by Mr.Noel Lo













Let's
Exploring your

UNIQUENESS =
ATTRACTIVENESS

with your perspective



 Tiffany & Co. - 2010 Christmas
commercial: http://youtu.be/NkZaVSOwr|8



http://youtu.be/NkZaVS0wrI8

https://www.interbrand.com/be

st-brands/best-global-
brands/2018/ranking/



https://www.interbrand.com/best-brands/best-global-brands/2018/ranking/

VIBRAT® IN THE SOUL



Inspiration of Our Brand

Wassily Kandinsky (December 16, 1866 — December 13, 1944)
was a Russian painter, printmaker and art theorist.

One of the most famous 20th-century artists, he is credited with
painting the first modern abstract work.

In “Concerning the spiritual in art, 1911”

“Colour is the keyboard, the eyes are the hammers,
the soul is the piano with many strings. The artist

is the hand that plays, touching one key or another
purposely, to cause vibrations in the soul.”

Over 14 years in the jewellery industry, Mr. Lo Chi Ping think that

vg An Exceptional piece of Jewellery can cause
\\ “Vibrato in the soul”

VIBRAT® IN THE SOUL



etitors at diff;
0" comp erent eNngs
Local Jewellery Shops Global Recognized Brands
O Lower mark-up O Extreme mark-up
O Less design oriented \ O Strong design focus

VIBRAT® IN THE SOUL

Targets middle ground

Brand Elements

CLOSE TO YOU
SENA'S PIANO 11 VIBRATO IN THE SOUL LIMITED

# INSTRUMENTAL
Jingle Brand name

VIBRAT® IN THE SOUL
Packaging

Symbols

\

Character

LIFESTYLE

MISTERIOUS

LUXURY BRAND



AR BRRXERA H

HNR Universal Company Limited

WWW.VIBRATO-SOUL.COM

Al e # U / 2 IS LR

%Weﬂwné r&rg&

and woMry bands

JE il Showroom address:

2% YEIRs ] (W3 $H4Y) Business hour:
FETREZEE WO LS B —ERE A4 AR
Suite 9B, On Hing Building, 1 On Hing Terrace, Central, Hong Kong, (4 3 B S~/ T 0 i o~ F 01 )
FA Z AT MRIR Enquiry hotline/whatsapp/e-mail /wechat : Monday-Friday: 1030 a.m. to 1800 p.m.
W72 Mr Noel Lo (852) 93498846 /nocl@hnr.com.hk/NOELPING

(Out of business hour, public holidays, Saturday

I i e i







Etcrnity

5.8mm PYTIE NOONDY 6 8m
18 H21
Robert Michelle

laser

Nov [.2014 Nov [.2014

*W

i



3-Dimensional

=

45mm

Black Enamel

Black Enamel

Black Enamel




PLACE

PROMOTION

PRICE (0.30-1.50ct)

PRODUCT

0.30ct GVS = HK$ 12,870
0.50ct GVS = HK$ 22,230
1.00ct GVS = HK$ 84,240
1.50ct GVS = HK$ 156,000

USA: 11 stores
Europe: 9 stores
Middle East: 3 stores
Asia: 18 stores

1.00ct EVS = HK$ 120,000
(in Platinum)

USA: 7 stores
Others: 10 stores

1.78ct GVS = HK$ 190,000
(in Platinum)

23 stores in China

7 stores in
Hong Kong

INTERNATIONAL JEWELLERY BRANDS

TIFFANY | CARTIER

0.50ct IVS = HK$ 23,400
1.00ct IVS = HK$ 66,300
1.50ct IVS = HK$ 128,700

Americas: 86 stores
Asia-Pacific: 96 stores
Europe: 24 stores

L
[ —
O

FOVERMARK Collection
0.50ct GVS = HK$ 18,000
1.00ct GVS = HK$ 62,000
1.67ct GSI=HK$ 101,000

Over 800 outlets in
Mainland Chinag,
Hong Kong, Macau,
Taiwan and Malaysia
+ctf2

LOVE Diamond
0.33ct GVS = HK$ 18,400
(in Platinium)

Hong Kong: 37 stores
China: 120 stores
+ emphasis

Estrella Diamond

0.50ct GVS = HK$ 30,000
1.00ct GVS = HK$ 85,000
1.50ct GVS =HK$ 180,000

Over 120 boutiques in
Mainland Chinag,

Hong Kong, Kuala Lumper
and Penang

LEO DIAMOND
0.50ct GVS = HK$ 24,500
1.00ct GVS = HK$ 107,500

47 stores in Hong Kong

LOCAL JEWELLERY BRANDS

M 0.50ct GVS = HK$ 16,250

1.00ct GVS = HK$ 69,000
1.50ct GVS =HK$ 160,000

2 stores in Hong Kong

]




* How to get into our Jewellery Industry?
B2C

« O.B.M. — need to have experience on selling
on any retail aspect

Advertising & Promotion, Visual Merchandising,

Customer Relationship Management,
Accounting & Finance

o Study

B2B
* O.E.M. — need to craft object when interview
* O.D.M. — need to have vast original portfolioS

Sales & Marketing — University Graduates with
aggressive and outgoing personality, frequent
travel
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Source: 2007 Report on Jewelry Industry Manpower in HK-PRD, HKIMA




Industry Features

No. of Establishments 321 2,280

Employment 2,185 9,160
Source: Quarterly Report of Employment and Vacancies Statistics



‘ The trends of jewellery industry will follow the trends of apparel

Apparel Industry Trends of Apparel Trends of Jewellery Prediction of Jewellery Industry by 2020
Global Local —p Global
60% 20% 30% to 40%

branded watch branded jewellery P anded jewellery

10% online sales for

14% 4%1t05% ——P  fine jewellery
online sales in U.K. online sales 10% to 15% online sales for
e _fashion jewellery

High-end Clear-cut Blur
s i boundaries boundaries
(sustaintial premium)
Low-end between ——p between
(Prices have dropped) fine and fashion fine and fashion
jewellery jewellery

The fashionability

—) of everyday apparel
and An acceleration of

supply-chain processes

3% fast fashion
in China

25% fast fashion in U.K.

Figure 1: The lllustration on the summary of “A multifaceted future: The jewelry industry in 2020” (Dauriz et al, 2014)



2-4-6 theory

C.0.D.?

LEARN More to EARN More



Q&A
Emotional Feeling Sharing



