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SOCIAL MEDIA

Kendall Jenner and Gigi Hadid might have 
dominated the fashion industry this year, but

now that they’re fully established supermodels 
the business needs fresh newcomers. The 

daughter of Johnny Depp and Vanessa Paradis 
has made waves this year, as she was cast in both, 
Karl Lagerfeld’s Autumn/Winter 2015 and Spring/
Summer 2016 shows for Chanel. Check out our 

facebook page for a run-down of the 
up-and-coming models who are set to make

their mark in 2016.

COMING UP

EVENTS OF THE MONTH

DOHA JEWELLERY AND WATCHES EXHIBITION
23-27 FEBRUARY 2016

Hosted once a year in Doha, Qatar, the DOHA 
JEWELLERY & WATCHES EXHIBITION is one of the 
most highly anticipated events. Amongst some of 

the most exclusive in the world, it is a show to 
watch, learn and buy fine Jewellery and unique 
pieces, like watches, gemstones, and diamonds  
all, represented by more than 500 exclusive and 

internationally renowned brands. The 2016 
edition is all set to showcase creativity, master 
craftsmanship, ultimate luxury and the latest 

trends in the industry today with a lot of glamour.

As spring arrives, we scour the collections and 
pick up the best pieces to? Update your wardrobe 
for the new season. Look out for new trends and 
how to wear them in our cannot-miss guide to 

acing the new look.





Contributors
Karen Nicolet
Karen Nicolet is a fashion and lifestyle blogger and the 
marketing manager at the Doha Film Institute. She began her 
professional career in advertising and moved to film marketing, 
working on projects such as the Ajyal Youth Film Festival and 
Qumra. With a love for photography, fashion and writing, she 
started her blog ‘Clumsy Chic’ in 2012 as a creative outlet to 
keep her inspired. Since then, the blog has continuously 
evolved to bring inspirational stories in fashion, travel, food, 
design, and DIY to her readers. She has collaborated with 
brands like Fendi, Dior Beauty, Printemps and Turkish Airlines.

Haneen Hindi
Haneen Hindi is a fashion and beauty writer. 

Her love for fashion began during her time 
studying journalism at Northwestern 

University in Qatar, and flourished at an 
internship at Cosmopolitan magazine in 

Manhattan, New York. She is passionate about 
discovering every inch of the local fashion 

scene, especially modest, hijab-friendly trends.

Esmerelda van der 
Westhuizen
With over eight years of spa experience, Esmerelda brings a 
wealth of knowledge from international roles to Doha as the 
manager of Spa by Clarins at Kempinski Marsa Malaz. Her 
talents boast an understanding of over 30 different leading 
cosmetic and beauty brands, as well as skills in offering the 
latest and innovative spa treatments and equipment.

Anand George
Anand is a communications consultant 

with FleishmanHillard in Dubai.  He is an 
avid movie buff and music enthusiast.

I was in definite need of a wardobe change for new 
year’s. Thanks to Glam, I got a few really good choices 
to buy from their holiday edits.
Francesca Bell

I like the beauty solutions Glam comes out with. I 
have tried quite a few and its working for me. Thanks!
Wilma Gomez

Glam always covers something different in every 
issue on different aspects of fashion and design. It is 
very interesting to read about what inspires young 
designers to start their own labels. 
Neha Sahani

The Anniversary issue made an interesting read. 
Keep it going!
Farah Ali

LETTERS





G Talk
If 2015 was a year when collaborations took all the credit, 2016 is promising to be a year when 
technology and user interface will rewrite branding experiences, as collaborations continue in the 
fashion world. Last year, brands partnered with artists, models, and celebrities alike to expand their 
reach.  Olivier Rousteing’s Balmain x H&M collaboration was an instant hit and gave the designer’s 
two million Instagram followers a chance to join his Balmain Army. And that they did, turning out in 
droves to shop the collaboration — and resell it on eBay for more than ten times the retail price. This 
year H&M is heating up conversations with partnership with the male heartthrob, David Beckham. The 
careless fact that he looked sexy even when lounging in his casuals and that his new body-wrapping 
tattoos seem to have taken most of the attention, rather than his bodywear designs for H&M.

While Doha reels in the after-effects of declining oil prices, fashion houses in the country are also 
feeling the heat. We found some news that made us sit up in shock. Qela, the design house that was 
branded as Qatar’s answer to French dominance in fashion, with talent sourced from the best global 
creative teams, was shut down. There was no reason given except for austerity measures.

It is during these times of crisis that innovation should work at its best to ring in experiences that 
can entice customers to have more interaction with the brand. Just what Burberry did, weaving 
digital into the fabric of the business, according to the CEO, Christopher Bailey. Burberry is a great 
example of what could be achieved when digital is fully embraced, by not just placing themselves 
where their target audience is online, but also engaging with them in a way that can open up a whole 
new shopping experience. While rival brands are spending more on digital, Burberry’s ‘embedded’ 
approach is a cut above the rest. And the results are seen in the numbers: Burberry has seen an 
exceptional rise in sales being almost 14% higher than the rest of the luxury fashion market as well as 
accrediting a 9% year-on-year sales bump. 

The fashion moment for us was when Anna Dello Russo (ADR) made a Doha-touchdown and 
charmed the fashion bloggers of the country as she put the spotlight on Qatar through her social 
media feeds. While I can never fully understand how social feeds and imagery alone can make a 
brand or a personality, ADR is an iconic representation of how fashion is entirely shaped by the 
portraits spun. And Burberry is a strong case of perfect social feeds and engagements moving you 
towards a product that is already entrenched in the fashion movement. It is a stronger presence 
in another form of media backed by solid heritage – a winner that will soon be replicated by other 
forward thinking brands.

EDITOR’S PICK
OUR BEST FASHION MOMENTS 
FROM THE GOLDEN GLOBES 2016

THESE CELEBRITIES WORE OUR 
FAVOURITE LOOK: JENNIFER 
LAWRENCE IN DIOR AND CHOPARD 
JEWELLERY; JENNIFER LOPEZ IN 
GIAMBATTISTA VALLI HAUTE 
COUTURE AND HARRY WINSTON 
JEWELLERY AND CATE BLANCHETT 
IN GIVENCHY HAUTE COUTURE 
DRESS, TIFFANY & CO. JEWELLERY, 
AND ROGER VIVIER BAG.
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United Developers, a Qatari real estate development 
company, partnered with Vogue Paris Magazine on 
their 95th anniversary celebration to promote their 
upcoming QAR 5.5 billion mixed-use development, 
Place Vendôme, currently underway in Lusail, 
Qatar. The event was held in a mansion located 
near the Arc de Triomphe, in Paris and welcomed 
some of fashion industry’s key figures, from CEOs 
and designers to models, editors and famous 
artists. The development draws inspiration from 
the famous Parisian high-end shopping street, Rue 
de la Paix, of which Place Vendôme is the starting 
point. Slated to open in the third quarter of 2017, 
this project will host two, five-star luxury hotels, 
serviced apartments, a mall featuring up to 400 
different retail outlets and a central entertainment 
amphitheatre. Place Vendôme is set to bring a unique 
experience of fine fashion, luxury, lifestyle and 
architecture to the Middle East region.

PLACE VENDÔME PLAYS HOST TO VOGUE 
PARIS’ 95TH ANNIVERSARY CELEBRATION

LITTLE MIX TEAMS UP ON NEW SPORTSWEAR COLLECTION

Little Mix has been named the new global 
ambassadors for sportswear brand USA 
Pro. The UK stars are set to team up with 
the label on their very own collaboration, 
which is due to be released next summer 
2016. In addition to their own line, they 
will also feature in a new TV advert, 
which is due to air in January. The band, 
comprising Jade Thirlwall, Perrie Edwards, 
Leigh-Anne Pinnock, and Jesy Nelson, will 
each work on collections that reflect their 
individual personalities and approaches 
to fashion and fitness. This will be Little 
Mix’s first move into the fitness world. 
“We can’t wait to be involved in the 

design process as we have got so many 
ideas already,” said Pinnock. Brand 
Manager Rebekah Walker said, “They’re 
all young, beautiful and stylish and they 
have their own personalities, tastes and 
body shapes. These values of individuality 
and inclusivity fit perfectly with USA Pro. 
We’re really proud to have them as global 
ambassadors.” It is the second high-
profile lifestyle collaboration the band has 
announced this year, following the release 
of their debut perfume ‘Gold Magic’ 
over the summer. The current USA Pro 
range is available at usapro.co.uk and 
sportsdirect.com.



JEAN PAUL GAULTIER SET TO DO
A CAMEO IN NEW ‘AB FAB’ MOVIE

FOR THE LAST TIME

After almost 28 years at Vogue, the magazine’s legendary 
creative director and chief stylist Grace Coddington is 
stepping down from her title to take on outside projects, 
including commercial work. A representative for Vogue 
confirmed she will assume the role of Creative Director at 
large. Coddington will continue to style at least four editorials 
per year, keep an office at the magazine’s headquarters, 
attend shows and remain on the masthead.
 According to Business of Fashion, Coddington is already 
planning to develop a fragrance with Comme des Garçons. 
“But it will be nice to collaborate, and nice to go out [and] give 
talks to people,” she told the publication in an interview. “It’s 
just another approach. I’m certainly not going into retirement. 
I don’t want to sit around.” Coddington also said Vogue 
Editor-in-Chief Anna Wintour is supportive of the change.

Fashion icon Jean Paul Gaultier will make a cameo 
appearance in the new Absolutely Fabulous: The Movie. He 
has joined a long list of fashion celebrities making cameos 
in the upcoming film, including designer Anya Hindmarch 
and models Kate Moss, Abbey Clancy and Cara Delevingne. 
The comedy, Absolutely Fabulous: The Movie, is based on 
the television show about fashion publicist Edina Monsoon 
and magazine editor Patsy Stone and their wild lifestyle 
in London. It is directed by Mandie Fletcher and written 
by Jennifer Saunders, who also stars in the film as Edina 
Monsoon. Patsy Stone is played by Joanna Lumley. The film 
will be released in the UK and Ireland on July 1, 2016.

Following a successful Autumn collection last year, 
Japanese brand Uniqlo will release its new 2016 

spring/summer collection created in collaboration with 
French designer Christophe Lemaire. This will be their 
final collaborative project. The collection will consist 
of 35 pieces for women and 37 for men in a casual and 

comfortable style using light materials. A colour palette 
of ash grey, dark black, vivid white, blue-green and 
mahogany has been used throughout the collection. 

Dresses, shirts, jackets, T-shirts, pants, skirts and 
shorts are also included. For the first time, Lemaire 

and Uniqlo are presenting a range of unisex shoes. The 
collection goes on sale from March 4. 

GRACE TAKES A BOW
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Yiqing Yin is the first Chinese-born designer to be initiated into Paris’s 
elite coterie of haute couture creators. She recently quit as artistic 

director of Leonard to concentrate on her own label and is also one of 
the youngest to be named an haute couture designer. Yin, who grew 
up in France after moving from China at the age of four, will feature 
her work in the upcoming haute couture shows, which are set to take 
place in between January 24 and 28. Yin studied at France’s famous 
national school of decorative arts before winning the Andam prize 

for her first collection in 2011, the same year she was invited to show 
her work at the haute couture shows. Her big break was when actress 

Audrey Tautou chose to wear one of her intricately pleated dresses 
at the awards ceremony at the Cannes film festival. Only 14 fashion 

houses are associated with haute couture, In addition to Guo Pei, 
Dutch designer Iris Van Herpen and French designer Yacine Aouadi 
have been invited to show as guests during January’s catwalk shows.

YIQING YIN BECOMES HAUTE COUTURE DESIGNER

Actresses Shay Mitchell and Nina Dobrev have 
joined Free the Children’s ‘WE Are Stronger 
Together’ campaign which is focusing on the 
charity’s Rafiki bracelet. The stars have been 
unveiled as the faces of a month-long global 

philanthropic advertising campaign powered by 
IPG Media brands. More than 1400 women in 

Kenya make these Rafiki bracelet and help raise 
money for water, healthcare, school supplies 
and healthy meals in communities in Kenya, 

India, Ecuador, Haiti, Sierra Leone, Tanzania, 
Nicaragua and rural China. Women are employed 
through Free The Children’s sister organization, 
Me to We, and employees take part in financial 
literacy and leadership training throughout the 
year, are empowered to become leaders in their 
communities and provide for their children and 
families in ways they were not able to do before. 

“I wish for everyone to join me in supporting 
this campaign and to help transform the lives of 
those who need it most. It is a powerful fashion 

statement when you wear your passion for 
changing the world,” said Shay Mitchell. “I have 
had the opportunity to visit Free the Children’s 

partner communities in Kenya and connect with 
the ‘Maasai Mamas’ who make these beautiful 
Rafiki bracelets. Seeing the impact first-hand 

is an experience I’ll never forget.” Rafiki 
bracelets are available at we.org and selected 

retail stores. Each bracelet comes with a unique 
code for consumers to trace the gift donated at 
trackyourimpact.com. The campaign will run 
across five continents from December 26 till 

January 26, 2016.

A GOOD CAUSE
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SAVE
1 	 Graphic knit tee, QR140.
2 	 Lace pencil skirt, QR100.
3 	 Pattern cuff, QR52.
4 	 Fauna print scarf, QR140.
5 	 Crochet top, QR80. 
All items available from H&M at Villaggio Mall.

SPLURGE
1 	 Fringe dress, QR6,000, Emilio Pucci, The Gate Mall.
2 	 Graphic human scarf, QR1,200, Emilio Pucci, The Gate Mall.
3 	 Butterfly ring, QR1,400, Alexander McQueen, Porto Arabia. 
4 	 Donald Robertson Stacey Montage cardigan, QR1,092,
 Alice + Olivia, Lagoona Mall. 
5 	 Box pleat skirt, QR1,090, Alice + Olivia, Lagoona Mall.

Trans-season is often diverse, 
meeting different needs for 

different shoppers. But this Resort 
2016, prints and materials take 

the limelight. Be it lace, or leather, 
fabrics are tactile to the touch 

while colours are bright and vivid, 
interchanging into prints and graphic 

reinterpretation. Sometimes, both 
colours and materials come together 
to create a 3D-like experience where 

motifs come alive at the touch of 
the fabric. With the complex visual 

to the eye, keep the silhouettes 
simple with straight-cut dresses, 
or easy separates. Finish the look 

with minimal pieces of accessories 
of the same concept – intricate 

conversational pieces that are both 
subtle, yet impactful. 

BY DEBRINA ALIYAH

SAVE
VS

SPLURGE

1

1

2
2

3

4

4

5

5

3

TACTILE
COLOURS
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RADAR  AN EDIT
OF THINGS 
THAT ARE 

HOT NOW

With the launch of the Pilot Episode – a new creative 
direction at the Italian house, Emilio Pucci introduces 

the Blasone handbag, a debut signature style for the 
house. The first variation reinterprets Pucci’s DNA 
code of fringe detailing in a new relaxed mood with 

just a touch of irony. This effect is accomplished with 
a cotton top handle bag with animated crochet fringe 

with knots. The second style highlights the new Emilio 
Pucci logo against a vibrant array of colours and sizes 

with unique origami and top handle construction.

Here’s the smartphone that will outshine everyone’s else 
in the room; a limited edition iPhone 6s adorned with a 

thousand diamonds. The Calypso Diamond is part of the 
new Calypso range from Givori, featuring 1091 diamonds 
in total of 10 carats. The precious stones are set in a pure 
white gold frame, with black platinum embellishing the 

commanding front face of the device. Other models in the 
range feature individually carved malachite, mother-of-
pearl, and onyx pieces in fish scale patterns, inspired by 

the mystical creatures of the seas. The malachite edition is 
set in a solid yellow gold frame, while the mother-of-pearl 

edition in a rose gold frame. Only fifty units of the diamond 
edition are available at QR109,999 while the other 

editions are priced at QR22,999 at select Damas jewellery 
boutiques, Harvey Nichols and Bloomingdales Dubai. 

BLASONE HANDBAG

BLING RING
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The fast fashion retailer has 
definitely gone onto the next 
level in its design pursuits. The 
brand’s highly coveted Conscious 
Exclusive collection this year 
sees an artistic collaboration 
with Musée des Arts Décoratifs, 
located at the Palais du Louvre in 
Paris.  Designed with inspiration 
from the archives of the museum, 
the collection will launch in April 
in connection with the opening 
of the ‘Fashion Forward – Three 
Centuries of Fashion’ exhibition.  
Parisian art director, style maven 
and sustainability champion, Julia 
Restoin Roitfeld, will be the face of 
this campaign. “I think that the idea 
of creating a collection inspired 
by the history of art and fashion is 
brilliant. Especially since it’s made 
with innovative and sustainable 

materials which are the future of 
fashion,” says Julia. The H&M 
design team has worked closely 
with the museum to find inspiration 
from its collections of centuries 
of fashion, as well as the work of 
artists such as Gustave Moreau. 
The result is a glamorous line of 
modern red carpet pieces infused 
with the tactile charm and aesthetic 
legacy of history. “With this 
collection we have taken the idea 
of sustainability to greater heights. 
Working with innovative materials 
such as beads and rhinestones 
made from recycled glass and 
Denimite, a material made out 
of recycled worn-out denim, we 
have created contemporary styles 
imbued with a sophisticated 
charm,” says Ann-Sofie Johansson, 
the brand’s creative advisor.

Twenty-six colourful pompoms 
depicting the individual roman 
alphabet have taken the social 
media world by storm through 
the #ABCharms hashtag. The 

adorable set of alphabet fur 
charms from Fendi is the latest 

extension of the brand’s successful 
lucky charms trend that kicked off 
through the Bag Bugs. Each one is 
created entirely in fox fur, and is 

hand-made by the brand’s artisans 
in tune with Fendi’s philosophy 
of craftsmanship even for small 

accessories. Different letters come 
in different colour combinations 
and we highly recommend going 
the full-mile by attaching all your 

initials onto your bag!

ABCHARMS

H&M CONSCIOUS EXCLUSIVE 2016
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Mahabis has given a whole new cool reputation to the humble 
old house slipper with its minimally yet brilliantly designed 
The Slipper. With a detachable sole, these slippers go from 

indoor comfort to outdoor wear in seconds. The original 
version is made from wool and keeps warm when outside while 

maintaining breathability when indoors. The soft structure 
of the slippers is made more comfortable with a collapsible 

heel for easy wear. But what’s really on our radar are the 
detachable soles that come in a variety of fun colours, and are 
interchangeable to suit your mood for the day. The slipper is 

now also available in a mesh material for summer, and there’s 
a limited edition gold sole collection that is just perfect for 

our region. Functionality meets chic is the game here, and we 
think it’s acceptable just this once for us to wear the same pair 

of shoes all day. Shop them at www.mahabis.com

Farfetch’s latest collaboration with 
London-based footwear brand Swear
has just sealed the shoe trend for 
2016 - the ultimate pair of sneakers. 
The project, MySwear, is a footwear 
customisation platform where shoppers 
will be able to customise their sneakers 
in just about any shape, colour and 
material you can think off. There are 
sixteen unisex silhouettes to choose 
from and materials include exotic skins 
of python, ostrich and crocodile. The 
interactive platform is a fun experience 
itself where you get to experiment  
over and over again before making a 
decision, since every little detail of the 
shoe can be personalised. Farfetch and 
Swear have also tapped 50 ambassadors 
— including singer-songwriter Sky 
Ferreira and model Barbara Palvin — to 
create their own pair of MySwear shoes, 
so you can check out the ambassadors’ 
designs for some ideas.

THE ULTIMATE SLIPPER

FARFETCH X SWEAR
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FENDI ‘S DOTCOM BAG

It is as structural and functional 
as it is sophisticated and versatile. 
The newest addition to the house 
of FENDI, the Dotcom bag made 
its debut in this year’s Resort 
collection. The design is minimal 
and elegant with its chic and classy 
details. Each bag comes with a 
removable pouch which is visible 
from the colour contrast dot in 
front of the bag. Serving a dual 
purpose, the pouch can be used as 
an in-bag to hold smaller items or 
it can be detached for nighttime 
use as a clutch. It has a structured 
shaped that is incredibly soft to the 
touch, which is the key strength of 
the tote bag. Universal in size, the 
Dotcom bag is spacious and not 
oversized. Whether you carry an 
ipad or work documents, there is 
always sufficient space. The two 
macro-zipped sections and double 
internal pockets are perfect for 

keeping your cell phone and credit 
cards. Presented in five purse 
and pouch colour combinations 
(black and blue, dove grey and 
red, brown and pink, light blue 
and navy, and white and black), 
each has a detachable shoulder 
strap that can be replaced with any 
individual straps, including a pretty 
plexiglass-studded one. Metal 
parts of the bag are in palladium 
which matches the silver embossed 
FENDI Roma logo. The iconic 
FENDI studs appear on the inner 
pouch and are visible from the 
outside, giving a micro touch to 
this timeless bag. The new Dotcom 
bag is like having two bags in one, a 
multifunctional piece that has been 
reworked with creativity, says Silvia 
Venturini Fendi. So, rather than 
having a bag that only has one look 
and function, this one allows you to 
customise it for any occasion.



BY ANAND GEORGE ZACHARIAH, CONTENT MANAGER
AND STRATEGIST, FLEISHMANHILLARD UAE

D I S R U P T I V E 

T E C H N O L O G Y
What Fashion Startups in the Middle 

East Can Learn From Burberry

When Burberry launched its Autumn/
Winter 2016 menswear collection in 
January on Apple TV, it entered a relatively 
uncharted area of consumer engagement. 
But with its illustrious history of pushing 
the envelope, it was in keeping that 
Burberry used disruptive technology 
to showcase its launch. Using iconic 
assets, through smart positioning, and 
successfully blurring the lines between its 
physical and digital existence, Burberry 
has ensured it protects its inherently 
British identity and 160-year legacy, 
while building an ecosystem of authentic 
experiences.

Such a commitment to innovation is 
laudable in the face of a slowdown in 
the luxury sector.  Burberry has artfully 
married heritage with innovation, 
increasing its presence on newer platforms 
such as Periscope and Snapchat, and 

collaborating with the likes of celebrated 
photographer Mario Testino. In fact it’s 
reported that the company decided not 
to cut any marketing budgets in spite of 
the economic climate. Traffic driven by 
these platforms has apparently resulted in 
mobile accounting for 40% of visits to its 
sites and more sales in total from smaller 
screens.

In 2016, the challenge for luxury brands 
in this environment is to successfully 
navigate market volatility driven by 
currency swings and fluctuating tourist 
flows, says Bain & Company. The sector 
also has to meet consumer demand that 
is increasingly reflecting a “see now, buy 
now” mentality.

Ensuring that a customer in Mumbai, 
Shanghai or New York will have the same 
standard of experience has come to be a 
signature that has furthered Burberry’s 
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D I S R U P T I V E 

T E C H N O L O G Y

Burberry Designer and CEO, 
Christopher Bailey acknowledges 
the audience following the 
Burberry Prorsum Autumn/
Winter 2014 London Collections.
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Selections from Burberry’s 
Menswear Spring Summer 

2016 Collection
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unique brand of storytelling. In an 
interview with Wired, Christopher Bailey, 
Burberry’s CEO, says that design and 
creativity are what make Burberry tick. 
He added that customers must be able 
to ‘feel’, given that it is human nature 
to have a physical experience.  He also 
spoke of how everything needs to live and 
breathe in a context, and how a product 
has its own history and story that needs 
to be told. The brand’s strategy reflects 
the fact that cultures around the world 
are interpreting and translating products 
differently, which in turn is unearthing 
unique usage insights, driving innovation. 
Digital adoption has allowed such a form 
of storytelling and understanding.

Burberry’s physical stores are driving 
conversations, conversations that are 
hosted on digital platforms, with the store 
mirroring a physical manifestation of its 
digital site. A fifth (20%) of Burberry’s 
digital sales are now collect-in-store and 
a quarter (25%) are made on iPads. With 
a unique mix of connected technologies, 
Burberry has successfully blended the 
two worlds, especially at its 121 Regent 
Street flagship store. Changing room 
mirrors flip to show images of the 

specific piece on the catwalk or on film 
interacting with RFID chips embedded 
in the clothes. More recently, the in-store 
‘Burberry Booth’ allowed consumers to 
film their own versions of ad campaigns, 
using clever video-stitching technology.

Its clever digital strategy ensures 
the successful incubation of several 
sub-communities within the lifestyle 
business, each one influential on its own. 
Transcending siloes and recognising 
the clout of the millennials, Burberry 
continues to grow its digital platforms 
such as Art of  the Trench (microsite 
with crowdsourced content for lovers 
of the iconic trench coats) and Burberry 
Acoustic (featuring new talent in 
tastefully done videos and creative 
product placement). 

In September 2015, Burberry also 
became the first global brand to launch a 
dedicated channel on Apple Music.

Burberry might be a far-fetched model 
for a budding startup to replicate, but it is 
important for a digital strategy to be put 
in place right at the onset, to ensure that 
brands tap into the right conversations 
and are heard, talked about and shared 
by the right mix of people. Data mined 

from these digital platforms can help 
identify, attract (and keep) customers, 
determine prices and predict future 
trends.  Fashion is predicted to be driven 
by the rapidly rising e-commerce market, 
a relatively new phenomenon in the 
Middle East, yet one that was expected to 
reach $15 billion by the end of 2015.  Not 
restricted to e-commerce alone, digital 
needs to be part of the core business 
strategy of any fashion business waiting 
to spread its wings. This is already being 
reflected by an increase in senior digital 
appointments across the fashion industry. 

In the Middle East, with the 
establishment of Dubai Design District 
and Dubai Fashion Council, incubators 
are giving startups a platform that few 
global communities have access to. The 
industry stands to gain from the tech 
explosion in the region. In an analysis, 
CNBC cites Dubai’s unique geographic 
advantages, its economic diversification, 
and free trade policies, as giving it 
unique leverage to grow in this direction. 
With all these promising indicators, it’s 
only a matter of time before we see the 
next big thing in fashion emerge out of 
the Middle East.

The brand’s strategy reflects the fact that cultures 
around the world are interpreting and translating 
products differently, which in turn is unearthing 

unique usage insights, driving innovation.

Benjamin Clementine performing
live at the Burberry Prorsum 
Menswear Spring Summer 2015 Show
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Bague Coeur ring, Messika Paris,
Ali bin Ali Jewellery.

Pink Dallah tote, Fyunka, SIVVI.com

Lips motif flats, Roger Vivier,
Level Shoe District.

Givori iphone cover

House of Nomad top, QR1755.



Gancini leather bracelet,
Salvatore Ferragamo, Porto Arabia.

IN LOVE AND FASHION
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Bird coin case, Tory Burch, Lagoona Mall. 

Genoveva bag, Aigner, Porto Arabia.

Polka socks, Happy Socks,
SIVVI.com

FROM SUGARY SWEET SANDALS 
TO LIPSTICK PERFECT BAGS, GIFT 

YOURSELF SOMETHING CHIC 
THIS SPECIAL MONTH OF LOVE.

Opus IX 50ml,
Amouage, 
Amouage
Boutique, 
Lagoona Mall.

Agent Provocateur







BY DEBRINA ALIYAH

THE
SEASON OF 
GRAPHIC 
MELANGE

Prints, lines, motifs. The busier
the print, the better the impact.

R E S O R T  2 0 1 6  C O L L E C T I O N  R E P O R T
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C H A N E L

Karl Lagerfeld goes to South Korea, specifically the Dongdaemun Design 
Plaza, to unveil a collection equally as futuristic as the Zaha Hadid-

designed space. An explosion of bright colours - fuchsia pink, coral and 
intense orange, violet, celadon and mint green, turquoise and royal blue, 
come to life in woven tweeds and textured cotton. Light and diaphanous 

fabrics like the late Coco Chanel’s favourite shantung, linen, organza, 
and tulle are interlaced with geometric patchworks while multi-coloured 

stripes are combined with delicate floral and geometric marquetry-
style embroideries. Jackets with large sleeves and rounded shoulders 

find inspiration from the traditional dress of the Korean peninsula, the 
hanbok. Collars are flat, folded or notched, trousers are cut wide and 

short, or tightened at the hem, and skirts are pencil or straight cut just 
below the knee. For evening, dresses are voluminous with very high 

waistlines. As a tribute to the show’s location, the collection reinterprets 
Asian sophistication with a contemporary spirit.
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P H I L I P P  P L E I N

This collection is a sophisticated marriage of signature non-
conformism and high cultural references. Classic waisted evening 

coats and A-line dresses are elegantly cut in silk fabrics, with 
an injection of youth through bold prints and emoticon motifs. 
The emoticons feature heavily in the collection, magnified and 

rendered in Swarovski Elements, lending them a pixelated quality 
reminiscent of vintage games like Pac-Man and Tamagotchi. 
We see them emblazoned across bomber jackets and as luxe 

additions to the signature accessories. Drawing inspiration from 
contemporary art, the pieces elevate the quotidian to the status of 

must-have, while maintaing the brand’s key element of fun.
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M A R N I

Exploring feminine extremes and championing personality and individualism, the collection 
is one that brings idiosyncratic style to the forefront. Take for example, a deconstructed tunic 

that is worn with a long sleeve top and a dress over a skirt. The silhouette is fluid and long, 
with volumes and asymmetries that create lines in constant movement. Graphic contrasts of 
colours and prints that are both matching and clashing create visual illusions. Contrast lies 
between the soft textures of satin pieces that skim the body - asymmetric skirts, geometric 

tops and trousers - and the visual boldness of patterns on masculine pressed velvet suits, 
jacquard lurex knits, and feminine dresses. The knot, a deconstructed bow, allows for room to 

play with different silhouettes, while the bold prints are drawn from stardust constellations, 
dreamy blotches, oversized blooms, and small flowers. Accessories reinforce the contrasts:

wooden-soled ballerina shoes with glittery toes, chunky glittery sandals, flat sandals, 
masculine lace-ups, small shoulder bags in pale hues, and embroidered clutches.
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R E E M A M I 

Reema Al Banna explores the iconography of food in social media through instafood-
inspired, hand-drawn and illustrated prints and graphics that allude to how food has 
seamlessly become part of our daily lives, aesthetically and socially. “Are your food 

pictures on Instagram often suggestive of a moment that you haven’t even had the chance 
to experience yet? Is what you post on social media sometimes better than the real 

moment?” the designer asks. Ordinary food items including coffee cups, plates, chopped 
onions and fried eggs find their way onto the brand’s signature architectural cuts. For the 

first time, Reema experiments with suede and linen in autumnal hues, and introduces 
simple geometric shapes, square and rectangular panels on solid panels, to provide a fresh 
versatile look. Statement pieces include short and ankle skimming dresses and jumpsuits, 

while maintaining staple separates of jackets, trousers, and skirts.
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N A D I N E  A R T O N

The designer behind GlamOnYou, Nadine branches out in a special capsule collection under 
her own name,  represented by dynamic cuts and distinctive prints in two categories, ‘City’ 

and ‘All around the world’. Nadine’s inspiration for the collection comes from her travels 
around the globe as well as beautiful cultural elements which are brought to life through the 
designs. Billowing tops combined with elegant skirts, alongside beautiful dresses to suit any 

city or occasion form the City collection. The Shanghai Kaftan takes you back to strolling 
through the modern and cultural Chinese city while the feminine and flirty London dress 
gets you ready for that 8-hour workday. The “All around the world” line combines vibrant 

and geometric prints, bright materials and dazzling pastel colours, all appropriate for a 
modern and cosmopolitan woman searching for comfortable dresses for the day as well as 
elegant dresses and gowns for the night. Whether it’s Tokyo, Casablanca or Beijing, add a 
pop of polka dots to your wardrobe with the Venice dress or check out the crochet Moscow 

long skirt for a style experience all around the world.
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V I C T O R I A ,  V I C T O R I A  B E C K H A M 

“I wanted this collection to offer versatility, as we broaden the label to reflect the 
complex lives of the VVB girls,” explains Victoria Beckham. “I travel a lot and 

so do my customers – with this other side of my wardrobe, it’s important to keep 
things easy and wearable as well as fun.” Drawing inspiration from the striking 

colour combinations and graphic motifs of circus fairground iconography, an 
upbeat candy palette builds against contrasting black backgrounds and outlines. 
Vibrant transfer patterns, floral prints and 3-D embroideries are carried across 

a variety of materials, while the swirling lines of Victorian circus posters are 
incorporated into hems and scalloped edges. The relaxed glamour of the 

signature dresses blends with the workwear pragmatism of the label’s new
denim line to establishing a more comprehensive design universe.
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M A R C  J A C O B S

The collection, presented against a sunny, yellow backdrop by set designer Stefan Beckman, 
is an extension of the ideas and techniques from the previous collection, translated in 

lightweight fabrics and a more focused colour palette of black, white and red. Classic Marc 
Jacobs elements such as broderie anglaise, were seen on jackets paired with matching skirts, 
sheath dresses with sheer panels and printed onto long silk jersey dresses for a trompe l’oeil 
effect. Double-faced wool crêpe jackets embellished with bejewelled cabochon and glitter 

vinyl badges, sweatshirts adorned with geometric motifs and sailor pants with mis-matched 
buttons, were shown with blouses featuring oversized intricate daisy guipure collars. Evening 

wear continues to be a focus, with off-the-shoulder crêpe column gowns and sheer floral 
embroidered dresses, accented by dyed goose feather collars. Bold pops of colour with 

platform boots in metallic blue, gold and red leather have been used. Vintage-inspired details 
adorned handbags, in suede, calf and python, all in signature Marc Jacobs shapes.



E M P O R I O  A R M A N I 

The collection explores the brand’s codes of experimentation, 
practicality of use, and versatility, to create an aesthetic in which 

contrasts merge between masculine and feminine energy. The 
silhouette is soft, rendered liquid by fluid materials, creating garments 

with soft volumes that highlight the physical agility of the body. 
Lightweight wool and silk fabrics come together with technical 

materials in an idea of a new pragmatism. Floral prints feature a petal 
pattern in delicate pastel colours, softening masculine garments. 

De-structured jackets and overcoats are worn with Bermuda shorts 
or flowing pants, while embroidered jeans take on an exquisite look. 

Leather garments are processed to enhance the material’s tactile nature.
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D I O R 

“I wanted an idea of freedom, playfulness and individuality to come to the fore in this collection, 
especially in consideration of the Dior archive,” explains Raf Simons. “It is not a heavy concept; it is 
light and young and there is a literal lightening of this clothing to make it fresh. Much of the design 
architecture comes from Mr Dior’s manteaux, his coats. But the heavy fabric is stripped away, the 

scale is played with and elements of their style are ‘collaged’ into other forms and garments.” Down-
to-earth utilitarian garments are contrasted against those of traditional elegance in the collection, 

where a confluence of styles, patterns, textures and techniques evoke the multi-layered world of 
the South. The overall and the artist’s smock, the bathing costume and the bias-cut evening gown 
all sit easily side-by-side. A ‘handmade’ sensibility comes into play with the exploration of more 
‘homespun’ crafts and traditional techniques, with the atelier’s take on crochet, smocking and 

patchworking. Land, sky and seascapes find form in collaged lurex fabrics and furs are knitted to 
form more tapestry-like structures that further abstract the organic world in scarves and dresses.
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BY KAREN NICOLET

A
MOROCCAN

AFFAIR
A N N A  D E L L O  R U S S O  D O E S

D O H A  W I T H  T O R Y  B U R C H
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F
ashion maverick and street-style star Anna Dello 
Russo took Doha by storm to celebrate the launch of 
Tory Burch boutique in Lagoona Mall . The editor-at-
large and creative consultant for Vogue Japan flew in 
to Doha for this exclusive event where she hosted a 
cocktail party followed by a private personal styling 

appointments at the boutique the next day. 
To celebrate the opening of the store, the Tory Burch Lagoona 

Mall boutique has been transformed into a Moroccan riad, 
using the traditional print from the brand’s Autumn/Winter 
collection. The sophisticated setting offered a romantic and 
sophisticated backdrop to showcase the wide assortment 
of Tory Burch collection including ready-to-wear, shoes, 
handbags, small leather goods, watches, jewellery and other 
accessories. 

Anna Dello Russo mingled with Doha’s most fashionable 
crowd and celebrated with style influencers Ascia AKF, Tamara 
Gabanni, and Tala Samaan who flew in to join the fashion fête. 
Ascia is a huge supporter of the Tory Burch and has teamed up 
with the brand during Milan Fashion Week. 

The following day, the Italian stylist hosted a private styling 
sessions with pieces from Tory Burch’s Fall 2015 and Resort 
2016 collections for a select group of Qatari women, including 
Doha’s very own style influencer Sheikha Raya Al-Khalifa. Anna 
gave us a quick low-down on her relationship with Tory Burch 
and on her street-style status.

Tell us about your collaboration and your relationship 
with Tory Burch?  

I always attend her fashion shows in New York and meet her 
backstage. When she opened the boutique in Milan, we had the 
chance to talk more and we developed the idea of collaboration.

What do you admire most about Tory Burch?
I like Tory’s lifestyle. She represents the American Dream. Her 
brand is modern chic and ageless.

What fashion differences do you see between the Middle 
East and the rest of the world?
Nowadays, there are very little differences between the 
different markets. There is a globalization of styles and thanks 
to the social media channels the information is more usable.

You were one of the original street style stars, how do you 
think the phenomenon has evolved over the years? 
Street Style has influenced the industry a lot. It is a kind of 
business for the companies and for the photographers. Street 
style influences the trends in the same way as the fashion shows.

How has being a fashion icon changed the way you work 
as a stylist? If at all.
Is like a new job. Before the social media revolution, I used to 
change only one outfit for day during the fashion week. Today 
to please my followers and the photographers I change my outfit 
at list four times in a day.

Emerging brand that has caught your attention lately? 
Vetements.
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Leila Yavari, Fashion Director of the online retailer, Style Bop, has 
certainly much more to offer than her fashion sense, which is moving 

away from trends and inclining towards a lot of experimentation.

Yavari, with her Iranian roots, uses her experiences to give us an insight into the 
business of fashion. She is gravitating more toward uniform dressing. “You want to look 

put-together but don’t want to dwell too much on what to wear,” she said in a recent 
interview with Vogue. She speaks to Glam about the lack of any defining trend in the 

season and gives readers some fashion tools to put to use.

LEILA YAVARI’S 
FASHION 101

THE END OF TREND DRESSING:

BY SINDHU NAIR

Yavari in a Marco de 
Vincenzo dress, Fendi bag, 
Rupert Sanderson shoes
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Is online retail the future of fashion retailing? How important do 
you think social feeds are for fashion brands?
E-commerce is definitely leading the way when it comes 
to retail. I think the richness and variety, combined with 
convenience and the ability to reach so many parts of the 
globe has really reshaped the industry. In this, social media 
has played a crucial role as customers are more informed 
than ever before, with access to up-to-the minute updates. 
This creates more focused and discerning shoppers, who we 
love to engage, not only with our buy but also our exclusive 
editorial content.

 
From a degree in political science to a fashion icon. Describe your 
journey through the most vital elements that made you take the 
turn in your career. Any regrets?
I’m hardly an icon but thank you -that’s very flattering. It’s 
really been an unexpected path full of surprises, but I think 
each step has served to enrich my experience and hopefully 
that’s reflected in my current work. My years at university 
were certainly crucial for me, but also the years afterward 
modelling, which exposed me to a whole different world. 
During those years, I really learned so much about the 
ins and outs of the industry, from buying and editorial to 
constant travel, and those are skills that I still implement to 
this day and I am grateful for. As for regrets? I don’t like to 
think in those terms as sometimes the best things come from 
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braving the unexpected. 

Tell us about your fashion favorites. Which designers’ work do you 
look out for? Which brands do you think will make the greatest 
impact globally?
Valentino always ranks among my favourites. The balance 
between modernity and romance is incredible and I think the 
brand has had a profound impact on the course of fashion 
over the last few seasons, from the focus on embellishment to 
their championing of demure silhouettes. The craftsmanship 
is also exquisite. Fendi is another favourite-their accessories 
are incredible, as well as the fun spirit they infuse into luxury. 
Celine is another standout-I love the modernism and focus on 
wardrobe pieces combined with a subtle sensuality. Phoebe 
Philo is definitely one of the great fashion talents of our time.  

 
Do you intend to go into designing and having a fashion line of 
your own?
Not at the moment! I have plenty to keep me busy, but I can 
see how collaborating with a label could be a fun, creative 
challenge. Perhaps down the line...
 
How important is the Middle East to Style Bop?
The Middle East is a very exciting new market for us. It is 

She is all decked in an 
evening gown from 

Alexander McQueen 
and Alaia shoes
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such a rich and diverse region, with such a deeply rooted 
appreciation for luxury. It’s definitely a conversation we are 
excited to develop for many seasons to come. Being Iranian, 
this also has personal resonance for me-and this is something 
that I bring to the buy, picking out specific pieces and 
accessories that feel personal.

 
What is the defining trend of 2016 for fashion?
Perhaps, it’s the end of trend dressing as we know it. The 
Spring/ Summer runways were all about diversity and artful 
contradictions, from retro inspired pieces to minimalist 
tailoring, super feminine flourishes as well as nods to 
masculine dressing. Perhaps this reflects the variety of 
the current market, and the demand for fashion that is not 
cookie-cutter but personalized and unique. For us, this is very 
exciting, as we’ve always championed this approach and we 
hope to keep building upon it. 

 
Designers had long since complained about the competitive spirit 
of fashion and how taxing it is to keep churning out designs every 
two months. Do you think this is sustainable?
This is something that has definitely been in the news lately-
and it is hard to gage what the long-term impact will be. I 
think perhaps a new balance needs to be achieved between 

Yavari seen here in Lanvin 
dress and cape, Alaia shoes



creativity and the growing pace of fashion. 
 
Name four New Age designers who have not yet become famous 
but you have placed your bets on them.
My current favourite talents-on-the rise include Ellery. 
I love her approach to tailoring and her ability to make 
pieces that are both pared-down and effortlessly feminine. 
Her ruffled blouses and cropped flares are definitely 
key additions for Spring 2016. Vilshenko is also very 
enchanting. Her ability to spin folkloric elements in such a 
contemporary way is very refreshing. Her printed silk maxi 
dresses are among the season’s best. Vetements is also 
doing very exciting things. In just a few seasons, they have 
shifted the energy in Paris and introduced a new, youthful 
point of view that is edgy and directional. We expect great 
things from them. 

 
Have you felt that fashion by itself is too demanding and 
relentless in its pursuit of perfection in looks?
I think in many ways fashion might be moving away from 
this. Especially younger designers seem to favour things 
that are quirkier, offbeat and personalised as opposed 
to picture perfect. This feels more modern to me and 
it’s something that resonates with real women-that’s an 
important connection.

48
Celine dress,

Dolce & Gabbana
knit and Maison
Margiela shoes
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Can you select your choice for Glam- a whole line of daywear 
with accessories and another for evening gowns from Style Bop?
Daytime: This season, I like to balance a 90’s minimalist 
palette with femme flourishes for an unexpected contrast.

1 		Rochas Wide- Leg trousers
2 		Ellery  jacket
3 		Robert Clergerie platforms
4 		Fendi tote

Evening: I love the pastoral romance of this silk dress.
The gladiator sandals add an expected touch – almost
a little surprise underneath – which is subtly seductive. 

5 		Vilshenko floral print dress
6 		Valentino gladiators
7 		Alexander McQueen clutch

1

2

5

7

6

4

3
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THE
NEW

QUEEN
OF

ROCK
&

ROLL
BY DEBRINA ALIYAH
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L
os Angeles natives will wax lyrical about Thomas 
Wylde, the rock ‘n’ roll-driven brand that truly 
captures the essence of fast-living in the city 
of stars. Grungy and sexy, it is a wardrobe that 
appeals to the rebellious spirit within us all. For 
the coming spring season, the collection marks 
a new era for the brand with the appointment of 
a new creative director who transitioned from 

the brand’s business operations into its creative realm. South 
Korean Jene Park joined the brand some ten years ago as its 
chief operating officer and has recently been made partner for 
her sharp vision and insight into the brand’s lifestyle. We had 
an exclusive with the multi-talented Jene on her new creative 
vision for Thomas Wylde. 

The Spring /Summer collection has a lot of embellishments, chains 
and jewellery. How important are these for a good outfit?
This is the company’s second collection presented at NYFW 
and my first collection as its creative director. The Thomas 
Wylde brand has always had a rock ‘n’ roll vibe with an edgy 
aesthetic with impeccably tailored, high quality luxury-minded 
special pieces. Almost everything we produce is individually 
made by hand. Each one is cut, sewn and finished by specialty 
artisans. I value the product. I pay more attention to the quality, 
construction and details of the garments more than anything 
else. So it is only natural, to have them adorned not only with 
rare, beautiful crystals, but also multiple sizes of chains and 
crosses intertwining to create truly one-of-a-kind designs. Each 
outfit, no matter how simple it may appear, has its special part 
that stands out. The details I tend to like are high quality, hand- 
made, hard to find and rare – almost like a piece of art. I like to 
give a special touch to every single piece in the collection. 

After your first collection at Thomas Wylde, critics said that 
Thomas Wylde has a softer look now, without all the skull prints 
and accessories. Why did you give up on those themes?
I named this season’s collection ‘Evolution’ because the brand 
has been constantly evolving, just like people and society, 
to the next level. The collection started out having a hard-

edged rock ‘n’ roll personality and has grown into more of 
luxury lifestyle brand. I wanted to move away from the one- 
dimensional image to reach a broader audience by adding a 
soft and modern touch. With that in mind, I add many draped 
and ruffled silk tops and dresses, but still have the rock ‘n’ roll 
edge by adding delicate chains and crosses. I would like to keep 
skulls as a part of classic category as a capsule collection that 
reminds us the roots of the brand and where it all comes from. 

What is your favourite piece from this collection? Why?
I love everything, and it is super hard for me to pick one. 
But, I must say the 16GG fine cashmere bathrobe with 
giant Swarovski crystal cross on the back because this piece 
represents the ultimate luxury as we don’t need a cashmere 
bathrobe, but it’s too cool to not to have. 

Your favourite fabric to work with…
I love ultra luxurious fabric. 100% cashmere, 100% fine 
silk, the most soft and supple leather, super-fine cotton, 
silky lyocell, etc. For me, the collection starts each season by 
selecting the most luxurious fabric. 

What inspires you when you design?
It usually starts with coming up with the season’s theme and 
concept. I live, breathe, and dream the concept of the season 
and discuss with my talented design team about how to tell the 
story. I am super inspired by images so we build mood boards, 
detail boards, listen to music, watch movies related to the 
season’s theme and concept. Once we feel we locked down the 
direction, then I work on developing a collection around the 
theme, which is translated into picking up fabrics, the season’s 
particular prints, hardware and details. 

How important is, from a designer’s point of view, the new media?
I think it is crucial. Nowadays, a brand that does not have the 
big marketing funds behind it, they can still reach and succeed 
through new media. While at the same time, one bad story that 
catches on in the media can kill a brand (John Galliano). So I 
think it is imperative to manage it properly. 
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Q A T A R ’ S  T R I B E  O N  T H E  S O C I A L  M E D I A  S C E N E

OUR OWN
INSTABLOGGERS

BY HANEEN HINDI
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Scrolling through Instagram is like flipping 
through a magazine. For fashion followers, 

this means that #ootd’s, or outfits of the 
day, are probably flooding your feed. Well, 

local fashionistas, get ready to add some 
new faces to your following.
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Q
atar-based fashion bloggers are slowly, but surely, 
giving social media a makeover. Instagram 
blogging has been on the rise in Doha recently, 
especially among girls in their teens and 20s. The 
number of bloggers is still small when compared to 
some of Qatar’s Gulf neighbours, but the 

                              instablogging community is undoubtedly getting 
larger and more fabulous with each double-tap.

Among these fashion-forward individuals is 19-year-old Qatari 
blogger, Hend AlRumaihi, who started a self-titled, private 
Instagram account in 2013 capturing her daily outfits in Doha 
and London. She opened her account to the public just nine 
months ago and already her classic looks have captivated the 
likes of over 100000 followers. 

Inspired by her mother’s flair, as well as by her own interest in 
fashion, AlRumaihi decided to share her style online, exclusively 
on Instagram. Her followers look to her for her timeless yet 
modern look, which she puts together by relying primarily on 
neutral tones and throwing in a statement piece or pop of colour 
every now and then.

AlRumaihi believes that social media has replaced traditional 
blogging because, let’s face it, most people nowadays would 
much rather insta-stalk than click through the pages of a website.

It appears that other style influencers seem to agree. When 
she’s not at her day job at Qatar Museums, Anum Bashir, 29, is 
a buyer for Per Lei Couture and running her own fashion blog, 
Desert Mannequin. Instagram is her top choice because of its 
quickness and cost-efficiency. “It wastes absolutely no time in 
getting the message, or in this case the look, across,” she says. 

The fact that bloggers can curate posts as little or as much as 
they want is another plus, according to Bashir. Posts reflect the 
blogger’s personal style. This is certainly true for Bashir, who 
describes her style as laidback, trendy and androgynous. “With 
the exception of shoes,” she adds. “The funkier the better.”

Husnaa Malik, the 22-year-old behind the fashion, food 
and lifestyle blog, eatsleepbefancy, adds that the young local 
demographic that bloggers want to target transitioned from 
Facebook to Instagram a while back. “Young people in the 
Middle East want to see images rather then read an article or a 
blog post,” she says. 

Husnaa uses her blog to reach this young audience in the hopes 
of providing a positive female role model to look up to. Whether 
she’s in an abaya and heels, or denims and sneakers, she stays 
true to her modest, adaptable and - most importantly - fancy 
style aesthetic.

Another reason Instagram is popular is because it is more 
appropriate for the private nature of the Gulf than, for example, 
Facebook. There are 1.5 billion monthly active users on 
Facebook, whereas only 400 million monthly active users are 
on Instagram, according to their respective press pages. While 
Facebook’s privacy settings are a bit tricky, Instagram offers the 
option to protect your posts from the public in a single switch in 
its settings. 

In a conservative place like Qatar, young girls gravitate towards 
the more private option. “Cultural restrictions exist and can limit 
or stop Qatari girls from starting fashion blogs,” says AlRumaihi, 
who crops her face out of all her photos. “But, nowadays, we see 
loads of Qatari bloggers out there, showcasing their style.” 

Husnaa looks at this with an individualistic attitude. “You can 
never make everyone happy,” she says. “All that matters to me 
is my family and husband, who are supportive. Yes, you get the 
odd cyber troll, but at the end of the day, none of that is relevant 
when you are doing what you love.”

Although there are more bloggers emerging this year, there 
is definitely a long way to go until Qatar reaches the blogging 
status of, say, Kuwait, which hosts hundreds of bloggers. That’s 
why current bloggers in Qatar welcome new ones to join the 
scene.

Bashir gives a word of wisdom to anyone considering starting 
a fashion blog: “Find your niche - something that’ll set you apart. 
And never think small. While your blog may be Doha-based, for 
the Doha reader, strive to make it bigger.”

Husnaa, on the other hand, encourages aspiring bloggers to 
do it for their own sake. “Be yourself, do your thing and stop 
worrying about what the world thinks. If you want to do it, do it 
for yourself.”

More must-follows:
Bombshell: @valerialuzio
Trendsetter: @yourwardrobeqatar
Up-and-coming: @indelg
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Glam talks to the 
creator of Mario 
Uboldi Jewellery 

Art about their new 
architecture-inspired 

designs that are 
sculptural in concept.

BY SINDHU NAIR

THE
BLURRING

OF
LINES
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G
lam has as always believed in the seamless nature of 
design; how a beautiful creation captures attention, 
be it on the ramp, on a building, on the classic lines 
of a jewellery box or on a piece of jewellery.

All are but different facets of design glorified for its 
creativity. It is the story of an architect who feels that 

the complexity and diversity of architecture asks to be exposed to 
different facets within the profession in order to understand the 
entire development cycle, that Glam focuses on.

We turn the focus on André C. Meyerhans, a Swiss architect 
who lives and works in Dubai, and whose creations range from 
250000 square metre urban plans and $1 billion mixed-use 
developments to furniture-like objects, art and now jewellery. 

Meyerhans evolves his designs along academic studies that  
portray a synthesis between objects, art and architecture. His 
work is often based on context-related investigations or on  
parameter interventions that reach through reinterpretation and  
enhancement. 

And thus Mario Uboldi Jewellery Art was born, a line that blurs 
the boundaries between jewellery and art.  It blends the  
language of contemporary art, design and architecture from the  
Middle Eastern culture and fuses it into forms of jewellery 
creating wearable art that is stylish, progressive and creative. 

Comprising of pieces of jewellery for both men and women  
including chokers, colliers, bracelets, earrings, rings, and cufflinks 
in gold, silver and precious stones, Mario Uboldi is the choice for 
the modern woman who wants to make a statement without being 
ostentatious in her selection.

The story of Mario Uboldi Jewellery Art began as a son’s present 
to his noble mother facing a disheartening life challenge. 

Ask Meyerhans if there has been a reason for the move from  
architecture to the role of designer of jewellery and he quotes 
Shakespeare: “There is a method in the madness.”

He says, “I started my career much on the design side when 
working with signature architect Santiago Calatrava and explored 
corporate architecture when creating flagship stores for Alfred 
Dunhil, Cartier and Hugo Boss.”

Fate, says Meyerhans, made him create some jewellery.  
“Initially, they seemed insignificant occurrences dotted on the 
time scale. A decade later, they had an uplift of their own to come 
together to what is now Mario Uboldi Jewellery Art,” he says.

“While jewellery and architecture might not be the same trade, 
my design approach coincides. The transfer of design  
methodology from architecture into jewellery results in pieces 
that are essentially different from jewellery usually seen: the 
creations are more sculptural, the inspirational connection more 
conceptual and the visual appearance describes a form with a 
design right of its own,” he says.

Meyerhans believes that working in different trades  
encourages artists and creators to apply concepts and approaches 

alien to a specific industry; and this transfer of know how creates 
new and innovative things. 

“Not only does architecture influence my jewellery and art but 
my jewellery also influences my architecture. This happens  
obviously on a very conceptual level, but it is a significant  
stimulus,” he says.

Meyerhans’ association with the House of Uboldi is very much 
personal and dipped in the history of a noble family that traces 
back to the 12th century pre-Italy, state of Milan. 

“My mother belongs to the House of Uboldi. My initial  
designs were tokens of love from me to my mother when she had 
a disheartening time in her life. As she did not want to be  
exposed, we reached one generation up. The full brand name is in  
memory of her father, my grandfather,” reveals Meyerhans. “The 
House of Uboldi is a noble family that traces back to the state of 
Milan in 12th century pre-Italy. The Lombard clan first denoted  
itself as leaders in trade, as early as 1198, and later bestowed  
nobility rank by papal decree. Its coat of arms can be found in the 
logo; also the colours come from the heraldic background.”

For Meyerhans, to refer to the House of Uboldi highlights one 
of the emotional-personal notations of the jewellery. “On the 
other side, it keeps the family Uboldi vital beyond the traditional 
family tree which usually – rightly or wrongly – only continues 
with male heirs,” he says.

Meyerhans describes the two ways of designing jewellery: one 
starts with the material and explores the possibilities inherent to 

André C. Meyerhans, creator and founder Mario Uboldi Jewellery Art.



it. The other starts with an idea and then moulds the material 
to suit the idea, and finds the best material to realise the idea. 

“These two approaches describe the two philosophies  
already disputed in Ancient Rome and Greece. The two sides  
debated whether a form already exists within the material and 
the artist only needs to free it or whether the artist is the creator 
who imagines a form and builds it out of a certain material.”

While it might be a bit of a hypothetical discussion, but  
interestingly, most jewellery designers start with the material 
(e.g. stones) and develop the design from what can be done with 
that material. “The more conceptual road, on the other hand, 
evolves an idea and a shape freed from any materialisation 
before giving it tactility. This ensures a more experimental  
approach that pushes boundaries of shape and material 
further.” 

Meyerhans uses the latter approach. Not only because it is 
closer to how architects design but also because one is usually 
able to transfer more of one’s design considerations into the 
final piece.

“While we used to craft in various precious materials, we 
decided to focus on gold only – in all colour variations – with 
purity of 18K and above. Also in regards of gemstones, we 
narrowed our selection to diamonds, rubies and sapphires. 
Emeralds and other precious stones will complete the colour 
range we work with. Matching colours, materials, and shapes 
is an interesting activity that runs in parallel with the design 
process. Interestingly, I am as fond of bold colour statements 
and contrasts as with gradually changing colour schemes. Our 
next collections develop in both directions,” he says.

Meyerhans’ inspirations come from almost anything: 
“Creativity is seeing ordinary things differently; as such the 
ordinary is the inspiration”, he says. 

“Nature for example: a snowflake inspired for the crystalline 
Goldflake Collection, the Lotus Collection draws its idea 
from the flower with the same name which is adored in many 
cultures, and the fluffy clouds in the sky lend themselves to 
the sensual-tactile Cushion Collection. Other collections are 
inspired by art, such as the Colour Carvings that develop Henri 
Matisse’s famous Cut Out collages into three dimensional 

“Creativity is seeing ordinary 
things differently; as such the 
ordinary is the inspiration.”
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creatures. The principle British artist Damien Hirst based his 
Spot Paintings on has been architecturally engineered into our 
Dot Collection. The iconic piece ‘Core of Doublings’ by Swiss 
minimalist artist Max Bill, I translated into the Minimalism 
Collection. Also cultural phenomena serve as starting point 
to our creations: we transformed the ayn-al-hasud emblem 
into a jewellery piece where reflections and not colours create 
the typical, concentric circles and the idea of the architectural 
mashrabiya is reinterpreted in our very own signature design.”

“While I am originally not from the Middle East, the 
geometric patterns are one way in which I explored the local 
culture. As a visual element, they can be easier accessed than 
human patterns of interaction. For me, the geometric patterns 
served as an exploration field to develop a locally rooted 
design language that is also able to contain Zeitgeist. I applied 
my findings to architecture, art and jewellery,” he says.

Jean Nouvel’s Institut du Monde Arabe in Paris and Al Bahr 
Towers in Abu Dhabi designed by Aedas are buildings that 
Meyerhans has identified for later work. “Unfortunately, such 
systems have their limitations in their fragility of the movable 
elements – and when it comes to jewellery, there is also 
limitation in regards of wearability. An interesting middle way 
is transformative designs, meaning designs that can be worn 
in various ways. This is something I work with a lot,” he says.

In an era where one is measured by the brands you portray, 
what is the market for such jewellery in the Middle East?

“People look for truly exclusive and unique pieces, whereby 
not only the scarcity of the material creates the exclusivity but 
also the pure availability of the product,” answers Meyerhans. 
We also live in a world of individuality and self-expression. 
How can you signal your individuality and differentiate 
yourself from the others if everyone wears the same brand? 
This is where the potential for smaller, younger and more 
innovative brands come in. They might not serve the masses 
but the innovators, trendsetters and early adopters will make a 
beeline for such creative work.

Last but not least, the increasing self-awareness of 
individuals and societies as a whole supports the idea of 
locally rooted brands as part of their identification.

“While I am originally
not from the Middle East, 
the geometric patterns are 

one way in which I explored 
the local culture.”
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A jewellery designer debuts a label 
in honour of her grandmother’s 

strong and beautiful spirit. 

A MATERNAL
TRIBUTE

BY DEBRINA ALIYAH



E
mirati designer Fatima Al 
Dhaheri is all about her family 
and Arabian roots in launching 
her new jewellery brand, 
Ruwaya, named after her 

grandmother. Combining vivid aesthetics 
with raw beauty, each piece is handcrafted 
and features precious stones handpicked 
by the designer from around the world. 
The collection merges the timeless art 
of the jeweller’s craft with contemporary 
style and bold experimentation.

“Ruwaya stands for all that my 
grandmother embodied, but it’s also 
about all of the strong, bold and beautiful 
women from this region,” says Abu Dhabi-
based Fatima. “We chose a woman’s 
name because we really wanted to focus 
on the femininity of the brand.” The 
creation of every Ruwaya piece begins 
with the stone. Fatima travels the world in 
search of precious stones that ‘speak’ to 
her through their energy, their colour and 
their radiance and then uses each stone’s 
unique personality to craft her vision. 

“I design for everyone, whether it 

is Arab women, Western women and 
women from other cultures as well.  It’s 
for any woman who wants to feel special 
and beautiful with the jewellery they are 
wearing, and for the woman who loves 
to make a statement.” As the creative 
process takes place, the physical attributes 
of the stone help define the final design. 
Every detail is carefully considered, 
and evolves organically throughout the 
creation process, ensuring that each piece 
has a different personality and a different 
story to tell. 

 “The label is not a ‘design and produce’ 
model. It’s very important that each piece 
is one of a kind so our clients know they 
are wearing something very special – this 
is something I believe sets us apart in the 
industry,” she says. Before she embarked 
on jewellery design, Fatima, a business 
graduate from the Higher Colleges of 
Technology (HCT), started working 
in the banking industry. A decade into 
her banking career, she was asked by 
her father to join the family’s business, 
one of which was Amwaj Jewellery, an 

established retail chain.  Not yet ready to 
give up her banking career, she took on 
both jobs, working in the bank during the 
day and for Amwaj by evening, helping 
to improve the company’s business 
operations and processes.  Eventually, her 
passion for jewellery won her over and she 
went into the family business full time.

Fatima began to experiment with 
her own jewellery designs, sketching 
customised pieces for the company’s 
clients. “I started to sketch and doodle 
and I guess that started my own creative 
process. It was daunting at first to start 
my own brand but I felt very passionately 
that this is what I was meant to be doing, 
and I think that gave me the confidence.” 

Ruwaya comprises three distinct 
collections, Dujaan, Marari and Nayra. 
Dujaan is the premier collection evoking 
dramatic design and style, Mararai is 
inspired by the tradition of long chains, 
often worn by Arab women, with every 
link and stone handcrafted while Nayra is 
a delicate interpretation of the signature 
style of Dujaan.
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AL ANEEQ
WHERE THE BIG BOYS COME OUT TO PLAY

A COLLECTIVE CURATION

MRPORTER.COM and Beams present a 
collaborative curation of six exclusive 

collections, a series created entirely by 
Japan-based brands, from workwear 

through to tailoring, underpinned by a 
signature fusion of the contemporary 

and the traditional.

ALOYE- Characterised by its unisex cut and sew 
apparel, Aloye created a nine piece collection of long 

and short sleeve crew neck tees and Hero pieces 
from the capsule collection including the navy jersey 

t-shirt with oversized polka dot chest pocket

TEATORA- With travel at the heart of their 
design philosophy, the packable blazers in 
technical nylon construction and easy roll 

one-day tees encapsulate their no-
nonsense approach to function and style

SASQUATCHFABRIX– 
with provocative 

prints and 
street-wear, the  take 
on Japanese styles, 

the ‘firework’ print is 
prevalent throughout 
and stands out in the 
oversized jersey tees 
and over-dyed short 

sleeve shirt with 
matching shorts. 

ORSLOW is the work of a 
self-confessed compulsive 
clothes hoarder; a primarily 

denim-led collection, 
incorporating modern 

patchwork and rip repair 
distressing techniques for a 

collection that is both 
current and steeped in 

Japanese tradition.

KICS DOCUMENT
The capsule, comprising 
of cotton shirting, relies 
on quality and age-old 

craftsmanship to update 
the classic Oxford 

button-down style.

MARVY JAMOKE- Classic cuts 
and silhouettes are given a 21st 

century reboot, both in the 
application of alternative fabrics 

such as the grosgrain placket 
detailing in the button-down 

Oxford shirt and in the 
contemporary tailoring techniques, 

including slim-cut suit jackets 
teamed with cuffed trousers.
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PAL ZILERI AUTUMN-WINTER 2015/16

With an innovative take on sartorial standards, contemporary
sensibilities, proportions and techniques executed by the hands

of Italian craftsmen, Pal Zileri’s Autumn-Winter 2015/16 Collection is
internationally cultured in outlook and Italian in tradition. Houndstooth

and Prince of Wales patterns, as well as other geometric designs are
presented as prints and jacquards. Each element is presented with

a discreet contemporary sensibility.

STYLING BY HACKETT LONDON

Hackett London, the luxury British menswear brand, 
announced the continuation of their role as style 

ambassadors and official suppliers of formal wear to 
Chelsea Football Club until 2016. This year the 
players will be sporting a classic Chelsea cut, 

lightweight navy blazer, each one personalised with 
initialised labels and a high quality silver thread 

embroidered CFC crest. Grey lightweight trousers 
make it a very European look along with the brown 
suede chukka boots and cornflower blue shirt, all 

finished off with a tonal striped navy silk woven tie.

RESERVED FOR MEN

Menswear from Reserved focuses on details that make 
the collection eclectic, yet harmonious and functional. 
the colour palette of men’s collection is all about dark 
hues and neutral pepper-and-salt textiles, brightened 
up here and there by vibrant orange and red. Quilted 
jackets appear in a nice deep red colour. Indigo pants 

were designed to be worn with a suit jacket. The 
Lookbook Men Winter 2015 is full of practical jerseys, 

sweatshirts, quilted sport jackets, warm sweaters.
All very innovative, but based on classics.



Z ZEGNA SPRING/SUMMER 2016 

Energetic, inspiring, and boldly optimistic, Z Zegna’s SS 16 collection signifies a creative encounter 
between sophisticated urban tailoring and the exhilarating energy of the kite surfing world. Z Zegna’s 

rigorous commitment to performance encourages the new development of fabrics and 
intercontamination, while the structural yet deconstructed silhouettes are kite-inspired. The new 

collection is very versatile and plays with graphics woven into its fabrics and knits such as clubhouse 
stripes, crests and the iconic Z Zegna pentagon graphically interfused in summer wools, water repellent 
nylons, printed cottons, jerseys and the iconic Techmerino. The colour palette includes monochromatic 
black, white and blue with cutting insertions of pink, mandarin, royal and titanium metallics. The marine 

clubhouse influence extends into the accessories, with super-light technical nappa bags with water- 
repellent finishing as well as classic chukka boots and topsiders presented in rubberised leather.

PAUL SMITH FOR LONDON COLLECTIONS MEN

The men’s collection from Paul Smith combines the old with the new. A recreation of his first shop, 
the line explores Paul Smith’s creativity within the confines of a cube matching the dimensions of 

the first shop. The organised chaos of the space demonstrates how Paul finds inspiration in 
everything that surrounds him, such as how the Argentine tango inspired a colourful new bag, the 

pattern from the facade of his Mayfair outpost found its way into a collection of leather goods, 
and how a pile of cycling jerseys were transformed into a print. The presentation takes place at 
Pace London, which is one of the city’s most revered modern and contemporary art galleries.

CELEBRATING BRITISH CRAFTSMANSHIP

Burberry’s ‘strait-laced’ menswear collection celebrates the 
best of British craftsmanship. The latest 

collection introduces authentic sartorial menswear mixed 
with unconventional elements and the brand’s made-in-
the-UK icons, including heritage trench coats, made in 
Castleford, and cashmere scarves, made in Scotland. 

Burberry also introduced The Chelsea– a new tailored 
slim-fit design in trench coats and across a range of tailoring 

including suits, shirts and ties and a new fourth fit for 
Burberry menswear. The women’s Spring/Summer2016 
pre-collection looks were also shown. It is the first time 

Burberry has included women’s wear as part of the 
menswear show.
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The hectic pace of the festive season, with plenty of travelling 
and socialising, can take its toll, leaving our skin showing the 
first signs of fatigue, including dark circles, puffiness, redness 
and blemishes. Exfoliating is an effective way of detoxing the 
skin; a deep, exfoliating scrub or anti-cellulite massage will 
remove dead skin cells, leaving a soft and smooth sensation. 
Exfoliation can also help stimulate lymphatic drainage, flushing 
out built-up toxins which can lead to acne or blemishes and 
improve blood circulation while reducing redness, puffiness and 
uneven pigmentation.

The winter months weaken the immune system, making 
January the prime time for picking up illnesses. A massage boosts 
the immune system by reducing the production of cortisol, a 

stress hormone that weakens the body’s defense system. For 
an extra boost, add fragrant aromatherapy oils to the massage; 
natural oils can help restore a weakened immune system, and the 
massage movements ensures maximum absorption of the oils.

The mind also requires tender loving care this time of the year. 
The start of a new year is generally filled with excitement and 
plans for the year ahead, however it can also be overwhelming, 
especially if introducing new lifestyle changes. Not only does 
a massage help with unwinding, it also reduces anxiety and 
improves the quality of sleep, leaving us feeling calmer, more 
relaxed, and more energetic.

So here’s to a brand new year; a glowing, radiant – and most 
important of all – a happy new you!

NEW YEAR, NEW YOU
DETOXING IS A GREAT WAY TO HELP THE BODY RESTORE ITS NATURAL 
BALANCE, REVIVE ITS ENERGY LEVELS AND TRANSFORM THE WAY WE 

LOOK AND FEEL. MANY OF DETOX’S TRANSFORMATIVE BENEFITS CAN BE 
OBTAINED THROUGH MASSAGE, RATHER THAN ELABORATE DIETS.

BY ESMERELDA VAN DER WESTHUIZEN, SPA MANAGER, MARSA MALAZ KEMPINSKI
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OUR CURATED BOX FOR ALL YOUR BEAUTY SOLUTIONS. 

BOOTY

HOLIDAY COLLECTION FROM GAP

Perfect for holiday gatherings, Gap’s newest collection offers 
pieces in an array of festive prints and solids. Winter Whites 

replace Autumn’s black texture with tones ranging from khaki 
and olive to almond and cement.  Gap’s 1969 denim is also 

dressed to impress for the season with coated fits, embroidery, 
and embellishments for women, men, kids, and baby. For 

women, key holiday styles include Fit +Flare, Relaxed Fit +Flare 
and new shift dresses, as well as moto and pleated miniskirts. For 
men, outerwear completes an array of bomber jackets, fur trim 
parkas, and wool peacoats. GapKids and baby Gap collections 
also offer the perfect night-out looks with novelty sweaters, 

layering pieces, and accessories ornamented with sparkle and 
shine. Finish off your holiday shopping with comfy slippers, 

robes, pajamas, and crazy socks for women, men, kids, and baby.

CAPTURING BEAUTY

The new multi-perfection creme from Dior, the 
Capture Totale, reinvents itself to unveil a more 
authentic finish, a delightful pink colour and a 

fragrance that is just as emblematic and a 
next-generation fusion texture. Dior is offering its 
iconic creme in three textures. A unique sensory 
experience, adapted to suit all women, whatever 
the climate, season or desire. A universal texture 
which provides greater comfort with unequaled 

smoothness, the universal creme creates 
harmony. A fine, velvety-soft, melt-in creme for 

unrivaled sensory delight gives an instant 
embellishing effect and optimal comfort. A true 
cocoon for the skin, the Rich Creme profoundly 
delights the senses with its intense softness. Its 
lusciously fine and nourishing texture delivers 

extreme comfort. Light texture is a new sensory 
approach for Capture Totale: intensely delicate, it 

is an airy gel creme combining instant comfort 
and freshness and irrigates skin. Its transparent 
and air texture fuses with the skin and delivers 

perfect comfort, even in hot and humid climates.



NEW LASH SHOW 

MAKE UP FOR EVER’s newest addition, the Lash Show line offers 50 
types of handmade false eyelashes to suit every style and mood. 

These stylish lashes intensify the eyes in a flash, allowing women to 
play around with their look. The full impact range offers two options 

of false eyelashes, the natural and creative, ranging from the simplest 
to the most sophisticated. The use of high quality, 100% synthetic 

fibres in these lashes have many advantages. It is ultra-light weight 
for matchless comfort throughout the day, extreme flexibility to 

adapt perfectly to the eye shape, precision for total control over the 
make-up quality, resistance of the natural fibres, and is also very 

hygienic. To counter the idea that only professional make-up artists 
can use these lashes, MAKE UP FOR EVER has developed an intuitive 
new tool, an eyelash applicator that makes donning false eyelashes 

quick and easy. The application of the glue is the critical part, for 
easy use, the glue applicator is shaped like eyeliner with a nozzle, 
which allows just the right amount of glue to flow. It contains no 

latex and ensures pleasant application that’s safe for the eyes.

PUMP UP THE VOLUME

Finding the perfect mascara can be difficult. Bourjois has the 
solution to that with four new and different mascaras. The 
Volume Clubbing Ultra Black Mascara can be used for bold, 

dark and gorgeous lashes. This mascara’s formula is enriched
in intense black mineral pigments to give you a darker, bolder 

“Femme Fatale” look. The Twist Up The Volume Ultra Black 
Mascara has a two-position brush which lengthens, separates 
and coats lashes for an ultra-complete result. It is suited for 

thin or short lashes. For lashes with intense black finish, 
precision and clump-free wear for up to 16 hours, the Volume 

Glamour Max Definition is the right choice. Bringing new 
dimensions, the Volume Glamour Max Mascara gives maximum 

volume, making the lashes look glamorous. It has an XXL size 
brush with a specific rounded shape, which gives maximum 
contact with the lashes and perfect lash-to-lash coating. For 

high-definition lashes, the Glamour Max definition gives 
intense volume for mascara perfection. Its technological

brush has over 500 bristles and maxi volume formula.

UNDERSTATED ELEGANCE

Rimmel has introduced the new Nude Collection 
by Kate Moss, a sophisticated palette of delicate 
and chic shades for lips and nails designed by the 
supermodel herself. Neutrals create an understated 
look, transcending day to night and demure to sexy. 
There is a perfect, flattering nude for each and 
every skin tone, perfect for boosting your natural 
glamour. Kate Moss has created the season’s most 
lust-worthy nude shades for lips and tips. Inspired 
by catwalks and her own timeless sense of style, 
the Nude Collection offers delicate pinks, subtle 
apricots, cashmere beiges and rich toffee tones. It 
stars ten new shades of Lasting Finish Lipstick, the 
tan nude hue of shade #043 is the most popular 
one. Add warmth to skin with three pretty nude 
pink shades: #040 and #042. Brighten up your look 
with rose-tinted #045. Or give dimension to lips 
with the brandy, chocolate and coffee tones of 
#048. The lipstick’s ultra-elegant design echoes the 
soft peach nude shade palette with the Kate 
signature embedded on the cap in chic white.
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BUZZ

SPRING GLOW

ABSOLUTE RANGE BY ANNICK GOUTAL

From the house of Annick Goutal comes the new 
Les Absolus D’Annick Goutal, a range of exclusive 
fragrances which pays homage to the art of perfumery 
with ingredients such as oud, vanilla, and amber, and 
to their exceptional character. Three tales are told 
through these scents and it plunges us into the heat 
of the Orient. Inspired by the princess from the One 
Thousand and One Nights, the 1001 Ouds is sensual 
and refined with a harmonious blend of rose, papyrus, 
and myrrh. Oud is present in all of its authenticity at 
the core of this fragrance. It fuses with the rose, and is 
rounded out by the gaiac wood, vaporises with a touch 
of birch, and bites with a hint of pepper. A declaration 
of femininity, the Vanille Charnelle is intriguing and 
captivating. Amber is rife with contrasts, as delicate as 
it is wild, and you can discover its many facets on the 
skin with the Ambre Sauvage. The bottle, designed 
exclusively for the collection, is avant-garde.  Les 
Absolus D’Annick Goutal is now available at Paris 
Gallery in the UAE and Qatar and Galeries Lafayette, 
Bloomingdales, Harvey Nichols (UAE & Kuwait), 
Rubaiyat (KSA).

The Spring Glow collection from Guerlain is a celebration of happiness. 
It is bright and radiant. The collection includes the Meteorites primer. It 
comes in a new, faceted, crystal-clear bottle that reveals the gel formula 

held within. Ultra-bright, rosy pearls float in suspension and remain 
fresh and intact until the moment they’re applied. These pearls contain 
microspheres, which in turn contain encapsulated diamond dust. When 
applied to the skin, these microspheres diffract UV rays and reflect the 
light in a new direction, creating a halo of radiance. To complement this 
Stardust Technology, a high concentration of multi-coloured, ultra-fine 
pearlescent particles enhance the light diffusion. It creates a luminous 

glow that corrects the complexion without creating too much shine. The 
fresh texture gives the skin a beautiful ‘plump”’finish, The result is a 

complexion that stays matte and even all day long.

JANUARY/FEBRUARY 2016



73

ROAD TO STARDOM

Hosted by celebrated singer-songwriter and Rimmel 
ambassador Rita Ora, Rimmel London is on the lookout 

for unearthing amazing beauty talent to help propel 
them to stardom. Taking the London Look to every 

corner of the earth, Rimmel London is inviting make-up 
addicts everywhere to reveal their vibrant personalities 
and make-up skills by creating their own London Look 

via video or picture. Entrants could win once-in-a-
lifetime experience to head to London to meet Rita Ora 
and work with her team of Rimmel London experts in 

the YouTube Space, a state-of-the-art video production 
studio. Winners will use the latest YouTube technology 
to film the ultimate beauty tutorial. And if they impress 

Rimmel, they could become a global Rimmel 
ambassador, continually creating new online content 

for the brand. The competition runs from December 21 
- January 22 via rimmellondon.com.

BOTTEGA VENETTA 2016 COLLECTION

Bottega Venetta’s Autumn collection is a series of specific statements that play 
with colour and prints and has also given a new turn on staple items. The 

women’s collection is more of contrasts of bold colour and eccentric patterns, 
combined with elements of functional beauty. Lightness and fluidity have 
been used with pleats for both movement and distortion. For men, a fresh 

focus is given on the essentials of the season with monochromatic looks using 
diverse fabrics and treatments.  Accessories for women include new geometric 

leather bags in shapes like cube, cylinder, bucket – that are part-constructed 
and part-soft, with a drawstring closure. Jewellery combines enamel with 

silver. For men, calfskin briefcases and document carriers are shadow-printed 
with checks, while nappa leather totes are partially woven and embroidered. 
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SMOOTH SOLUTION 
For dry and sensitive skin exposed to 
urban environments, the L’Occitane 

Laboratory has developed a new 
natural skincare solution that helps 

skin regenerate itself by strengthening 
its barrier function. The new Shea 

butter collection from L’Occitane is 
nourishing, protecting and also repairs 
skin, keeping it soft and smooth during 
the winter months. Suited for all skin 

types, with a 100 percent natural 
formula, the comforting oil has two 

beneficial properties. It contains Shea 
for its unique nourishing qualities and 
Marula oil, which is an antioxidant and 
has a fine texture which absorbs into 

the skin for optimal action. Each 
bottle is priced at QR 195 each.

PULL &BEAR’S NIGHT COLLECTION
Young, modern and deeply urban, Pull & Bear approaches the party
season with its new ‘Long Nights’ collection. The women’s collection 
is inspired from two decades, the 70s and the 90s, and playfully uses 
the female silhouette with bright fabrics, metal-looking fibre such as 

the lamé, with overlay details and cutout openings. Twin sets, 
palazzo dungarees and pleated dresses are some of the star 

garments within the capsule collection. The men’s collection draws 
upon the brand’s contemporary, urban identity and provides a smart 
casual nighttime attitude. Colours range from black and navy blue to 
dark-grey and white. Baggy trousers and fitted blazers underline the 
modern approach, but ties and bow ties are also available to finish 

off the look. Coats, leather jackets, shoes and sport shoes all 
contribute to the overall contemporary, fun aesthetics.
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REFLECTING RADIANCE
An alternative to treating the immediate signs of ageing such as wrinkles, 
loss of firmness and lack of radiance, the Age Summum treatment is an 
exclusive skincare treatment that helps make the skin look younger and 

redefined. It is a four-part process which starts with a Dermabrasion 
Exfoliating Cream, Regenerating Anti-Ageing Serum, Anti-Ageing Facial 
Massage and Anti-Ageing Radiance-Boosting Face Mask.  In less than 1 

hour of treatment, the face appears youthful and the skin’s surface more 
radiant. Wrinkles and fine lines are filled in and immediately smoothed 

away. This treatment is available in beauty salons and at Al Nazih Trading 
Showrooms. For more information please visit: www.nazih.com.

KEEPING IT WARM
The holiday collection from American Eagle 
Outfitters emulates the authentic American 

spirit in a Southwestern style with warm 
hues, Navajo prints, Buffalo plaid and classic 
denim. The collection includes double denim 

which is a wardrobe staple. Winter whites 
exude the ultra-feminine look which is toned 

with neutrals. Keeping it fresh, the blanket 
coat is an essential for dry desert days and 

offers effortless style. The iconic parka jacket 
returns and is the only way to stay stylish 

and warm in cold weather days. Buffalo plaid 
is a key item. It also includes a vast palette of 

plaid shirts. Flex Denim keeps you 
comfortable this season.
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RADIANT COMPLEXION 
Joining the bandwagon of the Ultra HD range, MAKE UP FOR 

EVER has launched two new products, the Ultra HD concealer 
and the stick foundation. Enriched with a 4K complex-formula, 
this compatible and innovative concealer visibly improves the 
skin’s texture. It corrects the appearance of wrinkles, under eye 

shadows and facial imperfections. The eye contour is 
illuminated and the full intensity of radiant eyes is restored. 

The concealer can either be used along with the liquid or stick 
foundation or it can be used alone. Either ways, the results 
make the skin look magically radiant. It is available in ten 

different mix and match shades that blend seamlessly with 
foundation. The stick foundation is a long-lasting, multi-tasking 

cream cover stick with invisible coverage for foundation 
touch-ups and contouring. It provides medium to full coverage 
and makes the skin look flawless and natural. It is available in 

15 shades to perfect the complexion of every skin tone.

GLOWING SKIN
The new-generation healthy glow and easy-to-use foundation 
from Chanel concentrates on the expertise of optical science 

and plant properties which can withstand all conditions. Chanel 
Laboratories studied the specific characteristics of a natural 
healthy glow. This analysis led to the creation of the Healthy 

Glow Booster,  the Les Beiges line which contains Kalanchoe, that 
boasts hydrating and antioxidant qualities and encourages skin 

oxygenation. In harmony with the Les Beiges line, the foundation 
preserves natural beauty. Combined with SPF 25 UV sunscreen, it 

provides skin with optimal protection. Sheltered from the sun, 
free radicals and daily oxidative stress, the face is perfectly 
shielded. When skin is left bare in the open air, it glows with 

vitality. Les Beiges aims to offer a light, fresh and easy-to-apply 
texture to embellish the complexion. Ultra-fine, it allows skin to 
breathe and enjoy the air while remaining protected. Enriched 

with a hyaluronic acid derivative known for its moisturising 
properties, it delivers comfort and hydration all day long.

GOODBYE AGEING
Formulated with Shiseido’s award-winning anti-ageing ingredient Skingenecell 
1P, FSLX is effective in improving skin quality and making it resistant to harmful 

environmental substances that accelerate ageing. This beauty treatment is 
infused with 5 premium oils: Evening Primrose, Safflower, Jojoba, Macadamia 
and Argon. It can be used on face, body and hair to nourish, moisturise and 
improve skin and hair condition. This nourishing treatment can be used in 

conjunction with your daily care or mixed with other products, to give a beauty 
boost to all skin conditions. Developed with a premium oil technology, the oil 
melts onto the skin with no traces of stickiness, making it look revitalised and 
smooth. The FSLX premium fragrance has been enhanced with the addition of 

the scent of Yuzu Oil, to make the experience relaxing and enjoyable.
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HAKKASAN IN DOHA JOINS ITS OTHER BRANCHES
GLOBALLY, IN USHERING IN THE CHINESE NEW YEAR WITH 

A MONTH-LONG SPECIAL PROMOTION THAT FEATURES 
INSPIRED AND MODERNISED GEMS OF CANTONESE CUISINE. 

Hakkasan celebrates the Year of the 
Monkey with a limited edition menu 
created by International Executive Chef 
Ho Chee Boon alongside an exclusive 
cocktail and dessert.  
The Chinese New Year menu showcases 
dishes that will bring joy, luck and 
prosperity in 2016. It begins with crispy 
duck with imperial caviar, double-
boiled fresh ginseng and chicken soup, 
followed by diced Wagyu beef and pine 
nut golden cup and a luxurious dim sum 
platter. Main dishes include wok-fried 
lobster in spicy truffle sauce, jasmine tea 

smoked spring chicken, grilled Chilean 
seabass in sha cha sauce and monkey 
mushroom stir-fry with lotus root, 
asparagus and lily bulb in black pepper 
alongside homemade fried rice with 
roasted pork.
The Golden Halo dessert is a banana 
and peanut cake and a five spice infused 
cream, topped with caramel, chocolate 
and peanut and gold leaf, while the 9 
hóu cocktail comprises nine components 
representing the monkey’s ninth 
position on the zodiac, decorated with 
a golden monkey cocktail stirrer. The 

non-alcoholic cocktail called Sheng Fizz, 
is made with mandarin, guava, peach, 
lemon, agave syrup and ginger ale. The 
Chinese New Year menu is available at 
QAR 428 per person. All items will also 
be available to order à la carte.
Of the five dishes on the main course, 
each more spectacular to look at than the 
last, it’s the grilled Chilean seabass and 
Wok-fried lobster that are guaranteed 
to knock your socks off. Hakkasan’s 
Chinese New Year celebrations will run 
from January 22 until February 22 and 
the special menu is priced at QR495.

RINGING IN THE YEAR 
OF THE MONKEY

BY AYSWARYA MURTHY



Known for its traditional Turkish 
cuisine Emirgan Sütis, celebrates 
its first year anniversary in Qatar. 
Located at Al Emadi Financial Square, 
on C-Ring road, the spot brings a 
distinguished restaurant experience 
where traditional recipes of Istanbul are 

revived with a good standard of service 
in a modern and elegant setting. The 
event was celebrated by selected media, 
bloggers, and influencers in an intimate 
dinner.  Located in a prime location, 
on C-Ring Road, Emirgan Sütis offers 
dining at the outdoor terrace.

SUTIS TURNS ONE

MERCEDES-BENZ FASHION WEEK
Celebrating fashion, beauty, music 
and lifestyle with a cross-over of 
international cultures from designers to 
entertainers, the Mercedes-Benz Fashion 
week saw the exclusive works of eighteen 
designers from Qatar and the GCC. A 
two-day event held at the Doha Mariott 
Hotel, top models walked the runway 
with the presence of international 
media, trend-setters, VIP’s and fashion 
bloggers. The concept is the brainchild 
of Rahat Mansoor, event founder and 
director Mercedes-Benz Fashion week, 

Doha. The sponsors and partners 
included Damac properties, Merch 
Qatar, VLCC, Fashion TV, Blue Brush 
studio, Jo Lamode, Nara Salon, Century 
Talent and many others. “Mercedes-
Benz has extended continuous support 
in promoting fashion, and I look forward 
to seeing this event positioned alongside 
global counterparts in New York, Miami, 
Berlin and Tokyo, further cementing its 
position in the global fashion industry 
and reinforcing Doha as the fashion 
capital,” says Mansoor. 

A SENSORY 
JOURNEY

At an event held recently at Blue Salon, 
the internationally acclaimed perfumer 
Paolo Terenzi, unveiled his new artistic 

fragrance collection called Luna. Inspired 
by the wonders of the moon, the collection 

includes four fragrances such as the 
Andromeda, Ursa Major, Draco and 

Cassiopea. The Andromeda is a white 
essence which carries top notes of Roman 
wormwood, lemon, Oman frankincense, 

star anise. The middle notes are made 
up of galbanum, Sri Lanka cinnamon, 

carnation, thyme, cyclamen and sichuan 
Pepper while the base notes are a blend 
of Lebanon cedar, white musk, Kashmir 
wood, patchouli, benzoin, Tonka bean, 
amber, birch and blond tobacco. Ursa 

Major originates around the lake Como 
which is a fascinating body of water and 
boasts great depth. Inspired by the city 
of stones, Draco has a very strong and 

impactful flavour. Lastly the Cassiopea is 
wrapped around the tranquility of scents 
of flowers and plants and has a fresh note 

to it. Take your senses on a feast with 
the artistic fragrances from the Tiziana 

Terenzi Luna collection.
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Unveiling its new concept store, UterqÜe 
collaborated with three popular bloggers, 
Fashsquad Qatar, Your Wardrobe Qatar 
and Glam Your Image, who hosted the 
event and carried out activities on their 
social platforms revolving around the 
relaunch. The event was a blend of fun and 
fashion and featured a trunk show with 
models sporting the latest collection from 
the brand. As part of the collaboration, the 
bloggers also ran a competition on their 
social media pages allowing one follower 
per blogger to win a valuable gift voucher 
from Uterque worth QR 700. Designed 
as a boutique, the revamped space invites 
visitors to explore the collection at ease. 

The avant-garde lighting adds a touch of 
quality, and reduces energy consumption. 
The interior spaces of the store are 
designed in Italian marble. Lined and 
lacquered metals with a blue finish provide 
an artistic backdrop; these materials are 
also used for the display structures for 
each collection. Resin display cases with 
surrounding glass showcase the accessories 
and bring functionality to a new store 
concept designed with customer comfort 
and more personalised service in mind. 
Increased focus has been placed on the 
footwear section, that now enjoys a new 
setting that enhances the attractiveness of 
the collection, adding quality and comfort. 

UTERQUE  REOPENS AT  
VILLAGGIO MALL, QATAR

Al Mayass restaurant, the local joint 
for Levantine cuisine, has announced 
the launch of its new menu. Located 
at The Pearl, Al Mayass captures 
the attention of food lovers with 
its signature Armenian-Lebanese 
cuisine. The new menu keeps up with 
Al Mayass’ promise of expanding 
its offerings periodically and 
refreshing its options to include a 
range of fresh, new, and exciting 
dishes. Al Mayass’ General Manager 
of Ali Bin Ali Hospitality Philippe 
Tardieu said, “The new menu 
continues our tradition of delighting 
our customers. I am pleased to 
reveal that it carries some regional 

favourites, a couple of exotic 
dishes, and some selected dishes that 
are sure to evoke fantastic flavours 
that food lovers will definitely be 
thrilled by.” A range of new dishes 
have made their debut from across 
the region at Al Mayass, including 
the Rakakat Jebneh & Soujuk, 
Artichaud, Makdous Loubyeh and 
Cleftiko Seafood. The Al Mayass 
restaurant concept was established 
by Rita and Shant Alexandrian, 
who opened the first outlet in 
Ashrafieh, Beirut in 1996. Today, the 
internationally loved chain operates 
in New York, Beirut, Kuwait, Riyadh, 
Abu Dhabi and Qatar.

NEW MENU FOR AL MAYASS
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FAUCHON
OPENS IN

LAGOONA MALL
Recreating a bit of Paris and delivering 

authentic French flavours on a platter, Fauchon 
opened its third outlet at Lagoona Mall. Keeping 

its reputation of being a gourmet boutique, 
FAUCHON has themed its latest outlet to 

resemble the ambience of a chic Parisian style 
restaurant with an iconic pink and black decor. 

The café also revisits the famous French classics 
such as chocolates, macarons, pastries and a 

fine selection of tea blends that have captivated 
the taste buds of Qatar. The opening was 

attended by His Excellency Sheikh Hamad Bin 
Suhaim Bin Hamad Al Thani, His Excellency 

Eric Chevallier, the French Ambassador to 
Qatar, Adel Ali Bin Ali, Chairman & President 
of Ali Bin Ali Group, Michel Ducros as well as 

other delegates from FAUCHON Paris, VIP 
guests and visitors.
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