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Karen Nicolet
Karen Nicolet is a fashion and lifestyle blogger. 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.

Radheya Visperas
Radheya Visperas is a Fashion Design student from 
Virginia Commonwealth University in Qatar, and is 

currently finishing her senior year.  She started as a fine 
artist, creating sculptures and paintings, and later decided 

to pursue a career in fashion. She used her passion and 
inspiration from art to translate them into wearable 

clothes. She is an enthusiastic writer, artist and stylist.

Meet GLAM’s Style Spy, sisters Kim and Bianca Castro, who 
established themselves as fashion bloggers in Doha, and 

they will be on the look-out for eye-catching, stylish 
women in the region. Contact them on their Instagram 

page to be featured: @lepaperdoll



G Talk
It’s exciting to be part of an emerging designer’s path to glory; spotting flashes of 
brilliance and blazes of egotism that could either pave the way for works of art 
or terminate dreams of passion. At a time when dreams are raw and irresolute, 
a designer should listen to voices of reason and imbibe from each and every 
quarter. Though we do have a history of designers who have made it to the top 
defying all norms, in this time and place, replicating those success story is a 
tough game to follow.

Glam has had the honour of being around designers experiencing their first 
stint of public adulation, smelling success stories from their inception and 
then watching them as they make their presentations. We then give one of the 
designers an extra push in a way that only magazines can do: by writing about 
them and introducing them to a wider audience. This month we put the focus 
on the Glam New Talent of 2016, Mahnoor Ansari, who inspired us with her 
resoluteness in seeing her designs through to fruition. Clear ideas and concepts 
will go a long way in a designer’s career if put to use pragmatically. Like the 
creative mind behind the House of Arabology, Federica Visani, an Italian fashion 
designer with an innate passion to create and explore new ways of interpreting 
women’s fashion. What makes this brand that straddles fashion and tradition so 
special is the options it gives its customer by offering garments that flatter the 
body while being modest. 

Last month saw the end of a reigning fashion queen, Sonia Rykiel, the influential 
French designer who helped shape the contemporary woman’s wardrobe. Her 
sophisticated laid-back chic, iconic bright stripes, fluid fabrics and easy-to-wear 
yet feminine style came to typify a new generation of liberated women.

Glam bids farewell to this trailblazer who showed us that fashion is not just 
about the clothes you wear but the attitude you reflect.

EDITOR’S PICK
THE LAKME FASHION WEEK WINTER/FESTIVE 2016 
CONCLUDED IN MUMBAI AND ONE DESIGNER MADE 
CLOTHES NOT JUST FOR A SIZE ZERO WOMAN BUT 
DEFIED NORMS TO DRESS A PREGNANT KAREENA 
KAPOOR KHAN. HERE SHE SHOWCASES THE 
CREATION BY DESIGNER SABYASACHI. 

ANOTHER FAVOURITE IS DESIGNER SONAS AND 
PARAS MODI AND SEEN HERE IS INDIAN BOLLYWOOD 
ACTRESS PRACHI DESAI SHOWCASING A CREATION 
BY THE DESIGNERS.

BOLLYWOOD ACTRESS KANGANA RANAUT 
SHOWCASES DESIGNER TARUN TAHILIANI’S WORK.
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SPLURGE
1 	 Stretch jersey shorts, QR910, Lucas Hugh
2 	 Action tank, QR803, Monreal London. 
3 	 Printed leggings, QR700, Mara Hoffman. 
4 	 Colour-block leggings, QR741, No’Ka’oi. 
5 	 Mesh-trim sports bra, QR990, Fendi. 
6 	 Tennis dress, QR1,216, Monreal London. 
 All items available from Net-A-Sporter

The Rio 2016 Olympics that recently 
concluded took the summer up a notch 
with excitement and inspiration. The 
quadrennial display of sportsmanship 

has evolved not only in the strength 
of what the body can do, but also it’s 

a style statement of the respective 
countries’ iconic designers. Giorgio 
Armani lent his touch to the azure 
blue of the Italian athletes, while 

Ralph Lauren told the all-American 
story. The Games may be over but the 

inspirations are lasting. In this new 
season, as we head back to our daily 

routines,charm yourself back into 
the gym with a sports wardrobe that 
is edgier than ever. The charm of a 

stylishly functional outfit may just be 
the key to becoming a better version of 

yourself.

BY DEBRINA ALIYAH

SAVE
VS
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THE SPIRIT OF
THE GAMES
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SAVE
1 	 Hooded mesh jacket, QR229.
2 	 Colour-contrast bra, QR89.
3 	 Colour-contrast leggings, QR109. 
4 	 Semi-transparent sports top, QR69.
5 	 Transparent shorts, QR109.
6 	 Mesh hooded sweatshirt, QR129.
 All items available at Zara stores across Qatar
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Sonia Rykiel, the influential French 
designer who helped shape the 
contemporary woman’s wardrobe, died 
last month at the age of 86, after a long 
battle with Parkinson’s disease.
The pioneering Rykiel was a fixture 
in the industry for half a century, 
launching her own fashion house in 
1968-buoyed by the Swinging Sixties 
craze in London and the emerging 
feminist movement across the globe.
Her sophisticated laid-back chic, iconic 
bright stripes, fluid fabrics and easy-to-
wear, yet feminine style, came to typify 
a new generation of liberated women.
“She invented not just a style but an 
attitude, a way of living and being, 
and offered a freedom of movement,” 
French president FranÇois Hollande 
said in a tribute.
The late Yves Saint Laurent’s partner 
and co-founder of the label, Pierre 
Bergé, lauded her as a self-made 
woman who “started with nothing to 
become one of the most important 

women in fashion”.
Known as the ‘Queen of Knits’, Rykiel 
made her breakthrough in 1962 with 
the so-called Poor Boy Sweater, a 
women’s shorter skinny sweater with 
long sleeves.
The ‘Poor Boy’ met with resistance 
at first, partly because of its bulky 
stitches. But that changed in December 
1963 when Elle magazine featured 
19-year-old French pop idol FranÇoise 
Hardy on its front cover, in a skimpy 
striped red-and-pink Rykiel number.
It became a sensation. Brigitte 
Bardot and singer Sylvie Vartan were 
photographed in Rykiel sweaters and 
Andrey Hepburn went to the shop and 
snapped up five.
Over the decades Rykiel branched out, 
but always remained true to knitwear, 
using humble jerseys and cottons with 
fluid, innovative shapes.
She blurred the divide between day 
and evening wear, and always favoured 
pants over skirts.

RIP SONIA RYKIEL

CATWALKS GET BOLDER

A 19-year-old Indian woman whose 
face was brutally disfigured in an acid 
attack will walk the catwalk in New York 
next month on her first trip overseas. 
Reshma Qureshi, who lives in Mumbai, 
was attacked by her brother-in-law and 
pinned down by his friends who doused 
her face in acid in 2014. Her features 
were horribly damaged and she lost 
sight in one eye, but Qureshi has been 
determined to build a life for herself.
She is the face of a campaign to end 
the sale of acid in India and appears in 
videos on YouTube offering beauty tips 
and make-up advice.
FTL Moda, a fashion production 
company, invited her to take part in 
New York Fashion Week, the bi-annual 
style frenzy that brings together models, 
fashion editors, buyers and designers 
from across the world.
Reshma is scheduled to walk the runway 
on September 8 in two shows during New 
York Fashion Week, FTL Moda told AFP.
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SHOPPERS’ ALERT

WESTWOOD IS FUSING COLLECTIONS

Impulse shoppers may find relief in the iBag 2 from personal 
finance website finder.com.The programmable handbag 
features cues to remind shoppers of their shopping goals, and 
if their hands reach for their wallets, the bag locks, flashes 
and vibrates. The system uses a combination of technology, 
such as an Arduino Uno microprocessor, a timer, vibration 
motors, Bluetooth, GPS and LED lights.The bag also includes 
a battery capacity of 10,000 mAh, two USB ports and a 
backup 9V battery. Engineers of the bag were made up of a 
female-led team from Colmac Robotics Ltd, while New York 
fashion designer Geova Rodriguez created the couture design.

Vivienne Westwood has announced plans to fuse her 
womenswear and menswear lines under a single label. 
The grande dame of British fashion has announced she 
will present her Autumn/Winter 2017/18 collection in one 
show in January 2017, as part of London Fashion Week 
Men’s. The move effectively puts an end to the practice of 
showing her womenswear line, formally known as the Red 
Label, and her menswear line, formally known as the MAN 
Label, separately, in London and Milan respectively. The 
two lines will now sit together under the name ‘Vivienne 
Westwood’.
As a result, there will be no Spring/Summer 2017 
womenswear show during London Fashion Week this 
September, with the collection being presented only 
via a lookbook and private appointments. The ‘Andreas 
Kronthaler for Vivienne Westwood’ collection, which 
carries the name of her husband and business partner, will 
continue to show in Paris during Fashion Week in October, 
positioned as a unisex concept collection. 
The move is part of the house’s strategy to simplify its 
portfolio, and give buyers a clear vision for the season prior 
to showroom appointments, by presenting the collections 
ahead of the sales period. Dame Westwood summarised 
this new approach in a statement, saying: “Reduce our 
company in size. And reduce it to its essentials. Selling 
only what we love. Our whole structure will be directed 
by quality. Buy less, choose well, make it last. Together 
Andreas and I head the design teams for all lines.”
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RADAR  AN EDIT
OF THINGS 
THAT ARE 

HOT NOW

PUMA X CAREAUX

Graphic designer and self-confessed sneakerhead, Caroll Lynn 
aka Careaux, is one of the most-followed names on social media 
for her ‘femme meets street’ style and digital artwork inspired 
by sneakers. This collaboration with PUMA sees a colourful 
palette from footwear to the aesthetic of the apparel designs.  
The colourful and optimistic  Dedication Flower  motif reflects 
Caroll Lynn’s personality and is infused throughout the debut 
collaboration.  She has a creative talent for reimagining everyday 
ideas and objects in romantic, feminine illustrations, which can 

be seen across the collection, such as Duplex OG x Careaux.  
The iconic 90’s running style that’s making a comeback this 
season is reimagined by Caroll Lynn and is available in black or 
white suede, with heat embossed gold metal foil branding and 
finished with soft leather on the heel.  Another PUMA classic 
that Caroll Lynn lends her personal touch to is the PUMA Suede.  
The Suede x Careaux is available in a delicate palette of white, 
black or rose suede, and features her feminine illustrations with 
the upper finished in overall classic suede material.
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AKILLIS GOES PYTHON

LOUIS VUITTON LOVES PRINTEMPS

EMOTIONS OF THE ATHLETIC BODY

Cleopatra, the great queen of Egypt, supposedly wore live pythons around 
her wrists to symbolise strength. While we’re not sure if that would be the 
best of ideas in this modern age, we can safely turn to Akillis’s new Python 

collection. Creative director Caroline Gaspard wanted to recreate the ancient 
queen’s penchant for bold jewellery in this collection, by focusing on the skin 
patterns of the snake. The design focuses on geometrical and round-shaped 

scale elements, bringing to mind the movement of the snake coiling around the 
body. The gold and diamond scaled curl around the fingers and wrists, or along 
the ears and around the neck of the wearer. The collection conveys the warmth 

of yellow and pink gold and the coolness of white gold with diamonds.

Louis Vuitton takes inspiration from a cosmic voyage to mark the brand’s 
exclusive collaboration with Printemps. The store windows and the atrium 

of the Parisian department store depict a spectacular voyage through a 
vast imaginary landscape, space and time, brought together by a vision of 

femininity in movement. Until October 8, eleven Printemps windows feature 
a galactic universe with ochre and luminous blue tones in which accessories, 

leather goods and ready-to-wear items are weightlessly suspended. This 
collaboration also includes a range of exclusive products including bag charms, 

items from the ready-to-wear range, leather goods and footwear, especially a 
mesh dress and two styles of boots that are limited to Printemps.

The new exhibition by Giorgio Armani, 
opening on the 22nd of September, 
is dedicated to celebrating those who 
compete in sports, not only to achieve 
their own goals, but as a source of 
entertainment to the world. 
The designer has curated a selection of 
photographs from a wealth of images 
that he has commissioned over the years 
of sportsmen and women from different 
disciplines. “Sport has always been 
one of my passions,”  says the designer. 
“I believe it represents the qualities 
that improve us as people: dedication, 
sacrifice, perseverance and willpower. 
It is beneficial for the body and spirit 
alike, as it shows that there is no success 
without dedication.  Athletes are not only 
wonderful role models, but also make 
fine subjects for photography, as they 
are at the peak of physical condition.” 
Therefore, over the years, Giorgio Armani 
has invited many of the world s greatest 
athletes to wear his clothes in front of the 
camera.  ‘Emotions of the Athletic Body’  
introduces some of the notable results of 
these collaborations. With this exhibition 
at Armani/Silos, Giorgio Armani will 
once again support the Special Olympics, 
the sports organisation for people with 
intellectual disabilities.
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FALL
OF
A

KIND
AN OVERVIEW

OF THIS 
SEASON’S MOST 
AUTHORITATIVE 

COLLECTIONS. 

Influences of military and 
menswear are as invasive as 
ever, signaling a return to the 

working woman wardrobe 
and the rise of the dominating 

female voice. 
BY DEBRINA ALIYAH
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From Reemami’s AW 2016 collection 
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ALICE + OLIVIA 

A modern ode to New York City, the 
collection references the late seventies 

downtown art scene,  where rock and roll 
edge meets geek chic glamour. It was a time 
when the city was struggling financially, but 
culturally rich, as the art and music scenes 

boomed. The air was filled with perilous 
possibilities and this is interpreted in the 

collection as an eclectic sensual mix of pieces 
,with a palette referencing the kaleidoscope 
of colours by the artist Frank Stella. Stacey 

Bendet creates a world of underground 
subway stations, artist studios, and rock and 
roll vinyl backdrops for this strong, sexy and 

vibrant collection. Autumnal jewel tones 
include ruby, dark turquoise, mustard, cobalt 
blue, and copper, contrasted by dusty pink, 

charcoal, and black, with details of beadwork 
birds, butterflies, and owls, alluding to the 

idea of this creative urban jungle. Silhouettes 
range from strong suiting to soft feminine 

embellished midi- skirts, beautifully 
embroidered gowns, brocade shift-dresses, 
beaded bell bottoms and feminine bow-tie 

blouses, creating a well-balanced collection.



CARVEN

A year since their debut at the house, 
Adrien Caillaudaud and Alexis Martial 

offer a stronger focus for the 
international Carven woman. The 

seventies and nineties provide 
references for this traveller with a sense 

of fresh elegance. Her silhouettes are 
worn belted at the waist or with the 

ease of a loose hip-hugging pant. 
Colours, textures and details are 

perfectly combined to create a journey 
of extremes, from urban to ethnic and 
retro to futuristic. Layering of tweeds, 

knits, shearling, sequins and lace 
provide contrast, that evoke both the 
traditional wardrobe for a high terrain 

and travel-versatility through 
sport-inspired garments, such as a fitted 
vinyl jacket. Culture references are seen 

throughout the collection with earth 
tones playing against acid shades and 

mixing of details. Charms and talismans 
are an integral part of each look from 

an astrological amulet to bracelets, and 
button-covers done in coloured stone. 

AW COLLECTIONS / 15
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DSQUARED2 

Rich in details with contrasting delicate 
and feminine fabrics in bold shapes and 
accents, the collection is a mash-up of 
three influences, military, Victorian and 
samurai. The silhouette is layered, cut 

close to the body in high texture fabrics 
and balanced with oversized outerwear. 
Underneath every look, a printed tulle 
bodysuit adds colourful allure, while 

Victorian-style pieces and accessories are 
part austere and part feminine, like an 

organza plissé beaded dress paired with a 
khaki cropped rib knit look. 

Military pieces consist of livery-striped 
and gold button detailed admiral-style 

jackets and capes, while signature-shaped 
jodhpurs, with a low slung waist, are 
paired up with a multitude of high 

shouldered tops and cropped jackets. 
Hand-finished and highly detailed, the 
collection’s accessories include stiletto 
sandals covered in beads, velvet ribbon 

and pearls, high-drama jewellery of 
bracelets, brooches, and rings festooned 
with gleaming black crystals and cameos.
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LOEWE

A little sense of humour anchors 
this collection that is an extension 

of the story so far, for creative 
director Jonathan Anderson. At its 
centre, skirts and dresses designed 
to form a second skin accentuate 

the shape of the body with careful 
placement of pleats and precisely 

calculated cuts. The idea of 
experimentation is strong, as 
Jonathan is known for, as he 

famously says, “The minute your 
brand can be predicted, you’ve got 

a problem.” Oversized 
deconstructed cotton shirts 

become dresses, while natural 
fabrics juxtapose synthetics, as in  

the pairing of organic bamboo 
jersey with nylon and in raw-edged 

silks alternated with wrinkled 
viscose. Novel textures are created 
by knitting industrial rubber bands 
into skirts and in a dress made out 

of chain-mail-composed from 
hardware store hoops.
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MARC JACOBS

“We’ve always played with 
proportion, we’ve always loved 

embellishment. How do we make 
this feel like a continuation of last 
season, but completely different? 
How do we go back to what we’ve 
done, but make it feel different?” 
asks Marc Jacobs. Revisiting past 

collections, the designer took 
them apart in different directions 

and perspectives, and finally 
recoloured them in 

monochromatic shades of grey. 
The Marc Jacobs woman is then, 
each a unique show of her own 

style. “I always feel that a fashion 
show should be some sort of 

theatrical experience. And 
through an entirely black and 
white collection, it is indeed a 

theatrical experience with pieces 
that are regally appropriate for a 
formal ball, but oddly, also eerie 

enough for dark period 
production.
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PAUL SMITH

Drawing from the wardrobe of Paul’s wife 
Pauline Denyer Smith, the collection 

merges New Romance with the 
authoritative and sophisticated 

femininity of the designer’s early years 
trademarks. Turning normal into new is a 

concept innate to Paul’s early work, by 
applying intricate decoration and 

surprise elements. Kitschy apple motifs 
pay homage to a classic Paul Smith 

photo-print from 1982, epitomising his 
signature elevation of everyday elements, 

which also corresponds to the sense of 
humour instinctive to his work. The apple 

appears as prints, embroidery and 
appliqué in various scales, while a faintly 

psychedelic floral and deconstructed 
paisley make up the collection’s core 
prints. Formal coats are given raglan 
sleeves for a rounded shoulder and 

strong silhouette, and shearling details 
emphasise a focus on texture. Classic 
shift dresses are readdressed through 
colour and embroidery but maintain a 

tailored structure.
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DIOR

Black silhouettes as crisp as sheets 
of white paper spring to life through 

dense, textured, embroidered and 
quilted motifs. The collection is a 

compilation of looks that highlight 
femininity in movement, capturing 
the electric attitude of a rebellious 
Parisienne on a mission to seek the 
unknown. Eccentric and whimsical 

vibes are presented through sensual 
necklines and draped shoulders, 

while volumes and silhouettes are 
biased. And just like much of the 
house’s work since its origins, the 
influence of men’s tailoring and 

work clothes anchor asymmetrical 
peplums, and large pockets adorn 

workwear. The real gem of the 
collection lies in the hand-painted 

devoré velvets and re-coloured 
jacquards inspired by one of 

Monsieur Dior’s iconic sketches – the 
Ice-Cream dress – which brought to 
life embroidered motifs atop prints, 

with a touch of leopard.
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BRUNELLO CUCINELLI

“Dandy in the digital era,” or so goes 
the theme for a collection that is 

targeted at the independent woman 
who is simultaneously the attentive 
observer and the inspirational muse 

of both new and traditional elegance. 
The informal tailoring style translates 

precious fabrics into soft volume 
silhouettes and relaxed styling. 

Pinstripes, Glen check and 
windowpanes are juxtaposed 

side-by-side in the same outfit, while 
the collegiate palette of blues and the 
formal range of greys are punctuated 
with bright winter tones. Tailoring and 

layering blend with unexpected 
combinations of patterns and 

volumes, from the countryside of 
England to the galleries of Paris-giving 
rise to a collection that sees opposites 
of ribbons and bows to neat ties, from 
smart loafers to relaxed trainers, from 

double-breasted coats to leather 
biker jackets, and from bonded bouclé 

wool to gilded suedes.
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Currently one of the only few female designers at the helm of storied fashion 
houses, Alithia champions a uniquely feminine perspective that has constantly 
been the essence of Paule Ka. The creative director takes us behind-the-scenes 

of this first collection that forms a universe of four conversing themes. 
 “I was simply inspired by the ateliers. When I first arrived at Paule Ka, I 

discovered that the house had workshops with such a level of excellence. This 
was so beautiful we simply had to tell this story,” she says.

Alithia Spuri-Zampetti’s debut collection as creative director of
Paule Ka digs deep into the brand’s origins and proposes the 

grandeur of Parisian couture for the fast-paced modern woman.

A MATTER OF 
PROPORTIONS

BY DEBRINA ALIYAH
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GRAPHIC LINES

Geometric patterns are a reminder of the Sixties 
inspiration, a key element throughout the brand’s history. 
Wool jacquard, squared neoprene or technical wool build 
a new series of daywear pieces, from a duffle coat with 
emphasised proportions and a fabric-embroidered buckle, 
to signature shapes of trapeze jackets and skirts. On a 
leather coat, the edges have been painted, outlining and 
modernising the look. See-through organza tops, as light as 
the wind, are also contrasted with black piping.

PLAYING WITH VOLUMES

The atelier’s paper patterns and the white calico toiles 
inspire the first chapter of this wardrobe appearing in 
a very couture approach–out of velvet or houndtooth 
neoprene, flannel wool gazar. Sculpted gabardine pants 
have deep pleats on the sides, while an ottoman poplin 
shirt is lightly swung in the back, and lingerie boning gives 
structure to a top. Proportions and volumes are new, with 
an incredibly modern allure. 

COUTURE BOWS

The bow is also an iconic couture detail in the house’s 
vocabulary, which Alithia has reworked since the pre-
collections. This season it is bold and strong, reunited with 
volumes, sometimes entwined with circles and spirals. 
Again, the palette looks very couture, from a pink duchess 
satin dress enlightened with a strong red bow, to another 
one in black velvet neoprene, awoken by a pink bow, like a 
punctuation mark. 

TROMPE-L’OEIL AND LACE FLOWERS

Silk jacquard, printed satin, embroideries and lace set 
the tone for the evening wear proposals. The trompe 
l’oeil is the last theme of this journey. Numerous layers of 
pleated lace are placed on top of each other to create an 
unexpected print. The print appears on dresses, suggested 
in three different lengths, or on voluminous evening coats. 
Sophisticated embroideries are also printed on the fabric 
and then over-embroidered for a 3D effect, to create an 
aerial way of movement.
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The creative mind behind the House of Arabology, Federica 
Visani, is an Italian fashion designer, based in Dubai and Paris. 
Her enviable career as a designer at Céline, Louis Vuitton and 
Balenciaga taught her many facets and challenges in the fashion 
industry. Nonetheless, she is always humbled by her innate 
passion to create and explore new ways to interpret women’s 
fashion.  She gave GLAM an exclusive behind-the-scenes look 
inside her studio where she designs, sketches, drapes and puts 
together her latest Spring/ Summer collection - ‘Vestiaire’.

Tell us about your brand philosophy.
We dress. Our concept is that we want to dress women with their 
basic clothing, like a well-tailored jacket or a coat. These are 
classic pieces that every woman should have in her wardrobe. 
What differentiates us is that we recreate a modern wardrobe 
for a desirable and confident woman adapting to the life in 
Arabia. We love to explore the traditions, cultures and values in 
this region and we understand that women here want to dress 
modestly. Being fashionable does not mean that we sacrifice 

Emerging on the fashion scene of Doha is a flourishing womenswear brand dedicated 
to exploring life in Arabia. Experimental, unpredictable, with a dash of savoir-faire, the 

House of Arabology is the new name every woman is about to fall in love with.

 INSIDE
THE ATELIER

BY RADHEYA VISPERAS
PHOTOGRAPHY BY ROBERT ALTAMIRANO
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“Take everything out, 
like old sketches, old 
garments you made, 

and mood boards. Think 
about yourself, what 

you are about, and start 
from there. To be a good 
designer you must know 

yourself and what  
you like.”

Photography: Sebastien Jardini 
Model: Marie Meyer ; Hair: David Martinez  

Make up: Julie Camus ; Styling: Federica Visani
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our traditions to follow what is trendy in other 
countries. We want women to have options 
that will flatter their body while dressing 
modestly. Fluid drapes combined with structured 
silhouettes give women choices. 

What’s special about the House of Arabolog y?
In Arabology, we love to experiment and 
think outside the box. We play around with 
asymmetrical shapes, unbalanced silhouettes, 
combine textures with fabrics and create playful 
shapes. In our first collection, we made a ‘bikini 
dress’. We know the bikini is famous in western 
countries but it is ‘haram’ to wear in Arab 
countries so we transformed it into a bikini dress! 
It’s a full-length dress and we changed the cut 
of the top so it looks like the wearer is wearing 
a bikini top but is fully covered. That’s what is 
exciting for us; we are changing the context of 
a basic piece of clothing to adapt to the Arabian 
tradition. We also made a kaftan shirt. When my 
business partner told me how the men just wear 
a shirt to work, and yet women have so many 
options, so I designed her a kaftan with a shirt 
collar. She loved it and wore it to her meetings.
 
How does it feel to be the head designer of a new 
fashion brand?
I have the freedom to experiment. I love the 
research stage because that’s when I learn, get 
inspired, and think about how to translate these 
into clothes. I’m always inspired by anything 
outside of fashion – cultures, Arabian traditions 
and lifestyles.  Recently Moroccan rugs have 
inspired me for the Spring/ Summer 2017 
collection. Of course I won’t just print the patterns 
of the rugs, I need to think of a clever way to 
incorporate them in a creative and unexpected 
way in my clothes.

My favourite part of the design process is when 
I do my research, finding out about different 
cultures in the Arab world, going back in time, 
and looking at vintage photographs. While I am 
doing that I am also thinking about the woman 
that I will dress today. She has to be modern, 
very chic, and not looking like a traditional Arab 
woman wearing an abaya. I want to create clothes 
that have a touch of Arabic aesthetics, taste, 
and tradition, but  are also wearable, both in the 
region and abroad.

My least favourite part of the process 
would be the patternmaking part. I don’t like 

patternmaking! But you can’t avoid it. It’s an 
important and tricky part. We also need to make 
sure that the garments fit well, to any size. We 
don’t like dressing only the skinny girls, because 
I am myself not a skinny girl! So when we finish 
our muslin prototypes, we fit the clothes four 
times to make sure everything is perfect.

What advice would you give to aspiring fashion 
designers in Qatar? 
Look at the schools in Europe, like the Royal 
Academy of Art in Antwerp or Central Saint 
Martins, look at the students standards and 
what they produce. You should aim to be at 
their level. Try to put your collections next to 
them, and observe.  I usually tell my students 
to look at everything that you have made from 
the beginning. Take everything out, like old 
sketches, old garments you made, and mood 
boards. Think about yourself, what you are 
about, and start from there. To be a good 
designer you must know yourself and what you 
like. Always be creative, think outside the box. 
Don’t just limit yourself to what the fashion 
industry has to offer, otherwise you won’t 
stand out. 

What is keeping you busy at the moment?
Now, I am creating a storyboard for the ‘Vestiare’ 
collection for our photo shoot. We have a look 
book right now, so we are preparing for a creative 
shoot. I am also starting to research for our next 
Spring/ Summer 2017 collection. I want to make 
more dresses! I am also excited for our launch of 
an abaya line as well. 

What’s next for House of Arabolog y?
We are a new fashion brand in Doha. We are just 
a small team so we are starting slowly. We don’t 
want to splurge too much money now because we 
want to first generate profits and use only that. 
It’s funny because we want to focus our brand in 
the Arab region, but our clothes are selling more 
in Paris! So, we will have a showroom in Paris and 
around Europe. We are thinking of expanding 
slowly to international markets. Our collection is 
going to be sold online from our website soon. 

The House of Arabology can be found on their website 
http://houseofarabology.com/. On Instagram and 
Facebook @arabologystudio.
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Through drama, depth and theatre, Mahnoor Ansari’s collection takes us through 
the beauty of weave, texture, cut and details, making us eager for more as we 

discover each new garment. The winner of the annual Glam New Talent award 
which is granted in collaboration with the Department of Fashion Design at 

Virginia Commonwealth University in Qatar, Mahnoor celebrates the multi-faceted 
character of women in all their diversity and depth. Her collection, Tanuvo, an Urdu 
word meaning ‘multidimensional’, portrays layers and intricacies in every garment. 

Mahnoor says, “Everything I design is based around the reality of strong women. 
There are so many ways strength can be portrayed but you will notice I have 

included a lot of feminine cuts and fits. Why do we always have to wear a suit to be 
taken seriously? Confident women. Fearless women. Intense women. 

They are my muse.”

Photography: Angel Mallari of www.thescenestealer.com
Stylist: Radheya Visperas
Concept: Mahnoor Ansari
Designer: Mahnoor Ansari

Model: Zulaikha Khan of Trinity Talent Qatar 
Makeup and Hair: Imelda Jurasova, Chiara Causaren and Andrea 

Falgui of Artists Makeup Studio 
Photography Assistant: Billy Joe Manalo 

Location: Mathaf: Arab Museum of Modern Art

KALEIDOSCOPE
T H E  L AY E R S  R E V E A L E D
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DESIGNER SPEAK

“Fashion with a story always fascinated me. 
Clothes that simply “looked good” were never 

enough for me. For my senior collection, I wanted 
to show something innovative and bold, and really 

spoke to the viewers,” says Mahnoor.
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A PERSONAL COLLECTION

“Pakistan is known for having 
beautiful detailed and printed fabrics 
and as this collection is very personal 
to me and speaks to women from that 
region, I felt using these bold colours 

and visuals was important.”
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THE STRONG WOMAN

“Everything I design is based around the reality of 
strong women. There are so many ways strength 

can be portrayed but you will notice I have 
included a lot of feminine cuts and fits to prove 

that women are strong by nature. Why do we 
always have to wear a suit to be taken seriously?”
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ENCOMPASSING IDEAS 

“The most difficult part is containing my ideas. I usually 
want to do all sorts of things at once but simplicity is 
always key. The best way to send a message is being 

direct through your designs.”
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A FUTURE IN FASHION 

“I’m designing a collection for Salam Mall that will 
be released in March. Having recently graduated, I 

plan on continuing on perfecting my skills and 
learning about textiles, fashion movements, and 

the fashion industry as a whole. I want to know all 
the secrets. I have a long way to go and a lot of 

learning to do. I’m looking forward to it.”
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Qatari entrepreneur Jawaher Al Fardan will revolutionise 
the health and wellness scene in Doha with Niya Yoga.

SOUL
INTENTIONS

BY SHELLEY KNIPE

PERSONALITY / 39



THE saying that ‘true beauty comes from 
within’ may be old but it still rings true 
in today’s world. Yet as we rush through 
our days to meet the demands of fast-

paced living, we often disregard these wise words. We know that 
a healthy diet and regular exercise are essential for the body 
but how much attention do we give to our mental wellness? It 
is equally important to feed the mind: to relax, recharge and 
unwind from life’s daily stress. For this reason Jawaher Al Fardan 
is introducing Niya Yoga to Doha - a holistic healing centre 
and yoga studio opening in the third quarter of 2016 in Qanat 
Quartier at The Pearl-Qatar. Centred around the pillars of mind, 
body, spirit and soul, Niya Yoga will provide clients with over 
35 yoga classes per week, as well as Thai massage-influenced 
practices and bodywork healing. Niya Yoga will be more than 
just a place in which to unroll your yoga mat, it will also be a 
meditative and healing space where people can connect, grow, 
and explore the power of yoga and healthy living.

Niya is an Arabic word which means ‘intention’, and for 
Jawaher this word encompasses her values. As she says, being 
mindful of what you want to achieve in your life and why you 
want it, is tied to your intention. “When you are clear of your 
intention, everything you do comes from there. It all kind of 
just fits, it all comes together,” says Jawaher. “You notice a lot 
of the time with people that everything they do comes from a 
subconscious place and that’s absolutely fine, but [by knowing 
your intention] it’s just much clearer for yourself and for 

everything that you want to do and everything that you want to 
achieve.”

Jawaher’s love for yoga began 11 years ago whilst attending a 
class for the first time. “I was going through my GCSE’s at school 
and it helped calm me down and made me feel so much better, 
by moving my body, breathing, taking the time out to disconnect 
and reconnect to myself.” By attending the class regularly, 
Jawaher became drawn to the practice and the value it created in 
her life. She felt a calling to reach out to others through teaching, 
and dreamt of opening her own yoga studio someday.

The dream led to commitment and now Jawaher is an 
advanced yoga teacher with 500 hours of training. She has also 
spent extended periods of time with leaders in the field in India, 
Bali and Los Angeles. Along with Jawaher, the studio will boast 
several qualified teachers and will also host international experts 
who will share their knowledge through specialised workshops.

Excitingly, Niya Yoga will be complemented by Evergreen 
Organics, Qatar’s first fully organic vegan café and food store, 
which will open next door to the studio. Evergreen Organics 
will feature a sit-down area for customers to order freshly-made 
organic cuisine, a Grab ‘n Go section for take-out if you are on 
the run, as well as a whole foods section, enabling customers 
to shop for healthy foodstuff needed for their pantry. The store 
will also stock fresh organic fruit and vegetables sourced directly 
from local organic farms. 

Having observed first-hand how nutrition, yoga and 
mindfulness have a tangible impact on health and happiness, 
Jawaher is channelling her knowledge and experience into both 
initiatives. “There’s definitely no ‘one size fits all’. At Niya Yoga, 
we embrace our differences and learn from one another, people 
and cultures. We take what works for us and leave the rest. 
Most importantly, we are true to ourselves and our purest niyas. 
Everyone is welcome at Niya, where we can be whatever we are, 
with simply a new intention.”

Follow Niya Yoga Qatar on Facebook for more information.
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LIGHTWEIGHT 
FABRICS ON THE ROLL

ELLE VERIGOY
VIP Flight Attendant

What she’s wearing: Top, Mango; 
wide-legged trousers, Michael 

Kors; shoes, Mango; bag, Sandro; 
sunglasses, Marc Jacobs.

Her style: “Minimalist and 
elegant.”

POOJA ADAM
Blogger, Les Rebelles Squad

What she’s wearing: Flared sleeve top, 
Mango; long vest, Zara; trousers, Ralph 

Lauren; shoes, H&M, bag, Ralph 
Lauren; bracelets, Monica Vinader 
and Two Songs; accessories, H&M.

Her style: “At the moment, I’m 
very into the ‘70s.”
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GLAM’s Style Spies, Bianca and Kim Castro, made 
their Doha rounds. Here’s their lowdown on the 

street style prevalent in the country’s fashion circles.

Doha proves that summer is still in full swing with lightweight 
fabrics and laid-back pieces. These fashion-forward outfits caught 

our attention. 

IMANE GHADIR
Marketing Executive

What she’s wearing: Top and skirt, 
ASOS; shoes, Valentino; bag, 

Prada.
Her style: “Trendy, classy, and 

colorful.”

LARISSA LEON
Freelance commercial 

model

What she’s wearing: Top, Mango; 
shirt, Massimo Dutti; shoes, 

Uterque; bag, Chanel.
Her style: “Casual and 

ladylike.”
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The Raghavendra Rathore bespoke label 
has a rollout business plan to be India’s 
premier luxury brand in menswear and 
accessories in the next five years. The 
atelier is responsible creating collections 
for two labels, the Raghavendra Rathore 
luxury line and a much more versatile 
and price-conscious label called The 
Imperial India Company, each operating 
in two separate market spaces, one in an 
uber-luxury market and the other in the 
designer segment.

The brand is also behind the popularity 
of Bandhgala and this, according to 
Rathore, has been an inspiration for the 
entire offering of products and a strategy 

the company will follow.
“Carefully designed accessories in the 

fashion space will be a strong part of our 
next big idea. Each of these accessories 
will add value to the ‘new look’ the brand 
will portray in the coming seasons. The 
traditional Jodhpuri breeches are already 
the label’s forte and we hope we will be 
able to do as much justice to it as we have 
to the Bandhgala,” he says.

Rathore is not steeped in tradition, 
he has added to his learnings through 
world travel and education. “Having 
travelled extensively and being stationed 
in Manhattan for over a decade, my 
inspirations are limitless and modern, 

however processing them and blending 
them with the old world is essential to the 
DNA of the brand.”

He takes us back to the beginning of his 
fashion journey, where he was surrounded 
by a family who enjoyed and experienced 
only the very best. “My education led me 
to the United States and helped me expand 
my palate for diverse, modern tastes. This, 
combined with my Rajasthani heritage, has 
made my inspirations limitless and unique. 
My grandmother was the real sister of 
the Maharaja of Jaipur, Maharaja Sawai 
Man Singh, who was an international polo 
player and befriended European nobility 
and aristocracy from across the globe. 

Raghavendra Rathore not only portrays the opulence of the palaces in 
Rajasthan with its tailoring and cuts, the eponymous brand has a Rajput – 

someone from the clan of the ruling kings behind its inception.

BY SINDHU NAIR

GOING GLOBAL WITH 
RAGHAVENDRA 

RATHORE
TAKING TRADITION TO AN INTERNATIONAL MARKET
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But his sister, my grandmother, was a 
humble family-loving matriarch, who 
obsessively spent most of the time with 
the grandchildren. Surrounded always by 
very special ladies, they would accept an 
audience with only the best perfumers, 
bangle makers, Banaras silk merchants, 
and of course, velvets and chiffons from 
Paris. This unique world for me was alien, 
but looking back I now know that my 
destiny was clearly defined at a very early 
age. I was in Jodhpur, while still working 
under Oscar de la Renta, when I realised 
that there were very few design houses 
offering specialised tailoring to the ever-
growing market of very stylish Indians. 
I realised the importance of heritage 
clothing and embarked on reviving Indian 
design.”

While the brand is popular 
internationally, it has yet to expand 
to stores outside India, but that might 
change in the near future, according to 
Rathore. “London and the Middle East are 
part of our business plan expansion, I’m 
also aware that they are the least forgiving 
markets with discerning customers 
who understand the value of luxury and 
expect nothing less of us in comparison 
to other global brands. I believe we are 
ready to explore the response of the brand 
internationally,” he says.

The brand keeps the customer at the 
centre of the design process. He says, “We 
have to always keep our precious customer 
at the centre of the design process, 
understanding his needs and evolving with 
him to provide lifestyle products that are 

required in this journey, keeps the brand 
youthful and in demand. The brand ethos 
is completely derivative of the classic 
space, and though season to season we 
will see an amalgamation of contemporary 
looks, the design inspiration will always be 
from a classic space.”

Though he feels that the Indian designs 
can be lapped by a global consumer, the 
designing process followed completely 
different. “International designers work 
on a very strong winter followed by 
the summer, while in India, a tropical 
country, the winter is extremely mild 
and therefore the focus is on a lighter 
fabric for the whole year. This weather 
difference is the most important element 
that differentiates products offered by 
designers in India and of those who 
compete in the same space, in other 
hemispheres. Having a mild winter cycle 
means different techniques and fabrics 
must be used for the season, clearly 
creating a vast difference of design 
possibilities that can be done to the 
collections in Asia, versus those in other 
international fashion hotspots,” he says 
comparing the two design sensibilities 

He says that, a special segment of 
their client base is celebrity customised 
clothing. “They are always ahead of the 
fashion cycle and add huge value to trends 
in Asia,” he says. “Usually celebrities 
are very clear as to what they want but 
sometimes leave their requirements 
completely up to us to come up with. The 
superstar Akshay Kumar approached us to 
create 10 to 12 looks for him for a movie 

where he plays the incarnation of God. 
The brief was to create looks that were 
universally acceptable, modern, and 
most importantly fall in place with his 
persona as an actor. He was delighted 
eventually with what was created for his 
character in the movie ‘Oh My God’, and 
he left with a memorable experience at 
the design studio of our atelier.

According to Rathore, designing for 
Bollywood superstars has two important 
quotients, first, creating a customised 
wardrobe for the star and second, styling 
the character that they play on the silver 
screen as per the script. “Working with 
cultural legends like Amitabh Bachchan 
or Saif Ali Khan has been a four-decade 
relationship. Understanding the need 
of the hour as they shape the Indian 
Bollywood landscape is key. With the 
frequency of opportunities for them 
to dress increasing year by year, our 
atelier has mastered the art of complete 
customisation of small capsules of 
wardrobes that are updated season after 
season. As many superstars are looked 
up to, it is encouraging seeing their 
styling trickle down to various facets 
of society and also inspiring seeing 
our brand sensibility being adopted by 
many.”

But while the brand is all about its 
master, Rathore sees it differently he 
says. “The brand is built on the emotion 
of a legacy and not the individual that I 
am, it is crucial to disconnect and focus 
on the story on the aesthetics’ and the 
passion from the regal past.”

“Oscar de la Renta – he is my role model and not 
because he is one of the most renowned fashion 
designers, but because of the knowledge he has 
imparted to me. His learning and philosophy of 

fashion is what I will cherish the most.”
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WHERE THE BIG BOYS COME OUT TO PLAY

SEASON’S TRENDS 
Whether they are refinements to looks that have been evolving 

over the last few seasons such as military-inspired coats, shearling, 
double-breasted jackets or tartan, standout shoes and thermals, as 

new additions to the style-go-round, this guide from
MR PORTER sets the pace for autumn.

MILITARY MARCH
The vogue for military-inspired 

outerwear is on the march, and the latest 
examples put the art into artillery. The 
khaki duffle is stylish enough to turn 

heads but sturdy to withstand a retreat.
Shearling-trimmed bomber is inspired by 
World War II G-1 flight jackets meanwhile 
Saint Laurent s’ double-breasted officers  
coat, with lion-embossed gold buttons 
and metallic faille-trimmed cuffs, puts 

the Navy seal on military style.

WORN AGAIN
The concept of deconstruction 
clothes that are pre-weathered, 

ready-ripped and generally given 
the dragged-through-a-hedge-

backwards treatment, as 
pioneered by the likes of Comme 

Des Garçons and Mr Yohji 
Yamamoto in the 1980s. Saint 

Laurent ‘s battered biker jacket or 
Raf Simons ‘ unravelling virgin 

wool sweater the pieces may be 
torn, but you won t be.

SOMETHING 
ABOUT SHEARLING 

Rammed with various iterations 
of the snug-and-stylish sheepskin 

like trims, linings, outerwear. Brioni’s 
slick bomber jacket is a tonal collared 

version while Loro Piana’s tan, 
cashmere-trimmed number is 
anything but sheepish when it 
comes to tactile allure. Either 
way, these are garments that 

put the elation into 
insulation. 

TARTAN ARMY
The clannish check is 

reacquiring the kind of 
Braveheart-style rebellious aura 

last seen with Vivienne 
Westwood ‘s tartan bondage 

trousers. The autumn/winter catwalks 
were a riot of Royal Stewarts and 
Black Watches. A vividly checked 

overcoat, like Bottega Veneta’s, 
will show that you  are more 

than ready for a 
Highland fling.

DOUBLE-BREAST 
ASSURED

The chest-enhancing, 
waist-slimming silhouette 

has been in vogue for 
several seasons  it ‘s still 

the default style for 
menswear. The modern 

double-breasted is 
form-fitted, streamlined 
and supremely well put 
together. The Richard 

James wool coat will give 
any ensemble a Savile 

Row-worthy upgrade at 
the double.
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STRIPE HYPE
A trouser detail that’s 

proving very seamlessly for 
autumn/winter, because it 

combines two predominant 
themes in menswear right 
now–namely old-school 

military chic and a retro take 
on the athleisure look. They 
add a formal crispness and a 

rakish dash to any 
parade-ready leg.

INTO THE WILD 
In the last few seasons, 

designers have been 
deploying their very own 
version of rewilding. The 

hothouse atmosphere 
continues into Autumn/

Winter, with sartorial 
biodiversity; Alexander 

McQueen’s sylvan V-neck  is 
among this rainforest of 
riches. Accessorise these 

pieces judiciously and they’ll 
become hardy perennials.

SHOW-OFF 
SHOES

The jacquard fur slippers 
designed for Gucci by Mr 
Alessandro Michele have 

cutting-edge avant-snug. If you re 
not ready to go out on that 

particular limb, from baroque 
boots to psyched-out sneaks 

there are plenty of 
hoof-adelia around 

this season.

ZIP IT
The plethora of 
elegant zip tops 

coming your way this 
season is exemplified by Loro 
Piana’s auto-inspired Roadster 
storm-blue cashmere, half-zip 

sweater. The zip top is easy 
enough to slip over jeans and 

a T-shirt, and looks perfect 
for the age of smart 

casual.

THERMAL POWER
A team of eager huskies, and 

the retro-insulated likes of RRL’s 
waffle Henley will help you 

strike a suitably Shackletonian 
or Hillary-esque pose, whether 
you’re heading into Antarctic 
ice storms or braving a bitter 

Northerly on the way to a 
weekend pub lunch.

EMBROIDERY & 
PATCHES

Appliqued patches and 
embroidered adornments are 

worn like badges of honour on many 
of the season’s key pieces, including 
the 1950’s-inspired souvenir jackets 

that have been making their 
retro-contemporary mark.Gucci’s 

lustrous satin version features 
embroidered snakes, birds and 

flowers among its 
varsity-inspired 

stylings.
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OUR CURATED BOX FOR ALL YOUR BEAUTY SOLUTIONS. 

BOOTY
SEPTEMBER 2016

POWER TO MESMERISE

From red carpet idol to boho goddess, Kate Moss celebrates 15 years of 
partnership with Rimmel with an anniversary collection of lipsticks and nail 

polishes. Consisting of six shades (three red and three nude), each is infused with 
high-intensity formulas and light-reflecting Black Diamonds. What’s more, the 
richly-saturated, luminous colour lasts for up to 8 hours. The standout shade is 

Muse Red, which is the perfect blend of drama and sophistication. The collection 
is designed in elegant, designer-style casing and is revamped in metallised 

rose-gold, making each shade a collector’s item.
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COLOURS TO CELEBRATE 

On 23 September embrace your patriotic 
colours with OPI to celebrate the National 
day of the Kingdom of Saudi Arabia! The 

Green-Which Village forms the vivid 
green of the national flag and Alpine 

Snow the fresh, crisp white touch to your 
Saudi inspired nails. You can also have 

your patriotic manicure last longer with 
OPI Gel available in the salons!

A COMPLETE SOLUTION 

If you are pressed for time, Sally Hansen can help you with the new and improved 
Complete Salon Manicure range. With professional-looking results that will last up to ten 
days, the two-layer application formula now incorporates a keratin complex to reinforce 

nail strength. Boasting seven benefits in one bottle, with a clean-finish brush for easy 
application, the chip-resistant polish features all of the elements: base coat, strengthener, 

salon colour in 43 runway-ready shades, a top coat, and gel-shine finish.

NEW VOLUME ROUTINE 

Designed to be all about volume, the 
Bourjois Volume Reveal mascara includes 
waterproof and non-waterproof options. 

A fluffy style brush with minimal 
eye-poking potential, the formula is dark 
and well pigmented, and delivers a good 
amount of coating and significant length 

to the lashes. Convenient to use, the 
waterproof mascara is best suited for 

everyday wear as it prevents any 
smudging on to the upper lids.
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BUZZ
SEPTEMBER 2016

THE NEW N°5 L’EAU

A FELINE FINISH

Chanel has unveiled a new version of its iconic N°5 fragrance, offering a fresh, 
modern take on the original scent. Lily-Rose Depp, the brand ambassador for 

several seasons, has been called on to front the new fragrance. N°5 L’EAU is the 
N°5 of today. A composition of modernity, with freshness as its motif, the fragrance 
has notes of citrus (lemon, mandarin, orange) and a floral bouquet (rose, jasmine, 
ylang-ylang). This comes enveloped in scents of vetiver, cedar and musk. Chanel 

N°5 L’Eau is available from September.

Animal print is set to make a big comeback 
in Autumn/winter 2016-2017 ready-to-
wear collections, and beauty brands are 
keen for a slice of the action. Yves Saint 
Laurent is leading the way with a limited 

edition version of its Black Opium 
fragrance which brings an animal-inspired 

finish to the iconic bottle. YSL’s Black 
Opium Wild Edition is a collector’s edition 
of the classic scent. Aimed at passionate 
women who aren’t afraid to show their 
animal instinct, the bottle gets a glittery 
animal print motif, evoking a sparkling 

faux fur coat, as well as stylish rose gold 
edging. The fragrance opens with notes of 
coffee, matched with white flower, vanilla, 

cedar and patchouli.

CREDIT: AFPRELAXNEWS
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Hailey Baldwin is cementing her reputation as one of the 
hottest models on the scene with a new make-up range for 
the Australian brand ModelCo. The model has teamed up 
with the brand to create ‘Hailey Baldwin for ModelCo’, a 

limited-edition line of colour cosmetics designed in 
collaboration with Shelley Barrett, the company’s CEO and 
founder. The collection will hit shelves this November. The 

product range will be affordable and accessible and 
combines quality and femininity for a photo-finish-inspired 
look and feel. ‘Hailey Baldwin for ModelCo’ will be available 
exclusively at ModelCo’s online store and through retailer 
Mecca Maxima from November 2016, but customers can 

pre-register for the range at www.modelcocosmetics.com

PARISIAN CHIC

PHILIPPE STARCK DEBUTS A PERFUME TRIO

Renowned designer and architect Philippe Starck 
has made his first move into the world of perfumery, 
with the launch of his own artisanal fragrance range: 

Parfums Starck Paris. Starck spent almost three 
years concocting the first set of scents, which have 
been formulated around out-of-the-box concepts 
such as Peau D’Ailleurs which aims to capture the 

scent of “elsewhere”.

Lancôme in partnership with Sonia Rykiel, celebrates Parisian femininity 
and effortless chic with a limited edition autumnal make-up collection. The 

collection pays tribute to Sonia’s symbolic design. In shades of blue, red, 
pink, white and khaki, the range includes an eye shadow maxi palette, which 

is available in two colours, Rive Gauche, which features pink and plum 
tones, and Parisian Fresh Spirit with shades of midnight blue, grey and 

khaki. Each palette has six shades, a base colour, two liners, and a double-
ended eye shadow and liner brush. The other additions are a double-ended 
Parisian Lip Crayon in four colours: luminous pink, red, orange, and violet, 
four shades of Vernis in Love nail polish, two Miracle Cushion foundation 
compacts, and two shades of Cushion Blush Subtil to beautify the cheeks.

HAILEY BALDWIN FOR MODELCO.



Dr. Kate Forbes, General Manager, Products and Research 
& Development of Aesop, briefs Glam readers about the 
brand’s history, ingrained values and its product range.

BEAUTY
BASICS
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IF 
one were to choose beauty products by their 
look, Aesop might be lost in the plethora of 
new-age products lining the shelves of make-
up stores. But the convictions and the sincerity 
to its mission are hallmark virtues that stand 
steadfast to this era, some 20 years after it 

began its first foray into the world of beauty. 
Aesop is a set of ideals and beliefs translated into skin, hair and 

body care. 
“The best ideas rarely happen on spreadsheets or through 

structured brainstorming – they’re about blood, sweat and many 
tears, explains Dr Kate. “We began with a small range of hair 
products in 1987. From there we explored the many variables of 
body care, and by 1991, were ready to devote ourselves to devel-
oping the best skin care possible.”

While the name seems  ancient, it has a deep-stated philoso-
phy:  “Aesop was an ancient Greek fabulist, thought to be a Phry-
gian slave who roamed Greece reciting morality tales. There’s lit-
tle morality in the world of commerce, so it seems fitting that we 
should anchor our thoughts and actions to something of merit. A 
brand name is only as good as what it delivers,” says Dr Kate.

While Aesop has numerous products each catering to the needs 
of the various beauty concerns, the brand doesn’t have a star 
product. According to Dr Kate: “We’d be worried if there were 
one. The world offers many different environs; each requires 
specific formulations for the skin, hair and body, so Aesop fa-
vourites are bound to vary from one part of the world to another. 
Furthermore, culture and education play a role in determining 
local needs. Consider the beauty routine of a Korean woman, for 
example, who goes through no less than seven steps, and com-
pare it to the simpler three steps of her European counterpart.”

Touching on the not-so-exciting product bottles, Kate goes 
back to Aesop’s theory of content and function over aesthetics. 
“While we pay heed to the aesthetics of our packaging, Aesop’s 
priority has always been the quality of the contents – the vessels 
must be functional, minimal and humble. The amber bottles 
serve to protect the content, as well as bringing pleasure to the 
eye. They are also recyclable, in keeping with our commitment to 
sustainability.”

All Aesop products smell good. “Our products are well known 
for their evocative aromas, which come from the essential oils 
used in their production. However, the aromas are an incidental 
pleasure; each essential oil is selected primarily for the benefits 
it brings to the formulations in which it is used. Maintaining a 
strong focus on the efficacy of ingredients, we do not add syn-
thetic fragrances to our skin, hair and body care products.

Most of us associate such utilitarianism with natural or organic 
brand, how does Aesop differentiate itself from the rest?

“We fit into a category that is comfortable for us but often 
uncomfortable for other brands and major retailers. To begin 
with, we celebrate science, understanding that the formulation 
of remarkable products requires a blend of well-chosen labora-
tory-made ingredients and exceptional botanicals. Accordingly, 
we never use the words ‘natural’ and ‘organic’ in our communi-
cation, and we avoid leveraging images evocative of nature. Also, 
the design of our spaces matters deeply to us – they are as cogent 
an expression of our thinking as products and packaging, created 
to deliver an exceptional experience to our customers and to the 
staff who spend hours in them.”

“Our products are well known 
for their evocative aromas, which 
come from the essential oils 
used in their production.”

BEAUTY / 55
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A recently released 2016 Yoga In America study indicates that there are now
37.6 million Americans practising yoga on a regular basis, with 47% between the 

ages of 30 and 49, and with men and older people now more likely to attend classes.

IS
YOGA

FOR YOU?
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T
he study also indicates that up to 34% of 
Americans indicate that they would like to 
try yoga in the coming year - with increasing 
flexibility, managing stress and improving 
general fitness and overall health being the 

most cited reasons for their interest. 
Given this increased interest in yoga and the 

accessibility to different types of yoga here in Doha, the 
question is what can yoga offer you and which is the best 
form of yoga for your needs. This will depend largely on 
what you are looking for and you should always talk one-
on-one to a qualified instructor before joining any class, 
but below are a few suggestions.

Are you looking for stress release? If so, all forms of 
yoga can help, but if you are a beginner, look for hatha 
(gentle) yoga, yin yoga, or just a general beginner 
class.  The relaxation offered in these classes helps to 
lower the levels of the stress hormone cortisol. Related 
benefits include lowering blood pressure and heart rate, 
improving digestion and boosting the immune system, 
as well as easing symptoms of conditions such as 
anxiety, depression, fatigue, asthma and insomnia. 

Are you looking for pain relief? All types of yoga can 
help with this but depending on the severity of the 
condition, would be to work with extreme care. Look 
for specific yoga therapy classes, such as back-care 
yoga or seek out an Iyengar yoga class, which focuses 
on alignment and sustained holds. For less serious 
conditions a beginner’s or level 1 class with a qualified 
instructor could also be extremely useful.  

Do you want a workout?  While yoga can be gentle 
and nourishing, it can also be intensely physical and 
challenging as well. Power Yoga, Ashtanga Yoga, 
Rocket Yoga and advanced Vinyasa Yoga classes are 
all designed to work every muscle in the body and to 
increase strength, flexibility and cardiovascular fitness 
simultaneously.  They also provide the additional 
benefit of helping to relieve deep muscular tension.  As 
a form of cross-training these classes can be very useful 
for athletes.

Are you seeking a weight management programme? 
Although yoga is not a weight loss programme, it (even 
less vigorous styles) can aid weight control efforts by 
reducing the cortisol levels, as well as by burning excess 
calories and reducing stress. Yoga also encourages 

healthy eating habits and provides a heightened sense of 
well-being and self-esteem.  

Do you want to be more flexible? Yoga helps to 
improve flexibility and mobility, maintaining range of 
movement and reducing daily aches and pains. There is 
no need to be flexible before you start yoga – that comes 
only with time as the nervous system, connective tissues 
and muscles respond to a long-term patient practise.  
Practised carefully, yoga also helps to improve body 
alignment, resulting in better posture and helping to 
relieve back, neck, joint and muscle problems. 

Are you interested in well-being? Yoga can help 
improve your well-being physically, mentally and 
emotionally. Yoga teaches us to take slower, deeper 
breaths. This helps to improve lung function, trigger the 
body’s relaxation response and increase the amount of 
oxygen available to the body.  Yoga also helps to improve 
circulation and, as a result of various poses, more 
efficiently moves oxygenated blood to the body’s cells. 
This can bring greater mental clarity and when coupled 
with a meditation practice can help to balance your 
emotions. 

Are you seeking more tranquility? The mindfulness 
and meditative practises that are part of all yoga classes 
help many to reach a deeper and more satisfying place in 
their lives. By teaching us to focus on the present and to 
be more mindful, yoga can help us express our gratitude 
and accept the gifts we have or have not been given.

There are a hundred other reasons why you may think 
about a yoga practice and as many different ways that 
yoga can be customised to serve you. Now, as yoga is 
set to expand in Doha, offering us all the choice of a 
healthier, less stressful life, it’s perhaps the time to think 
about what yoga can offer to you. 

Valerie Jeremijenko is the founder, owner and director of 
Yama Yoga studios. Yama Yoga offers Doha over 150 yoga 
classes a week in two convenient locations and is due to open 
soon at The Pearl-Qatar. See yamayogastudios.com for 
more information.

Model: Aime MacDonald, senior teacher at Yama Yoga 
Studios
Photographer: Jonathon Machado
Location: Yama Yoga Studios Al Waab
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Away from the hustle and bustle of the city, Reméde Spa creates an atmosphere of 
complete relaxation and serenity. 

REFRESH YOUR SENSES 
AT REMÉDE SPA

BY KEERTANA KODURU

Gone are the days when facials involved 
focused circular movements by hand 
using various scrubs and face packs 
for different skin types. Competing 
against 38 other hotels in the recent 
World Travel Awards 2016, Reméde 
Spa won accolades for its excellence 
and luxury treatments. One such 
treatment is the Diamond Youth Facial 
offered by experts who believe that 
youth is not just a feeling on the inside, 
but also a glow on the outside. This 
innovative facial refreshes your skin 

using SilkPeel Dermalinfusion. It comes 
with a patented diamond-tip vacuum 
technology to lift and exfoliate dry, 
dull layers of skin while simultaneously 
infusing a customised serum directly 
into the epidermis to plump up fine 
lines, minimise pigmentation and 
clarify pore congestion. Through 
the serum infusion, antioxidants 
and vitamins are added to the pores 
to instantly brighten the skin. This 
machine uses a vacuum pump to flush 
out impurities which are collected in jars 

that are attached to the machine– to be 
shown later to the customer. The whole 
process takes less than 30 minutes. 
Another special feature of the spa is the 
relaxation room where one is greeted 
with silence and a tranquil ambience, 
creating a deep meditation space.  

Cost: Qar 1,020/- 
Contact: 
www.remedespadoha.com
remedespa.doha@stregis.com
Call: +974 4446 0300



Photo by Rob Altamirano
Hair and Make-up by Lesley Jane Pascual of Artist 
Makeup Studio

All about the model:
My name is Arianne Jane Samson but 
my friends know me as ‘AJ’ and I am 
from the Philippines. I am 21 years old 
and moved to Qatar with my family 
when I was 3 years old. I am currently a 
third year Chemical Engineering student 
at Qatar University. 

Why did you want to become a model?
Since I was young it was always my 
dream to enter the showbiz industry. So 
when I got introduced to the modelling 
world in Qatar, I grabbed the 
opportunity to enhance my skills.

What’s your personal style?
I tend to usually go for a casual, yet 
sophisticated look. Skinny dresses or 
overalls are my favourite, topped with 
heels or classy flats. Not really into 
accessories, just a gold watch along with 
earrings is what I usually wear. I’m a great 
fan of how the Kardashians style up so 
they inspire my taste for fashion. 

Who are your favourite models and 
designers?
My favourite models are Gigi Hadid and 
Kendall Jenner because they show 
confidence in their natural beauty and I 
admire this about them. As for 
designers, I love Valentino, Balmain, 
Chanel and Dior. 

Do you have any advice for girls who 
aspire to become models?
Confidence is the key to pursue your 
passion. Modelling can be a little tough 
but once you get used to it, you’ll enjoy 
being in the spotlight and nothing is more 
satisfying than doing what you love. 

Tell us about your first modelling 
experience?
My first photo-shoot was when I was 14 
years old and I had no idea how to pose 
in front of all the photographers that 
surrounded me. I felt nervous at first but 
the photographers guided me on my 
poses and gave me tips and from then 
on I eventually got used to it.

MODEL
OF
THE 
MONTH

ARIANNE JANE SAMSON
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MAKE-UP MASTERCLASS
Renowned Lebanese make-up artist Bassam Fattouh will be presenting a Masterclass 
Make-up Workshop on the September 28 - 29, 2016 in Doha, Qatar at The Gate Mall’s 

Maysaloun Hall. The class will demonstrate a detailed overview and practical 
implementation of proper make-up application that will give the participants a 

journey into the world of beauty makeovers. Step-by-step demonstration of everyday 
make-up application, and make-up for special occasions will be showcased, along 

with the do’s and don’ts of modern day cosmetics

URBAN LOOKS
The latest collection from Celio offers a signature 
look that is flexible and fashion forward. The line 

boasts a wide range of linens that are ideal for 
everyday wear. Taking inspiration from urban 
culture, they have created looks that are both 

functional and trendy. The predominant colour 
focus is on greys and blues, creating a neutral 
and cohesive aesthetic well suited to current 

trends in the region. The collection is presented 
in six different themes. Active, French Flag, 

Denim Indigo, Safari and Surf.
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BACK TO SCHOOL FUN 
Cath Kidston’s latest collection of 

school bags is fun and practical and 
will stand the test of time. Available in 
a range of sizes, handy styles and fresh 
prints, they are perfect to get the kids 

ready for the new school year.

MODERN DAY SUPERMAN
For Autumn/Winter 2017, Philipp Plein unleashes the PleinHero 
with signature black palette glimmers, touches of red, gold and 

silver and heads topped with wide-brimmed hats.  Fusing 
sportswear with formal dressing, suits feature sporty cuts and 

draw-string pants crafted in traditional fabrics.  Classic herringbone, 
Prince of Wales and hound’s tooth wools are mixed with jogging 

fabrics and sporty sweatshirt jersey. Rich velvet is used as intarsia 
cuts on leathers jackets and suits.  Parkas are lined with silver fox or 
covered in python. Gold and silver chains from the world of hip hop 

add to the precious effect.  Backpacks have been reimagined as 
utility treasure packs, where crocodile, python and gold stud-

covered skateboards strap on and off in a simple snap. 
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SUMMER 
READY 

Throw on your 
sunglasses, grab your 
friends and get ready 
for a perfect summer 

with the new collection 
of fragrances from 

Bath and Body Works. 

ALL THINGS CASUAL
The new collection from Hush Puppies captures what it means 
to be casual – in the true sense. Inspired by the cool 70’s vibe 

and colourful suedes, the AW16 Collection features fun, 
timeless styles that are comfortable and easy to wear, invoking 

effortless looks that are ready for just about anything. 






