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Forget all your beliefs about jewel-
ry. Try to imagine something new 
from scratch. Offer a different point 
of view. Exclusive. Own. No limits. 
This is how the story of UNOde50 
begins.

Born in Madrid in the late nineties, 
the brand emerged as a response 
to the need to find a style of jewel-
ry that would break with everything 
that existed. A revolution where the 

techniques and processes of tradi-
tional jewellery were put at the ser-
vice of a new way of doing things. 

It is at this same time that José 
Azulay acquires UNOde50 and 
begins to shape unique jewellery, 
with different designs and marked 
originality. The few units designed 
provided the select character and 
personality.

A CREATIVE 
UNIVERSE
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The first UNOde50 collections 
consisted of only 50 units of each 
design. A commitment to quality 
and exclusivity that the success of 
the brand forced to evolve. Today, 

UNOde50 continues to produce all 
its pieces by hand as if they were 
unique, also presenting Limited 
Editions of 50 units with each 
collection.

TODAY, MORE THAN 
TWENTY YEARS LATER 

UNODE50 CONTINUES TO
 WRITE ITS HISTORY

Key visual 
“ICONS 2020”



Jose Azulay in his design 
workshop in Madrid.
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AS A BRAND,
A SPIRIT FREE
AND UNIQUE
DIFFERENCE US2 “ “We’re all different. Even different 

depending on the day. Or the ti-
mes of day. That’s why every pie-
ce of UNOde50 is different.

I want to express in my designs 
the moods. 

With the metals, whose curves 
reflect that infinity of emotions, 
their greatness, their efforts. With 
the leather, which represents the 
origin of time and life, nature in its 
primitive state. 

The crystals symbolize the joy of 
living, the positivity, the fantasy, 
the glamour. And from that mix-
ture comes the finished design. 

The triumph of the free spirit, 
harmony and above all, the joy 
of knowing that what I have done 
with so much soul will make 
many people happy.

José Azulay



UNOde50 VALUES  



The uniqueness in design makes each UNOde50 
jewel unique, differential and recognizable. Among 
its most characteristic features are the irregular and 
rounded edges.

THE EXCLUSIVE AND DARING DESIGN 
OF OUR PARTS ALLOWS OUR CONSUMERS
TO EXPRESS THEIR PERSONALITY
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Creativity in its purest state to find 
a voice of its own in the world of 
jewelry. To travel an unexplored 
path and do so by creating a trend.

We create genuine pieces that 
encourage our consumers to freely 
express their lifestyle.

Our design team develops pieces 
whose exclusive design allows con-
sumers to express their personality.

CREATIVITY



Along with the use of leather, the 
alloy used by the brand is one of 
its main differentiating features. 
This alloy covers organic designs 
inspired by everyday objects and 
the shapes of nature.

The brand’s own iconography is 
constantly expanding and is mate-
rialised in the two collections that 
UNOde50 launches each year.

“Ya ves, de  
 vuelta”,

Icon.

UNIQUE
STYLE
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THE ORGANIC DESIGNS OF OUR JEWELRY
ARE INSPIRED BY EVERYDAY OBJECTS AND

THE FORMS OF NATURE

UN
Od

e5
0 

VA
LU

ES



We turn each piece of the brand into 
a form of differentiation, reflecting 
a creative spirit that accompanies 
UNOde50 in each new project.

FREEDOM AND 
CREATIVITY TO 
BREAK WITH THE 
ESTABLISHEDtividad 
para romper con lo establecido.
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Our free spirit is transferred to the jewels in 
their forms, colors and styles

THE EXCLUSIVE DESIGN OF OUR PARTS 
ALLOWS OUR CONSUMERS TO EXPRESS 

THEIR PERSONALITY
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UNOde50 BRAND



We create organic designs based 
on the forms of nature and jewels 
inspired by emotions. With them 
we seek to provoke unique sensa-
tions and pride in being perfectly 
imperfect, brave and capable of 
evoking a suggestive and stimula-
ting universe.

A unique style is the key to the suc-
cess of UNOde50. All our pieces 
are unmistakable thanks to the use 
of our own alloy that respects the 
artisan character of the manufac-
turing process. The use of leather 
and other materials, such as gold, 
silver, crystals or pearls, defines the 
brand’s DNA.

UNIQUE PIECES 
MARKED WITH 
THE PASSION THAT 
MOVES THE UNIVERSE 
UNODE50

OUR 
PIECES

8
UN

Od
e5

0 
BR

AN
D



Each UNOde50 creation has its own 
voice and is capable of transmitting 
strength and energy by itself. 

The commitment, as the only valid 
way of doing things, leads UNOde50 
to design and manufacture at its 
headquarters located in Madrid.

In this way, the Made in Spain, the 
Spanish DNA that accompanies 
each of the UNOde50 pieces, is 
also a guarantee of the quality and 
security of a creative work, free and 
full of vitality, optimism and joy of 
life.

SPANISH JEWELLERY 
WITH A HANDCRAFTED SOUL
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ALL PARTS ARE MANUFACTURED BY US
AT THE MADRID CENTRAL

Each of the pieces that make up the UNOde50 catalogue is produced in its 
entirety at the company’s headquarters in Madrid.

UN
Od

e5
0 

BR
AN

D



UNOde50 means DESIGN. Each pie-
ce is a work of art, a creative jewel 
with a history and a very characteris-
tic value: unique pieces with their own 
voice capable of transmitting strength 
and energy by themselves.

The search for harmony, balance and 
uniqueness is reflected in each of 
these creations.

Expert hands intervene in a process 
that transforms the sketches that 
come out of the design table into 
handmade jewels.

HAND
MADE

EVERY PIECE IS A 
WORK OF ART, 

A UNIQUE JEWEL 
WITH HISTORY
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Parts that after being molded and 
plated in silver or gold overcome a 
strict control that guarantees the hi-
ghest quality. It is during this artisan 
process that the personality of each 
piece of jewellery is transmitted.

A character that is reflected in 
the manual texture that makes all 
UNOde50 designs unmistakable.
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Created as a symbol of protection 
for exclusive and uniquely designed 
jewellery, the UNOde50 emblem 
is a small padlock with a rounded 
shape and a handcrafted character 
that contains much more than the 
brand name.

“Also the protection of our jewels, 
which for us are unique”, as José 
Azulay, our creative director, explains.

OUR
LOCK
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Our giant lock also crowns the entrance door of our stores.
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Our jewellery is unique and that is 
why we wanted to bring this philoso-
phy to our stores as well. There are 
no two alike for the consumer to live 
a unique experience where they can 
discover unique and iconic elements 
such as our giant lock at the entrance, 
our sculpture heart Unode50, our dra-
gonfly. Wonderful works of art by José 
Azulay among which his irregular and 
colorful sculptures stand out.

EACH STORE IS UNIQUE 
AND DECORATED WITH 
WONDERFUL WORKS OF ART 
BY JOSÉ AZULAY

WONDERFUL WORKS OF 
A RT  B Y  J O S É  A Z U L AY 
AMONG WHICH HIS 
IRREGULAR AND COLORFUL 
SCULPTURES STAND OUT
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INTERNATIONAL PRESENCE



1996 1999 2004-08

2015

UNOde50 
Beginning

José Azulay, 
UNOde50 owner 

Opening of a 
network of own 
stores in Spain

London, Regent 
Street; Roma, 
Via Frattina

RESUMEN DE 
EXPANSIÓN
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2008

2016 2017

First store in USA: 
Miami, Lincoln Rd

Expansion continues in 
USA: World TradeCenter, 
NY; Standford and Valley 
Fair, C.A.

New stores in New York, 
Montreal, Turin, Galeries 
Lafayette,San Francisco 
and Genoa.

Expansion in Asia, 
Japan and Russia

31

2009-11

2018 2019 2020

2010-12 2013-14
Expansion begins in Europe: 
France, Holland, Germany, 
Belgium, Portugal, Italy

New Market in China. 
New stores:Bulgaria 
(Sofia),Paraguay 
(Asunción), Russia 
(Moscow)

New stores in Herald 
Square,State Street 
Macy’s in Chicago 
Palanco, Mexico, Ponce 
and Dufri Puerto Rico, 
Beijing, China...

New stores in Tenerife, 
Cornellá (Barcelona), 
Mexico, Madrid, China 
and Russia.

Definitive bet for USA: 
Soho NY, Miami, LA, 
Boston...



MAIN COUNTRIES 
IN THOSE OF US 
WHO ARE PRESENT
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MADRID .  BARCELONA .  LONDON .  PARIS .  MILAN .  ROME .  NEW YORK .  LOS ANGELES .  MIAMI .  TOKYO .  MOSCOW . ARGENTINA .  MEXICO. . .  
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OUR 
STORES

Madrid - Serrano 

Barcelona - La Pedrera (interior)
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Mexico DF - Polanco Pekín - Taikoo Li 

Barcelona - La Pedrera
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Miami, Florida

 World Trade Center, Nueva York Genova, Italia
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Torino, Italia

OUR
STORES

Londres
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·  Global brand

· Omnicanality 

· Expansion across the globe,    
  from South Africa to Australia,
  from Ecuador to Russia

· Channel Development 
  of Travel Retail

EXPANSION AND 
DEVELOPMENT

18

SHORT-TERM OBJECTIVES
/ MEDIUM TERM
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THE PRODUCT



A unique style is the key to the suc-
cess of UNOde50. All its pieces are 
unmistakable thanks to the use of 
a proprietary alloy that respects the 
craftsmanship of the manufacturing 
process.

Alongside metal, the use of leather 
and other materials such as co-
loured crystals or pearls define the 
brand’s DNA.

UNOde50’s portfolio includes 900 
references that are renewed every 
season with two new collections 
(spring/summer and autumn/winter) 
in which new designs refresh the 
catalogue. 

This allows us to maintain a high 
number of pieces in continuity 
among which the bestsellers and 
brand icons stand out.

In 2014, and only after finding the 
golden tone with the character of 
UNOde50, the brand decides to 
create its first gold collection. A new 
twist to the UNOde50 universe.

 

OUR 
ICONS

Drawing base of one 
of our iconic rings 
“The Crack”.
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‘Ibiza’Bracelet

‘Tornado’Ring

‘Cuánto tiempo’ Watch

‘B12’ Bracelet

‘Prisionero’Ring

UNODE50 DOES NOT 
ACCOMMODATE OR 
CONFORM. HENCE, THE 
COLLECTION OF ICONIC 
PIECES CONTINUES TO 
GROW



COMMUNICATION



CORPORATIVE 
IMAGE
Updating the logo of such a strong 
brand as UNOde50 twenty years 
later is a statement of intent that 
advances the future direction of the 
company. Our new corporate identi-
ty shows that organic creative side, 

as well as the heritage of the brand 
on the O, combined with greater 
visibility of our unique side through 
the word UNO.
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THE NEW LOGO IS 
A DECLARATION OF INTENT
THAT ADVANCES OUR FUTURE

MADRID .  BARCELONA .  LONDON .  PARIS .  MILAN .  ROME .  NEW YORK .  LOS ANGELES .  MIAMI .  TOKYO .  MOSCOW . ARGENTINA .  MEXICO.. .  



UNODE50 PRESENTS 
ITS CAMPAIGN ‘FACES’, 
WHERE THROUGH THE 
PRODUCT, OUR CREATIVE 
DIRECTOR TELLS THE 
DIFFERENT STATES OF
THE SOUL.
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FW 2020 
CAMPAIGN

The expression on our face accurately 
reflects the mood of our spirit. And 
it is the edges, stillness, conflicts and 
ambiguities of our soul that transcend 
in the works of José Azulay, behind 
whom human emotions and instincts 
are equipped in the form of a collection 
of jewels.

Composed of the vital and emotional 
“momentums” through which we have 
all passed in our lives, the collection 
artistically captures the different 
emotionalities that make us human, 
being, like us, unique, moving, creative 
and with a handcrafted soul.

METAMORPHOSIS BAL ANCE

RENAISSANCE REBEL
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MEDIA
PLAN

PRESS

Our presence in major headlines 
continues to have a significant 
impact on our communication 
strategy. This year, advertising in-
vestment has also been reinforced 
with the external campaign, thus 
demonstrating our consolidation in 
the market.
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OUTDOOR 
ADVERTISEMENT

LIFESTYLLE media is 
essential for a jewelry 

brand like Unode50
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PR 
PLAN

EDITORIALS

Publishers 
with first-class 

headers
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BAZAARS, FREE CLIPPING, ETC.
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DIGITAL

Images of the new campaign’s Brand Day 
in the main headlines.
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The brand’s digital presence has 
not stopped growing in recent 
years. Currently, our website recei-
ves more than 400,000 monthly vi-
sits and we are present in the most 

prominent social networks, with 
more than 265,000 followers on 
Instagram and more than 405,000 
on Facebook.

WEB AND 
SOCIAL NETWORKS

Instagram images
OUR WEBSITE HAS 
5 MILLION UNIQUE 
USERS A YEAR
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