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GLAM gets an exclusive behind-the-scenes look 
at the Making Of campaign for new Italian fashion 

label, Bella La Vita Milano. Founded by three 
sisters, the Milan-inspired brand proposes a total 

look collection with a truly feminine feel that 
exemplifies fine Italian style. Crafted entirely in 

Italy, the collection comes alive in their campaign 
through the gorgeous Ilaria Bici. Check out the 

Making Of video on GLAM’s FB page.

COMING UP

EVENTS OF THE MONTH
TINIE TEMPAH FOR COACH BACKSTAGE

Coach will be hosting a private concert, exclusive 
to the region’s VIPs and social influencers on 8th 

April on Fort Island, Madinat Jumeirah. A friend of 
the brand, Tinie Tempah embodies the qualities 

that creative director, Stuart Vevers uses to 
describe the Coach guy - his style expresses his 

individuality. Tinie Tempah’s exclusive 
performance celebrates the newest Coach store 
opening at the Dubai Mall. For 75 years, Coach 

has been inspired by the sounds of New York City 
and is proud to support emerging and established 

musical artists through Coach Backstage. 

Travel season is approaching and we are putting 
the spotlight on one our favourite all-time 

destinations, the French Riviera. Don’t miss the 
all-new guide on where to stay, what to eat and 

what to do, in our May issue!
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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 
talent boasts 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 always look forward to enjoying 
GLAM from cover to cover! The 
section on beauty tips and the 
fashion suggestions I can actually 
afford are among the many standouts. 
Wendy Gregor

Did you guys put another car on 
the cover? I think I like it, but I am 
not sure! Anyway, the feature on 
couture collections were amazing. 
And of course the retrospective on 
Grace Coddington. She is an 
accomplished and multitalented 
woman. I appreciated her delving 
deep into her own life, and for her 
honesty and the wit it took to write 
the memoir. I wished you guys had 
put her on the cover! 
Cecelia Panchik

LETTERS





G Talk
This year is proving to ground-breaking for fashion. First it brought a slow change to the 
fast-paced industry with some brands opting for just two collections to be showcased per 
year, and naming the collections as a February and September collection (this is a Burberry 
direction only). This according to the creative director of Burberry was keeping in mind not 
just the Western climatic conditions but catering to a global and wider customer-base. This 
direction from Burberry throws light on the resolution of its creative director, Christopher 
Bailey, to take a course that may take an entire industry on a tangent of responsible design. 
The role of the creative designer has shifted from being just the collection designer to 
become broader with a self-encompassing responsibility of the house. 

While most houses have a rather rigid style in terms of organisational control (particularly 
those owned by large luxury conglomerates), some give more power to the creative force.  
One name that comes to mind instantly is that of Hedi Slimane. When you think of control 
in the fashion industry – at least from a creative perspective – Slimane’s name comes just 
after Bailey’s, as he has been given almost complete control of the house by co-founder 
Pierre Bergé. Slimane made a series of sweeping changes to the house, since his arrival in 
2012, from renaming the ready-to-wear line to Saint Laurent, to redesigning its logo and 
creating a design that has proved to be a huge success with shoppers.

But just before we went to press came the shocking news that Slimane has left his position 
as the creative director of Saint Laurent. This announcement came shortly after the news 
of other designers leaving their respective house, like Raf Simons exiting Christian Dior 
and Alber Elbaz departing from Lanvin. Other designers who left in the month of February 
and March, might not be as influential as these two versatile designers but they are equally 
talented: Massimiliano Giornetti from Ferragamo,  Stefano Pilati who departed  Zegna 
Couture, and Alessandro Sartori who left Berluti.

What does this mean for the fashion houses? Does this imply a change in vision from a 
glorified creative head designer to a tame team of talent who might not rock the house 
with groundbreaking strides?  

Read more on how GLAM focuses on its own vision of putting the focus on the regional 
and local talents in fashion.

EDITOR’S PICK
INDIAN FASHION IS EXPERIENCING  
ITS PEAK SEASON WITH THE LAKME 
FASHION SHOWS IN MUMBAI, 
THROWING LIGHT ON DESIGNERS WHO 
TAKE INNOVATION TO ITS ZENITH.

1  MUMBAI : A model showcases a creation by 
designer Anita Dongre on the third day of Lakme 
Fashion Week Summer/Resort 2016 .
2  A model showcases a creation by Indian designer 
Amit Aggarwal on the third day.
3  A model showcases a creations by designer 
Manish Malhotra at a Lakme Fashion Week Summer 
on March 29, 2016.

1 2 3





GLAM / NEWS

BUZZ
APRIL 2016

Kalyan Jewellers, which launched 
seven new showrooms in Qatar on a 
single day, has signed film actor and 
popular style icon Sonam Kapoor as 
its global brand ambassador. Kapoor 
will endorse Kalyan’s exquisite range 
of gold and diamond jewellery. The 
actress is currently shooting a new 
television commercial for the brand 
that is expected to go on air by the end 
of the month. She will also feature 
in Kalyan’s customer engagement 
programmes across its showrooms, 
not just in India but also in West Asia, 
where it has a strong presence. 
T.S.Kalyanaraman, chairman and 

managing director said, “Sonam 
embodies the quintessential 
woman of today – strong willed, 
confident, and with the courage 
of her convictions. She has always 
challenged fashion tradition with her 
flawless personal style.  As a brand, 
Kalyan has also challenged industry 
conventions and set its own path. 
Sonam’s sense of fashion and style 
has resonated with people from across 
the country and her huge popularity 
as a fashion icon reflects Kalyan 
Jewellers’ own growth trajectory 
and positioning in the minds of our 
customers.’’

SONAM TO BE THE FACE OF KALYAN

Dover Street Market, the retail and concept 
store has relocated to London’s Haymarket 
in a building formerly occupied by Burberry 
for nearly 100 years. To celebrate the move, 
Burberry released 20 original waterproof 
coats, shown off in a custom-built installation. 
The space, replete with mirrored puddles 
and paper clouds, will epitomise Burberry’s 
history of protecting against the elements. 
Dover Street Market creator Rei Kawakubo 
will reimagine a few of the waterproof coats, 
which will be made available for sale in the 
coming year. The installation is the first time 
that Burberry collections have made their way 
into Dover Street Market.

BURBERRY GOES TO DSM
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The 2016 Conscious Exclusive Collection effortlessly 
merges a sense of history with modernity. Launched 

to coincide with the opening of the exhibition ‘Fashion 
Forward - 300 years of Fashion’ at the Musée des Arts 

Décoratifs, to which it pays homage, the collection 
conveys an idea of painterly and sophisticated elegance.

The H&M design team has delved into the museum’s 
collections of archival fashions in order to pick up key 
pieces from the last three centuries of haute couture. 
The result is a contemporary and artistic collection 

that is soulful, progressive, conscious and truly unique. 
The collection will be available in approximately 180 
stores worldwide and online from April 7. “Working 

with innovative sustainable materials and ornate 
embellishment, the collection is a layering of references, 
shapes and textures, topped off by intensely decorative 
accessories and deco-inspired bijoux,” says Ann-Sofie 

Johansson, creative advisor at H&M. The fluid and easy 
silhouette revolves around languid dresses, arty kaftans 

and sculpted skirts. Prints add a dash of surprise, turning 
dresses into trompe-l’oeil paintings or sculptures.

A long ball gown with a deep neckline features a marble 
draping print: while a liquid dress is adorned with a slice 

of Botticelli’s Three Graces.

Lanvin announced the appointment of Bouchra Jarrar as Artistic 
Director of Women’s Collections from 14 March.

A permanent member of haute couture since December 2013, 
with her own house which she founded in 2010, Bouchra Jarrar 
has worked with major fashion houses and built her career on 

determination and high standards, always putting creation and 
technique at the heart of her work. Bouchra Jarrar has more than 
20 years of experience, working first for JeanPaul Gaultier, then 

for Balenciaga where she spent 10 years, then at Christian Lacroix.
Bouchra Jarrar stated: “It is a huge honour to continue promoting 
the Lanvin style, with designs created in the company’s  ‘ateliers’ 

by teams who possess extraordinary expertise. Joining Lanvin 
meets a desire to expend my creation to wider fields of expression. 
It is my intention to bring to Lanvin the harmony and consistency 

of a fashion designed for women, a fashion of our time”.
Michèle Huiban, CEO of Lanvin, added: “Bouchra Jarrar is a 
talented and visionary designer. She is the obvious choice for 

Lanvin. Her timeless style is in keeping with the style and values of 
our company, founded by Jeanne Lanvin more than a century ago. 
Her talent, her high standards and her mastery of cuts and fabrics 

will bring a breath of freshness and modernity into the house, 
while respecting its soul as the oldest Paris fashion house and a 

symbol of French elegance. Vera Wang, Bouchra Jarrar and I share 
the same modern vision of fashion, so it was only natural that our 

paths should cross and lead to a fruitful collaboration”.

H&M GOES SUSTAINABLE

LANVIN’S NEW DIRECTOR
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JAPAN IS
A STEP AHEAD

FROM READY-TO-WEAR KNITS MANUFACTURED 
INSTANTLY, TO CUSTOMISED DRESSES PRODUCED 

ON INKJET PRINTERS, JAPAN’S APPAREL INDUSTRY IS 
TURNING TO STATE-OF-THE-ART TECHNOLOGY IN A BOLD 

BID TO CUT LABOUR COSTS AND SECURE ITS FUTURE.

Models wearing Japanese 
designer MotohiroTanji at the 
2016 spring/summer collection 
show during Tokyo Fashion Week. 
AFP PHOTO/Toru YAMANAKA
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A
t manufacturing giant Shima Seiki’s factory in 
west Japan, garments materialise in minutes, 
thanks to digitally-programmed automated 
machines that can turn out a seam-free pullover 
in half an hour, at the touch of a button.

The WholeGarment system patented by the 
Japanese manufacturer and sold to knitwear 
companies like Italian luxury brand Max Mara, 

includes a digital design system that allows users to choose 
patterns, colours and cuts.

Originally known for glove-making machinery, Shima Seiki 
took a technological leap in the 1990s in an effort to revive the 
flagging fortunes of Japanese apparel manufacturers.

“Everyone was going overseas to cheaper destinations for 
manufacturing and we wanted to stop that from happening,” 
says Kenji Iwamoto of Shima Seiki.

The WholeGarment system allows one worker to operate 10 
machines -- thereby lowering labour costs -- and uses limited 
raw materials to create seam-free garments that generate no 
waste, since they require no cutting or sewing.

After a slow start that saw around a dozen brands from Japan 
and Italy sign up in the first year, today some 800 companies 
-- nearly half of them Japanese -- have jumped on board, 
contributing to Shima Seiki’s 60 percent share of the global 
market for knitting machines.

The initiative is part of a push by Japan’s knitwear industry 
to capitalise on its technical know-how to create garments that 
cannot be replicated elsewhere at a lower cost.

For young knitwear designers like Motohiro Tanji and Ken Oe, 
manufacturing outside of Japan isn’t an option.

“It’s easier for me to work with Japanese manufacturers,” Tanji 
said after his show at Tokyo Fashion Week.

“My designs are complicated and demand a high level of 
technical skill which I can find here,” said Tanji, who relies on 
Japanese factories to produce his sculptural, sophisticated knits.

Designer Oe’s label Coohem emerged out of a push to save his 
grandfather’s textile company, Yonetomi, which had been in the 
throes of a decline since the 1990’s recession.

Oe joined the company six years ago and introduced an 
emphasis on using digital tools to create intricate high-fashion 
tweed suits, that are now stocked at leading stores, including 
New York-based Jeffrey and Harvey Nichols in Hong Kong.

“We use about five yarns at a time to design original textiles... 
(which) other brands cannot copy,” Oe says.

One of a kind 
The focus on technique and technology has already paid off, 
with Japan’s knitwear sector registering a 40 percent increase 
in exports over a 10-year period beginning in 2006, a rare 
bright spot in an otherwise dismal picture for textile and apparel 
exports from the country.

Recognising the need for reinvention in the apparel sector, 
Japanese textile company Seiren, known more for manufacturing 
curtains and car interiors, is now fusing fashion and digital 
know-how to launch a customised clothing line for the masses.

The Viscotecs brand, available to customers at Tokyo’s 
Takashimaya department stores since September, invites 
customers to try on a sample outfit in a dressing room specially 
fitted with a camera that downloads their image onto a hand-
held device.

They can then choose from a dizzying array of options -- 
including patterns, fabrics, colours and lengths -- displayed on 
the tablet to create a one-of-a-kind dress.

The design data is digitally transmitted to Seiren’s factory in 
central Japan where the garment is brought to life via pattern-
cutting machines and inkjet printers, before being delivered to 
the store in three weeks.

The process has the potential to transform the fashion industry 
by cutting down on unsold inventory, which either ends up in the 
bargain bin or as landfill.

In addition, the use of inkjet printers slashes the amount of 
water and energy utilised in conventional dyeing methods by at 
least 80 percent, according to Nami Yoshida, a spokeswoman for 
Seiren.

However, buying into the brand comes at a cost, with dresses 
priced between 65,000 to 80,000 yen ($600 to $700).

“It may take time but we are confident that once customers 
know the brand, sales will follow,” said Mayumi Yamakawa, a 
spokeswoman for Takashimaya.

For Oe, whose label derives its name from a Japanese word, 
‘kouhen’, a reference to knitting specialists, the revival of his 
industry is inseparable from an investment in technique and 
technology alike.

“It’s difficult to explain in words what makes our products 
special,our products explain it better,” he said.

“My grandfather’s company was established 64 years ago... 
and all their technique and our technology is reflected in the 
items we make.”
(As reported to AFP)
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Elisabetta Franchi has just launched a 
line of special statement tees to voice 
her support for a campaign boycotting 
circuses that use animals as performing 
acts. The tees made their debut on the 
designer’s recent AW2016 runway show, 
with strong images and clear messages, 
‘Circus is not fun for animals’ and 
‘Animals are not Clowns’. The two pieces 
are part of the collection that includes 
an ‘Animal Free’ line featuring clothing 
produced entirely without materials 
of animal origin: eco-friendly furs and 
feathers, dresses, tops and skirts in 
artificial leather, as well as handbags 
and small accessories. The designer is an 
extraordinary member of Italian animal 
rights group, LAV, and the project is part 
of the group’s battle against the public 
financing of circuses. The special tees are 
now available on the brand’s e-commerce 
site, while one euro from every sale of 
the ‘Animal Free’ line will be donated to 
LAV to support the important projects 
undertaken by the association.

ANIMALS ARE NOT CLOWNS

EDGARDO OSORIO FOR SALVATORE FERRAGAMO

Salvatore Ferragamo celebrates its 
100 years in Hollywood with the 
launch of a women’s capsule shoe 
collection in collaboration with  
Edgardo Osorio. The collection 
sees Edgardo playfully channel the 
house’s iconic designs from the 30 s, 
40s and 50s, and reinterpret them for 
the contemporary woman. Inspired 
by Ferragamo classics like the 
rainbow wedge, the polka dot shoe, 
and the wing shoe, some of which 
designed for Salvatore’s original 
Hollywood clients such as Mae West, 
Joan Crawford, and Marilyn Monroe, 

the collection consists of 11 styles and 
is a fun mix of bows, lace and wings, 
patent, suede, nappa, cork, stones, 
and feathers. “Edgardo s South 
American culture and sophisticated 
design aesthetic encapsulates the 
Ferragamo lifestyle”, says, Salvatore 
Ferragamo’s creative director, 
Massimiliano Giornetti. This 
collection is the perfect, modern 
twist on the true spirit of Salvatore 
Ferragamo: irony and playfulness, 
attention to detail, creativity,and a 
touch of eccentricity, combined with 
the ultimate in comfort and luxury.
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CHRISTIAN LOUBOUTIN X HOLLY FULTON

The shoe designer has been popping up on the runways during 
Fashion Week and one of the cutest collaborations we spotted is 
the one with Holly Fulton during London Fashion Week. In their 

second season collaborating, a graphic take on earthy utilitarianism 
came in the shape of the classic Chelsea Boot, suitably called 
Masterboot. This was customised exclusively for the show in 
velvet prints that complemented the shades of monochrome, 

buttercup yellow, dirty pink, and rich chocolate browns, within 
Holly’s collection. A sense of the outdoors can also be seen in a 

new style, customised in advance of the Christian Louboutin A/W 
16 collection debut. Almond-toed and block-heeled, the Chicaboot 

strides purposefully onto the runway in teddy fur and velvet 
prints. Drawing inspiration from British artist David Inshaw’s ‘The 

Badminton Game,’ the collection explores the practical needs of the 
Holly Fulton woman, all seen through a luxurious, magical haze.
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LE SAC 11, A SPECIAL PROJECT
BY GIORGIO ARMANI

PALAZZO EMPIRE

To celebrate the brand’s 40th anniversary, Giorgio 
Armani proposes Le Sac 11, a new top-handle bag for 
the classic moments. The number 11 was chosen for 

its symbolic value; the double-digit number is the day 
of his birth as well as the number of the building that 
is the historical headquarters of the company, in the 
secret heart of the Brera district- Milan. Available in 
three sizes, the bag is made from a range of leathers, 

including crocodile skin, tanned leather, and calfskin, 
in different colours. It features precious metal fittings 

and covered rivets at the handles’ closure.

Versace introduces the Palazzo Empire, the new soft and unstructured 
It Bag for the crisp days of spring.  Versatility is the name of the game-
the bag can be carried two ways, either in the hand or across the body 

with the wide coloured strap, while inside functional pockets help 
keeps our stuff all organised. Available in calfskin, croc or python, 

the bag is defined by the brand’s signature Medusa head. As with the 
spring/summer collection, the colours are ready for the urban jungle, 
in either utilitarian shades or popping colour. “I love the new Palazzo 

Empire bag. It is perfect for women in the city today, making their 
way in the urban jungle,” says Donatella Versace.



SAVE
1  Trousers with side pockets, QR75. 
2  Cropped high-waisted trousers, QR203.
3  Shirt-dress, QR245.
4  Frayed top, QR165.
5  Uneven blouse, QR165. 
 All items available from Zara Landmark Mall.

SPLURGE
1  Suki metallic cotton-blend tweed top,

 Iris & Ink, QR723, The Outnet.
2  Tunic dress, Iris & Ink, QR638, The Outnet.
3  Cropped trousers, Tome, QR1,802, Per Lei Couture. 
4  Linen trousers, Tome, QR1,911.
5  Navy striped dress, Tome, QR5,442.

1
1

2 2

3

3

5

5

The bold new proportions of 
slightly boxy button-downs 

paired with super-wide-
leg pants, remind us of the 

adventure wardrobe perfect 
for a safari escape into exotic 
lands. Just as it fits in the wild 

landscapes, the silhouettes 
are equally enticing in our 
urban jungles. The tapered 

shapes exude promptness and 
formalness, yet the cotton and 
linen fabrics complement with 
a touch of casualness that is all 
the rage now in mix and match 
dressing. The shirt-dress goes 
from day to night, with just a 
quick update of accessories, 
while the trend’s main print 
motif of navy stripes sets the 

mood for effortless luxury. 

BY DEBRINA ALIYAH

SAVE
VS

SPLURGE

SAFARI
ESCAPE4

4
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BRIGHT RAYS OF

SPRING
Spring Summer 2016’s definitive 

collections hit our shores.
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LANVIN 
“What is more important today, how it 

looks on the photo or how it feels on the 
body? I felt urged to explore these two 

extreme realities in fashion today,” Alber 
Elbaz questions the role of the designer: 
the evolution from couturier to creative 

director and ultimately ‘image-maker’, “We 
have to produce an image that creates buzz 

and sells bags, shoes, perfume and 
accessories. It’s not always about the body 
but it’s about the photo, the rapidity, the 
technology…” Enter the highlight of the 

collection, the Body Dress. Playing on the 
illusion of the body form, the draped and 
flowing jersey outlines different shapes 
and cleverly combines sensuality and a 

tinge of sexiness. Plunging necklines and 
naked backs sculpt the ideal form, 

exploring the body in three dimensions. 
The story continues with flat digital prints, 
jacquards, silks, and lamé crepes, covering 
skirts, dresses, parka jackets, t-shirts and 

blouses with iconic logos, perfume bottles, 
handbags and shoes, for a powerful visual 

and urban vibe à la Faubourg Saint-Honoré.
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BOTTEGA VENETA 
“For me, being outside is the number one thing. The 

more I can get out of an urban environment, the better 
it gets. This collection started with the outdoors, hiking, 
sailing, big nature,” says creative director Tomas Maier. 

Specific fabrics and techniques are eccentrically mixed, 
crossing between the technical and the romantic. 
Functionality inspires the details with hiking rope, 

clasps, drawstring pulls, and grommets as accessories, 
while the asymmetry of the sail defines crisp, 

voluminous dresses. “It’s about materials and what you 
can do with them. We create all our own materials, so 
we can push ahead and do something different. This is 
for the individual, the eccentric, the exceptional.” Bags 
feature leather or exotic skin rope trims, alongside bags 
with marquetry in exotic skins and a revisited slouchy 
style from the archive. Sterling silver jewellery looks 

aged, as if the gold has worn off, with tourmalines and 
smoked quartz, and new cats-eye sunglasses feature in 
the collection’s signature metal rope details. As seasons 

before, shoes are flat with espadrille lace-ups and 
platform clogs, as well as trekking sandals, each one 

with its own unique webbing. “There is a romance to the 
trip, to travel, to the trek in the open air.” It is an 

invitation from Maier for us to get out and travel.
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BALENCIAGA
The collection is an entirely white spectrum 
in shades of ivory, eggshell and cream. Each 
of the looks in the collection is a personal, 

poignant homage to the values of the house 
by Alexander Wang, as he takes a bow from 
the brand. The collection is approached as a 
kind of excavation, casting an ‘X-ray’ eye on 

couture shapes to reveal the underlying 
bones and foundation. In gradually peeling 

away the layers of strict volumes and 
history, the garments are given new life, a 

sense of lightness and ease. Humble fabrics 
including silk satin, linen, lace, cotton 

poplin, and drill were chosen and mixed to 
create softly floating textures. Silk bias trims 

on ruffled satin dresses have been 
hand-worked with water to achieve the 

softest edges and curves. Raw-edge cotton 
trousers are hand-washed and hand- 

painted, worn with ruffled and smocked 
camisole tops. Undercurrents of sport and 
utility are woven into the collection- tiny 

chain mail links are playfully sewn into 
bralettes and trouser waistbands to mimic 

urban underpinnings. 

TRENDS / 27



MARC JACOBS
“This collection is a celebration of all that is present 
,irrespective of its place in time. I have always found 

comfort in the familiar and the frequent return to 
the things that move me visually, emotionally and 

intellectually. It is an acknowledgement of 
moments past – now so digitally present – and a 

consideration of the innumerable moments 
captured in the fleeting now,” Marc Jacobs says. The 

digital manifestation is the Scream Queen, a 
graphic collaboration between Marc Jacobs and 
Instagram collage artist Doug Abraham, paying 

homage to both cinematic history and Americana 
with an assemblage of screaming female faces 

resembling classic Hollywood actresses. The use of  
tweed, silk cady, denim, and guipure is predominant 

in the collection. Guipure is a luxurious fabric 
choice that has been ever-present throughout 
Jacob’s career and here it embellishes the most 

ornate pieces of sequin-embroidered squiggle and 
floral skirts, boldly paired with marching 

band-inspired knits and as full evening gown looks.
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PHILIPP PLEIN
Philipp Plein continues his narrative into the 

world of hip-rock, a modern day fusion of 
hip hop, heavy-metal, rock, and rap inspired 

from the punk scene. The woman this 
season is bold, brash, and fearless, wearing 
studded flat booties, vintage jackets, and 

sunglasses from the house’s inaugural 
eyewear collection. The pitch black and 

shiny silver clothes are heavily embellished 
with silver metal studs, whether over jacket 
shoulders, down dresses or heavily knitted 
breast plates. Metal knit chain-mail dresses 

are as soft as silk, molded coq feathered 
skirts recall tutus, crystal cages create new 
dress straps, leather tops and skirts have 

been sliced into micro ribbons and 
showered in a trail of suede.

TRENDS / 29



PAUL SMITH
Independent minds and a gentle rebellion 

against sartorial traditions see tailoring rules 
subverted in sleeveless jackets and bias cut 
skirts, whilst couture fabrics are offset with 

naïve screen-printing techniques. Optimistic 
shades prevail on panels of print, the pleats of 
‘concertina’ handbags and liquorice stick-like 
leather belts. Loose silk-screening is inspired 

by methods used by Smith at the beginning of 
his career, with a dash of imperfect 

hand-done approaches adding a little charm 
to the collection. The silhouette exemplifies 

the confidence and independent spirit of the 
collection, with bias cuts in skirts, volume in 

trouser legs and extreme peak lapels.
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EMILIA WICKSTEAD X 
SWAROVSKI 

The British designer, a member of the 
Swarovski Collective, embellished her 

feminine, retro-inspired looks with bright 
Swarovski stones. Crystal eyes shone from 

the shoulders of tailored tops and the 
hems of full skirts, while satin collars were 

embroidered with a bold crystal check. 
Floral silk jacquards also came to life with 

an additional layer of beaded crystal 
flowers. “The crystal eye details were 

inspired by George Cukor’s ‘The Women’; 
there’s a little t-shirt one of the characters 
wears with beautiful eyes, so I thought it 
would be really fun to play with that. The 
check came from this play on the 50s and 

60s, and those really punchy geo-type 
prints from that era. The crystals on the 
floral were used to emphasise the print 

which played a big part this season. Floral 
can be really old-fashioned sometimes 
but I wanted to bring it to life with the 

crystal, I loved the contrast of having the 
two florals together, which had a lot of 

impact,” says Emilia.
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GIORGIO ARMANI 
The collection, named Fil Rouge, plays on one 
of Giorgio Armani’s favourite shades of red. It 

makes a statement about a new femininity 
that is strong and powerful, without losing 

touch with the soft side. Unusual 
combinations, redesigned proportions and 

innovative overlays create ethereal 
silhouettes with a  focus that is always on the 
body. Armani’s signature jacket is even softer 
than usual, and enveloping, and is paired with 

flowing trousers. Small boleros and cabans 
feature jacquard patterns or weaved ribbons, 

while the jumpsuit reveals the legs and 
flutters. Ribbed trousers in technical organza 
are worn under skirts and dresses, and skirts 

are hemmed above the knee. For the evening, 
the play on overlapping and transparency 

shimmers, and embroidery creates bands and 
motifs. Wedge sandals mark the new 

direction, as do the brimmed and wavy hats.
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MARNI CAPSULE 
The Marni Capsule collection is conceived as a 
moodboard that is separate from the catwalk 

show and expresses a precise feeling that 
strengthens the eclecticism and experimentalism 
of the Marni world. Marni’s taste for the mix and 
the mash goes to the extreme here, celebrating 

utter sophisticated individualism with a fluid 
silhouette, softly broad shoulders and lengths 

that come together jaggedly. Flower embroideries 
appear on the sporty blouson, while crystal or 
boule buttons close severe calf-length skirts. 

Proportions are experimental with boxy jackets, 
multi-layer skirts, and fluid pant suits. Exuberant 
and lively, prints run on short shifts, long dresses, 
and fluid leisure suits with the ease of a pyjama. 
The palette is pictorial and unpredictable with 
severe tones of black, blue, burgundy and grey 
contrasted with notes of yellow, dusty pink and 

red. Accessories play with materials and textures, 
mixing precise design with a taste for the offbeat; 
intarsia boots with chunky wooden soles, robust 
pumps with pragmatic straps, intarsia shoppers, 

and the brand’s iconic Trunk in python.
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FELIS SUNGLASSES
Going behind the making of Felis sunglasses, 
it’s clear that Bottega Veneta is charmingly 
bringing its signature intrecciato motif into 

more contemporary interpretations. The Felis 
combines shape and functionality and is 

driven by the vision of creative director Tomas 
Maier, who always emphasises on the house’s 

tradition of understated elegance. The 
cat-shaped sunglasses’ adornments are 

hand-weaved by the house’s artisans with 
acetate, recreating the iconic intrecciato motif 
on the upper part of the black frames. Modern 

and feminine, the Felis features the world’s 
thinnest polarized mineral lenses with 

integrated plaque hinges and a customised 
hand-woven leather case with a matching box. 

The glasses have been produced in a 
limited-edition numbered batch and only two 

pieces are now available in Qatar.

SS2016 IN THE BUZZ
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FENDI FLOWERLAND 
It’s all about flowers for Fendi this season, but 

in a graphic and confident interpretation. 
Studded leather and fur flowers bloom 

everywhere- from short dresses to fur coats 
passing through bags, accessories and shoes. 

Dubbed Flowerland, the iconic Baguette, 
Peekaboo, By the Way and Dotcom bags get 

the multicoloured treatment too, with a 
flowery field mixed with leathers and exotics. 

The new Double Baguette Micro features 
luxurious flower applications on leather and 
python, while accessories such as foulards, 

bag charms and the Strap You are also 
invaded by flowers, giving a unique feminine 

touch to the look. Shoes complete the 
flowery experience with touches of leather, 

python and fur flowers with studs.
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THE
ART OF

THE
FUTURE

The Louis Vuitton Spring Summer 2016 collection is about stylistic role-playing. 
Imagine yourself as an actress, expressing different characters through a universe 
of multiple scenes, which of course, call for different sartorial interpretations. The 

collection envisions these different aesthetic environments and brings out the evolution 
of a classic, urban wardrobe that reflects the different style personas that a woman can 

have. The concept is gradually remastered and begins to find roots in the use of key 
materials: linen, silk, leather, python and shagreen, that come to life under the expertise 

of the house’s celebrated savoir faire. Focusing on some of the season’s key pieces, we 
unravel how the master artisans crafted Louis Vuitton’s visionary collection.

BY DEBRINA ALIYAH
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READY-TO-WEAR

CITY STEAMER BAG

Defining the pattern 
placement for a canvas in tulle 
with metallic embroideries.

Cropped 
blouse in 
washed printed 
herringbone 
pattern silk.

Pleats preparation.

Hand finishing of a 
cropped knit top.

Manual shaping of the 
gussets. This leather 

working gives the bag 
its specific shape.

Hand stitches 
finalising the 
shaping of the bag.

Hand painting of the edges.

Hand painting of
the edge on the socket.

Precise placement of the 
handles on the body.
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THE SHOE

FASHION JEWELLERY

Patent calf leather 
low boot  and heels 

ready to be attached 
to the upper.

Manual sandblasting of  a palladium 
and strass bracelet. Sandblasting will 
give a patina effect to the palladium.

Filing of a palladium 
and strass cuff.

Assembly of a palladium 
and strass ring.

Assembling the links 
of a chain necklace.

Plain calf leather flat 
richelieu. Leather strips 

are hand-woven.

Outsole placement.

Hand positioning
of the metal tip.
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THE SECOND EDITION OF ARAB FASHION 
WEEK HELD IN DUBAI DURING MARCH, SET THE 
BAR HIGHER AS THE ARAB FASHION COUNCIL 
ENGAGED AND PROMOTED SYNERGIES WITH 

EXPERTS IN THE FASHION INDUSTRY.
Keeping up with the Arab Fashion Council’s future vision and the UAE’s 

sustainable energy programmes, AFC obtained the commitment of 
designers to rely primarily on eco-sustainable resources to manufacture 
their collections, without affecting the class and the level of refinement 

of each garment. According to HE Cavaliere Mario Boselli, the 
Honorary President of both the Arab Fashion Council and the National 

Chamber of Italian Fashion, “The Arab Fashion Council is proud to have 
started achieving some of its milestones. 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 to join the existing global fashion infrastructure.” 

While the name of the show itself led us to believe that it is the regional 
talent that is under the spotlight, the AFW had participation from 

around the world and showcased talent that imbibed good practices and 
design principles.

GET THE 
FASHION 
WHEELS 
ROLLING
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“WEARABLE ART”
TIIYA

By day, Sheikha Alanoud Alattiya is a UCL Museum and Gallery 
Practice Masters graduate and museum practitioner, and a 
couturier, by night. Alanoud’s journey in fashion began growing 
up in an environment fully immersed in haute couture. Her 
mother was an avid fashionista, and one of the first women to 
wear Christian Dior during the late 50’s. Alanoud’s enchantment 
with fashion turned into a fascination with detail, structure and 
gown construction. To her mother’s dismay, she would find 
Alanoud dismantling her gowns to study its construction and 
finishing.

Alanoud’s challenge was that a career in couture designing 
amongst members belonging to an elite society was frowned upon 
a decade ago. She says, “This resulted in the partial stifling of 
my creativity; however, ever since HH The Father Emir, Sheikh 

Hamad bin Khalifa Al-Thani, and his wife HE Sheika Moza bint 
Nasser built a platform which allowed for newer social meaning 
and understanding, today talent, brilliance and creativity are not 
only accepted, but celebrated and encouraged as an art form.” 
Sheikha Alanoud Alattiya spoke to Glam about her haute couture 
brand TIIYA. 

Very hands-on, Alanoud acts as CEO and creative director 
heading all departments of the brand which she runs with her 
daughters Maryam Al Thani and Sheikha Al Thani. 

What are the main elements that distinguish your designs and give 
them their specific identity?
Even though I could be inspired by a theme which in this season, 
is the exotic east from China to Japan, my couture always remains 



FASHION / 43

original and inspired. The majority of my designs, especially the 
showstoppers, push the boundaries of creative couture cutting. 
I envision a design in my head and then do the impossible, 
investing weeks towards creating it. Structure and form is my 
passion and I create what I call “wearable art”. The results 
are what I hope to think of as the Tiiya trademark look; regal 
architectural-like, yet they remain feminine with attention to 
detail and composition.

Who is the woman you design for? 
The TIIYA woman is the epitome of refined elegance, her taste 
in fashion reflects her confidence. One thing is for sure: she is 
unforgettable. She is one who appreciates the comeback of quality 
original haute couture because she either remembers it or is 

stirred by it. 

Which artistic movement or historical era inspires you the most?
It’s hard to pinpoint it. But if I had to choose eras that have set 
standards for me, I recall the Art Deco, the extravagant 20s to 
30s. Then the birth of haute couture which I feel was in the late 
40s and all the way through the 50s. Then on when couture 
creativity reached its peak during the 90s when iconic designers 
carved their identity and carved their niche which defined haute 
couture. The 90’s  was when I was growing up and shaping my 
own fashion sensibilities and being inspired by all the greats.

Tell us about your new collection for Autumn/Winter 2016-2017?
Strong Asian motifs are prevalent, mainly Chinese and Japanese.  



The fabrics I’ll be using are lace and tulle, taffeta and scrumptious 
brocades, actually pieces made with brocades I’m using are made 
from pristinely conserved authentic vintage and antique Japanese 
Obis, some over 100 years old. We’ve incorporated a lot of hand-
beading and embroidery and embellished a lot of our collection 
with our ornately beaded ‘Tiiya flowers’. Although this season’s 
silhouettes are more fitted, my signature Tiiya construction 
remains the focal point of my structure.

Do you have any fashion icons?
Grace Kelly, Rita Hayworth, Audrey Hepburn, Jackie O, Sheikha 
Moza Bint Nasser and most of all my mother who surpassed 
all the above in her impeccable style. She had then a keen 
discerning eye and even today while in her 70s she remains a true 
fashion connoisseur. Looking at designers, I idolise vintage and 

contemporary Dior, Balenciaga,  Givenchy and Chanel. But most 
importantly for me it would be Gianfranco Ferré whose couture, 
for me inspired and touched me most of all. Even while I stay true 
to myself I sometimes find myself paying homage to him in some 
of my creations, with emphasis on when he designed for Dior and  
then on.

What’s the most outrageous piece of fashion advice you’ve ever 
received?
“What are you doing? It’s not looking good!!” - then after I 
finished my work - “Oh!! Okay. I stand corrected it’s absolutely 
marvellous!”

Name one style rule you think all women should break.
Start your day wearing red lipstick.
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CREATING A NEW 
CULTURE OF FASHION

LAMYA ABEDIN 

An Emirati self-taught designer who learned from trials, errors, 
and perseverance,  Lamya Abedin believes real-life experiences, 
travel, history, culture, and heritage are where inspiration is 
found. Having lived most of her life outside of the UAE, in various 
countries in the Gulf, Middle East, Europe and North Africa, she 
decided to take a lesson in the diversity of cultures and folklore 
and create something unique and novel in the fashion industry. 
Lamya blended the cultures she had experienced into her designs, 
to give her national dress a whole new fashion statement.  Her 
designs have seen reflections of unique forms of traditional wear 
from around the world.

What collection did you showcase at Arab Fashion Week? 
For the Arab Fashion Week 2016 I debuted a unique couture 
collection of evening dresses. This is the first time I showcased 
dresses on the catwalk. 

The collection – True Love – is an ode to timeless love stories. 
I put together a luxurious, dreamy assortment of dresses and 
gowns that is sure to allure every romantic fashion personality. 
And what’s a romantic collection without bridal wear? Along with 

the dresses and evening gowns, I also displayed an array of bridal 
dresses. True to the romantic style, the bridal wear emphasises 
flowing shapes, layers of lace, and subtle embellishments and 
embroidery. 

The collection shows off romance across the years. You will find 
free-flowing georgettes, blossom prints and lace, interspersed 
with richer textures, luxurious silks, velvets, and elaborate dual 
embroideries. Ostrich feather finish, decorative lace, double 
damask weaves, brocade fabrics, whalebone styles, high-waisted 
empire lines and jacquard techniques are seen throughout the 
collection.  Dainty ditsy prints, elaborate baroque florals and 
intricate Toile de Jouy styles play up the feminine charm, typical 
of the romantic era. I also introduced intentional rawness to some 
of the pieces to lend the creations an artisan style that is slated to 
be quite big this season. 

 
What was the inspiration behind the collection and what type of 
woman do you envisage wearing it? 
Be it the fables I heard from my grandmother about Laila and 
Majnu ,a love story that originated as poetry in ancient Arabia, the 
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tragic tale of Shakespeare’s Romeo and Juliet or the iconic fashion 
moments of Scarlett O’Hara in the romantic classic Gone with 
the Wind, I have always found myself intrigued by love stories. 
My fondness for tales of love found great resonance with my own 
romantic fashion persona. Florals and chintz, ruffles and pleats, 
lace and tulle, are just a few of the feminine, romantic details I’ve 
brought on to my latest collection. I’ve played up the glamour 
quotient with jacquards and embroidery, to give the girlish charm 
of romantic styling a more mature and dramatic spin. As always, 
my collection is quite varied – so there will be enough choice to 
suit different personal styles. And of course I am displaying only 
unique pieces – so no two ladies will have the same dress. Like 
all of my creations, this too is for every fashion-forward lady, 
anywhere in the world. 

What are the top three things you’d like to achieve by showing your 
range at Arab Fashion Week? 
The Arab Fashion Week sets the stage for international talent 
and shines the spotlight on design, fashion, couture and art. 
I’m delighted to be here with my very first collection of evening 
dresses and glamorous gowns at a group catwalk show with an 
international team of fashion aficionados. But being associated 
with the Arab Fashion Week takes your connection with industry 
stalwarts even beyond the catwalk.

I am with the team in Milan at the moment exploring the 
markets, meeting production houses and suppliers – so expanding 
my horizon exponentially. I have always been excited and proud 
to represent my country at global fashion platforms. Be it dressing 
numerous international fashion personalities, recently Giuliana 
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Rancic, Kimora Lee Simmons, Jada and Willow Smith, Nicole 
Richie, to name a few, or exploring transnational fashion weeks, 
it has been my pride and joy to style the abaya in a truly universal 
light. This time I’m excited to be a regional designer, showcasing 
international ensembles at a much-awaited showing. It is not 
only the exposure of working with international fashion big wigs, 
but also getting to meet international buyers and global fashion 
media, which brings an immense boost to my brand and drives 
it towards a universal platform. The exposure of working with an 
international team and showcasing my debut western collection 
among industry stalwarts, will be an unparalleled learning 
experience. I want to make the most of this experience by giving it 
my best efforts. I see this as the beginning of a new chapter in my 
fashion career. 

What’s the one thing you hope to see happen in the UAE to boost the 
fashion industry and help your business grow in the next five years? 
I consider myself extremely fortunate and proud to be from 
the UAE, which is the fashion hub for the entire Middle East. 
Institutions and forums like Dubai Design and Fashion Council 
and Dubai Design District are doing a lot to organise the fashion 
industry and connect design, media, manufacturing, retail, 
international partners and stakeholders. 

The one thing that would make an even bigger impact for local 
designers like me and change the way we can do business is to 
have more international collaborations with different countries. 
We need access to more production houses, suppliers, textile 
fairs and fashion schools within our country, instead of travelling 
across the world to source.
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THE MAGIC OF
A MODERN FAIRY

HAMDA AL FAHIM

Born to Emirati parents and having grown up in Abu Dhabi, 
Hamda Al Fahim always had a knack for sketching fashionable 
dresses and bringing them to life even from a young age. What 
started off as a hobby slowly turned into a profession after she 
graduated from college. Starting off as an interior designer, Al 
Fahim evolved and turned to the fashion industry, with a special 
focus on evening wear. “I believe a dress should be something 
a woman would fantasise about,” says Al Fahim. She spoke to 
Glam about her creative process.

What are the main elements that distinguish your designs and give 
them specific identity?
What I would consider to be the main elements that distinguish 
my designs are intricacy of detail, quality, an element of magic 
and flattering the female form. I have a keen eye for detail 
and I believe this reflects in my work, I love creating fully 

embellished dresses every season that are incredibly detailed. 
We work for hours on these pieces and it is always an incredible 
thrill to bring these details to life. Secondly, quality to me is the 
most important element of a dress—that the craftsmanship, 
handwork, cutting, tailoring and fit of a dress, from the inside 
out, is of excellent quality. Thirdly, I love the idea of my dresses 
possessing a certain element of magic to them, that they make 
the woman wearing them feel like she is in a fantasy. Finally, I 
love accentuating and flattering the beauty of the female form 
with my designs; whether it is hand-draping on the mannequin 
or simply with a beautiful cut.

Who is the woman you design for? 
The Hamda AlFahim woman is a woman who is elegant, proud 
of her femininity, oozes confidence and sophistication. She does 
not follow trends; she recreates her own trends from the past, 
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while adding her own unique modernity to them. She is powerful, 
strong, and admires art and details.

What artistic movement or historical era inspires you the most?
I am most inspired by the glamour and decadence of women 
in the 20s. The 20sis such an important historical decade for 
women in fashion—they began to enter the modern era whilst 
maintaining the elegance of always dressing so beautifully. I 
love how in the 20s fashion was being heavily influenced by art 
movements such as Surrealism, Art Deco and Art Nouveau. I also 
admire how their gowns at that time were adorned with sashes, 
bows, flowers, and how evening dresses were satin or velvet and 
embellished with beads, fringes and rhinestones. 

What can you tell us about your new collection for Autumn/Winter 
2016-2017?

Our Autumn/Winter 2016 collection was inspired by the airy 
grace and fluid beauty of fairies, magical creatures who are 
known to be graceful and delicate, with gauze-like wings who 
possess magical powers. The silhouette was inspired by the 
idea of a modern fairy, wearing magical pieces that enhance her 
elegance and grace. Our colour palette was drawn from nature, 
we observed how pastel colours of the sky softly shift and blend 
into one another, resulting in a subtle transition of colours - such 
as the sunset or a rainbow.

Name one style rule you think all women should break.
That white dresses should only be worn on your wedding day. I 
admire the beauty of a white dress, and I believe that nothing can 
steal the spotlight from a bride—so I am a firm believer that a 
woman can and should wear white at any occasion. I even had my 
bridesmaids on my wedding day wear all white dresses!
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Lebanon is said to be the cradle of designers. From Georges 
Chakra to Zuhair Murad, Lebanon has many famous designers 
and Abed Mahfouz ‘s name is taken along with these peers in the 
fashion industry.

Mahfouz commenced his career designing intricate and refined 
bridal gowns and in 2001, after the success of ‘Al Halimah’ 
– meaning ‘The Dreamer’ – his very first private wedding 
collection, Mahfouz moved on and joined the world of couture.

In 2002, Mahfouz showcased his first couture collection during 

Fashion Week in Rome, ‘Alta Roma’. Mahfouz was one of the first 
Lebanese designers to join Alta Roma, and continues to showcase 
his seasonal couture collections there.

In 2009, Abed Mahfouz added a new addition to his brand - a 
luxurious evening ready-to-wear line designed to suit women 
with a new taste for the brand. The ready-to-wear collection was 
launched during New York Fashion Week, a thriving event that 
continues to receive international coverage and recognition. He 
spoke to Glam about his fashion moments.

THE MASTER CREATOR
ABED MAHFOUZ
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What are the main elements of this new collection for Spring /Summer 
2016, titled “Fusion of Luxurious Fashion in Woman”.
The new collection shows my concept for beauty based on 
the fusion of different elements, as the woman’s look and  
the designs’ splendour. 

Who is the woman you design for? 
Distinction is not just an alternative word for elegance. With 
Mahfouz’s collection, charming designs fuse with women’s beauty, 

forming one unit, giving a unique and charming appearance. 

Do you have any fashion icons?
Christian Lacroix is my fashion icon. Actually Lacroix with his 
background in historical costume and clothing resembles my 
work in his professional way. 

Name one style rule women should break.
Break the rule of copying and have your own style.
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The new collection from Dubai-based brand Hâshé reflects a controlled 
classic inclination, structured and architectural in composition. 
This is a collection, the creator can be proud of. The creator, UAE-
raised Persian, Ava Hashemi, is surprisingly only 25-years-old and 
was already awarded “The Best Upcoming Fashion Designer in New 
England”, when she showcased her collection in Boston. Ava started 
her line, Hâshé, at the age of 19, in June 2010. Initially carrying custom-
made clutches, the label has expanded to include women’s wear and 
most recently, hats. Hâshé’s high-end ready-to-wear apparel line 
exhibits a modern spin on old-world elegance. Additionally, Hâshé’s 
hand-made clutches each possess its own unique geometric shape and 
design with stones, studs, and vintage brooches. Ava’s iconic ‘Envelope 
clutches’ have met with great interest since their introduction and have 
since become a signature part of her clutch collections.

In 2013, Ava launched her line in Dubai to give back to the 
community she owes her inspiration to. Hâshé is currently based in 
Dubai and expanding worldwide.

Ava spoke to Glam about the cut and fabric of Hâshé, which is a 
reflection of the brand’s success.

BY SINDHU NAIR

SCULPTURAL
SILHOUETTES

HOUSE OF HÂSHÉ
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What advantage do you have in the field of fashion? Is it your 
young age that gives a fresh take to fashion? Is it due to your roots 
that give you a unique perspective to the region and its needs?
Starting so young was at first very challenging, as I had a lot 
less experience than many other designers that I was placed 
next to. Today, however, after figuring out the nuts and bolts 
of this business, I find my age as an advantage since I have a 
better understanding of the market I am designing for.

Who do you see wearing your collection?
The Hâshè woman! She is a strong woman who wants to make a 
difference in the world she lives in. She doesn’t conform to the 
norms and that is apparent in the way she dresses, the art she 
creates, the building she designs, or even the book she writes. 

Who inspired you in your fashion 
journey?
My team! Their love and dedication 
towards fashion inspire me on a daily 
basis. 

Your work involves taking very traditional 
tailoring – classic styles, rich fabrics – and 
then changing it all from what’s expected. 
Tell us about how you developed your 
unique aesthetic.
This, I would say, is our brand identity. 
As a Middle Eastern woman who is very 
much rooted in the Middle Eastern 
culture, I draw much of my inspiration 
from traditional art and architecture. At 
the same time, I have a true passion for 
anything minimal and modern. I think 
the two come together to create the 
aesthetic for Hâshè. 

Tell us about this collection that merges traditional tailoring 
techniques with 3D printed motifs to create patterns. How did you 
do it?
Each season we try to incorporate one or two unconventional 
materials into wearable pieces. For our SS16, we used custom 
3D printed motifs as beads alongside a quilting technique that 
we modernised in our own workshops, to give the effect of a 
3D pattern. Doing so, was definitely not easy, since we had to 
communicate with production partners that have not worked 
in the field of fashion before; thus, a lot of trial and error 
was involved, but luckily we were very happy with the results 
and the industry was very receptive and supportive of the 
innovation.

Tell us about the success story of your handbags which are said to be 
a revolution.
There’s never really a given formula, but I’m a strong believer 
in persistence and belief in what you do. I had the design 
concept of the handbags, which I took with me to at least five 
manufacturers in different parts of the world, all of whom 

said it was impossible to make. After a whole year of material 
research and development, we finally managed to tweak the 
material and produce the handbags. Had I given up after the 
second or third trials, we would have never launched this new 
concept of handbags.

How do you come up with a different theme every season and how 
often do you bring out new collections?
We produce two seasonal and a capsule RTW collection 
annually. The concepts and design ideas come naturally with 
every collection and often are inspired by the theories, objects 
and philosophies that most intrigue me in a certain period of 
time when I’m designing. It is also of course influenced by the 
consumers’ needs and demands in every market. 

The business of fashion, like any other 
industry, is going through a tough time. What 
would you do to make sure your brand keeps 
itself above competition?
The fashion industry as a whole has 
many structural flaws. The monopolistic 
competition, especially within the high-
end sector of the industry is very difficult 
to overcome as a start-up brand. Patience 
and, perseverance are definitely the two 
most important keys to survival. Originality 
of design and brand identity are also a very 
important and determinative factor in any 
brand’s success.

One fashion blooper that you feel Middle 
Eastern women always make and what do you 
suggest they should follow?
I think Middle Eastern women are very 
much ahead of the game when it comes 

to fashion and style. The one thing I would pinpoint, which is 
not specific to the region, but is made more noticeable among 
Middle Eastern women because of the dominant body forms, is 
dressing inappropriately for a woman’s respective body type. 

Do you think Middle Eastern women should slowly stop their 
penchant for high-end brands and encourage young and upcoming 
brands like yours?
Only recently, we are starting to witness a very subtle change 
of consumer behavior and preference in the region towards 
the higher-end brands. Today, many more women are focusing 
on the design and quality, rather than solely the brand name, 
hence why an upcoming high-end brand like ours is growing. 
This however is happening at a very slow pace.
 
Tell us what you have learnt by being in the field of fashion and at 
such a young age?
If it were easy, many would have done it by now!

Nothing comes easy in life. You always get what you have 
worked for and that you should always, especially as women, 
empower one another and celebrate each other’s achievements.



MILITARY FOR SPRING
Regional designers instil a sense of 

strength with army-inspired details.
BY DEBRINA ALIYAH
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Bougessa 
Faiza Bouguessa takes us away on a peaceful 

summer voyage adapting the safari spirit to sleek and 
modern silhouettes. Continuing with her signature 
aesthetic of contemporary Arabian silhouettes, the 

collection also introduces fresh looks, feminine 
proportions, and a refreshing earthy and contrasting 

colour palette that evokes a modern safari escape. 
The designer’s inspiration of a free-spirited woman 

who enjoys travelling the world and discovering 
new horizons, translates in the precise tailored 

cuts, added to details such as bold buttons, elegant 
lace-ups, defined pockets and sharp shoulders. The 

minimal designs are constructed with natural linens, 
fresh cottons and flawless crepes, with key pieces 

including a two-tone signature jacket abaya, a blazer 
abaya, a Saharienne shirtdress, and safari pants.
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Huda Al Nuaimi
“Always remember, only shooting stars break the mould,” 

says Huda Al Nuaimi about her SS16 collection named 
Stars. Evoking a ‘military chic meets towering tribal 

warrior’ concept, the name ‘Stars’ is symbolic of hope 
and her dedication to the fashion craft. Inspired by the 

mood and emotion of the desert landscape, the collection 
features a palette of military hues imbued with elements 

of tribal safari. Cover-up comes in the form of a full 
length khaki abaya with drawstring waist and ruched 

sleeves, which can be worn over the pencil skirt and cross-
body army top. An air of luxury is added to the collection 
with a rich berry coloured drop shoulder star kimono. A 

delicate white lace crop top is paired with classic culottes 
embodies while sleek understated structure comes in the 

form of fringed cuffs. For a dash of African tribal, a safari-
print skirt is matched with a full-length abaya.



60

LOCAL TALENT

VIBRANT COLOURS
AND DELICATE FORMS

HZ by Hissa Zainal’s second collection, 
Act 1: La Flor de Cereus, is inspired by the 
beauty of the Spanish desert landscape 
with its clear blue skies and rough yet 
delicate flora. La Flor de Cereus, Spanish 
for the night-blooming cereus, makes its 
way onto Hissa’s garments as delicate 
beading, making them suitable for day or 
night wear.
The creator of the brand Hissa talks about 
the shift in the fashion industry that in a 
way reflects the brands sentiments too. 
She says, “The shift completely changes 
the way fashion houses produce, present 
and sell their collections, which I think is 
plausible and is very similar to what we 

are trying to do as a brand. Having the 
collections available for customers as soon 
as they are showcased is more aligned 
with marketing trends and channels of this 
age of instant gratification.”
The previous fashion calendar may have 
worked for the pre-internet or a pre-
social-media era where fashion shows 
and collection viewings were exclusive 
to industry insiders, where buyers can 
attend shows and shop collections that 
are yet to be produced and only available 
for purchasing in six months, Hissa feels. 
“Today’s consumers do not have the 
patience to wait that long. If they see 
something they like, they want it now. This 

is why we chose to follow a calendar that 
is suitable for our local weather as well as 
fashion seasons, such as Eid and travel.”
Giving her take on the blossoming fashion 
industry in the country, she says,“The 
fashion industry in Qatar is still in its 
infancy. We often face the challenge of 
having to source material and produce 
overseas, in order to preserve and 
guarantee quality, which is our utmost 
priority. We look forward to a time when 
the fashion industry in Qatar, or at least 
the region, is mature enough to handle the 
influx of new and up and coming creative 
fashion designers and truly cater to  
their needs.”
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BY HANEEN HINDI

EQLIPSE, A QATAR-BASED MULTI-BRAND STORE THAT IS FITTING 
OF ITS NAME, BRINGS TOGETHER THE STYLE PHILOSOPHIES 
OF TWO VERY DISSIMILAR SISTERS TO PROVIDE A SINGLE 

SHOPPING DESTINATION FOR EVERY WOMAN.

SPLIT-FASHION 
PERSONALITY
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T
o represent the personalities 
of the store’s founders, Maram 
and Maryah Al-Dafa, Eqlipse 
is physically split in half, 
referencing a lunar eclipse. 
Maram, 22, fills her side with 

funky and daring pieces, while Maryah, 
30, keeps her half very elegant and 
classic, making the entire store an avant-
garde shopping experience not yet seen 
in Doha. Of course, the ‘q’ in the name 
Eqlipse, brands it, as a Qatari store, 
bringing it all home.

The store started as the very first Vera 
Wang boutique in The Pearl in 2009, 
the very first international Vera Wang 
store. Because the sisters do most of 
their shopping aboard and realised that 
many of the brands they loved were not 
available back home, they recognised 
the need for an all-encompassing multi-
brand store in Qatar. The sisters made 
the transition and reopened as Eqlipse in 
2013. But, fear not, they still carry Vera 
Wang!

“The original boutique was very 
successful but we wanted to cater to a 
broader range of tastes so that customers 
could feel like they were shopping 
abroad,” says Maram. “From sunglasses, 

to lashes, evening gowns and iPhone 
covers, we want people to feel like they 
are not restricted.”

Indeed, the store carries a wide range 
of international brands, including 
American Retro, Emmanuelle Khanh, 
The Ragged Priest, Chaser LA, Nicole 
Miller, Uke, Greta Constantine, Miau, 
Oracle gifts, Dzmitry Samal sunglasses, 
Chiara Ferragni shoes and accessories, 
and Lash Dubai lashes. A number of 
GCC-based brands are also available, 
such as Khawla w Roadha and Maha 
Collections.

The sisters are very particular about 
what they want their store to carry, so 
they do all of the buying themselves at 
Paris Fashion Week. “It’s such a blast 
because Maryah and I are basically on 
a massive shopping spree - but for our 
customers,” says Maram.

The international fashion scene is 
nothing out of the ordinary for the 
sisters, whose father is an ambassador 
and moved around Europe and the 
United States with the family. Maram, 
born in Paris, and Maryah, born in Spain, 
experienced many different cultures 
growing up, which has affected the way 
they see fashion. Living abroad is how 

they were introduced to Vera Wang and 
had the idea to open the store, according 
to Maram.

Their inspiration also stems from their 
mother, who owns an upscale boutique 
in Royal Plaza called Arabella, which 
has been in Doha since 2006. Much like 
Eqlipse, Arabella carries a wide range 
of items, such as evening gowns, shoes, 
purses and jewellery. 

Following in their diplomat father’s 
footsteps, Maram and Maryah pursued 
undergraduate degrees in international 
politics at Georgetown University. When 
they’re not working full-time jobs, 
they’re at the store - their escape from 
the real world.

The ambitious young women are 
overjoyed at the success of Eqlipse but 
this is certainly not the end of the road 
for them.

“We definitely want to expand into the 
GCC market and open up Eqlipse stores 
in other Gulf countries, especially Saudi 
Arabia, since there is a huge fashion 
market there,” says Maram. “In the 
future, we want to see Eqlipse become 
one of the biggest supporters of local 
designers and among the most influential 
fashion go-to spots in the Gulf.”



AL ANEEQ
WHERE THE BIG BOYS COME OUT TO PLAY

THE FLEX LINE

Tommy Hilfiger announced the launch of the THFLEX 
Rafael Nadal Edition capsule collection. Featuring modern 

suiting and shirting styles, the collection is tailored with 
precision fit and crafted from innovative Italian-made 

fabrics designed for performance. The designs are inspired 
by Tommy Hilfiger’s global brand ambassador, Rafael Nadal, 
and the quest for a suit that’s sophisticated and sharp but 
at the same time made for movement, comfort and travel. 

TEN YEARS OF LANVIN MENSWEAR BY
LUCAS OSSENDRIJVER

“When I think Lanvin, the first words that come 
to mind are suits, beautiful fabrics and luxury,” 

says Lucas Ossendrijver. From cashmere to 
kangaroo, stag to alpaca, matt python to 

technical satin-finished silk, each texture defines 
a shape, simultaneously flowing and geometric, 

urban and sportswear, designed for the 
cosmopolitan and emancipated contemporary 

man. Lucas Ossendrijver re-imagines the look of 
this man every season, combining impeccably 
cut suits, tailoring traditions with volumes and 

details borrowed from sportswear.
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BOTTEGA VENETA’S
FALL/WINTER COLLECTION

The Men’s Autumn/Winter collection 2016 is 
streamlined and focused.  “This collection is all 
about the silhouette. “I wanted to create a line 

that’s very long and lean, with everything 
elegant and elevated,” says Bottega Veneta’s 

creative director, Tomas Maier, .
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OUR CURATED BOX FOR ALL YOUR BEAUTY SOLUTIONS. 

BOOTY
APRIL 2016

A  PERFECT TAN 

A light serum with an instant smoothing effect, boosted with hyaluronic acid, 
salt micro-beads and soft focus pigments, the In-Shower Self Tan Lotion from 

Lancaster illuminates a tan as never before. The lotion contains ‘Tan Colour 
Adapt’ technology, enriched in melanin. Day after day, you develop a gradual 
and a natural-looking golden tan. This caramel-coloured fluid can be applied 
freely and it takes only a minute of your everday shower routine. Combined 
with three exfoliants, it is soft, smooth, and hydrates the skin. Apricot kernel 
powder is responsible for removing dead cells from the body’s surface. Rich 
in oil and macadamia nut, it not only exfoliates but also moisturises the skin. 

You begin by washing with your usual shower gel. After thoroughly rinsing 
your skin, turn off the water and apply the lotion in a circular massage action 
over the body. You can then rinse off after a minute’s application. Gently dry 

your skin for instant glowing results.

HIGHLIGHT YOUR LOOK 

A blendable, finely-milled powder blush that sweeps 
on beautifully and delivers eight hours of streak-free 
colour, the Afterglow highlighter from Urban Decay 
leaves a radiant, lit-from-within look. Perfect for a 

night-out, it is infused with light-diffusing pigments 
to enhance and perfect the skin. Inspired by the 

popular blush shades they released last summer, Sin, 
Aura and Fireball, the highlighter is lightweight, soft 

with a creamy texture and blends easily onto the skin. 
It is available in a range of shades and is suitable for 

any skin tone. Its easy application formula makes one 
look beautiful and no matter how much you build it, 

it never leaves a powdery dusting of shimmer. It is 
packaged in their custom compact in a white case 

with the fishnet ‘UD’ cutout on the lid. Give your skin 
a luminous, illuminated look with very little effort 

with the Afterglow highlighter.
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BEAUTY TRANSFORMED!

An instant transformational ritual for the hair 
which can be tailor-made to your needs, the 
Fusio-Dose range from Kérastase consists of 

four concentrates and five boosters with 
active ingredients in their pure and 

concentrated state for fast action on the hair 
fibre. 20 personalised combinations can be 

created. Concentré Oléo-Fusion blends 
natural jojoba and avocado oils for instant 
nutrition and softness; Concentré Pixelist 

contains micro-luminescent active ingredients 
to add radiance; Concentré Vita-Ciment 

contains ceramide to repair and transform, 
while Concentré Densifique is enriched with 

pro-calcium to instantly make the hair 
stronger. The Fusio-Dose is then mixed with 

different boosters to give extra radiance to the 
hair in just five minutes.

RETRO GLAM

The latest eyewear collection from Chloé 
captures the fluid femininity and exudes a 

warm and Parisian charm. Taking inspiration 
from their seasonal RTW collection, accessories 

and iconic pieces, the new collection 
showcases the use of foundational colours and 
textures. Each piece represents elegance, grace 
and feminity, and takes you back in time with 

vintage shapes and retro styles.
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BUZZ
APRIL 2016

Kate Moss collaborates with Rimmel 
for the second time with an exclusive 
collection of lipsticks for the Middle 
East. Adding a new edge, she brings 
the matte trend to the range. With 
velvety touches and rich colours, 

these lipsticks are infused with a new 
ingredient called the Ruby Powder. 
This formula pairs maximum colour 

intensity with a comfortable, cushiony 
feel. It has a triple blend of lightweight 
emollients for smoothness. It comes 

in five different shades. The packaging 
is a reversal of the original design, 

with a matte red pack debossed with 
the Rimmel crown and autographed 

by Kate, with her name and signature 
heart in glossy black.

VISION IN RED

MOONLIGHT SERENADE

The moon, its changing lights and the 
aura has inspired Kilian to create a 
new fragrance called “Moonlight in 
Heaven. The scent has a delectable, 

almost addictive feel which takes you 
on a voyage to a forbidden paradise.  
Created by perfurmer Calice Becker, 
the fragrance is doubled with a citrus 
hit of Lemon and Grapefruit which is 
then enhanced with pink pepper. The 
heart of the fragrance is hints of rice 

milk and coconut combined with 
mango, tonka bean and vetiver. The 
packaging shows off a black clutch 
decorated with an authentic pearl, 

reminiscent of the reflections of the 
moon. The bottle itself showcases the 
deep dark blue perfume. “Moonlight 

in Heaven” will be available from 
April 1, exclusively at the Kilian store 
in Paris and from the brand’s website. 

From April 15 it will be available at 
approved points of sale.
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Launched by Calvin Klein, Euphoria celebrates its 
10 anniversary. Euphoria is all about fantasy and 
captivity and the fragrances to break free from 

everyday life. In celebration, the brand highlights 
the top four Euphoria fragrances.

EUPHORIA TURNS 10

Chic and confident 
Luminous and luscious, like the fruity notes captured in it – such 

as rose hip, Japanese apple, green leaves, lotus and black orchids, 
Euphoria Signature by perfumer Ann Gottlieb was launched in 

2005 and still continues to be a popular fragrance.

Powerful Addiction 
The woody oriental fragrance of the Liquid Gold Euphoria 

will warm your senses with its rich and powerful scent. 
The fragrance opens with a hint of cinnamon, creating a 
lavish, exhilarating feeling that deepens with mystery of 

the black orchid, which is Euphoria’s iconic note.

Mysterious and Bold 
Euphoria Men Intense is a rich, darker version of the Euphoria 
Men signature scent launched in 2005, exploring a bolder and 

more intense encounter. This oriental woody fragrance explores 
unconventional notes such as basil mint and sage.

Refined Elegance
Launched alongside Liquid Gold Euphoria, Liquid Gold Euphoria for 

Men is a strong fragrance with a contemporary twist. Spicy black 
pepper creates a vibrant, sparkling effect, while the refined 

complexity of saffron creates a unique tone. Creamy sandalwood 
introduces the smooth and sensual quality of the scent.
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TALK
GLAM / SHOP

IT’S SPRING TIME!
From roses to hydrangeas, and daisies to 

ditsies, herbaceous borders are a traditional 
feature of English gardens. Cath Kidston’s 
new spring collection celebrates this with 

pieces like colour-block leather and 
modern vintage turnlock bags, to printed 
cotton dresses and denims.  The colour 

palette includes vibrant and easy-to-wear 
shades of blue and green as well as beige 

and navy on clothes and bags. Taking 
inspiration from rose prints, candy flowers 

and the Greenwich rose, the collection 
poses candy flowers on bags and 

accessories, and  Greenwich rose for 
clothes and interiors. Bird prints with a new 

silhouette called Graphic Birds, are also 
used in two colours on clothes and 

accessories. Brighten up your home and 
wardrobe this spring with fresh blooms 

from the new collection.



HEALTHY HAIR

The new range of hairdryers from Elchim is a perfect 
balance of technology and style.  For those looking 

for salon style experience at home, these are a fitting 
option. The hairdryer seals the hair cuticles, 

preserves hair integrity and restores shine. The new 
range is now available at Al Nazih. For more info 

please visit: www.nazih.com.

SCENT OF THE VALLEY 
Molton Brown’s new floral collection is 
a modern interpretation of a classic 
scent. Inspired by the elegance and 
purity of a bridal bouquet, the 
fragrance is reminiscent of springtime. 
The sweetness of star anise marries 
with a freshness of green, meadow-like 
top notes, while the heart is the lily of 
the valley and magnolia. The collection 
celebrates the leading note, lily of the 
valley, as 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 the delicate 
lily of the valley bells on the bath 
collection bottles. This collection is the 
perfect indulgent gift this season.

GOING BACK IN TIME
Edgy and feminine with subculture street aesthetics and traditional 
oriental elements, the new spring collection from Charles and Keith 

revisits elements from the past and revamps it with contemporary flair. 
Sandals are given a subtle platform update and are immersed in 

contemporary colour combinations, while vintage video games-esque 
emoticons adorn cross-body bags, top handle box bags, and chic plimsolls. 
70’s daywear is updated with modern relevance, using the allure of vintage 
accent detailing on mule loafers, buckle detail clogs, oversized drawstring 

bags and keyhole lock wallets in tones of camel, sand, and pink. A feminine 
element is added to the collection in pearlised Mary Janes, angular 

cut-out wedges and high-shaft counter pumps paired with large classic 
tote bags and metal detail wristlets in tones of beige, cream, and 

champagne.
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SPRINGING FORWARD
Marking its 150th anniversary, iconic Parisian department store, 

Printemps is embarking on a host of events to celebrate the occasion.  
Printemps  is French for ‘spring,’ so it is very fitting that the events 

began from March 20, which was the first day of the season. As part of 
the anniversary celebration, the store’s facade and window displays 

will be decked out in pink. Japanese artist Hiroshi Yoshii, created Rose, 
a new pink mascot that will be the face of the festivities. Floral prints 

and the colour pink will also make their way onto 1,000 items 
designed by 400 fashion, beauty and design brands exclusively for the 
150th anniversary. These special edition products will be available at 

Printemps and through a dedicated platform online.  Known for its 
innovation, service and quality, Printemps continues to provide the 

best in fashion, luxury and beauty. 

FROM THE JUNGLES OF AFRICA
A new release from Memo, African Leather joins the Cuirs Nomades collection. 

Developed by Alienor Massenet, this unisex fragrance has a burst of sweet and mossy 
vetiver woodiness and the smokiness of patchouli which builds to the earthiness of 
Africa s raw nature. It is a heady mix of strength and energy. Geranium absolute gives 
a floral feminine dose and contrast that lifts this fragrance. The scent contains a mix 

of spices: pepper, cumin seed, cardamom and saffron, Patchouli, Oud, vetiver and 
musk. A modern leather fragrance which is intoxicatingly seductive, merging 

feminine and masculine energy, the contrast of finesse and rawness gives it an edge.
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CAMAÏEU EASY FRESH LIVING
With quick work and party solutions, CamaÏeu highlights 

an energy that is natural, feminine and sensual, 
representing a woman of character and personality, 

distinct for her effortless vitality, elegance and simplicity.

ORIGEM SPRING/SUMMER 
2016 COLLECTION

Origem women’s wear blends contemporary style and exquisite 
fabrics giving the modern sophisticated woman attractive options 

in a range of stylish formals and trendy casuals that empasise 
style and design. Origem also offers accessories like bags and 

shoes that complement the range. The design represents a subtle 
fusion of simplicity and elegance with a classic European flavour. 
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ALL THAT 
GLITTERS IS 
GOLD
Kalyan Jewellers, one of the most trusted 
and leading jewellery brands in the GCC 
and India, forayed into Qatar’s market 
by opening seven showrooms in Doha 
on 25th March, marking the largest 
number of showrooms inaugurated in a 
single day in the company’s history. The 
jewellers’ global brand ambassador and 
film icon Amitabh Bachchan inaugurated 
the showrooms in his maiden visit to 
Qatar, alongside film stars Nagarjuna, 
Prabhu Ganesan and Manju Warrier for 
the launch. The company has one of the 
largest customer loyalty programmes with 
more than 2.8 million members.

MY LIST
Gifts for weddings, baby showers, 

birthdays and any special 
occasions couldn’t get any easier 
in Qatar. The online wedding & 

gift registry - My List, was recently 
launched at Salam Department 

Store at Gate Mall in partnership 
with Salam Stores, Tavola and 

Tanagra amongst other big 
brands. Creating a personal wish 

list is easy on the website, flexible 
and free of charge for both clients 

and their guests.

WORK OUT
IN COLOUR
Oysho presented the ‘Colour Movement’ 
(SS16) sport Collection in Qatar last month 
which caters to an energy-packed and 
energy-driven lifestyle. The collection’s 
bold patterns and block colours reinforce 
the pleasure of an active lifestyle. From 
print leggings to tank tops to belts and 
jackets, the ‘Colour Movement’ collection 
is made for a work-out in style.
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PLACE VENDOME PARTNERS 
WITH VOGUE ITALIA
Place Vendôme Qatar partnered with 
Vogue Italia to celebrate the magazine’s 
February edition, which was guest-edited 
by Mario Testino. ‘Laugh’, by Mario 
Testino, is a special issue dedicated to  
laughter and features five stories shot in 
London, New York and Rome. Testino 
is one of the most influential fashion 
and portrait photographers of our time. 
His photographs have been published in 
numerous international magazines and he 
has contributed to the success of leading 
fashion and beauty brands.To celebrate 
the special edition of the magazine, Place 
Vendôme and Vogue Italia co-hosted an 
exclusive cocktail dinatoire that welcomed 
the fashion industry’s key figures, from 

CEOs, codesigners, to models, editors and 
famous artists. Renowned British singer, 
Rita Ora, marked the evening with a 
special performance.

Commenting on the development’s 
participation at Milan Fashion Week, 
Sean Kelly, project director of Place 
Vendôme said, “We are very proud of the 
collaboration with Vogue Italia magazine, 
which comes to strengthen our existing 
partnership with Condé Nast International. 
Our participation at Milan Fashion Week 
was a great opportunity to meet with the 
most influential Italian and international 
retail fashion brands, and to reinforce Place 
Vendôme’s leading position on the global 
luxury and fashion industry. We were 

delighted to see that many international 
fashion brands have started to understand 
the massive potential of Qatar’s emerging 
retail market and see Place Vendôme as the 
ideal gateway to this market.” The Place 
Vendôme development draws inspiration 
from the famous Parisian high-end 
shopping street, Rue de la Paix, of which 
Place Vendôme is the starting point. Slated 
to open in the fourth quarter of 2017, the 
800,000m² project will host two five-star 
luxury hotels, serviced apartments, a mall 
featuring up to 400 different retail outlets 
and a central entertainment amphitheater. 
Place Vendôme is set to bring a unique 
experience of fine fashion, luxury, lifestyle, 
and architecture to the Middle East.
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MOTHERS 
DAY LOVE

Hyatt Plaza recently hosted Mother’s 
Day at the mall on 21st and 22nd 
March. The fashion avenue was 

decked with a garden inspired set–up 
especially designed for the occasion. 

FASHION GALORE
Oscar de la Renta’s SS16 collection displayed earlier this month, used 
bold colors in its distinctively modern yet classic affair, held at 51 East 
Lagoona mall Qatar. The ball gowns, whether full-skirted or swathed 
tightly round the body, further demonstrated the old-style glamour of 
the house where Peter Copping added his spirit by tying black ribbons 

nonchalantly into incredible lilac and ice-blue ball gowns.

HOME BEAUTY 
REFRESHED
A home beauty seminar was conducted 
by the Al Nazih Group for Home Beauty 
products, with the professional trainer Olena 
Alieksieieva in La Cigale Hotel in mid-
February. Products such as the IPL machine, 
diamond tip peeling advice, glossy manicure, 
callus remover, and facial cleansing were used 
to demonstrate how women could get the same 
results as professional machines in salons.





SHOW
STOPPERS
La Boutique Blanche presented the launch of 
Madrid-based luxury pret-a-porter Malne at La Cigale 
Hotel in Doha. Creative directors Paloma Alvarez and 
Juanjo Manez through their collection pay tribute to 
the finesse of the local ladies and their understanding 
about couture and fashion of the world.
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