
Trends are fleeTing; sTyle is eTernal. nowhere do these concepts 
coexist better than in los angeles, a city whose fashion sense is simultaneously typi-
fied by athleisure wear and red-carpet couture. always looking to the future, l.a. is 
known for pushing boundaries and breaking the rules, all while continuously making 
headlines and reshaping the zeitgeist with its art, music, movies and pop culture. and 
with technology companies such as snap inc., google and Microsoft shacked up in 
silicon Beach (an area stretching from santa Monica to Playa Vista)—and silicon Val-
ley a few hours’ drive up the 5 freeway—there are even more opportunities for the 
city to evolve creatively, not least in fashion. it should come as no surprise, then, that 
this global style capital has attracted some of the brightest minds in luxury apparel and 
accessories. Meet five l.a.-based brands at the forefront of high-fashion innovation.
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LACE BY JENNY WU

A
s an architect and co-founder of award-winning 
architectural firm Oyler Wu Collaborative, Jenny 
Wu saw an opportunity: Just as a 3-d printer creates 

architectural models, it also could print intricate, digitally 
refined jewelry. she began designing pieces for herself 
and, in 2014, launched a line of 3-d-printed statement 
jewelry, lace by Jenny Wu, which has since appeared 
in publications such as Forbes, Los Angeles Times, Fast 
Company and People. The avant-garde, architecturally 
inspired designs have caught the eye of discerning cus-
tomers, too. “The lace customer is a fashion-forward 
woman with her own unique style who appreciates cre-
ativity and high-quality designs,” says Wu, whose jewelry 
has adorned scarlett Johansson and Jessica alba. 

Wu, who now spends about 40 percent of her time 
on jewelry and 60 percent on architectural projects, 
uses computer modeling to produce prototypes that are 
eventually turned into accessories—bracelets, earrings 
and necklaces—made of nylon, stainless steel, gold, silver 
and platinum. The prototypes are produced in her silver 
lake studio, and the resulting creations are outsourced 
to 3-d printers to ensure the highest quality standards. 
“Currently, we produce our pieces in three different 
3-d-printing technologies,” Wu explains. “selective laser 
sintering for our nylon pieces, binder-jetting technology 
for our stainless-steel pieces and wax-pattern 3-d printing 
for our precious-metal pieces.”  

Popular items in her collection include the florens 
necklace and the amare ring, which are available for pur-
chase on her website (jennywulace.com), by appointment 
at Wu’s showroom or at pop-up shops held throughout 
the year. for something more personal, Wu suggests 
working with her to customize an existing design by add-
ing diamonds or trying different materials. Coming this 
year is a capsule collection of wedding jewelry that uses 
ethical gemstones from diamond foundry, a prominent  
cultivated-diamond company based in san francisco.

VRAI  &  ORO

T
hanks to its reasonably priced, high-quality jewelry 
pieces and successful direct-to-consumer sales model, 
l.a.-based Vrai & Oro (vraiandoro.com) made 

headlines even before diamond foundry—which counts 
philanthropist and actor leonardo diCaprio as an inves-
tor—acquired it in 2016. Vrai & Oro’s mission is built 
on transparency and ethics, so the company’s pairing 
with diamond foundry and its man-made diamonds is 
a natural fit. “a lot of diamond companies claim to have 
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