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Miu Miu has created the Miusic fashion app that 
allows users to create their own personalised 

video that can be shared with friends. Select from 
10 original tracks composed by legendary DJ 

Frédéric Sanchez, and a host of eye-popping Miu 
Miu graphics, and Miusic remixes them with 

unique fashion show sequences from the current 
season. Miu Miusic can be downloaded for iOS, 

Android and Windows devices.

COMING UP

EVENTS OF THE MONTH
ART FOR TOMORROW

Organised under the patronage of Qatar 
Museums and Her Excellency Sheikha Al Mayassa 
bint Hamad bin Khalifa Al Thani, the second New 

York Times Art for Tomorrow conference will 
convene in Doha from March 12 –15, 2016. Taking 

place at the W Doha Hotel, the conference will 
bring together some of the world’s leading artists, 

curators, art collectors and museum directors.

The 2nd edition of Arab Fashion Week is on
March 16-19. Look out for interviews and the 
latest collections of upcoming designers from 

UAE, Saudi arabia and Lebanon. Also an exclusive 
with the first Qatari designer who will be 

presenting at the AFW.

The Maison of Louis Vuitton has opened its door to 
GLAM for an exclusive look into the savoir faire 
and craftsmanship in the making of its Spring 

Summer 2016 collection. We take a look into the 
innovation and imagination of the masters 

through the use of three dimensions.





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 secretly follow most of the Qatari bloggers on 
instagram to get a sense of their lifestyle. I’m going 
to attempt to live their fashionable lives for a week. 
Hopefully, i dont get bankrupt in the process.  
Alia Hassan

Thanks for the great take on Marsa Malaz’s spa; I tried 
it and absolutely loved being relaxed and refreshed! 
Loveleen Kaur

Loved the pieces from Mario Uboldi Jewellery!
Nadia Ruais

The SS Thomas Wylde collection is a refreshing 
change from its usual skull prints. Now, I would 
definitely wear the soft collection - Evolution.
Nancy Hall

LETTERS





G Talk
“The fashion show has lost its meaning,” a strong statement, coming from a close 
friend who has years of fashion consultancy and industry insight under her belt. 
This discussion was preluded, of course, by the biggest and perhaps most definitive 
paradigm happening now in fashion. We are at the cusp of restructuring the fashion 
calendar, which, like it or not, is going to change how every element in the industry 
works. The designer’s fashion shows were originally meant to convey the mood and 
inspiration behind the designs and to allow tastemakers (read: press and buyers) to 
filter these to end users. But as we move towards a consumer-driven world, the roles of 
buyers, the media, designers and retailers have to evolve to be adaptable. Social media’s 
role in opening direct communication between consumers and brands has completely 
changed the value chain and ultimately, the essence of the fashion calendar.

So, has the fashion show lost its meaning? Or perhaps, it has changed in meaning? 
In responding to consumer culture, it makes sense to show something when you are 
ready to sell it. Case in point, Burberry listened and responded by officially changing its 
collection schedule, and we highly anticipate that the CFDA might follow suit after its 
engagement with Boston Consulting Group, to rethink New York Fashion Week.

The move, though for now, may only work for ‘mega’ brands that have downstream 
control with distribution, and will have a different impact on emerging designers. 
Instant availability means pressure on designers to produce everything shown on 
the runway, and inevitably issues will arise when designs don’t sell. Alternatively, to 
guarantee sales, designs might begin to gear towards commerciality and the realm of 
creativity will suffer.

Thus, for this fashion month, a pleasant collective of small intimate presentations 
that put the spotlight back on emerging designers and a unique capsule collection, 
eschewing the fanfare of the runway production has been selected. Though 
encapsulating the new meaning of the runway show most certainly has been Kanye 
West with his Adidas/album launch repertoire. With all the big names and the entire 
world watching live through various social media channels, this was perhaps the 
prelude to the new era fashion show. 

EDITOR’S PICK
ZOOLANDER IS BACK 
AND WE COULD NOT 
HAVE ENJOYED A MOVIE 
PREMIERE MORE THAN 
THIS ONE! WITH THE 
ATTENDANCE OF THE 
WHO’S WHO OF BOTH 
THE FASHION AND THE 
FILM WORLDS, THE 
SATIRE COMEDY IS A 
WELCOME RELIEF THAT 
PUTS THE FUN BACK INTO 
FASHION.
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BUZZ

The second edition of this four-day event will be held from 
March 16-19, 2016 at the St. Regis Hotel, Sheikh Zayed 
Road, Dubai. The fashion week will feature AW16-17 Ready-
Couture collections of exclusive designers such as Hamda 
Al Fahim, Lamya Abedin, OT Kutyr - Turk Jadallah, Sylvio 
Kovacic, Tiiya Al Anoud in addition to several international 
designers. Arab Fashion Council (AFC) will be collaborating 
with Sorelle Marabini, who has decades of experience in 
coordinating fashion shows for the elite of the fashion 
world. This edition will also see the launch of a collective 
show for kidswear featuring many renowned Italian brands. 
The independent show will take place on 16th March at The 

Dubai Mall. “A main part of the council’s vision for 2021 
is to define the shape of the fashion industry in the Arab 
region and to strongly accentuate the presence of Arab 
fashion on the international map,” said H.E Cavaliere Mario 
Boselli, the Honorary President of both the Arab Fashion 
Council and the National Chamber of Italian Fashion. 
This year will see a Qatari designer showcasing her 
collection at the AFW. Alanoud Alattiya, the creator of Tiiya 
will be part of this fashion fest. Few from her collection is 
featured above. For the first time, the Arab Fashion Council 
will unveil the ‘Fashion Trophy’. Ten 21-karat gold-plated 
trophies will be awarded to the most talented designers. 

MARCH 2016

SECOND EDITION OF THE ARAB FASHION WEEK
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Scottish designer John Ray quit his job 
as the creative director of Dunhill after 
three years. Dunhill has said that the 
decision is mutual and that the 2016 
autumn/winter collection would be his 
last collaboration with the brand. Ray has 
presented a series of luxury collections 
for Dunhill, featuring mink and alpaca 
coats, silk striped pajamas and tailored 

clothing made with traditional British 
fabrics. Ray previously worked at 
Gucci under Tom Ford as a menswear 
consultant and later at the Italian house 
as head menswear designer after Ford’s 
departure and before the arrival of Frida 
Giannini in 2006. Dunhill has not yet 
revealed who will replace John Ray as the 
brand’s creative director.

JOHN RAY LEAVES DUNHILL

16

A SWEET COLLABORATION

Maison Pierre Hermé Paris has given 
free reign to an exceptional artist, 
Nicolas Buffe, to imagine a unique 
universe that will be revealed across 
all Pierre Hermé Paris boutiques 
around the world throughout 2016. 
Pierre Hermé’s work, combined with 
Nicolas Buffe’s multifaceted and 
pluridisciplinary universes, led to the 
creation of a series of drawings calling 
on ancestral myths, manga culture, 
as well as Renaissance and Baroque 
art. The Pierre Hermé x Nicolas 
Buffe association is unprecedented 
in scope. This partnership highlights 
the originality of Pierre Hermé’s art 
and is a testament to the profound 
attachment and respect for audacity at 
Pierre Hermé Paris. Three unique gift 
boxes will be launched in March 2016, 
at the Pierre Hermé Paris boutique 
in Qatar and for the first time, the 
drawings will not only be revealed 
on the boxes but on the chocolate 
bonbons as well. Each character 
imagined by Nicolas Buffe reveals 
one of Pierre Hermé Paris’ signature 
flavours:  Paineiras, Infiniment 
Vanille, Ispahan, Dulcezza, Iapar 
Rouge du Brésil and Chuao.

Macy’s has announced a partnership with 
Olympic and X Games gold medallist, 
Shaun White, on a limited edition men’s 
capsule collection, WHT SPACE. The 
exclusive menswear collection will reflect 
White’s ‘extreme style’ and will feature 
garments that are for the trendy and active 

millennial guy. The range is comprised of 
wardrobe essentials including abstract-
print short-sleeve woven’s, statement tees, 
and embellished bomber jackets. WHT 
SPACE will be available for a limited time 
only, launching across all Macy’s stores 
and on macys.com in mid-June.

MACY’S PARTNERS WITH SHAUN WHITE





SAVE
1 	 Fur detailed pumps, QR139, Charles & Keith. 
2 	 Buckle slingback loafers, QR139, Charles & Keith. 
3 	 T-Bar stilettos, QR147, Charles & Keith. 
4 	 Slingback heels, QR247, Charles & Keith. 
5 	 Leather sneakers, QR535, Ted Baker, Villaggio Mall.
 Charles & Keith is available at City Center Mall, Doha.

SPLURGE
1 	 Handmade sandals, price on request, Sanayi 313,

 Per Lei Couture, Porto Arabia.
2 	 Leather mules, QR3,258, Gucci, Villaggio Mall.
3 	 Poppy Delevingne Hero sandals, QR2,894,
 Aquazzura, Net-A-Porter.
4 	 Marina ankle boots, QR3,640, Jimmy Choo, Villaggio Mall. 
5 	 Multi-material sneakers, QR1,820, Tod’s, Villaggio Mall.
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Gone are the days when the basic 
number in your shoe collection was a 

pair of Mary Janes. In fact, slipping into 
a pair of those black shoes has become 

a somewhat novel idea, reserved for 
costume get-ups or specific uniforms. 

The new anchor in every fashion 
wardrobe is, of course, a pair of white 

sneakers that seems to be the choice for 
almost all designer looks on the runway 
these days. Coming in a close second is 
a pair of slingback flats that borrows its 
inspiration from the old-school brogue. 
Whether as flats or wedges, the comfort 

factor makes it a good workday shoe 
choice. To round off your new season’s 
shoe rotation, consider a pair of strappy 

heels or a statement piece that will 
instantly lend an air of confidence to a 

casual outfit. 

BY DEBRINA ALIYAH

SAVE
VS

SPLURGE

SOLE 
ADDICTION

18 \ TRENDS
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RADAR  AN EDIT
OF THINGS 
THAT ARE 

HOT NOW

He may only be sixteen but Brooklyn 
Beckham is already following in his 
mother’s creative footsteps. The eldest 
son of David and Victoria Beckham first 
modelled for several fashion campaigns, 
but recently for Burberry, he went behind 
the lens to shoot for the brand’s fragrance 
collection. In the vision of the brand’s 
forward-thinking social strategies, the 
campaign was captured and published 
live as part of his takeover of Burberry’s 
Instagram account. Followers of the 
Burberry Snapchat account were also 
able to watch the shoot as it happened 
in London. The campaign features a 

cast of British newcomers including Ben 
Rees, Lewis Helim, Todd Dorigo, Eliza 
Thomas, Liv Mason Pearson, Maddie 
Demaine, Carvell Conduah and Harry 
Pourdjis, and is part of Brooklyn’s debut 
as the photographer for the Burberry Brit 
fragrances campaign. “Brooklyn has a really 
great eye for image and Instagram works 
brilliantly for him as a platform to showcase 
his work. His style and attitude were exactly 
what we wanted to capture in the spirit of 
this new Brit fragrance campaign and I am 
loving the shots of today’s live shoot which 
looks incredible,” says Burberry’s creative 
chief, Christopher Bailey.

BECKHAM JUNIOR SHOOTS FOR BURBERRY
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“It was as if the stickers were put 
together spontaneously, without 
any preconceived constraints,” says 
Victoire de Castellane, the creative 
director of Dior Jewellery. In paying 
homage to Christian Dior s childhood 
in Granville, Normandy, the new 
collection puts together twelve unique 
pieces capturing the spirit of childish 
and creative games and is transformed 
into coloured stones. “Colour plays 
a starring role. The manner in which 
they’re assembled creates a sense of 
equilibrium that means that no one 
colour dominates another. So that each 
one has an equal chance to shine,” she 
explains. Accompanying the collection 
is a series of timepieces that echoes the 
Granville’s carnival festive atmosphere, 
which played a big part in the late 
couturier’s childhood, as as he designed 
costumes for himself and his friends.

Comprised of seven styles comprised of magnified black and white polka dots on silk 
faille, an original motif for Carolina Herrera, the playful capsule is an imaginative 

collaboration with Jeffrey Kalinsky, the founder of America’s well-loved luxury speciality 
stores, Jeffrey New York and Jeffrey Atlanta. Signature silhouettes, including a party 
skirt and shirt dress rediscovered with raised hemlines and pinched waists, are met 

with a new structured culottes and blouse. Lending itself to unique pairings and bold 
statements, the capsule collection embraces the modern elegance of the house while 

ushering a whimsical spirit for the season ahead. The collection will be available at both 
of Jeffrey’s stores, as well as on their website from early February.

CAROLINA HERRERA X JEFFREY CAPSULE COLLECTION

DIOR JEWELLERY’S
JOURNEY TO GRANVILLE
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Made in Spain and inspired by Paul 
Smith, the new Concertina bag was 

launched in colours reminiscent 
of the country’s flamboyance. 

Available in three styles - a tote, a 
classic handbag and a clutch - the 

Concertina is crafted from soft, 
supple Italian leather. The folds of 
the side panels mimic the pleats of 
a bandoneon concertina played at  

tango performances. 

Fun and games continue with the two-tone 
theme that is taking over the Jiji bag this season. 
The two-tone models are made with kip leather 

and a specific technique is used to create a 
perfect, seamless line between the two colours. 
The bag with the adjustable gold chain takes on 
a chequerboard spirit in black and white, while 

other small bags combine black with powder 
pink, or black with brilliant white.

LANVIN JIJI

Building on a tradition inspired by Tory’s stylish parents, Buddy 
and Reva Robinson, the new Robinson is a modern classic 
distinguished by a sleek silhouette with minimal hardware and an 
understated T-logo. The signature style, the Zip tote, maintains 
its functionality with a spacious centre compartment, a discreet 
zip-closure, organisational pocket slips for everyday essentials 
and two side compartments with magnetic snap closures.

PAUL SMITH’S CONCERTINA

TORY BURCH’S NEW ROBINSON
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The paths of Christian Louboutin and Jaeger-
LeCoultre have embarked collaborative endeavour 
rooted in sharing creative approaches, and a sense 
of openness, offering new perspectives on the 
world. They have placed their joint signature on 
an unexpected Reverso collection that will mark 
their history. For Christian Louboutin, a watch is 
inseparable from its strap, as these two elements form 
a whole. The creative designer has thus envisaged 
the Reverso models in the same way that one creates 
a jewellery collection, giving each one a strong, 
original identity. Available in two sizes, the Reverso 
Classic Duetto chosen for this transformation retains 
its emblematic face on the front, with pure, classical 
Art Deco lines, while the back, framed by two rows 
of diamonds on either side of the dial, takes on a 
delightfully crazy touch by Christian Louboutin.  
Another model features a textured white mother-of-
pearl dial. It is teamed with a strap subtly hinting at 
the imprint of the iconic Louboutin shoes.

A PARTNERSHIP OF TWO MAISONS
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WHO WHAT WEAR
On the red carpet, off the runway and on

the street, celebrities bring their style game. 

Penelope Cruz wore Atelier Versace on the occasion 
of the 30th Goya Cinema Awards  held in Madrid, 

Spain. She wore a custom-made black silk strapless 
gown enriched by a delicate Swarovski beaded 

neckline. She finished her look with a pair of black silk 
satin Versace open-toe platforms and a silver metallic 

clutch with a black lucite detail.

Nicole Kidman carrying a 
Salvatore Ferragamo on the 

sets of Big Little Lies in Los 
Angeles.

James Bay wearing 
Burberry at the 58th 

Annual Grammy Awards.

Olga Kurylenko 
in Ralph & Russo 

Couture.
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Lady Gaga in Gucci for her 
performance of the National 
Anthem during Super Bowl 50 
at Levi’s Stadium in Santa 
Clara, CA. She wore a custom 
Gucci hibiscus red lurex two 
button peak lapel suit with 
flared leg trousers and a 
contrasting pair of blue glitter 
and red-and-white striped 
platform high heels with brass 
cat head and spike details.

The Black Palazzo 
Empire Bag from 

Versace.

Lady Gaga and Jessica Biel 
spotted out in Los Angeles 

carrying the new black 
Palazzo Empire Bag from 
the Spring/Summer 2016 

collection.

Beyoncé was spotted wearing Gucci to the 
Oklahoma City Thunder basketball game 

against the Golden State Warriors on 
February 6, at Oracle Arena in Oakland, 
California. She wore a Gucci Fall/Winter 
2015-2016 long sleeve net tulle layered 
top with a grosgrain bow and a Dionysus 
GG Supreme canvas shoulder bag with 

bird and flower embroidery.



Rachel Zoe wearing a 
pair of black Salvatore 
Ferragamo Signature 
sunglasses while 
walking on Rodeo Drive.

Taylor Swift wearing a 
pair of custom-made 
Gran booties by
Stuart Weitzman while 
performing on stage
for the 58th Annual 
Grammy Awards in Los 
Angeles, California.

Nicole Kidman wearing Gucci to the WhatsOnStage 
Awards at Prince Of Wales Theatre on February 21, in 
London. She wore Gucci Pre-Fall 2016 pale nude silk 

chiffon crepe sleeveless gown with silver embroidered 
bird and red flower details, gold and silver open-toe-

shoes and a gold-box clutch with brass cat detail.

TRENDS / 25
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AMAZING GRACE:

A NEW ERA DAWNS FOR
FASHION’S VANGUARD

BY JUDI JONES
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“She was a huge celebrity in that 
world, an incredible beauty, I 

was in awe of her,” states Anna 
Wintour, who would herself rise to 

top Vogue’s hierarchy.

C
utting a stark figure with her trademark mass of 
flame-coloured hair and alabaster complexion, Grace 
Coddington, 74, is a reluctant fashion industry icon.  
For over five decades, her modelling career and 
inimitable talent as the premier stylist of ground-
breaking photo shoots has propelled her to be one 

of fashion’s most powerful doyennes. Coddington’s recent 
stepping down, or rather, stepping sideways, as American Vogue’s 
renowned creative director, was a long expected decision, though 
when it came it raised a few eyebrows.

Grace the Model  
As a 1950’s teenager growing up on a small island amidst 
the bleak, rugged landscape of North Wales, where fashion 
magazines were practically non-existent, Pamela Rosalind Grace 
Coddington fantasised about the coveted lifestyles seen within 
the glossy pages of her borrowed, out-of-date copies of Vogue. “It 
was always my desire to be an incredibly elegant woman,” says 
Grace.

In 1959, armed with determination and one holdall containing 
the worldly possessions of a naive 18-year old, Grace arrived in 
the brightly-lit, vibrant atmosphere of London. Attending twice 

weekly modelling classes, she learned to apply make-up, style 
her hair and totter gracefully in stiletto heels. A waitressing job at 
the trendy Stockpot Bistro located a stone’s throw from Harrods, 
introduced her to the swinging city’s influential individuals. 
It was the right place at the right time.  At 5 ft 9in with a 22in 
waistline and going by the more fashionably acceptable name 
of ‘Grace’, she accepted her first modelling assignment with 
royal photographer Norman Parkinson, having been introduced 
to him by a Bistro customer. soon after, she won a Vogue Model 
of the Year competition. “A radiant girl with sparkling looks,” 
stated Vogue. Following in the fashionable footsteps of model 
Jean Shrimpton, fondly known as ‘the Shrimp’, Grace’s modelling 
success and popularity soared and to the swinging sixties’ media 
and fashion glitterati, she was affectionately nicknamed ‘the 
Cod’. 

As a muse for hairdressing talent Vidal Sassoon and posing 
for high-brow photographers including David Bailey, Terence 
Donovan, Helmut Newton, Lord Snowdon and Guy Bourdin, 
her long-standing relationship with Vogue had commenced; her 
teenage fantasy was becoming reality. “She was a huge celebrity 
in that world, an incredible beauty, I was in awe of her,” states 
Anna Wintour, who would herself rise to top Vogue’s hierarchy. 
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Grace’s glamorous career bubble burst momentarily in 1961 
when she suffered severe injuries in a car crash. A severed eye 
lid almost prematurely ended her modelling prospects, but after 
extensive surgery and using clever self-styled make-up tricks, 
Grace returned to the limelight, flitting between London and 
Paris, socialising amongst the illustrious, jet set to enjoy several 
more successful years of modelling until her late 20s, when 
she felt it was time to diversify, as younger models like Twiggy 
became the new face of the season.  

Grace the Fashion Editor and Stylist.
In 1968, Grace was hired as junior fashion editor at British 
Vogue, earning a salary of GBP 1,100 per year plus luncheon 
vouchers, less than she’d earned as a model, but it was the 
perfect platform on which to embark on her creative journey.  
Her passion and artistic genius, natural instinct for enhancing 
a fashion story, and the chemistry between herself and a stable 
of high-class photographers 
paved the way for her 
transition from model to 
sought-after principal stylist; 
overcoming the stark contrast 
of roles by being totally hands 
on and taking advice from her 
mentor, Norman Parkinson to 
‘Always keep your eyes open. 
Keep watching. Because 
whatever you see can inspire 
you.’

A self-confessed ‘romantic’, 
Grace has a remarkable talent for portraying fashion spreads 
in the form of aesthetically powerful narratives, she possesses 
a stubborn resolve to tear down the barriers and restrictions 
of industry commercialism, to project fashion as an art form. 
During her 19 years working at British Vogue, she embraced 
the diversity of global cultures and used a location’s backdrop 
to the highest potential creating vivid tableaux.  Perfectionist, 
she boldly staes “Beauty is not about perfection.  I prefer 
imperfection – it’s much more interesting. Perfect is boring.” 
Although a meticulous perfectionist when it comes to her work 
ethic.

Grace’s distinctive, unconventional approach and innovative 
ideas are incomparable. During the 70s she styled pioneering 
fashion shoots within the confines and restrictions of Soviet 
Russia, featuring Jerry Hall. An invitation to Vogue from 
communist China in 1979 saw Grace embrace the conformity 
and utilitarian Chinese lifestyle, whose uniform clothing she 
portrayed in a playful, yet respectful fashion shoot: such artistic 
intuition awarded Coddington admiration for her creative 
vision and fuelled the celebrity status she constantly shunned, 
yet which continued to pursue her. 

“Beauty is not about perfection.  
I prefer imperfection – it’s much 

more interesting. Perfect is 
boring,” she claims. Although 
meticulous and a perfectionist 

when it comes to her work ethic.
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Grace as Creative Director 
In 1985, the role of fashion director for British Vogue was 
offered to Grace as Anna Wintour took up the reins as editor-
in-chief – a role Grace had turned down. Anna’s radical 
changes in how the magazine was run ruffled the feathers 
of the staff, although Coddington and Wintour, despite 
their contrasting personalities, complimented each other  
professionally – Grace the artist and Anna, the functionalist.

Hot designers ruling the 80’s runways included Helmut 
Lang, Claude Montana, Azzedine Alaia, Ralph Lauren and 
Calvin Klein. Coddington’s devotion to each, powered her 
ideas for her fashion spreads, as Sophie Hicks, Grace’s then-
assistant explains, “Grace wore her pages, she’d live them, 
and then she’d move onto something new.” 

Grace’s sabbatical from Vogue happened in 1987. Through a 
mutual respect for each other’s work, she accepted a job offer 
as design director for Calvin Klein in New York, assisting 
him on several inspirational ad campaigns featuring a host 
of supermodels and celebrities. However, her passion was 
in editorial fashion shoots and in 1988 she became creative 
director for American Vogue which coincided with Anna’s 
appointment as editor-in-chief. Their collaboration for almost 
three decades joined two of the most powerful and influential 
women at the helm of Vogue’s dynasty. “Grace is the jewel in 
our crown,” once complimented Wintour.

Grace: The time for Change
Alongside countless accolades for her creative contribution, 
including a British Fashion Award for outstanding work 
in fashion, is the 2007 behind-the-scenes documentary 
film – The September issue, in which Coddington 
unpredictably stole the show, which exposed her forthright 
and approachable demeanour in contrast to Wintour’s 
unemotional and detached persona. The spotlight shone 
brightly on Grace, the unwilling idol. A coveted coffee table 
book - Grace: Thirty Years of Fashion in Vogue, visually 
documents her creative career, while Grace: A Memoir, 
reveals her colourful life so far. 

For artists like Grace Coddington, the digital world is to 
some extent the enemy. Pages of opulent fashion shoots 
are financial burdens and forward-thinking Vogue will 
accommodate the changing visual format.

Relinquishing her role as creative director in place of 
creative director-at-Large, Grace will still produce four 
editorials a year for Vogue as the magazine gradually bids 
farewell to its second-in-command as she pursues new 
avenues. Her collaboration with Comme Des Garçons 
towards the creation of a fragrance and a film based on her 
memoir are just the beginning of Grace’s new era. 

As told to the Business of Fashion news, “I’m certainly not 
going into retirement. I don’t want to sit around.”



Ralph & Russo
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COUTURE SS16
A blend of 

old and new 
reveals for 

what will be 
this coming 

spring.
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Ralph & Russo 
The magic of Ralph & Russo is not only unbelievably elaborate and 
gorgeous showpieces, but also its ability to build a life around these 
pieces, completing its collections with precisely sculpted everyday looks. 
Bridging a regal perspective with an easy-living vibe, the collection makes 
a subtle transition from an old-world tradition to the modern woman. 
Peplums, architectural and graphic, corseted bustiers, sharp silhouettes 
and diaphanous robes form the new dialogue, while intricate handwork 
lives up to the house’s signature decadent pieces. Vast surfaces are fully 
adorned with petal appliqué crystal dewdrops, three-dimensional silk 
threadwork, micro-paillette underlayers, and hand-painted peonies and 
tulips in sapphire, blush pink and lavender.
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Giorgio Armani Privé 
Replicating the movement of the human body through the manipulation 
of colours and fabrics, Giorgio Armani’s aptly titled ‘Mauve En 
Movement’ collection is anchored by weightless silks and delicate 
organzas. Delicate jackets are adorned with ruffles, a leitmotif for this 
season, with flounces emerging from shorts under jackets – to give the 
illusion of constant movement. The flounce also emphasises dynamic cuts 
and gives a different take on lengths and volumes. Billowy silhouettes 
make for a flattering cut for most shapes, but also find an appeal a 
younger set of clients. Wave-like embroideries appear on skirts, trousers 
and tops, and even on the hairstyles proposed as part of the look. This is 
the season for bejewelled socks, for what is couture, if not in the details. 



Dior 
In the house’s first foray post-Raf Simons, it is a show of strength by its 
team of artisans and master couturiers –  a somewhat déjà vu experience 
reminiscent of the Galliano debacle, although under entirely different 
circumstances. The Dior woman in this collection is relaxed and 
nonchalant, exploring another way of constructing fashion, and asserts 
herself by wearing clothes in a new way. Volumes are freestyle, the Bar 
jacket is versatile, knits stitched like lace, with unexpected contrasts of 
texture and cut. It embraces a new attitude that lies in the virtuosity of 
the savoir-faire that lives inside the house’s ateliers. But one thing is for 
certain, the intricate internal workings of Dior’s ateliers are solidly rooted 
and it is capable of moving forward and producing beautifully crafted 
pieces with or without a proverbial navigator.
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Amato Haute Couture 
“The title of this collection is ‘Love Is a Battlefield’ and I was very 
inspired by Anna Karenina. She was so advanced in terms of love and 
she truly fought for it, even though it was a big scandal at the time. I was 
moved by the story,” designer Furne One says. The forty-piece collection 
of charcoal grey bow belts, top hats, lace, denim and cotton is a story of 
tragedy and sadness, though the construction is anything but. Puff skirts 
are paired with shirt-type blouses, puffed-sleeved embroidered jackets 
are made with zippers, and all the embellishments are constructed from 
safety pins and crystals. “What’s important is that I’m always thinking  my 
woman  is not afraid of the dictates of fashion. She s strong and wants to 
experiment,” he says. Though drawing from an archtype inspiration, the 
fabric choices for the collection are meant to evoke the modern woman.
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TRENDS
TO CHIC

THE ONLY FOUR STYLES YOU NEED 
TO HAVE THIS SEASON

BY DEBRINA ALIYAH
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TAKE A BREAK

What’s a Resort collection without actually 
heading for a quick vacation? The mid-season 
escapade could land you anywhere, so we are 

going for vibrant and eclectic with the wardrobe. A 
trusty poncho for all weather, a little fringe for the 
festival vibe, a printed mini for the daytime cruise 

and a feminine lace dress for the evening.

Alice & Olivia

Moschino Boutique

Marc Jacobs

Tadashi Shoji

Giorgio Armani
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Yigal Azrouël

Lanvin

DKNY

Bottega Veneta

Michael Kors Collection

IF YOU WERE A BOY

Sometime last spring, fashion editors worldwide embraced the 
challenge of being dressed by their partners for a month. 
Unsurprisingly, the men churned out a whole wardrobe of feminine 
skirts and sometimes inappropriately revealing tops for daytime wear. 
As we head into the new season, boyish dressing comes in full force, 
going in the exact opposite direction with slouchy silhouettes and 
jackets so suave that your boyfriend will be coveting them.



SCULPTED DREAMS 

The sculptural technique, once the guarded domain of 
haute couture, has slowly made its appearance on the 

pret-a-porter runways in the last few seasons. No doubt, 
the stiff silhouette makes for one of the most flattering 

for all body types, but this season the trend goes into the 
details. Merging with a softer combination, the sculpted 
details come as hems, collars, and even on the sleeves.

Balenciaga

Victoria by Victoria Beckham

Balenciaga

Alexander McQueen

Reemami
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Dior

Balenciaga

Emporio Armani

Michael Kors Collection

Raoul

CANVAS WHITE 

Solange Knowles’ wedding in autumn 2014 will forever be etched in 
our book as the ‘101 In All-White Dressing’. Her entourage that rocked 
white in every sartorial combination, separates, minis, gowns and 
maxis, should be the reference point for this season’s canvas white 
theme. Straight-forward interpretations of one-pieces are easy to pull 
off, but our favourites are looks of layers and layers of white garments 
all pulled together by an equally glistening white pair of shoes.



STEP INTO SPRING
The must-haves to take you through the mid-season funk.

●1		 Classic lady bag, Alexander 
 McQueen, Porto Arabia. 
●2			 Bucket bag, Balenciaga, 
 Porto Arabia. 
●3		 Backpack, Bottega Veneta, 
 Villaggio Mall. 
●4			 Backpack, Bally for Printemps. 
●5			 Box crossover, Mark Cross, 
 Per Lei Couture.

Moschino

2

3

1

5

4
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●1		 Cross-stitch detail oxford, 
 Alexander McQueen, Porto Arabia. 
●2		 Patterned necklace, Balenciaga, 
 Porto Arabia.
●3		 Tinted sunglasses, Emilio Pucci,
 The Gate Mall. 
●4		 Feather belt, Emilio Pucci,
 The Gate Mall. 
●5		 Rimmed sunglasses,
 Michael Kors Collection. 
●6		 Colour block platforms,
 Michael Kors Collection.
●7		 Bow-detailed sandals,
 Jimmy Choo for Printemps.
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●1		 Pucci’s ‘First Episode’ full look.
●2		 Embroidered bomber jacket, 
 Alexander McQueen, Porto Arabia. 
●3		 Cap-sleeved evening gown, 
 Alexander McQueen, Porto Arabia. 
●4		 A-line dress, Balenciaga, Porto Arabia. 
●5		 Jacquard jacket, Maria Luisa for 
 Printemps. 
●6		 Boiler suit, Iris & Ink, The Outnet. 
●7		 Middle East-inspired exclusive kaftan,
 Tory Burch, Lagoona Mall.
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THE
FEMININE
ALLURE
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BY AARTHI MOHAN

Rami Al Ali, the founder of his 
namesake, eponymous brand, 
explores the world of fashion.
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F
rom a dreamer to a global trendsetter, Rami Al Ali’s 
journey in defining the art of haute couture has 
been on a high road. When it comes to materials and 
execution he spares nothing less than perfectly tailored 
intricate and glamorous drapery. His refined touches 
of elegance, balance the region’s leanings towards 

romanticism with streamlined geometry.The design motto he 
vouches for is that ‘perfection goes a long way’.  He ensures each 
dress is completely perfect in terms of fabric, fit and detailing. The 
Dubai-based designer has been in the fashion industry for more 
than a decade, held half a dozen couture shows in Italy and has 
showcased his designs in Paris, the fashion capital of the world. 
The uniqueness of Rami Al Ali’s collection, with its elegant dreamy 
dresses and tailoring, comes from his globalised perspective.
Rami’s interest in the female aesthetics of style and fashion 
began at a very young age. In 1991, he moved to Damascus to 
do his degree in Fine Arts & Communication. It was there that 
he explored his interest for fashion. He started his own line in 
2000. From signature bridal collections to exquisite baroque 
gowns, the Rami Al Ali woman is sophisticated, intricate, graceful 
and very refined. Expanding to a wider demographic, the label 
recently launched a new prêt-a-porter line that is graceful and 
emphasises the beauty in feminity. The collection showcases 
modern silhouettes and elegant styles that reflect a relaxed yet 
glamorous approach to cocktail and eveningwear. Well-travelled, 
highly articulate, hardworking with a unique vision that combines 
a rich subtext of his Syrian identity with global influences, Rami Al 
Ali represents the new-age fashion designer and is helping to shape 
a more modern design identity for the region. We got an exclusive 
interview with the designer on his foray into ready-to-wear, how 
different it is from haute couture and the changing perspective of 
the Middle Eastern fashion industry. 

Tell us about the new prêt-a-porter collection. 
The feminine romantic erais a big trend right now and designers 
are using lots of beautiful multiple layers, soft and textured 
materials, big skirts and rich brocade. Simple silhouettes are 
seenwith modern detailing of embroidery lace appliques on the 
upper section of dresses. The new collection showcases modern 
silhouettes and elegant styles that reflect a relaxed, yet glamorous 
approach to cocktail and eveningwear. I wanted to demonstrate 
a prevailing take on traditional shapes, yet staying true to the 
brand’s ethos by only using the finest materials.

It’s been a year since you started the daily wear line, what are some of 
the challenges that you face designing it? 
As any new project, it can always be a little challenging but we 
like challenges, as it’s an extremely exciting experience to try 
something new and to expand the Rami Al Ali brand. There are 
lot of details to consider as we are reaching out to a different 
demographic but I wouldn’t have done anything differently.

What makes the prêt-a-porter designs different from your signature 
designs?
Couture designing and production is different because everything 



is made by hand and made to order. Each detail or embellishment 
is added individually, which takes time, precision and talent – no 
shortcuts can be taken. Ready-to-wear has a lot to consider as 
well, but it continues to remain true to our ethos that is to create 
beautiful evening dresses while always keeping the consumer in 
mind and to be able to cater to a different segment. 

Tell us about the fabrication of the collection.
Using only the finest materials, the collection consists of 
luxurious chiffons and organza layers that are mixed with 
exquisite geometric textures. I have used chiffon panels which are 
artistically incorporated among geometric embroidery lace details. 
The deep V-neck lines are met with light and heavy-weight Italian 
lace which is transformed into subtly soft pleated tulle skirts. And 
the colour palette sees a fusion of bold colours including, Klein 
blue, green and orange, that are complemented with understated 
hues of champagne, powdery blue and ivory to bring freshness to 
the general aesthetic this season.

Do people like the new collection in the Middle East? Who are your 
loyal followers?
The Middle Eastern market has shown great support since the day 
I launched my first collection. Moreover, Middle Eastern clientele 
appreciates my designs every season as over here we celebrate 
our precious moments and special occasions in a more dramatic 
manner. Therefore, the atmosphere around it needs to compliment 
such vivid and intense moments. I have lots of loyal followers who 
always choose my designs for big events and special times.

What are some of the most significant changes in the growing Middle 
Eastern fashion industry? And what change would you like to see in it?
When I first moved here in the late 1990s, it was the beginning of 
an era in the UAE where the fashion scene was starting to change 
from a conservative taste to more contemporary and  international 
taste. Nowadays, there are a lot of projects in place for designers 
starting out such as Dubai Design District and Fashion Forward – 
both of which are providing a great platform for new talent in this 
region. I would love to see Dubai become a global fashion hub. 
Designers and fashion enthusiasts are more risk takers now, and 
a lot of people are looking for something unique, exclusive, which 
you can’t necessarily get from international brands. I believe it is 
only a matter of time now though!

What makes Rami Al Ali a distinctive successful brand in today’s 
overly-crowded fashion world?
Femininity and attention to detail are the essence of the brand’s 
DNA and this is reflected in all my designs. I am always eager to 
create a long-lasting effect and  make every woman feel special 
in my design. There is a clear element in my designs, which is 
Arabesque; it gives it the distinctive style which comes naturally as 
a result of the Syrian heritage that I come from. 

What is next for Rami Al Ali? 
We are working on a few collaborations with internationally 
renowned names  which will be revealed in the near future.

FASHION / 47



4848

BY SINDHU NAIR

Glam attempts  to understand the 
mystery behind the brand OTT.

THEATRICAL 
SENSIBILITY

In this age of social media, where reveal and revel are the names 
of the game, where popularity and footfalls are related to the likes 
and follows on social pages, there is one brand with its roots in 
the Middle East who wishes to remain anonymous. This duo of 
two friends feels that anonymity is an opportunity for the brand 
if managed in the right way. With an acronym for Over the Top as 
their brand name, they feel that anonymity is the biggest story of 
the times.

“We live in the age of Instagram; people become designers to be 
famous. There are rare moments in history where fashion doesn’t 
just reflect the story, it can become the story,” they say. “We feel 
it’s a powerful strategy for luxury brands because it taps directly 

into our raging cultural debate over living in public versus our 
right to privacy.”

Coming from two young girls who launched OTT with a bang 
in summer 2005 and then rose to instant fame, one realises that 
there is more to the new generation of trendsetters from the 
region than the world has ever given credit.

Like all teenage success stories, this began when two ‘hyper-
charged’ best friends began collaborating and designing tshirts 
as a hobby. Through their nomadic childhood between the Gulf 
and Europe, and their blend of Eastern heritage with personal 
eccentric expression, the passion to create clothes defined by 
sophisticated luxury, resulted in the brand.  

The mystery behind the brand OTT is in the anonymity of the owners. Here are some 
representative images of the two, taken from their various inspirational travels.
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“OTT is an abbreviation or slang word that means ‘Over 
The Top’. Commonly used in a derogatory manner, though 
the acronym Over The Top is used disparagingly, for OTT it is 
fabulously eccentric and expressive,” they reveal.

And the inspiration behind OTT is exquisite lines of retro-
inspired, cutting-edge fashions, featuring sumptuous materials 
and the finest handwork. An eclectic mix of styles combining 
timeless, vintage Eastern glam with a twist of quirky 
girlishness adds diversity and originality. “The more different 
you are from the rest of the world, the more curious you are, 
and the more you want to discover,” they say.

Like the women who would wear OTT: funky, fabulous 
women who know about fashion and want to have fun with it. 

 Seems familiar, doesn’t it? But are these women necessarily 
of Middle Eastern origin? Who is the muse for the two friends, 
we ask and the reply is immediate. 

“We think global and act local. The Middle Eastern woman is 
the main muse behind our brand,” they declare emphatically.

We might discredit the new generation with a lack of 
purpose, these two designers lack no determination and their 
ideas and vision for the brand are spot on and clear. It is this 
clear communication and brand mission that makes their story 
a success.

Talking about the new big change that is coming over the 
fashion world, OTT designers give their take on the changed 
economics of fashion.

“The more different you are 
from the rest of the world, 
the more curious you are, 
and the more you want to 

discover,” they say.
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“The fashion system is changing dramatically. Burberry, 
Tom Ford and Vetements are saying goodbye to the traditional 
fashion calendar announcing ‘See-Now-Buy-Immediately 
Collections’ from September.” They think fashion houses 
should come with more innovative approaches to target their 
consumer.

And learning from the new direction, these two are taking 
instant action and are working on an app where their clients 
will be able to customise items and order them instantly 
through the app.

Taking us through their 2016 collection, the designer duo 
say, “This collection embraces a whimsical spirit, taking us 
on a romantic journey back to the 70’s era. Still staying true 
to the brand’s style philosophy of flamboyant fashion, the 
new collection takes a softer approach with beautiful lace 
and eloquent embroidery. Exquisite fabrics tell a story in this 
dreamy, yet playful collection. Delicate crépe and georgette 
chiffon decorate peasant tops, off-the-shoulder dresses and 
billowing full skirts.”

Spring/summer by OTT takes the design house on a romantic 
detour with messages of love and nostalgia. Continuing to push 
fashion boundaries, uniqueness and personality stay at the 
heart of the OTT style ethos.

 So other than OTT, what should a modern woman have in 
her wardrobe, we ask and quick comes the reply: “Confidence.”

We agree.
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If you’ve passed through Hamad 
International Airport, you’ve been 
subjected to iris scanning. Far more 
reliable than fingerprinting, iris 

scanning works because the complex 
patterns of the irises of every person on 
the planet differ. Even identical twins have 
unique iris patterns. But who would have 
imagined that a concept used in security 
identification could be creatively moulded 
into an object of beauty? 

This is the thinking behind Witr 
Jewellery. 

For Reem Al Shamari, owner and 
creator of the brand, Witr is the perfect 
embodiment of the dream she is fulfilling. 
“Witr stands by the meaning of its name: 
‘forever one of a kind’. All of our designs 
offer personal value to our customers, but 
in a way that has never been thought of 
before,” says Reem. Witr creates unique 
jewellery based on an individual’s iris 
imprint. A customer will visit the Witr 
store, where a high-resolution image is 
taken of their iris. This is then translated 
into a jewellery design. The image or 
imprint is delicately carved into gold, with 
a diamond set in the centre, representing 
the eye’s pupil. The final piece is styled as 

a pendant or bracelet, a pair of cufflinks, 
a ring, set of earrings, or may even be the 
face of a watch. 

Witr began its journey in 2014 when 
Reem was challenged into employing her 
entrepreneurial and business management 
skills. She thought of creating an item that 
could be a unique and precious gift, and 
one that would continuously appreciate 
in value. “There is no eye print identical 
to another,” she says. “If we immortalise 
an eye print, after two thousand years, 
that eye print is still going to be from that 
one person.” Reem says it was a simple 
idea that led her to thinking of jewellery. 
She wanted to explore the possibility of 
immortalising this part of oneself, or that 
of someone whom one holds dear. The 
idea of using jewellery as the medium in 
which to accomplish her desire was almost 
obvious. “The beauty of someone’s eyes 
doesn’t get born twice; hence it deserves 
being immortalised in gold,” she says.

Staying true to the ideals of individuality 
and exclusivity, Witr only announces 
its collections once they have been 
copyrighted and patented. The current 
Carved Eye Collection is the first line to 
have accomplished this. Furthermore, 

customers work with Reem in choosing 
exactly how they want their pieces to be 
manufactured, in either 18- or 21-karat 
white, yellow or rose gold, with the 
centrepiece pupil as a clear or black 
Belgium diamond. “Every piece we deliver 
comes with a certificate. We’re not going 
to provide the customer with anything 
other than pure gold,” Reem says.  

Although there are many jewellery 
brands across the world, Reem believes 
that most, if not all, lack the sense of 
personal value that lovers of high-
end jewellery desire. This is how Witr 
distinguishes itself – it gives the wearer 
a sense of pride in showing off their eye 
print or that of someone else’s. Witr’s 
philosophy is as individual as its jewellery: 
“If it doesn’t turn heads,” says Reem, 
“then it’s not perfect enough. If it doesn’t 
raise curiosity, then the designer hasn’t 
spent adequate time to impress. If it isn’t 
meaningful to the wearer, then it will only 
carry a single value to it – the material.” 

Witr Jewellery is located at Shop #5 in the 
Gold Souk, next to Souq Waqif. For more 
information visit www.witrjewelry.com

TRUE
VISION

BY SHELLEY KNIPE

AT THE DOHA JEWELLERY AND WATCHES EXHIBITION, 
ALL EYES WERE ON WITR JEWELLERY, THE ONLY 

QATARI-OWNED EXHIBITOR AND LOCAL JEWELLERY 
DESIGNER FEATURED AT THIS YEAR’S SHOW.
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STARS
ON

EARTH
This year, the much-awaited Doha Watches and Jewellery 
exhibition was expected to be a low-key affair. with the oil 
price dips and the economy on a downward dip, the luxury 
industry was expected to be on the back foot. But we had it 
all wrong, the number of footfalls was lower, but the high-

net-worth visitors were unfazed with the happening around 
the world.  After all, this is a moment of self-gratification. 

Glam picked the most popular designs that were on display.

THE ANIMAL BRACELET

Since its debut in 1963, the zebra has been 
among the most popular of the David Webb 
animal bracelets. Today, the zebra, with its 
unique pattern of stripes, is the company 

logo. Black-and-white enamel, with circular-
cut diamonds, cabochon rubies, platinum, 

and gold, this is one hot favourite.

 EXPLORING DIMENSIONS

Inspired by the purity and form 
of the lotus flower, Payal New 
York extends the flower’s natural 
form by transforming it into a 
reflection of endless possibilities 
with the Lotus collection. The 
piece is a 18K W/G pink and 
white diamond necklace.

 THE PERFECT CUT

Colombian emerald-cut 
emerald and white diamond 

sprung bangle set in 18ct white 
gold from David Morris.
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 SOUND OF THE SEVEN SEAS

Inspired by the waves of blue, the 
Reflets Adriatiques necklace from 
the SevenSeas collection of Van 

Cleef & Arpels showcases a group 
of exceptionally paired turquoise 

pendants. 

 REPTILE FASCINATION

For Boucheron, the fascination began early in 
1888, when on the eve of a journey; Frédéric 
Boucheron gave his wife Gabrielle a diamond 
necklace representing a snake to protect her 

on her travels. Ever since then, this mysterious 
animal has  served to defend lovers. For 

jewellery lovers in Doha, this bracelet from 
Maison Boucheron has always been one of 

their piece de resistance.

 ART PIECE

This exquisite emerald 
necklace and earrings from 

Graff Diamonds are beautifully 
fluid, incorporating over 550 

carats of emeralds and 90 
carats of diamonds. Adding a 
further allure, the floral jewel 
at the centre of the necklace 

can be removed and worn 
separately as a brooch.

 INDIAN INSPIRATION

This necklace is from the Bleu de 
Jodhpur collection, which is high-end 
jewellery that is an ode to the India of 
today, open to the world, humane and 

inspiring. Made from diamonds and 
Makrana marble the same material used 

in the construction of Taj Mahal, this 
beautiful piece celebrates Boucheron’s 

famous question mark style.



 OLD MEETS NEW

This beautifully hand-crafted bracelet from Buccellati was 
created 40 years ago and known worldwide as the ‘Rigato’ 
technique. To obtain this ‘fabric effect’ a master goldsmith 
has engraved, stripe by stripe, the entire precious surface.
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 ISTANBUL-INSPIRED

This cuff from Gilan’s Bosphorus Dreams 
Collection features irregular sapphire, emerald 
and white diamond stones, set in a manner to 

reflect the colours of Istanbul – white 
buildings on the banks of the blue river with 

green plains gently rising behind them.

 THE ONE THAT TELLS TIME

From bold styles to timeless elegance,
Van Cleef & Arpels celebrates time and 

excellence of jewellery savoire-faire with the 
Rubis secret watch. Studded with white gold, 
diamonds, pink gold, 115 oval-cut rubies for 

151.25 carats from Mozambique, the piece can 
be used as a bracelet or as a watch.

 THE ROAR OF THE LION 

Paying homage to one of Gabrielle Chanel’s 
beloved motifs, the ‘Sous le Signe du Lion’ is 
a 58-piece collection which captures the 
king of cats in spectacular haute jewellery. 
Medallion-style ropes of coloured pearls 
and out-sized brooches, the centerpiece is 
carved from rock crystal where a lion stands 
proudly on a comet that flies above a yellow 
diamond results in a dramatic necklace.
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SET ON EMPTY 

Serti Sur Vide is a one-of-a-kind 
collection from Repossi which uses 
diamonds and stones set “on void” 

which means suspended on a structure. 
They are created in rose gold, white gold, 

black gold fully set with white or pink 
diamonds, or set in a raw gold setting. 

The central stones are white diamonds 
in contrasting sizes, with additional 

diamond colour hues varying from fancy 
blush and fancy yellow to fancy pink.

 MAGIC MOMENTS

From the brand’s high end jewellery segment is this secret watch 
bringing together Chaumet’s two-hundred year know-how in 

jewellery and watchmaking. Around a pear cut diamond, the baguette 
and brilliant-cut stones create volumes and ripples. An exceptional 
feat of setting, featuring nearly 800 diamonds, concealing a natural 

mother-of-pearl dial is this watch from the collection Josephine.

 CONNECTING THE WORLD

A luxury watch that combines connectivity and 
computing intelligence with Swiss watch making 
heritage, the connected watch from TAG Heuer 
features an Intel® Atom™ processor Z34XX and 

brings together the best of both worlds.

 FREEDOM TO INNOVATE

The Excalibur Spider Skeleton Flying 
Tourbillon by young Swiss brand Roger 
Dubuis, is a limited edition, 188-piece 

study in contrasts and features a skeleton 
case and dial, Black DLC titanium container 
and crown, and audaciously, a rubber bezel 

set with 60 baguette-cut diamonds.
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Beirut-born and Dubai-dwelling, Nadine Kanso represents 
the bicoastal reality of many Arabs today – a reality that 
forms her work as both a photographer and jewellery 
designer. 

Having spent her entire childhood in Beirut, Nadine later 
gained two degrees from the Lebanese American University – 
Communication Arts and Advertising Design. These degrees, 
along with her faithful appreciation for all things art and 
fashion related, laid the foundation for her work in design and 
photography today. 
In 2006, Nadine created her jewellery line, a complementary 
offshoot to her exploration of Arab identity, ‘Bil Arabi’, taking 
inspiration from the Arabic alphabet to craft rings, bracelets, 
pendants and earrings. Using 18-carat gold and embellished 
with an array of precious and semi-precious stones the Bil Arabi 
series (which is a literal translation of ‘in Arabic’), the collection 
is akin to bling with a Middle Eastern edge. She explains her 
Bil Arabi collection thus: “Once upon a time, the presence of a 
ring was capable of sending one of two messages – single or not 
available. I wanted my rings to say more than that and so created 
a jewellery line that expresses something other than  
marital status.”

 In fact, Nadine wanted her line to reflect both a personal 
message as well as a strong cultural one – and the best way to 
say it? Bil Arabi, of course, her mother tongue and the source for 
everything she wanted to express. 

Nadine’s approach to her art is like her approach to life - to 
love, to live and to learn. She constantly explores new ways to 
express what it means to be an Arab in today’s world; through 
her creative dialogue she masterfully confronts these issues, 
offering her own insightful observations yet leaving room for the 
individual to ponder.

Robert Wan has been developing its activity around the 
Tahitian Pearl for more than 40 years, constantly improving the 
quality of these unique gems and pursuing ultimate perfection.  
Robert Wan announced their latest collaboration with Nadine 
just before the DJWE 2016.

Ya Noor El Ain, a one of a kind stunning ring, designed and 
created by Nadine exclusively for the brand, was unveiled at  
the DJWE.

More than a piece of fine jewellery, Ya Noor El Ain is a 
magnificent work of art and a fitting homage by both brands to 
the region. The signature Bil Arabi Arabic letters are scattered 
to spell Ya Noor El Ain, which translates to ‘Light of the Eye’. 
An exceptional 22 mm rare Tahitian black pearl from Robert 
Wan private’s museum, symbolising the pupil of an eye. 18-carat 

THE
MEETING
OF THE 
UNLIKELY
THE PEARL IS CONSIDERED STATELY AND 
REFINED, NOT EXCITING ENOUGH TO 
CONTAIN THE EDGINESS THAT MIDDLE 
EASTERN DESIGNS ARE CURRENTLY 
ENGAGED IN. THAT WAS ALL BEFORE 
ROBERT WAN MET NADINE KANSO.
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rose gold, enhanced by the smoothness of a captivating rare 
black Tahitian pearl and encircled by dazzling blue sapphires 
and diamond baguettes, Ya Noor El Ain portrays a romantic and 
exotic message and merges the timelessness and history of pearls 
with the poetry and grace of the Middle East. 

“It is always inspiring and self-challenging when one 
collaborates with an international brand, coming up with 
something truly exclusive that also resonates closely with my 
signature design ethos. Using pearls for Ya Noor El Ain was a 
beautiful voyage into a world, which I normally do not touch 
upon. It was a poignant journey of discovery for me personally as 
an artist,” says Nadine.

Ya Noor El Ain marks a significant expression of Robert 
Wan’s association with the Middle East, combined with the 
sophistication and limitless talent and craftsmanship of designer 
Nadine. 

“At Robert Wan we are always looking for new talents, both 
international and regional, to work on exclusive pieces to add to 
our collections. Nadine Kanso was already a friend of the brand 
and we love what she has been creating for Bil Arabi in the last 

10 years. She was a natural choice for this beautiful project, 
as we wanted to play with the two worlds, Arabic calligraphy 
that is the very signature of Bil Arabi, and pearl culture, which 
is the root history and world of Robert Wan Tahiti. The results 
are truly beautiful and we are excited at the prospect of future 
collaborations with Nadine,” said Audrey Tcherkoff, CEO and 
Creative Drector of Robert Wan.

“It is always inspiring and self-
challenging when one collaborates 
with an international brand, 
coming up with something truly 
exclusive that also resonates closely 
with my signature design ethos.”
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THE SHINE 
OF THE 

MOONLIGHT

BY HANEEN HINDI

DOHA’S FIRST-EVER JEWELLERY POP-UP GALLERY BRINGS
THE FINEST DESIGNERS FROM THE REGION TOGETHER.
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F
ollowing in her pearl merchant great-grandfather’s 
footsteps, Fadia Al Zain, 29, recentlycurated and 
hosted a fine jewellery ‘Month of the Moon’ pop-up 
gallery in January, the very first of its kind in Doha. 
Fadia sat down for an exclusive Q&A with GLAM to 
discuss her pop-up featuring unique creations from 

some of the region’s talented jewellery designers, including 
LEVIANKASH, Robert Wan, Bil Arabi, SBH Beads and Azza 
Jewellery.

Where does your love of jewellery come from? 
My love of jewellery comes from my roots. My great-grandfather 
and entire family have always appreciated jewellery and we 
actually now own a fine jewellery store. We are Bahraini and have 
a history in pearl trade, so Bahraini pearls are particularly special, 
because they represent who we are and where we are from. 

Why did you decide to hold a jewellery pop-up gallery in Doha? 
I am based in Doha and the city has become my second home, 
after Bahrain. Bahrain and Qatar are very similar, so I actually 
feel like this gallery is an effort to give back to the Gulf as a whole. 
I love that I had the opportunity to do it in the Katara Art Centre 
in Doha where so many people appreciate jewellery and have a 
passion for it themselves. I love seeing people here get excited 
about events – that’s just the icing on the cake.

How did you plan and organise the event?
This gallery was kind of a one-man show. I started by coming 
up with the theme, then by grouping the vendors together, so 
that they all have something in common. I then began mapping 
and designing the space myself, as that’s what my background 
study was – spatial design. I studied in Central Saint Martins and 
finished at the New England School of Art and Design. Then 
marketing comes in. I wanted to share this experience with 
people and get their reactions. It’s nice to have an event where a 
group of designers can meet and appreciate one another’s talents.
What is the concept behind the ‘Month of the Moon’ gallery and space 
design?
Throughout my initial research, I came by the idea that January is 
sometimes mentioned as the month of the old moon, when it’s at 
its fullest. With this idea, I wanted to create a space that gave you 
the feeling of being in the midst of the moon. The high ceiling 
and white velvet curtains represent the surface of the moon. The 
actual jewellery displays are arranged in the shape of a crescent. 
The candle lights show light and warmth. The display is also 
arranged in a way that creates a direction for people coming in, so 
that they can have a nice walk-through, circulate and crisscross in 
the middle and share thoughts.

Besides Robert Van, Why have you chosen to highlight GCC designers? 
I’ve worked with a large number of international designers but I 
am focused on the GCC because I see a bright future for up-and-
coming regional designers. I’m proud to be from the GCC and to 
support these people because they’re taking fashion to another 
level. Even though the Gulf is a small place, it’s an area that is full 
of diversity, culture, ideas and creativity, and there’s a lot of drive 
behind all that. It’s a beautiful thing to watch.

Do you make use of Instagram to watch the progress of new designers?
I do draw inspiration from Instagram but I am also inspired by 
many other things. I love how easy life has become because of 
Instagram for us in the Gulf, it has become the language of the 
locals because we can connect to each other more. It’s a window 
to our personal passions. You’re able to capture the things you 
love and share them with others. I am also inspired by travel, 
reading and history. I love going back to what fashion was 
centuries ago, watching how it has evolved and how trends come 
and go.  

What are your future plans for the pop-up gallery?
So far, it happens every few months, I try to have it done every 
three months so that I can create hype. For my next one, I 
hope to do a furniture pop-up, which will also feature regional 
designers.

My motto is to always keep going. I have been successful in 
my first pop-ups. This morning was a full house. Ladies and 
gentlemen came to attend a talk on the heritage of Bahraini 
pearls by Azza Al Hujairi, one of the designers who displayed 
at the pop-up. I loved that people attended and got involved, 
whether or not they knew the designer. I hope to always be able 
to bring people with different mindsets and understandings of 
design together to discuss their thoughts and ideas.
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MAN,
WOMAN AND
THE MACHINE

WHEN THE SPACE AROUND EXUDES RAW POWER, THE MATERIAL AND MACHINE 
TAKES THE LEAD. GLAM’S EXCLUSIVE LOOKS PORTRAY THIS VERY SENSUALITY: 

THE JUXTAPOSITION OF STEEL OVER FASHION. OF THE EDGINESS OF THE 
CONTRAPTION AGAINST THE SOFTNESS OF THE CLOTHES. THE FINAL WIN OF 
MACHINE OVER MAN –  FOR WHO CAN FLOUT THE POWER THAT’S EVIDENT. 

FEATURED AGAINST TWO CLASSIC VERSIONS OF MASERATI THAT HIGHLIGHT 
CUSTOMISATION AND SARTORIAL EXCELLENCE OF THE NEW ERMENEGILDO 

ZEGNA INTERIORS, ARE COLLECTIONS THAT DO NOT OVERPOWER. 
FASHION THAT IS SUBTLE IN CONTEXT.
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WOMAN: Jacket, Theory;
Trouser, Anne Fontaine;
Roberto Cavalli shoes; all from 
Salam Studio & Stores.
MAN: Jacket, Tie, Trouser and 
shoes from Ermenegildo Zegna.
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Jacket, Theory,
Dress, Theory, handbag 
Versus, Roberto Cavalli Shoes.
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Ermenegildo Zegna, jacket,
shirt, trouser and shoes
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Ermenegildo Zegna, 
jacket, scarf, shirt,
jeans and shoes. 
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THEOUTNET.COM RECENTLY ANNOUNCED ITS DESIGNER 
COLLABORATION WITH CHARLOTTE OLYMPIA, THE 
LUXURY BRITISH SHOES AND ACCESSORIES BRAND.

STEPPING SHOE 
TO SUCCESS
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“Most of the designs feature 
in my Encore collection of 

classic signature shoes, that
I believe have a place in 

every woman’s wardrobe.”
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D
rawing on the design signature that has made 
Charlotte Olympia Dellal, the label’s founder and 
creative director, one of the most distinctive voices 
in contemporary fashion accessory design, the 
exclusive collection captures the essence of the 
brand and Charlotte’s recognisable sense of humour. 

The nostalgia of old Hollywood glamour continues to inspire 
Charlotte and is perfectly exemplified through these flirtatious 
and playful designs. The collection includes the label’s signature 
‘Charlotte’s Web’ motif and iconic Kitty flats, as well as stilettos 
for any occasion. Charlotte Olympia’s glamorous aesthetic shines 
through in rich jewel-toned velvet loafers and laser-cut Octavia 
heels in soft pink and grey suede. Handcrafted in Italy from 
the finest materials, with no detail left untouched, each shoe is 
completed with Charlotte’s classic gold spider’s web logo on its 
sole.

Glam spoke to Charlotte about this new collaboration.

Where did your love of fashion, corsets, and old Hollywood glamour 
come from? 
Since I was a child I watched old black and white movies with my 
mother. It was the glamour from the silver screen that introduced 
me to fashion from a bygone time. I love old Hollywood and pin-
ups from the 1940s and 50s, which plays a huge part on my own 
personal style, design aesthetic and brand sensibility.

Growing up, did you always want to be a designer? 
I wanted to be designer from a young age, but only decided to 
specialise in footwear during my foundation course at the London 
College of Fashion, when one of my tutors commented on my 
emphasis on accessories when I designed. I then went on to do a 
BA at Cordwainers, where I learnt the craft of shoemaking and 
started my own brand, soon after I graduated. 

What has been the defining moment in your career so far?
I have ten stores worldwide; I love being able to create an 
environment to showcase my collections. One of my proudest 
moments was opening my first store on Maddox Street. I also 
recently opened my second store in London on Brompton Cross, 
Chelsea. 

What’s the hardest part of your job?
I love my job - I have always wanted to design and create, so I’m 
lucky to have turned my passion into a business. 

Your love of old Hollywood movies and movie stars is well known. 
What is it about old movies that you’re most drawn to?
I remember watching old black and white movies with my mother 
from a young age. It was the glamour that got me into fashion. I 
have always loved dressing up and that old sensibility from the 
silver screen opened up a world of Hollywood, pin-ups and the art 
of dressing up. I love the movie ‘Gilda’ and Rita Hayworth is one 
of my favourite actresses.

Tell us about the styles in THE OUTNET’s exclusive collection - Dolly, 
Eugenie, Octavia, Octavia single sole, Kitty, Web. Do you have a 
favourite?  
Most of the designs feature in my Encore collection of classic 
signature shoes, that I believe have a place in every woman’s 
wardrobe. Eugenie is a more recent style and a personal favourite 
- it’s bold but still feminine.

You’ve said before that you love the naming of the shoes and take 
it seriously. How did you come up with the names for each of these 
styles? 
The names of the designs are usually very much linked to the 
inspiration behind the collection and have to suit the silhouette 
and design. 

And how do you come up with the names more generally?
Whenever I design a collection it’s important for it to have a 
mood and a story so there is always special attention to detail. 
I particularly enjoy naming my products - not only does it add 
personality, but it also gives an insight into the inspiration. There 
are also a few named after favourite pin-ups and movie stars. 

The colour ways for THE OUTNET’s collection is what makes them 
exclusive. How would you describe your overall approach to colour?  
I love working with colour. One of the first things I do when I 
start a collection is make a colour board because it can help set a 
tone for the collection.
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FOR YOU, WITH LOVE

Lancôme’s spring 2016 collection ‘With 
Love’, is elegant and delicate and plays 

with innovative textures and zesty 
colour. This season, the focus is on 

neo-pastels and rosy hues with soft 
pop tones but with an ultra-

contemporary twist. The collection 
includes My Parisian Pastels, a limited 

edition blush range and a limited 
edition Hypnose palette. The star 

product for spring, is a unique cheek 
and eye palette all-in-one concept. The 
nine shades of My Parisian Pastels can 
be used in a multitude of ways – either 

alone to add that touch of colour, or 
mixed together for a glamorous glow. 
The My Parisian Blush Limited Edition 
gives a sheer colour veil that simply 
fuses with the skin, giving it a satiny 

smooth finish. The texture of the 
product melts as it is applied in circular 
strokes over the cheeks. The Hypnose 
Palette offers five coordinated shades 

and unlimited possibilities to embellish 
eyes with soft hints or bolder effects.



RECREATING MEMORIES

Stemmed from the timelessness of vintage clothing and 
accessories into the world of scents, Maison Margiela has 

introduced eight fragrances under their iconic range ‘Replica’. 
Marked with its provenance, each fragrance recreates moments 
and memories just by the essence of its smell, triggering images 

that echo the collective unconscious. Each fragrance has a unique 
connect with a memory, such as the Lazy Sunday Morning’ which 
is reminiscent of bed linen and the comfort of good sleep. ‘Funfair 

Evening’ is a sweet and mellow delight whereas ‘Flower Market’ 
has crisp petal freshness. ‘Beach Walk’ rewinds back to sun-kissed 

salty skin, whereas Jazz Club’ is more of heady cocktails and 
cigars. Other fragrances include the ‘Promenade in the Gardens’, 

‘Tea Escape’, ‘At the Barber’s’ and ‘By the Fireplace’.

SMOOTH AS ORCHIDS

Embodying the essence of a woman, L’Occitane en Provence’s 
Néroli and Orchidée collection is the epitome of femininity 

and elegance. The collection’s ritual begins with the bath milk, 
which is designed to keep your skin hydrated at all times. It is 

then followed by the ultra-lightweight, nourishing and 
quick-to-absorb body oil and finished with a delicate touch of 
lip gloss. Gathered by the Damiano family in the Grasse area 
in France, the Néroli and Orchidée is a unique blend of bitter 

orange blossom and Madagascan white Orchid. The fresh 
Neroli is recognisable by its zestiness, and combines with the 

delicate scent of the white Orchid. Inspired by the eau de 
toilette, the collection is a celebration of the modern day 
woman, making it ideal for upcoming occasions such as 

Mother’s Day and International Women’s Day.

A SCULPTED LOOK 

The Pro Sculpting line from MAKE UP FOR EVER is a 360-degree 
sculpting line for the face, brows and lips and is ideal for every woman’s 
daily beauty regime. You can play with light in order to sculpt facial 
volumes to get a natural look. The Pro Sculpting palette is used to 
contour the face. With a subtle blend of colour, four palettes boast four 
shades that have been specifically developed in collaboration with 
professional international make-up artists. The complexion is perfectly 
sculpted in exactly the right colour tone. The Pro Sculpting brow is a 
compact 3-in-1 high precision tool that enhances the eyes. The lip 
sculptor combines an intensely coloured base with a light-enhancing 
effect. It is a 2-in-1 lip tool which enhances the shape and volume. Fitted 
with a double applicator tip, it is as easy to use, as it is effective in 
delivering perfect results.
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Getting salon-style treatment at home is now easy with two new 
products from Home Beauty. The peeling device helps improve 
skin tone, texture and elasticity. It reduces acne scars and age 

spots, lines around the eyes and leaves the skin looking 
smoother. An easy-to-handle machine, it comes with three 

diamond peeling heads: Precision, Fine and Coarse. It is safe to 
use and can be used by both men and women and on the facial 
area. The electronic nail buffer gives nails a long-lasting glossy 

top coat with a natural finish that stays for at least 2 weeks. Ideal 
for acrylic gel, natural nails and toe nails, you can give yourself a 

makeover within just few seconds. The package contains two 
interchangeable rollers, one to smooth ridges and one to deliver 

a shiny top coat. For more info visit: www.nazih.com

A SPRING TIME CELEBRATION

BEAUTY AT HOME

Molton Brown’s new floral collection 
is a modern interpretation of a 
classic scent inspired by the elegant 
purity of a luxurious bridal bouquet. 
Sweet star anise married with the 
freshness of green, meadow-like 
scent forms the top notes, while a 
true floral scent blossoms with Lily 
of the Valley and Magnolia. Silky 
Ylang-Ylang lingers for a tender, 
enduring finish. The collection 
celebrates the Lily of the Valley, the 
famous symbolic flower of the Flora 
Day festival in Helston, Cornwall. 
Molton Brown has collaborated with 
London-based florists, The Flower 
Appreciation Society, to design a 
bespoke, hand-drawn illustration of 
delicate Lily of the Valley bells on 
the bath collection bottles for an 
ultra-feminine finishing touch. 
Beautifully nestled within soft-green 
gift boxes, this timeless collection is 
the perfect indulgent gift this spring.



CELEBRATING MOTHER’S DAY 
WITH SALLY HANSEN

POLLUTION- FREE FOUNDATION
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For a fresh and and luminous complexion in a polluted 
environment, Bourjois has created a perfect solution with 
the City Radiance anti-pollution foundation. It contains 
radiance-boosting pigments that block pollution and UV 

rays to protect your complexion. It s light and airy formula 
hydrates the skin continuously for 24 hours while 

protecting it from aggressive urban factors and gives 
texture that makes the skin clean and dust-free. With its 
anti-pollution screen, it helps the possibility of carbon 
particles settling on the skin and provides a bare skin 

finish. It is available in six fresh shades, namely rose ivory, 
vanilla, light beige, beige, golden beige and golden sun.

For this Mother’s day, Sally Hansen 
brings the Complete Salon 

Manicure Collection. It consists of 
three soft shades such as the girly 
pink called Aflorable , the tender 

purple, Hat’s off to Hue  and the soft 
gold shade called You Glow Girl!  

These nail colours are the perfect 
gift for all mums. So celebrate this 

special day by gifting a set.

A quirky tapestry of fragrant foliage, entwined with flowers and fruit, the 
new collection from Jo Malone is reminiscent of a herb garden. With tones 
of fresh English lavender, spicy nasturtium and leafy clover, the fragrance 

then deepens into lemon thyme crushed in soil-covered hands. The 
aromatic artistry of herbs verdant, crisp, juicy and sweet, the collection is 

captivating and delectable. There are five fragrances under this range 
namely Sorrel & Lemon Thyme, Wild Strawberry & Parsley, Nasturtium & 
Clover, Carrot Blossom & Fennel and Lavender and Coriander. Each has a 

unique scent and draws you deeper into the garden.

FROM THE HERB GARDEN



AL ANEEQ
WHERE THE BIG BOYS COME OUT TO PLAY

LOEWE S  AUTUMN/WINTER 2016

The latest men’s collection from LOEWE for Autumn/Winter 2016 has an emotional 
comfort which highlights the uncompromising and immersive environment. 

Jonathan Anderson explores familiar silhouettes against an abstract, ostensibly 
natural world. Amidst mushroom-shaped sculptures and modular elements, there is 

an exaggerated normality which manifests in the garments and accessories. 
Oversized, hyper-relaxed silhouettes in earthly primeval colours and recurring sunrise 

prints permeate the collection. The slouchy sleepwear-inspired hats give a 
comforting feel. Standout pieces include long, knitted colour-block cardigans inspired 
by an early 19th century Indonesian scarf motif and pterodactyl-print silk shirts. The 
fabrication of the line includes denim looks made from a canvas which is woven from 

scratch, as well as leather pieces that trick the eye into thinking they’re denim.



For the Autumn/Winter 2016 collection, Paul Smith 
revisits the past by exploring some of his design 
signatures including stripes, prints and tailoring. Stripes 
are recurring, woven into cashmere knitwear and run the 
length of tailored coats. Tailoring cloths are engineered 
to incorporate Lurex pinstripes and micro houndstooth. 
Dinosaur prints and knitted jacquards peep from 
beneath the layers, while digitally-printed peaches on 
technical bomber jackets reference Paul’s use of photo 
printing techniques. Embracing the free spirit of the late 

60s and early 70s, lip-shaped fastenings on leather belts 
and tasseled loafers are finished with toadstool and 
peace sign charms. Outerwear is the focus of the 
collection. The Epsom coat is the centrepiece and is 
presented in a multitude of ways: sheepskin and 
cashmere, peaked lapels and notched lapels, single and 
double-breasted. Paul’s passion for cycling transcends 
into the colour palette with contrasting shades of peach 
and bright green that are reminiscent of the knitted 
jerseys worn by the heroes of the sport.

REVISITING THE PAST

SNEAKERS FOR MEN 

Presented a few seasons ago in Lucas Ossendrijver’s menswear collections 
for Lanvin, the  cross training  sneakers are no exception in creating a 

complete look for men. They are elegant as well as casual. It is a concept that 
presents sportswear with nobility. These sneakers are available in a 

patchwork of luxurious materials with chic, graphic patterns such as lambskin 
prints with star fragments, zebra jacquard cotton mix, technical fabric 

with  neo-leopard  print, shagreen-style calfskin and laminated grain calfskin.
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PHILIPP PLEIN OPENS NEW BOUTIQUE IN ROME 

Philipp Plein celebrated the opening of a new boutique in Rome’s Piazza di 
Spagna with a cocktail at the store and a private dinner at the historical Palazzo 
Torlonia – a dedicated space for women’s and men’s ready-to-wear collections 
and accessories. The designer was present at the boutique and welcomed the 
AS Roma football team members Daniele de Rossi, Radja Nainggolan, Antonio 
Rüdiger, William Vainqueur, Mohamed Salah and Miralem Pjanic. The team was 

dressed in custom Philipp Plein tailoring.  The evening also saw actors, 
television personalities and Roman society members, including Giorgio Pasotti, 

Nathalie Rapti Gomez, Francesca Valtorta, Ludovico Fremont, Fabrizio Bucci, 
Metis di Meo, Luca Capuano e Benedetta Rinaldi. An intimate dinner for100 

guests took place at one of the private floors of the Palazzo Torlonia.

HYDRO POWER RANGE
FROM SHISEIDO

The new Hydro Master Gel from Shiseido is 
a one-stop solution to all skin problems. It 

is a refreshing gel-type moisturiser that 
simultaneously resolves multiple skin 

concerns such as dryness, excess oil and 
conspicuous pores, bringing the skin back 
to a healthy, stable condition. Formulated 
with Hydro Master technology, this gel for 
men promotes the production of natural 

moisture to normalise skin turnover. Peony 
root extract helps in balancing excess oil 
secretion to eliminate blemishes, prevent 

shine and stickiness. There is a visible 
change in skin appearance and texture and 
the gel also makes shaving less irritating to 

the skin. The range includes cleansing 
foam, a total eye revitaliser, hydrating 

lotion and a total revitalise. 
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NEW FALL COLLECTION
FROM LA VIE EN ROSE

The new fall collection from La Vie en Rose is filled 
with pieces in vibrant violet, florals and animal 

prints. Designed in comfortable fabrics, there are 
three new collections- lingerie, glamour sleepwear 
and cotton sleepwear. The lingerie line sees a lot of 

this season s hues and prints; from vibrant violet to a 
wild animal print. The glamour collection includes 

chiffon, delicate lace, silky microfiber in bold colours 
like rich reds, classic black and fashionable fuchsia. 

Cotton is an all time favourite. Adding depth, the 
collection also includes fluffy cardigans and robes, 

soft socks and slippers, for head to toe comfort.
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SHAPE IT UP!
A busy lifestyle, lack of physical activity, crash diets 
and weight fluctuations cause the accumulation of 
excessive body fat and unwanted inches around 
various parts of the body, including the hips and 
thighs. To help you get slimmer with toned and 
firmer hips and thighs, VLCC ‘s new solution is the 
3D Shape Up, an anti-cellulite treatment which 
combines innovative technologies to achieve 
centimetre loss, skin tightening and fat reduction, 
specifically around the hips and thighs. This 
treatment, complimented with suitable dietary 
modifications and activity patterns, enhances 
blood circulation and lymphatic drainage. It is a 
five-step treatment. The therapy stimulates 
collagen synthesis and helps in tightening the skin, 
which is done by using radio frequency waves that 
cause the contraction of existing collagen fibres to 
promote new collagen growth. This results in inch 
loss, fat breakdown, skin firming and tissue 
contraction. Clients are also recommended to 
complete a 20-30 minute aerobics session to 
achieve the most effective results.

A SIMPLE SOLUTION 
A new technology in hair colouring, 
Olaplex is a colour service upgrade 
offered by hair specialists in order 
to make your hair stronger, 
healthier, and enable the colour to 
last longer. It is a single active 
ingredient invented by Dr. Eric 
Pressly, PhD in materials and Dr. 
Craig Hawker, PhD in chemistry. 
This is their first invention for the 
beauty industry.  Olaplex is free of 
silicone, sulphates, phthalates, DEA, 
aldehydes, and has not been tested 
on animals. It reconnects broken 
disulfide sulfur bonds in the hair 
due to thermal, mechanical and 
chemical services.

PULL AND BEAR SPRING/SUMMER 2016 COLLECTION

1990’s aesthetics in minimal design and retro 
atmospheres, takes over Pull & Bear’s new 
Spring/Summer collection for women. The 
main collection ranges from feminine grunge 
styles with lace strips and cream tones, to 
contemporary creations with lively colours 
and details such as Swiss embroidery. Seasonal 
trends under the spotlight include: African 
ethnic patterns, tie-dye and stripes in a variety 
of shapes and formats. The collection’s palette 
comes with red, orange, tangerine and pastel 
tones. Summery garments for higher 

temperatures make an appearance with  
cropped tops, palazzo pants, exposed 
shoulders and waist cut-outs. The men’s 
collection features two main clothing ranges. 
The first one comes with an avant-garde spirit 
and draws inspiration from desert landscapes 
and military atmospheres. The second is a 
reinterpretation of classic shapes and relaxed 
fittings, with bright tones and comfortable 
fabrics such as wool and cotton. The Pacific 
range is the protagonist with urban, 
contemporary choice of garments.
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STYLE RE-VISITED!
The 70’s-inspired new collection 

from American Eagle Outfitters is a 
fusion of laid-back southwestern 
style and Boho vibes. The spring 
collection sees crochet, flares, 
fringing and tie-dye making a 

comeback for 2016. Indigo blue is 
the dominant tone for spring and it 
is complemented with sunset hues 

of blood orange, melted caramel and 
bohemian red. Kimonos are also in 
for spring – the collection includes 
flowing designs which flatter your 
silhouette and offer coverage. The 
versatile designs can be worn with 

any outfit, whether jeans and a tank 
top, or a shift dress. Fresh vibes of 
the classic combo of a white shirt 
and a great pair of jeans make a 
comeback. Based on  the  gypsy 

romance  trend, the collection also 
includes a palette of peony, coral 
petal and rose teamed with maxi 
dresses with layered necklaces, 

bangles, tousled locks and a great 
pair of suede.

A MOTHER’S DAY GIFT
Bath & Body Works, the world renowned 
fragrance brand, now available in over 50 

locations across the Middle East and North 
Africa has a special gift for all mothers. A special 
fragrance in the Bath & Body works philosophy 

that has redefined the way customers wear 
fragrance with The Daily Trio. Customers can 

‘layer’ their favorite scent in three simple steps 
– cleanse, moisturize and fragrance - to make it 

part of their everyday personal care routine.
In addition to sumptuous body care, Bath & 

Body Works offers visitors the most luxurious 
Hand Soaps, Sanitizers, and Home Fragrance 
products, including the World’s Best Candles!  
Pampering collections such as True Blue Spa 
and Aromatherapy simply add to the charm, 

making it the perfect one-stop shop for 
personal fragrance.

MATCH MADE IN HEAVEN 
Bite into the rich goodiness of Nutella in the 
Nutella-filled pastry pockets at Tim Hortons. 
The blend of freshly baked goods from Tim 

Hortons creates a phenomenal flavour 
pairing that will leave you asking for more.
A melt-in-your-mouth, must-try treat, the 
delicious combination of flaky pastry filled 
with Nutella and dusted with sugar, is now 

available across stores in Doha.



FASHION NOTES FROM 
CENTERPOINT’S ICONIC COLLECTION

Mix and match the retro designs of the 60’s mod and 
classic style, personified with sharp and sleek 

60’s-inspired silhouettes based on comfort and luxury. 
The eye-catching collection is a must-have with 

monochrome ruling the runways this season. This 
versatile and visually stimulating range is modern, 
bold and edgy. The use of illusion prints in a classic 

black and white colour palette makes this collection 
effortlessly chic all day. Think contrast ombre knitting, 
contrast pleat knitting and illusion jacquard prints to 

create that impactful look.
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DISCOVERING AMERICA 
THROUGH FASHION 
As part of the Discover America’s week-long celebrations, the Bridge 
that Unites Us panel discussion and fashion show took place at The 
Amphitheater, The Pearl-Qatar, aiming at solidifying the important role 
art and fashion play in bridging cultures together. The Bridge that Unites 
Us event was opened by Carmen Haddad, CEO of Citibank Qatar and 
AmCham Qatar board of governors member. The distinguished panel 
made up of prominent fashion industry leaders in Qatar, took to the stage 
to discuss the delicate task of bringing art and fashion together. The 
panel featured: Jawaher Al Kuwari, Board Member of Qatar Women s 
Association; Azin Valy, designer, architect andGlobal Explorer; Sandra 
Wilkins, chair of Fashion Design at Virginia Commonwealth University 
in Qatar; Razan Suliman, owner and founder of Fanilla Couture; and 
moderator Maryam Al Subaiey, founder of Q-Talent. The forum was 
followed by a star-studded fashion show, presenting collections from Debaj 
Collection-Qatar, D Oro-Qatar, Cityzen by Azin-U.S. Papillon Jewelry-
Qatar and The Closet, which showcased two American designer brands.

The official launch of Waad, the Qatar-
based online magazine, was celebrated 
with a VVIP gala dinner at the Paper 
Moon, to mark the beginning of a new 
era in the online Qatari fashion and 
luxury industry. The event was meant 
to be a live experience of everything 
the magazine represents. From tasting 
the favourite foods of the editors, to 
sampling the best of make-up in the 
industry, everything was customized 
to make guests feel as though they are 
living in the pages of the magazine. 

WAAD designs also celebrated the 
launch of the much-awaited 2016 
spring/summer collection as part of the 
Gala dinner announcing the magazine’s 
debut. The designs were showcased 
in a fashion show where the Trinity 
Talent models walked the ramp. Pieces 
were all linked with a knot, where silk 
combination fabrics were draped and 
knotted in a unique look to make these 
designs a new iconic piece to add to the 
WAAD collections. WAAD s/s16 will be 
exclusively sold on arabianporter.com.

EVENING 
WITH 

GLAMOUR 
AND WAAD



94 \ AROUND TOWN

Rolls-Royce Motor Cars Doha, the sole 
authorised dealer of Rolls-Royce Motor 
Cars in Qatar, has been recognised for its 
stellar performance in 2015, winning an 
impressive eleven accolades at the Rolls-
Royce annual Regional Dealer Awards 
for the Middle East, Africa, Central 
Asia and South America, held recently 
in Doha. Following the announcement 
of Rolls-Royce Motor Cars Ltd’s global 
sales results last month, Rolls-Royce 
Motor Cars Doha has also revealed that 
it achieved a remarkable 21% increase in 
sales in 2015, placing it amongst the top 
five dealerships globally for the brand, 
for the first time ever. The team was 

awarded for its outstanding performance 
with accolades for Regional Sales 
Dealer of the Year, Best Phantom Sales 
Dealer, Highest Year-on-Year Sales 
Growth as well as eight certificates for 
outstanding achievements in brand 
management awarded to Tarek Moataz, 
Rolls-Royce Brand Manager in Qatar, 
in sales awarded to Hasan Al Khansa 
and Sameer Malik, Aftersales awarded 
to Chris Weglinski, Deputy General 
Manager for aftersales Services, and 
his extraordinary team comprised 
of Richard Martin and Fawzan Saad, 
and Marketing and PR awarded to the 
Marketing Manager, Ziad Boghdady.

ROLLS ROYCE 
BRINGS HOME 

EXCELLENCE 
AWARDS

RESERVED OPENS
SECOND STORE IN VILLAGIO
With the success of the first 
Reserved store at Gulf Mall, this 
month Azadea expanded the 
popular European street-style 
fashion brand’s presence in Qatar, 
with the opening of its second 
store at Villaggio Mall. The 
fashion label held a special event 
on the 24th of February, during 
which three well-known local 
bloggers,  Kellie Silva of  Fash 
Squad Qatar , Elisabete Reis 
of  Glam Your Image  and Khalifa 
Saleh Al Haroon of  ILoveQatar.
net  engaged and entertained the 

local community. The event also 
featured exciting giveaways, live 
entertainment, complimentary 
treats and the first-of-its-
kind activation in Qatar - the 
Black Mosaic photo booth for 
shoppers and their families. 
Also in attendance were Mr. 
Marek Piechocki, CEO and Co-
Founder of LPP S.A., the owner of 
RESERVED brand, Mr. Grzegorz 
Jarocki , Managing Director/
Franchise at the LPP Group and 
Moh Daher, Board Member of 
Azadea Group Holding Sal.






