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Summer is here! Hello to bright 
colours, maxi skirts and...burkinis? 
With the summer sun on us, it’s no 
surprise that burkinis are out in  
full force and we’re so happy and 
privileged to bring you several modest 
swimwear brands this issue. You’re 
going to love them! Well, we do. 
 
With the Eid feasting over, we’re pretty 
sure losing some of those extra pounds 
may be on your agenda just as it is  
on mine. Gosh! I’ve been hitting the  
gym every other day. So the team 
introduced a super healthy breakfast 
to start my morning routine. Avocado 
on toast. Yes yes…I know, it’s nothing 
new. Perhaps I’m late to the game but 
in this issue we help you jazz up that 
boring avocado on toast. We have  
been trying out adding things like  
hummus, salmon, alfalfa, eggs...even 
strawberries! And they are gooood….. 
 
Well, as always, I hope you enjoy 
flipping through this issue and if you 
would like to have your stories shared 
or you know of a modest fashion brand 
that would be perfect to add to our 
collection, do drop us a line. We would 
love to hear from you. In the 
meantime, Happy Summer! 

Love & peace 

Juliana Iskandar 
EDITOR-IN-CHIEF, GAYA MAGAZINE 
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BEAUTY 
& THE BEACH 

ppressive, restrictive, 
outdated – just some of the 
words heard used when  
the conversation revolves 

around full-coverage or modest 
swimwear. For many, the full-coverage 
swimwear defeats the purpose of going 
to the pool or the beach in the first place. 
 
We are used to seeing one-piece bathing 
suits or bikinis – the more skin shown 
the better in such cases – but what 
happens when a woman isn’t too 
comfortable exposing her skin? 
Whether her choice is faith-based or 
simply a personal choice, should these 
women shy away from enjoying  
a relaxing swim? 
 
When full-coverage swimwear first made 
a splash on the market, an outcry ensued 
touching on conversation points such as 
women’s liberty. In some countries, 
these garments were even banned. 

Sadly, we have not moved past that and 
the stigma surrounding full-coverage 
swimwear remains a sensitive and 
controversial topic. Yet despite this,  
more modest fashion brands aren’t 
deterred and instead choosing to 
introduce more flamboyant, stylish, 
beautiful, full-coverage swimwear.  
 
In this issue, we are privileged to be 
introducing you to several new 
collections and even newcomers in the 
modest fashion market. Brands (and 
women designers) who see pass the 
stigma and the negative attention brought 
on full-coverage swimwear – and who 
instead aim to empower women to 
choose how they want to dress and feel 
confident in their own skin. Whether 
their choice to cover up stems from their 
religious beliefs or they simply prefer 
showing less skin, these brands are 
giving back the power of choice to  
these women.  

O 



GAYAMAGAZINE.COM 7 

Fashion 

ITS ALL IN THE FINE PRINT 
MUNAMER 
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MUNAMER’s mission is to 
celebrate all women, giving 
them the opportunity to be 
elegant, comfortable and 

modest.  

ometimes a chance encounter 
can change your entire life.  
We have all heard that before 
and that is why travel or 

meeting people from cross cultures  
is so important to open our minds to  
this big and diverse world we live in. 
 
One such encounter in Pakistan made  
a profound change for a woman named 
Chiara Taffarello. 
 
Hailing from Treviso, near Venice, 
Chiara worked around the globe gaining 
her experience in the fashion world. 
Then a trip to Pakistan opened her eyes 
and heart to the Muslim culture and 
modest fashion. 
 
Chiara saw the grace and femininity that 
exuded from modest fashion, breaking 
from the unfortunate and common  
notion that modest fashion is drab and 
backward. Her love for modest fashion 
paved the way for her to create 
MUNAMER in 2016.  

It was Chiara’s way of celebrating 
Muslim women and their choice to  
dress modestly. MUNAMER by Chiara 
Taffarello was introduced officially to  
the modest fashion world in April 2018 
at the London Modest Lifestyle Show.  
 
Beautifully made burkinis in different 
styles, colours and prints made their 
debut down the runway. The Italian 
brand uses high quality fabric, printed 
and manufactured in a small atelier near 
Ancona called Dolcevita. 
 
We speak to the lovely Chiara Taffarello 
to dive into the journey of MUNAMER. 
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M U N A M E R  / /  
A U R O R A  F L A M I N G O  
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Hi Chiara, could you tell us the story 
behind the name of your brand? 
 
MUNAMER derives from MUNA,  
the Arabic word for “Desire, Wish”  
and MER derives from “Sea” in French, 
therefore the meaning for MUNAMER 
is SEA DESIRE. 
 
My ideas have always been inspired by 
my travels. I have always been a traveler 
and I cannot 
imagine my life in  
a different way.  
l love to see the 
world and discover 
new places and 
traditions, spend 
time with the locals, 
look for inspirations 
and new 
experiences. 
I love differences 
between cultures,  
I respect them, and 
I try to learn as 
much as I can from 
everyone.  
 
The concept of MUNAMER was born 
during my work experience in Pakistan.  
I had the opportunity to know the 
Muslim culture better through some 
fantastic colleagues and I was really 
surprised by how similar the girls are 
around the world, even if the culture and 
traditions are completely different. 

For me this is not only a brand, it is 
a lifestyle for all women who love 

traveling, sports, take care of their body 
and mind, are social and connected with 
the rest of the women, are self confident 

and want to express their personality, 
respecting their culture and origins. 

 
Through MUNAMER I want to 

celebrate these women, giving them  
the opportunity to cover their body or 

protect their skin, 
to wear the latest 

trends in feminine 
and colourful 
clothes with 

different prints and 
fits giving them 

the opportunity to 
choose their 

favourite pieces 
and enjoy their 

time on the beach, 
while feeling on 

trend, elegant, 
comfortable and 

modest.  
 

Could you share with us your 
professional career in the past? 

 
I was born in Treviso, a small city near 

Venice and I graduated as a fashion 
designer in Milan at IED MODA Lab 

institute. In the past fifteen years  
I worked as a denim and casualwear 
designer as well as a buyer for many 

“...even if Modest 
Fashion was derived 

from the religious 
practice to cover up, 
now it has evolved 

into a new concept of 
feminity and 
elegance...” 
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brands and retailers, and I spent a lot of 
time traveling and doing research around 
the world. 
 
During my studies I cooperated with the 
following designers on small projects: 
Yook, Bulgari and Brooke. My first job 
was in GEOX, designing the Junior 
apparel collection. 
 
Then I worked for few years as the head 
designer in a consulting studio, where 
my duties meant helping different clients 
following the whole life cycle of the 
collection from the mood research and 
design, all the way to the development  
of final samples.    
 
After that, I started my experience 
in Benetton as Head of Denim 
collection. During my experience at 
Benetton, I was in charge of the design 
and product development. It was my 
responsibility to define the mood, 
research trends, design the garments  
and follow the product up to the pre-
production samples, supporting suppliers 
in Italy, Northern Africa and Far East. 
 
During these years I witnessed the big 
boom of the fast fashion retailers and 
the buyer profile was becoming very  
key, so I decided to improve my skills 
moving into buying, at first in the 
MIROGLIO group, where I was dealing 
with total look garments selection from 
far-east suppliers, style revision, 
negotiating prices and following through 

the process to bulk production orders. 
Then I moved to INDITEX group in 
Spain, where I was in charge of 
BERSHKA, managing denim. Shortly 
after I became responsible for the Basic 
Denim collection, designing and 
following up product development. 
 
In 2014 I moved back to Italy and I had 
the opportunity to use all my skills 
working as Apparel and Accessories 
Category Manager for AW-LAB retail  
at BATA group. In that position I had  
the chance to cooperate with brands  
like Adidas, Nike, Vans, Puma and 
much more. 
 
Two years ago I moved to Ancona to 
follow my partner, and I decided to  
start my own business - opening 
ELEVEN CHIC consulting studio. 
Now I offer design consultancy, 
developing capsule collections for 
manufacturing companies, and  
I cooperate with brands like Zara, 
H&M, Guess, Twin-Set, Mango, etc. 
 
Last year I worked for a manufacturing 
company in Pakistan, a very inspiring 
experience for me, and this is when  
I started to develop MUNAMER. 
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M U N A M E R  / /  
V I K T O R I A  S U R F  
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Your brand is arguably the first  
made-in-Italy Modest Fashion brand.  
What inspired you to start the brand? 
 
I’m not sure if I’m the first one, but for 
sure is the first 100% Italian brand made 
by someone without any Middle-East 
origins, born and focused totally on 
modest market.  
 
This is a big honour for me and I hope 
this will be the beginning of a long 
journey and an amazing experience. 
 
The idea was born because of my 
inquisitive habit of observing different 
cultures during my trip. I realised some 
common traditional clothes like kurtas 
or saree are so colorful, fancy and 
decorated, but there is nothing similar  
in beachwear. There are so many styles 
and interesting prints on bikinis but  
there is nothing similar when we look  
at burkinis. 
 
Holidays are a joyful time for everyone, 
so why can’t these women wear 
something comfortable and stylish when 
they spend time on the beach, swim or 
play with the kids in the water?  
 
When I realised this, I started my 
research, buying samples, trying them  
on myself, looking for new print ideas  
in local markets and thinking about new 
designs, to find the best way to mix the 
Western trends with the traditional taste. 

MUNAMER’s mission is to celebrate 
all women, giving them the opportunity 
to be elegant, comfortable and modest.   
 
The burkini has received somewhat of 
a negative press in the last few years.  
 
Much like the hijab, it has been seen  
as a symbol of oppression rather than 
what it truly is - a piece of clothing for 
women, who do not wish to expose too 
much skin, to feel beautiful and enjoy 
being in or by the water. 
 
What would you say to such critics?   
 
I think many people don’t really 
distinguish what is done for a personal 
sensibility or for self confidence, and 
the extremism of some people that use 
the religious rules to check and contain 
women’s freedom. 
 
Hijab is part of a culture, some women 
love it and are proud to wear them,  
is a kind of accessory and they can 
choose a classic option, a fancy one,  
a turban or a scarf. 
 
But there are people who don’t know 
other cultures or don’t like these 
differences or don’t understand and are 
scared of what is not like them. There 
will be haters and critics for any topic. 
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Some people decide to wear the bikini 
even if they are muslims and some others 
decide to wear modest swimsuit even if 
are not muslim because they don’t feel 
comfortable to show their body. 
 
Burkini is an oppotunity, is a choice as 
many other type of dresses. Some people 
may like mini skirts and some others 
may prefer to wear long skirts, that’s it.  
 
In your opinion, how does MUNAMER 
change the perception of these critics? 
 
Munamer is the first brand that offers 
something different, fresh, fun and 
feminine - a burkini collection that 
doesn’t look like the usual burkinis  
but perhaps look like a normal dress  

collection with different prints, colours 
and inspirations. Exactly like a Western 
dress collection. 
 
There is a huge selection of abaya or 
kaftans but no big choice in terms of 
modest swimwear. Till now it has been 
considered just something to wear to 
cover the body at the beach and never  
as a fashionable part of a woman’s 
wardrobe as all the other pieces that  
they may have. 
 
I think by having more options of 
modest swimwear in the market, it will 
help a lot more women to feel more 
comfortable and trendy at the beach.  

M U N A M E R  / /  
A R U B A  B L A C K  I B I S C O  



I think this is very important not only for Muslim 
women but also gives a strong message to the rest 
of the world and prove that is a matter of personal 
choice. I’m having so many requests even from 
people who don’t wear the hijab because they like 
the prints! 
 
I know swimming may still not be usual for many 
people but the muslim culture is evolving too,  
and people want to enjoy the holiday, spend  
time at the beach with their kids and feel free  
and confident in themselves whilst respecting 
their culture. 
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M U N A M E R  / /  
J U L I E  J A M A  F A S H I O N  
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Could you sum up the aesthetic of  
your brand for us. Do you have any 
signature pieces? 
 
MUNAMER by Chiara taffarello means 
ease, confidence, freshness, newness and 
femininity. I decided to put my name 
with the brand because this concept 
represents myself, my belief and my 
passion. My designs are an evolution of 
the fits that are currently in the market, 
mixed with Western shapes and details.   
 
To give a complete offer, I try to target 
different women. The sophisticate 
elegant customer, for whom I designed  
a style which looks like a dress, feminine 
in details and prints. 
 
Then for a younger and sportive girl,  
I developed some more fitted swimsuits, 
easy-to-wear shapes, studied to help the 
movements with surfer details and look. 

For the fashion savvy woman l designed 
some cleaner styles but with extravagant 
and colourful prints. 
 
All styles are characterised with having 
vibrant colors prints, geometric designs 
and an ethnic look.  
 
The logo, is a geometric metallic pink 
leaf and represents the mix between  
the inspiration I get from the nature,  
the flowers, the beaches, landscape 
mixed with the elegance and femininity 
of the Islamic geometrics and arabesque.  
This unexpected mix of inspiration and 
elements is what made me develop  
this collection. 

M U N A M E R  / /  
J U L I E  S A F A R I  U N I Q U E  
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As many of us know, modest fashion 
can be interpreted differently depending 
on one’s backgroud, religious beliefs, 
and personal beliefs. Everyone has  
their own opinion of what modest 
fashion is, and rightfully so. What is 
your definition of modest fashion? 
 
I think modest fashion is a way to dress 
whilst having a degree of awareness 
when is comes to covering parts of the 
body yet still looking fashionable and  
on trend. This is a new concept of 
femininity based on keeping some parts 
of the body covered. 
 
Although modest fashion was brought 
into existence for people who cover up 
as part of their religious beliefs, it has 
now evolved to include non-Muslims  
as well as overlapping subcultures and 
defining a new feminity as well. 
 
There have been cases in some 
countries/cities where modest fashion  
is still seen as a religion-backed way  
of dressing, or may even be a form of 
oppression where women are told to 
cover up. 
 
How has modest fashion been accepted 
in Italian culture or society? 
 
Things are changing very fast in Italy  
too and this is positive because people 
are starting to get used to other cultures  
a little more.  

However, the difficulties that are created 
by an influx in immigration and its 
mismanagement, sometimes doesn’t 
give others the opportunity to be open  
to different cultures and traditions. 
 
People who are not well informed,  
do not travel or do not experience 
different things are perhaps not yet 
prepared to accept diversity, but this is 
also an issue concerning ideals, sexual 
orientation, religion, etc. 
 
Talking about modest fashion I think 
people are more open, being a country 
where fashion is something very  
popular and is used to express their  
own personality.  
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M U N A M E R  / /  
A U R O R A  N A V Y  F R A N C E  
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Many believe that modest fashion was 
derived from the religious practice in 
Islam where women are encouraged to 
cover up – this form of dressing usually 
includes the hijab. 
 
However, as we now understand, 
modest fashion transcends religion.  
Yes, Muslim women are predominent 
consumers of modest fashion stemming 
from the religious practice of covering 
up, but would you agree that modest 
fashion has no religious denomination? 
 
If a person is not religious or is not  
a Muslim, do you believe that she can 
partake in modest fashion?  
 
Yes, even if modest fashion was derived 
from the religious practice to cover up, 
now it has evolved into a new concept  
of feminity and elegance. Modest fashion 
is already a global trend as many other 
forms of dressing and a way to express 
their own personality. 
 
Many non-Muslim women love my 
styles especially the more mature ladies 
who don’t feel comfortable wearing  
a bikini or want to protect their skin. 
So I think modest fashion is really for 
everyone. I think it doesn’t matter if  
one follows any religion or not, it’s just  
a kind of style reasonating in accordance 
with the person’s feelings, the personal 
way to express themself whilst feeling 
comfortable and fashionable.  

What's the biggest misconception  
about modest fashion? 
 
I think the biggest misconception about 
modest fashion is that people think it 
would be boring and not stylish. For me, 
it is an honour and a challenge to prove  
it is not like that. And I hope to be able 
to mix in the best of Italian taste with 
what the modest market needs.  
 
What style advice would you give 
someone wanting to dress modestly? 
 
I would simply suggest to all women 
to dress in such a way so they feel 
confident and proud of themselves.  
 
It doesn’t matter if you dress modest or 
not, my advice is to choose the clothes 
to reflect your personality, your taste 
and your belief. 
 
Fashion is one of the best means we 
have to express ourselves, so my advice 
is: “Be different, be cool, be yourself!”.  
The most important thing is to be proud 
of yourself, respecting your identity and 
tradition, because by being yourself you 
put something wonderful in the world 
that was not there before. 
 
 
Follow MUNAMER online and on 
social by tapping the icons below: 

https://www.facebook.com/munamerswim/?ref=br_rs
https://www.instagram.com/munamerstudio/
https://www.munamer.com/


GAYAMAGAZINE.COM 20 

Fashion 

Making waves in 
modest swimwear 
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he story begins in 2018 
when two women, decided 
to come together on their 
shared passion to create  

full-coverage swimwear that does  
not compromise on femininity, style, 
quality or comfort. This gave birth  
to Lanuuk. 
 
Officially launched in Summer 2019, 
Lanuuk is the new kid on the block 
when it comes to modest swimwear. 
In their own words, Lanuuk aims to 
redefine the ‘traditional’ concept of 
swimwear, giving women the 
encouragement to feel empowered, 
confident and positive about 
themselves and their bodies. 
 
Quality is paramount in the land of 
Lanuuk, as such they work closely 
with a small family-run garment 
manufacturer in Manila, Philippines, 
that specialises in swimwear and 
together they strive to attain the 
highest product quality alongside 
ethical and sustainable working 
practices. The Lanuuk swimwear 
range is made from an ultra-high-
quality fabric mix of nylon and 
spandex offering UPF50+ sun 
protection whilst maintaining  
a lightweight feel.  
 
We speak to Leya and Ayesha,  
the ladies behind Lanuuk to learn 
more about the brand, their story and 
their future.  

GAYAMAGAZINE.COM 
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MAYA DUSTY OLIVE/ 
HAZELNUT SWIMSUIT 

SERENA 
BLACK 

SWIMSUIT 
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DIANA DUSTY 
OLIVE SWIMSUIT 
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The name Lanuuk is such a unique 
name. Could you tell us the story behind 
the brand and its name? Does the name 
mean something? 
 
In all honesty, the name came about  
quite randomly! We wanted an elegant 
sounding name that wasn’t restrictive in 
any way - Lanuuk can be anything you 
want it to be! Inspiration for the name 
has its Nordic roots (one of our co-
founders is half-Danish), with ‘Nuuk’ 
being the capital of Greenland. From 
there, the ‘La’ in Lanuuk was added as 
it’s the first letter in each of our names 
(Leya and Ayesha). 
 
For us, the name has now come to be 
synonymous with the values that we try 
to emulate as a brand: simultaneously 
respecting and challenging tradition, 
gaining strength in lifting each other up, 
having the right to be confident in 
ourselves, and remembering to take  
those small or bold steps forward 
towards our dreams. 
 
The story behind our brand identity 
design, in particular, was born out of the 
simple idea of a pearl, an oyster shell  
and the sun, which actually bear deeper 
meanings. For us, the pearl represents 
beauty in all its forms, the oyster shell 
represents modesty, and the sun alludes 
to hope, light, and the sun-safe nature of 
our suits.  

The concept of Lanuuk started with the 
aim to redefine the ‘traditional’ concept 
of swimwear. In your opinion, what 
does this ‘traditional’ concept entail? 
 
From our perspectives living in Europe 
and Southeast Asia (and in the vast 
majority of what is depicted in the 
world’s media, for that matter), the  
most universally recognisable concept  
of a swimsuit would be either a one-
piece swimming costume or a two-piece 
bikini. In both cases this usually means 
baring a lot of skin, which can be seen  
as somewhat restrictive. 
 
Many women, in fact, do not feel 
comfortable baring that much skin; be  
it for cultural or religious reasons, being 
conscious of sun damage or being body 
conscious. And let’s put it out there -  
the portrayal of ‘beautiful’ or ‘sensual’ 
when it comes to wearing a swimsuit  
has only ever been reserved for the  
bikini or one-piece. But we feel so 
strongly that one can still feel beautiful 
and sensual in a full coverage suit! 
 
Whilst the concept of more covered 
swimwear has been around for a few 
years, it is still evolving and the choices 
are limited. We want to play an integral 
part in expanding the choices for women 
looking for a swimsuit and for the term 
‘swimsuit’ to be associated with more 
than just a one-piece or a bikini. 
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The full-coverage swimwear has sadly 
been seen in mainstream fashion as 
curtailing women’s freedom. What is 
your opinion on that? 
 
It’s ironic! The notion that Muslim 
women are oppressed because they cover 
up is a tired one, because in most cases, 
it is their choice to do so. Women not 
being given the choice of how they dress, 
whether that’s covering up or not, is an 
attack on our freedom. 
 
We’re not here to tell women that they 
should cover up or that a swimsuit 
should cover your body, in fact quite  
the opposite. A woman should be free to 
dress as she wishes and if she wishes to 
cover, it shouldn’t be for anyone to say 
that it is not acceptable and she should 
also have the options available to her  
to do so. 

 
 
 
 
 
 
 
 
 
 
 
 
 
The full-coverage swimwear is gaining 
headway in mainstream fashion with  
it being noticed on fashion runways, 
beauty pageants and especially when  
it was recently featured in Sports 
Illustrated on Halima Aden. 
 
In your opinion, do you think this is  
a positive step in making the full-
coverage swimwear more acceptable? 
 
Absolutely! It’s all about representation 
and women in all their forms need to be 
celebrated. There has, for so long, been  
a lack of diversity in fashion, and the 
industry has come a long way, but there 
is still so much more to do. 
 
After all, we are the buyers, and we  
want to see ourselves represented in the 
best way possible. We hope that more 
women wearing modest swimwear in its 
many styles will make it more accepted 
and celebrated. 

A WOMAN SHOULD BE FREE 
TO DRESS AS SHE WISHES 

AND IF SHE WISHES TO 
COVER, IT SHOULDN’T BE FOR 

ANYONE TO SAY THAT IT IS 
NOT ACCEPTABLE... 

IT’S ALL ABOUT 
REPRESENTATION AND 
WOMEN IN ALL THEIR  
FORMS NEED TO BE 

CELEBRATED... 
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LEFT: DIANA BLACK SWIMSUIT 
RIGHT: SERENA 
BURGUNDY SWIMSUIT 
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When modest fashion came on the 
scene, it was difficult to find modest 
swimwear and even activewear. Now, 
we’re beginning to see the rise of 
modest wear in this sector. What sets 
Lanuuk apart from the rest of the 
modest swimwear players in the  
modest fashion market? 
 
Our focus is on creating a luxury 
experience for women that truly 
transcends generations and body types.  
 
We want women to feel confident and 
empowered wearing our swimwear; 
think of that feeling of putting on and 
wearing a beautiful pair of shoes - your 
niggling body insecurities or need for 
modesty not being a detractor from how 
gorgeous you look and feel. 
 
We have really focused on classic 
silhouettes that are flattering and 
timeless. Whilst there are brands out 
there offering some great prints and  
on-trend designs, we have really focused 
on creating classic designs that look 
beautiful on women of all ages and sizes.  
 
We spent a lot of time on the finer details 
like stitching, and even more time on fit! 
The way our designs would look and  
feel on different body types was very 
important to us. This, coupled with the 
need for designs to interact with the 
water in the right way, were paramount 
in reaching our end-products. 

Lanuuk works closely with a small 
family-run garment manufacturer in 
Manila to produce the swimwear. 
With ethical fashion gaining attention, 
this is a great way to create more 
ethically-made garments. 
 
Could you tell us more about this and 
what are benefits and challenges you 
face working with a small 
manufacturing team? 
 
Our manufacturing team had created the 
usual rashguards and swim tights before 
but never the full coverage and ambitious 
swimwear we had in mind, which in 
itself was a challenge. But one that both 
we and they embraced to the fullest. 
 
We really took the time at the design 
stages to refine our designs with our 
product development and manufacturing 
team in an effort to get it right - every 
inch and every pinch. 
 
It was and is important for us to work 
closely with the team; for them to 
understand the thought process that  
goes into our designs and for them to 
understand our vision for the brand -  
all so that we can translate it into a final 
product that we are proud to share with 
our customers.  
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When creating a line of full-coverage 
swimwear, what, in your opinion, is the 
most important aspect when it comes  
to quality? 
 
The focus has to be on high quality 
fabrics and impeccable stitching. With  
so much fabric, it’s really important that 
it fits in the right way and can stand the 
test of time. 
 
If you think of the amount of fabric that 
is exposed to the elements in a full 
coverage swimsuit versus a bikini, 
there’s a lot of fabric to think about. 
 
Where can our international readers get 
their hands on a Lanuuk swimwear? 
 
Our website www.lanuuk.com has our 
full collection and we ship worldwide!  
 
We’re offering all new customers 10% 
off their first order using the discount 
code NEW10. 
 
 
 
 
Follow Lanuuk online and on social by 
tapping the icons below: 

 

https://www.instagram.com/lanuuk_uk/
https://www.facebook.com/lanuuk/
https://www.lanuuk.com/
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MODANISA OFFERS THE LARGEST CHOICE OF BURKINIS 
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or modest dressers, looking fashionable and staying true to your 
beliefs has never been as easy as it is in 2019. One area that 
traditionally hasn't offered as much choice is swimwear- until 
now! This summer, Modanisa.com has doubled its range of 

stylish modest swimwear. The e-tailer stocks a wide variety of affordable 
and on-trend bathing costumes sourced from 15 different burkini labels, 
including fully and semi-covered swimsuits with matching lingerie, sea 
caps and kimonos that are suitable for every size, taste, and age. 

F 

Mayovera debuts new burkini 
collec on at Istanbul Modest 
Fashion Week, 20 April 2019. 

Photo © Rooful Ali 
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Modest fashion giant 
Modanisa launched its 
burkini range in 2015. 
Orders started to soar the 
following year after Halima 
Aden made history by 
wearing a Mayovera burkini 
from Modanisa at the Miss 
Minnesota USA beauty 
pageant. Recently, Halima 
hit the headlines again when 
she became the first model  
to appear in a hijab and  
a burkini in Sports Illustrated 
Swimwear magazine, with 
Mayovera one of the featured 
bathing costumes. 

 
Modanisa Hijab & Burkini Department 
Manager Emine Sakoparan said, “Demand for 
burkinis has never been higher. Our sales are  
up by 80% on last year, which in turn has 
encouraged us to expand significantly our range 
of modest swimwear. It's probably true to say 
that Modanisa offers the largest choice of 
burkinis anywhere in the world.” 

Mayo Bella mul -colour print burkini, 
unlined fully covered, exclusively for 
Modanisa.com (Price: $33). 
 
The 3-piece bathing suit has  
a mul -colour top, navy bo oms and 
bonnet, all with water-repellent 
finishing. Chlorine  
and saltwater resistant.  
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Mayo Bella black burkini 
with white & gold 

pa erns, unlined fully 
covered, exclusively for 

Modanisa.com 
(Price: $33). 

 
The 3-piece bathing suit 

has a pa erned top, black 
bo oms and bonnet, all 

with water-repellent 
finishing. Chlorine and 

saltwater resistant.  

She added, “It's not just 
women buying for faith-based 
reasons, but also those 
wanting to avoid the harmful 
effects of the sun. They have 
the choice to be fully or semi-
covered. Style and comfort go 
hand- in-hand, so our modest 
swimwear come as both 
water repellent, and chlorine 
and saltwater resistant.” 
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Mayovera maroon burkini with 
navy stripes and white floral 
pa erns, unlined, fully covered, 
for Modanisa.com (Price: $119). 
 
The 5-piece bathing suit has  
a maroon top, black bo oms, 
bonnet & two pieces of 
underwear. Chlorine and 
saltwater resistant.  
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Modanisa's summer swimwear collection 
boasts a rich colour palette, fashion-
forward silhouettes, and striking patterns, 
giving women of all ages literally 
hundreds of options to choose from,  
in stark contrast to a market place full  
of mainly monochrome burkinis with 
limited size options and high prices. 
 
Its size-inclusive burkini collections  
start from XS and go through to 7XL. 
Prices vary from $33 to $120, offering 
great value and affordability for all 
Modanisa burkinis. 

For the complete modest beach look, 
customers can opt for matching outfits 
and accessories, or mix and match 
themselves. Most burkinis sold on 
Modanisa comprise of four pieces: the 
top, bottoms, a bonnet and underwear  
all in light, breathable fabrics to 
overcome the problems of entering  
the water in a normal headscarf or 
underwear which when wet become  
cold, heavy and uncomfortable.  

Mayovera burkini at Istanbul Modest 
Fashion Week, 20 April 2019. 
Photo © Rooful Ali 
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Mayovera 
green kimono 
with floral 
pa erns for 
Modanisa.com 
(Price: $55). 

There is also a separate line for sea caps. 
Half-covered swimsuits are ideal for 
women who want to just conceal the  
top part of their bodies. There's also  
a stunning range of kimonos to stand  
out on the beach or poolside. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Among Modanisa's most popular labels 
are Halima Aden-favourite Mayovera, 
which offers a wide range of bathing 
suits, plus-size options, sea caps and 
kimonos. The label received a standing 
ovation after its showcase at Istanbul 
Modest Fashion Week in April. 
 
Newly-launched Mayo Bella has become 
an instant hit with its bohemian trends, 
vibrant block colours, and mosaic-style 
print work and classic stripes. Adasea 
designs sea caps, and full and semi-
covered swimsuits, with feminine 
touches such as ruffles to embroidery 
evident across its collection this season, 
as is 2019's colour-of-the-year coral. 

Adasea anthracite 
half covered 
swimsuit for 

Modanisa.com 
(Price: $50.60) 



35 GAYAMAGAZINE.COM 

Mayovera cream with 
black & navy pa erns 
burkini, unlined, fully 
covered with puff sleeves, 
for Modanisa.com 
(Price: $119).  
 
The 5-piece bathing suit 
has a mul -colour top, 
black bo oms, bonnet & 
two pieces of underwear, 
all with water-repellent 
finishing. Chlorine and 
saltwater resistant. 
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Mayo Bella navy burkini with 
green leave pa erns, unlined 

fully covered, exclusively for 
Modanisa.com (Price: $33).  

 
The 3-piece bathing suit has a 

pa erned top, navy bo oms 
and bonnet, all with water-
repellent finishing. Chlorine 

and saltwater resistant.  

GAYAMAGAZINE.COM 

Trailblazing with science is 
Marino Mayo, which applies ten 
different tests to its fabrics, such  
as durability and carcinogenic 
material analysis, so swimmers 
have maximum protection. 
 
Other features include 'hidden 
grippers' for burkinis with loose 
arms, preventing the shape of 
the arm being revealed through 
movement.  
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Mayo Bella navy burkini with 
white pa erns, unlined fully 
covered, exclusively for 
Modanisa.com (Price: $33). 
 
The 3-piece bathing suit has  
a pa erned top, navy bo oms 
and bonnet, all with water-
repellent finishing. Chlorine 
and saltwater resistant.  

GAYAMAGAZINE.COM 

A similar feature prevents the 
waist and torso being revealed 
while the burkini wearer is in the 
water. The label's sea caps can 
be styled as both a headscarf and 
a bonnet. This season's collection 
includes animal and ethnic print 
designs, as well as geometric, 
tropical, and flower patterns. 
 
Other burkini brands sold on 
Modanisa.com are Akbeniz, 
Aquella, Emayo Haema, Nehar, 
Ranuna, Riva Mera, Seamay, 
1mart, Sunmore, and Tesmay. 
 
The world's largest modest 
fashion site provides content in 
five languages - Arabic, English, 
French, German and Turkish -  
and delivers to 130 countries 
around the world. 

https://www.instagram.com/modanisa_en/
https://www.facebook.com/modanisa/?brand_redir=1391055944449416
https://www.modanisa.com/en/
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frica – a continent known for  
its rich culture, deep traditions  

and vast natural landscapes. 
Apart from a place that is a possible 
holiday destination for many, Africa is 
also a place where lost traditions of 
handcrafted artistry are found. 
 
Its rich culture and traditions translate  
to its rich and bold fashion. Yet at the 
same time, fashion isn’t something we 
would ordinarily associate with Africa. 
It’s 2019 and we hardly – if any – see 
such fashion showcased on the 
mainstream fashion runways.  
 
However, all is not lost. There have  
been some headways in that area with 
artisanal brands making that change. 
Thankfully we are starting to see more 
ethnical fashion and lifestyle goods in 
the market. 
 
Ashepa is one such brand making that 
change. Ashepa is a Singapore-based 
African-own lifestyle brand founded  
by Chetna Bhatt in 2017. 

With Ashepa, Chetna hopes to educate 
the world about the many diverse and 
beautiful cultures of Africa. 
 
Through her many journeys in Africa, 
Chetna came across many families with 
great talents that would ultimately form 
the roots of the Ashepa brand. They not 
only produce handmade jewellery and 
accessories; they are also capable of 
crafting homeware products from raw 
materials found in Africa.  
 
Known for its rich and vast heritage, 
artisans from Africa possess handcrafting 
skills that are passed down through 
generations, making final work extra 
intricate and sophisticated. 
 
Through Ashepa, passing this talent on  
to the next generation sustains the culture 
as well as turning the wheels of economy 
to get the people in Africa out of the 
poverty cycle by providing them with  
a sustainable income. 

A 

. . .FEMALE EMPOWERMENT IS IMPORTANT, 
ESPECIALLY IN DEVELOPING NATIONS BECAUSE 

WHEN WOMEN WORK, ECONOMIES GROW... 
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Taking it one step further, Chetna is  
also actively involved in community 
initiatives, such as collaborating with 
women from the Maasai tribe and 
a “Learn & Earn” centre that empowers 
young women to become responsible  
and aspiring. 
 
“Female empowerment is important, 
especially in developing nations because 
when women work, economies grow,” 
explained Chetna. 
 
“It’s fundamental to nurture young  
girls and women in self-confidence and 
empower them – especially those living  

in poverty; to make informed choices 
about their lives and to understand their 
importance in their communities,” she 
goes on to saying.  
 
Ashepa’s ethos does not just end there. 
With raw materials at their fingertips and 
the Ashepa products beings made from 
these raw materials, this allows the brand 
to lead the conversation about 
sustainability and sustainable fashion.  
 
We had the privilege of speaking to 
Chetna Bhatt on her brand, female 
empowerment and what parts we can all 
play to make the change in sustainability. 

USIKU HAMMERED NECKLACE 
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Ashepa was established with the aim to 
educate the world about the diversity 
and beauty of the African culture. 
When it comes to African fashion,  
we think of bright and bold colours 
representing the tribal element of the  
African culture. Please tell us more 
about your native African traditions  
and cultures and how do you 
incorporate this into the Ashepa brand. 
 
Whilst Kenya is one country, it is 
actually made up of a range of tribal 
cultures with different ways of living  
and expressing themselves through. 
 
As soon as you travel out of the main 
city to different areas, you get to 
experience this first hand. African 
traditions are expressed through many 
different art forms, such as music, dance, 
art, sculpture, and beadwork. Expression 
in an art form is very prominent and this 
can be seen through the different tribes. 

An example is the famous Maasai tribe 
of East Africa that is known for their 
intricate and beautiful beadwork; the 
colour to each bead carries a specific 
meaning. This all started long before  
the first European contact had occurred.  
 
Before, the tribe used natural resources 
to create their jewellery. Clay, wood, 
bone, copper, and brass are just a few of 
the materials that were used. When trade 
with Europeans started in the late 19th 
century, glass beads became available, 
and it is with those that the Maasai 
decided to continue their tradition of 
beaded jewels. 
 
You can see their craftsmanship in our 
Home décor range called the Maa 
collection where we work directly with 
the tribeswomen who bead onto our glass 
containers using just thread and beads. 
We love using traditional skillsets with 
contemporary designs. 

LIQUORICE FLOOR BASKET LARGE & MEDIUM 
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Beadings, bold jewellery, handcraft 
items – these are just some items that 
come to mind when we think of African 
tradition and fashion. Tell us more 
about the handcrafted artistry that can 
be found in Africa and why, in your 
opinion, is ethnical fashion, like 
African traditional fashion, lacking  
in mainstream fashion? Why is there  
a lack of focus in this area? 
 
I will start with your second question. 
African fashion is not perceived as 
luxurious, therefore it’s not really seen  
as aspirational and that has hindered it in 
being mainstream. However, the reality 
is that Africa isn’t just made up of one 
style, it’s a mix of so many things that 
has their own energy in each. 
 
Additionally, there are also modern  
and contemporary artists available.  
The reason why I think there is a lack  
of focus in this area is partially due to  
the fact that fashion editorials don’t 
really cover the African fashion scene. 
The focus isn’t on craftsmanship and 
judging it as fashion, but rather pieces 
that have to have a meaning or almost 
related to a tribe or culture. 
 
There has recently been a change 
however, with the focus being placed  
on African fashion shows around Africa 
and some in the United Kingdom. With 
Ashepa, we create contemporary designs 
using local craftsmanship. 

When people think of Africa, they think 
of colourful wax fabrics but there is  
more than just that. There is an array  
of handcrafted artistry that comes from 
different parts of the continent. 
 
As a continent, we are very resourceful 
and you will find a range of materials 
being used. Some examples are wooden 
masks crafted in Cameroon, textiles 
using mud for dyeing from Mali, and 
baskets using raffia and sisal for weaving 
from Kenya and Rwanda. 
 
It is with all these that Ashepa is  
creating pieces that hope to showcase 
this wonderful range. 

DUNIA BRACELET 
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We’re very fascinated by your passion to 
shine a light on the beauty and diversity 
of Africa through your designs. 
 
We understand that artisans are 
selected to form the roots of Ashepa. 
Please take us behind the scenes and 
tell us the process of creating the 
Ashepa products. 
 
Our artisans are core to our business and 
it’s very much a partnership, the team is 
a mix of both male and female artisans.  
I work directly with my artisan team in 
Kenya and provide them with drawings 
for the pieces that we want to create.  
We work in a tiny workshop and all our 
pieces start and finish there. 
 
There are times we may have a few 
challenges that require some problem 
solving to get to the design we want, but 
we would eventually get there in the end.  
 
Handmaking products take time and 
patience, and only if you sit with the 
artisans will you know how many hours 
it takes to produce a sample. 
 
When I am based in Singapore, most of 
our communication is done via phone, 
WhatsApp, and video calls! Technology 
has really opened up the doors for us  
and in the way we communicate. We also 
work with people from Ghana and South 
Africa that share the same ethos and 
values that we do. 

. . .IT’S FUNDAMENTAL TO 
NURTURE YOUNG GIRLS 

AND WOMEN IN SELF-
CONFIDENCE AND 

EMPOWER THEM — 
ESPECIALLY THOSE 

LIVING IN POVERTY; TO 
MAKE INFORMED 

CHOICES ABOUT THEIR 
LIVES AND TO 

UNDERSTAND THEIR 
IMPORTANCE IN THEIR 

COMMUNITIES... 
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When selecting such artisans, you  
are essentially giving back to the 
community by creating work and also 
showcasing such talent that may be lost 
or not known to the world.  
 
This in turn empowers the community 
and is truly inspiring. Please tell us 
more about this and your work in 
community initiatives, especially with 
empowering women. 
 
Giving back is so important to me. It is 
something that was instilled in me as  
a child and I did this in any way I could.  
 
With Ashepa, it was a chance for me  
to really see who we were directly 
impacting. With our business model,  
the more work or orders we get, the  
more people we could employ. 

The age of our artisans ranges from 
grandmother to the early twenties, they 
fell into crafts because they couldn’t 
afford a college education. We, therefore, 
help to provide the tools that allow them 
to learn and grow. Female empowerment 
is important, especially in developing 
nations because when women work, 
economies grow. 
 
We support a Girls Centre that produces 
all our cloth packaging. The Centre also 
teaches the girls to learn sewing and 
computer skills that could enable them to 
start their own business one day. It’s 
fundamental to nurture young girls and 
women in self-confidence and empower 
them - especially those living in poverty; 
to make informed choices about their 
lives and to understand their importance 
in their communities. 

[LEFT & RIGHT] ARROW MUDCLOTH CUSHION | 
[MIDDLE] WHITE MUDCLOTH CUSHION 
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LOCK NECKLACE 
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Africa is a continent rich in raw 
materials and the Ashepa products are 
handcrafted items from jewellery to 
homeware that are made from raw 
materials. With sustainable fashion 
gaining scrutiny and attention, tell us 
more as to why sustainable fashion is 
something we all should be focusing on.  
 
In your opinion, why is sustainable 
fashion a concept that is not so easy to 
break into the consumer market? 
 
Fashion should be about having fun and 
setting out to buy things that we all feel 
good in and to celebrate peoples’ skills. 
The consumer should be able to connect 
with the beautiful artisanal piece and like 
the product for what it stands for. 
 
With the Fashion Revolution movement, 
it has highlighted that modern economies 
have tended to be more short-term that 
looks at the bottom-line as more of  
a cost, rather than looking into other 
aspects such as the social, economic, 
societal, and cultural cost. It’s about 
representing fashion in a good way and 
what are our values and integrity. 

 
 
 
 
 
 
 
 
 
 
 
 
I feel that sustainable fashion is not easy 
to break into the consumer market 
because it is a complicated system and 
external factors also play a part in it. 
 
It’s about re-connecting the consumer to 
the product and showing them what goes 
into making the pieces. It’s all about 
numbers and money that people measure 
a successful business based on, rather 
than the impact it has. I think it is the 
brand’s responsibility to be transparent 
and show the consumer what sustainable 
options are out there, rather than just tell 
them what they should be avoiding. 
 
After all, it is up to the consumer’s 
choice to make that decision. The other 
thing is that it’s the responsibility of  
all of us, including journalists, media, 
businessmen, and shoppers to feel that 
they can do more. Until that happens,  
it would be hard to make a difference.  
I believe changes can happen but with 
knowledge, comes care. 
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What are the future plans for the 
Ashepa brand? 
 
I would like to grow the business 
and venture into different artisanal 
products from all around Africa. 
We currently work with Kenya, 
Ghana, and South Africa and we 
want to start working with other 
artisans In countries around the 
region. Through our artisan 
journey, we want to continue to 
empower and create happiness for 
the consumers and the artisans,  
that is what Ashepa stands for. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Follow Ashepa online and 
on social by tapping the 
icons below: 

 

https://www.instagram.com/ashepa_lifestyle/
https://www.facebook.com/ashepalifestyle
https://ashepa.com/
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Taking flight 
POMELO STRENGTHENS ITS PRESENCE IN 

SOUTHEAST ASIA WITH A FLAGSHIP IN SINGAPORE  
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omelo expands its 
omnichannel shopping 
experience, with its 
flagship store in 

Singapore, located along Orchard 
Road at 313@somerset. 
 
Opened on June 12, the largest 
Pomelo store in Southeast Asia 
to date, allows customers the  
best of both worlds with over 
8,000 products to explore 
in-store and a dedicated area 
for Pomelo Pick Up, a one-of- 
a-kind shopping experience for 
online and offline customers. 
 
Additionally, the store provides 
innovative tech-enabled features 
including a virtual system for 
customers to pick up their orders 
and book fitting rooms. 

P 
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The innovative Pomelo Pick Up concept 
follows 3 easy steps: 
 
1. Select your favorite items online 
2. Try on at any Pomelo Pick Up 

location 
3. Only pay for the items you love 
 
This not only offers convenience for 
women who are constantly on the go,  
but it also minimizes the hassle of 
making returns. 

Enhancing the overall customer 
experience with the latest technology, 
Pomelo 313@somerset introduces  
self-service kiosks in its store. The user-
friendly kiosk allows customers to easily 
pick up their order and book a fitting 
room in no time. 
 
Pomelo will also be debuting In-Store 
Mode for the first time ever in Singapore 
on the Pomelo App, allowing customers 
to book their fitting room, pick up their 
orders, and browse Pomelo’s entire 
catalog in just a few easy taps. 
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Additionally, the 6,000 sq. ft. store 
carries Pomelo’s full assortment 

across various product lines, 
ranging from the brand’s 

sustainable collection, Purpose, 
seasonal collections such as 

Ramadan, Chinese New Year, and 
Holiday, to more everyday lines 
with Workwear, Occasionwear, 
Modest Wear, and Sportswear. 

Pomelo’s first cosmetics line, Beet, 
is also available in store. 

 
For shoppers looking for assistance, 

Fashion Advisors are available on-
site to assist them in finding their 

favorite looks, help with fitting 
room bookings, and any other 

support they may need. 
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To accommodate the high volume of 
shoppers without compromising their in-
store experience, the flagship store 
includes 14 spacious fitting rooms. 
 
One of which is significantly larger than 
the rest, is wheelchair-accessible, and 
specially designed for mothers with 
strollers to have a seamless shopping 
experience. Customers will also no 
longer need to queue for a fitting room, 
as they can conveniently book their 
fitting room using one of the three  
in-store kiosks or on the Pomelo App,  
and browse the store until their room  
is ready.  

Customers who only wish to pick up 
their order are also guaranteed a hassle-
free shopping experience as they can 
directly scan their Pomelo ID QR code  
at the kiosk, and proceed to the Fast  
Lane to receive their order. 
 
 
 
 
Follow Pomelo online and on social by 
tapping the icons below: 

https://www.pomelofashion.com/sg/en/offline
https://www.facebook.com/pomelofashionsg
https://www.instagram.com/pomelofashion/
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Nihan Peker's Timeless Romance 

"a stunning modest collection for all seasons" 

Timeless Romance 
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 imple, modern and romantic- 
these are the themes behind 
couturier Nihan Peker's debut 
modest fashion collection. 

 
Her timeless aesthetic combines chic 
sophistication with classic innovation 
and style in fashionable pieces for day 
and night, all year round. The garments 
will be available exclusively from 
Modanisa.com. 

S 

ECRU BLOUSE WITH 
CREW NECK & 
BLUE RUFFLE 

(MATCHING SKIRT AVAILABLE) 
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First presented at Istanbul Modest 
Fashion Week in April, the Nihan 
Peker x Modanisa 30-piece capsule 
comprises dresses, skirts, blouses, 
shirts, trousers, tunics, suits, occasion 
wear, and a trench coat available in  
a variety of colours and sizes. 
 
Nihan's signature style is evident 
throughout: beautifully cut items  
with big bow-tie details, and heart 
and flower embroideries. 
 
Her palette is on-trend, yet eternal - 
fuchsia, neon yellow, rose, black, 
ecru, sage and white that will stand 
the test of time as the warm summer 
months roll into autumn and then  
into winter. 
 
Calling the collection ‘Timeless 
Romance’, the designer explained  
that with the collection she wanted to 
create, “an affordable ready-to-wear 
collection formed by an haute couture 
mind to challenge the boring modest 
high street collections that keep 
repeating themselves.” 

GAYAMAGAZINE.COM 

ROSE EVENING 
BLOUSE WITH 
CREW NECK & 
SEQUINS. MATCHING 
TROUSERS 

BLACK FULLY LINED 
DRESS WITH CREW 

NECK, WHITE POLKA 
DOTS AND PINK BELT 
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ECRU FULLY LINED 
JACKET WITH SHAWL COLLAR 
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The Nihan Peker x Modanisa 
capsule follows last year's 
successful collaboration between 
Turkish celebrity dresser Raşit 
Bağzıbağlı and the e-tailer. 
 
Modanisa Brand Manager 
Havva Kahraman said,“Nihan's 
creations for Modanisa are 
simply stunning- truly a modest 
collection for all seasons.” 

Peker continued: “There is nothing 
more valuable than getting into  
a woman 's wardrobe. Authenticity 
was at the heart of my collaboration 
with Modanisa. The pieces are 
formed in a calm and minimal way- 
very much in the Nihan Peker style. 
It is a very clean collection with 
colours that are energetic. I am 
known for my monochrome, so it  
felt good to go with a fresher palette 
that will also be invigorating for 
the wearer.” 

 

 

ECRU SUIT: FULLY LINED 
JACKET WITH SHAWL 
COLLAR & TROUSERS 

POWDER FULLY LINED GLITTERY 
EVENING TOPCOAT WITH SHAWL 

COLLAR AND SAME-COLOUR BELT 
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 She added, “Inviting high 
end designers to create an 
inexpensive range is not only 
exciting for our customers, 
but is also helping to push 
up creative standards in 
the modest sector.” 

https://www.modanisa.com/en/
https://www.facebook.com/modanisa
https://www.instagram.com/modanisa_en/


61 GAYAMAGAZINE.COM 

ALORA, Asia’s online 
fashion destination has 
launched the Basta 2 Mini 
the latest leather carryall,  

a collaboration between Asia’s bag 
specialist brand, Sometime by Asian 
Designers and Malaysian fashion 
designer, Alia Bastamam’s diffusion 
label, Alia B. 

This compact installment of the much-
loved Basta 2 from 2018, transitions 
effortlessly from day to night, with its 
accompanying gold chain strap and 
elegant hardware. Channeling the 
easygoing Alia B. girl, the relaxed 
silhouette can be worn over the shoulder, 
or as a chic crossbody bag. 

Z 

Fashion 

BAG IT! 
SOMETIME BY ASIAN DESIGNERS AND ALIA BASTAMAM 
LAUNCH BASTA 2 MINI EXCLUSIVELY ON ZALORA 
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The design may be petite at only 16cm  
in height and 24cm in width, but still 
offers 6 practical compartments, 
including a secret compartment. 
 
Available in 10 colours, the Basta 2  
Mini comes in metallic and solid hues. 
 
The Basta 2 Mini, co-designed by Alia 
Bastamam and Sometime by Asian 
Designers will be available at SGD76 
exclusively on zalora.com.my and 
zalora.com.sg. 

 

https://www.zalora.sg/sometime-designed-by-alia-b/
https://www.facebook.com/ZaloraSingapore/
https://www.instagram.com/ZALORA/
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Malone Souliers 
Autumn/Winter 2019 
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or Autumn Winter 2019, 
Malone Souliers Founder and 
Creative Director, Mary Alice 
Malone continues to explore 

themes of identity and belonging  
through the study of symmetry and  
a rather- analytical attitude to proportion 
and structure - reinventing, reinterpreting 
and reinforcing key brand detailing, but 
reimagining in new and always evolving 
fabrications and colours. 

A fusion of organic and earthy tones 
brings Malone Souliers’ Autumn/Winter 
2019 collection to life this season.  
New and classic silhouettes are encased 
in subdued shades of garnet, heather, 
mocha brown, blush and dusty rose  
as well as khaki, teal, and a very rich 
mahogany to add depth and understated 
elegance. In these simpler, more 
understated fabrications, the signature 
Malone Souliers detailing appears tonal 
rather than contrasting for a very subtle 
overall effect. 

F 
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Mary Alice once again explores elements 
of menswear patterns and tailoring 
and introduces incredibly striking 
houndstooth printed elaphe on bicolour 
panelled boots in addition to the 
signature styles, including Maureen, 
Marion and Constance for a bold  
day offering. 
 
For Autumn/Winter, Mary Alice 
experiments with shearling to create the 
perfect winter’s day shoe. Colours are 
soft and muted including off whites and 
dusty pinks, trimmed with tonal nappa 
and suede. 

For evening, iconic and new silhouettes 
for the first time ever are adorned with 
crystals to create a more dramatic and 
theatrical yet always wearable collection. 
New designs meticulously embellished 
with crystals include a fold over bootie 
and mule, in timeless black and white,  
as well as jewel tone garnet and teal. 
 
In addition, existing styles Terry and 
Tasha are presented under a new light, 
with tonal crystals and on block heels. 
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The new V Cut Vamp mule carries major 
impact with striking lines, eye-catching 
colour combinations and a distinctive 
circular crystal buckle detail. 
 
The Maite, is presented in a combination 
of classic or bright satin colours, such as 
Fuchsia Pink, Emerald Green, Yellow,  
or Nude and Silver, on both a 45 and  
a 70 mm heel. 

The Autumn/Winter 2019 Collection 
represent Malone Souliers’ timeless craft 
combined with a modern muse, skillfully 
presented in an array of exquisite 
materials and colours to create an 
offering destined for longevity. 

https://malonesouliers.com/
https://www.facebook.com/MaloneSouliers
https://www.instagram.com/malonesouliers/
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BATA RED LABEL EMERGES FRESH 

WITH UNDERSTATED CHIC 
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ata Red Label unveils its latest 
collection for July 2019 with  
a modern take on classy 
feminine and elegant pastels.  

 
In line with the New Since 1894 global 
brand direction of keeping up with the 
times and being at the forefront style 
trends, the collection arrives as a breath 
of fresh air in time for the exuberant 
spirit of summer. 

“As always, we are excited to introduce 
the latest range from Red Label this  
July. Being inspired by styles hot off the 
fashion runways and fashion capitals, 
the collection is an exciting mix of luxe 
new designs with impeccable attention  
to detail and are both comfortable and 
affordable. It would be an essential 
addition to every woman’s wardrobe, 
and definitely elevate their look this 
season,” said Jek Long, Country 
Manager of Bata Singapore. 

B 
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Born out of a joint 
collaboration between Bata 
and prominent Canadian 
shoe  brand ALDO Group in 
2018, the latest collection 
exudes understated chic and 
modern elegance with its  
soft pastel  hues and dainty, 
multicoloured terrazzo 
accents adorning a range of 
high heels, pointed flats and 
casual sneakers.  
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Conceptualised in North 
America, the fashion 
collection is designed and 
developed with sophistication, 
comfort and affordability in 
mind - inspired by the latest 
styles seen on the streets  
of New York and London 
including the latest runway 
must-haves for everyday wear. 

In staying true to its recent brand 
manifesto to constantly innovate 
and deliver new styles, Red Label 
is consistently updated to keep 
the Bata brand contemporary  
and relevant.  

https://www.bata.com.sg/
https://www.facebook.com/BataSingapore/
https://www.instagram.com/batasingapore/
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Beauty 

SELF 
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tep away from the hustle 
and bustle of everyday life 
into a blissful haven, where 
an intricate labyrinth of 

majestic grandeur and adventure 
unfolds in a symphony of aromatic 
whispers that delight the senses, 
while nourishing skin with a potent 
blend of botanical extracts 
encapsulated in its purest form in 
organic face masks. 
 
From the Brightening Clay Mask to 
the Instant Hydrating Mask, Detox 
Facial Mask, and the Rose Otto 
Facial Hydro Gel Mask, the 
selection of CANVAS products 
envelops you in nature’s warm 
embrace that rejuvenates your mind, 
body and soul - a pampering session 
that promises a perfect self-care 
Sunday to kickstart the week. 

If your self-care routine is more 
specific, then give your skin an  
anti-ageing boost to visibly lift  
and firm skin, and fight wrinkles,  
fine lines and dark spots in the 
ultimate six-step skincare regime 
from CANVAS. 
 
Inspired by nature’s healing powers 
to rejuvenate skin from the inside 
out, the products are formulated 
with a vibrant blend of essential oils 
and botanical extracts that envelop 
your senses in a calming, inimitably 
elegant aroma, as a silky-smooth, 
dreamlike texture glides onto skin 
and melts into the deeper layers to 
restore skin’s youthful appearance. 

S 

https://www.canvasbeauty.com.sg/
https://www.facebook.com/canvasbeautysg
https://www.instagram.com/canvasbeautysg/
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ROSE OTTO FACIAL 
HYDRO GEL MASK 
 
The Rose Otto Facial Hydro Gel 
Mask delivers a dose of flower 
power in a medley of rose extracts 
– Rose Otto Essential Oil, French 
Rose and Morocco Rosa 
Centifolia – to hydrate skin and 
maintain its  optimum moisture 
level. Bergamot  Non- Phototoxic, 
Geranium Egyptian and Patchouli 
Essential Oils calm irritated skin 
and increase cell metabolism to 
reverse the signs of aging, 
revealing a healthy, radiant 
complexion. 
 
98% natural and certified organic 
ingredients. 

BRIGHTENING CLAY MASK 
 
The Brightening Clay Mask instantly hydrates 
skin and locks in moisture to relieve dryness, 
even out skin tone and brighten the complexion. 
It is formulated with Green Tea Leaf to fight free 
radicals and protect skin from the adverse effects 
of sun damage, while reducing the appearance of 
enlarged pores and regulating sebum production. 
Bladderwrack and Frangipani Absolute increase 
skin elasticity, and inhibit melanin synthesis and 
tyrosinase activity to reverse the signs of aging 
including fine lines and wrinkles. 
 
99.45% natural and certified organic ingredients. 
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INSTANT HYDRATING MASK 
 
The Instant Hydrating Mask is  
a moisture replenishing formula  
rich in Oakmoss Absolute, 
Spirulina and Macadamia Seed 
Oil that strengthens skin’s barrier 
function to protect itself from 
environmental aggressors such 
as harmful UV rays and pollution,  
and prevents irritants and allergens 
from entering skin. It boosts skin 
luminosity and leaves skin feeling 
smooth, supple and hydrated. 
 
99.45% natural and certified 
organic ingredients. 

DETOX FACIAL MASK 
 
The Detox Facial Mask is a revitalizing formula infused 
with Vitamin C and Thistle that stimulates DNA repair in 
skin cells, and forms a protective barrier on the surface of 
the skin against environmental aggressors by neutralizing 
free radicals and preventing UV-induced oxidative 
damage. Kaolin absorbs excess oil and balances oil 
production, and deeply cleanses the skin  to remove  
impurities, while Ashwagandha supports collagen 
production and boosts cell regeneration to keep skin firm 
and youthful-looking. 
 
99.45% natural and certified organic ingredients. 
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TONE: PURE ROSE 
OTTO HYDROSOL 
 
The Pure Rose Otto Hydrosol oozes 
natural goodness in a symphony of 
ingredients – Rosehip Extracts and 
Peony Extracts – that moisturize skin 
and strengthen the hydrolipidic film 
on the surface of the skin to protect 
it from environmental aggressors 
that accelerate skin ageing. It also 
activates skin’s natural defense 
mechanism to prevent UVB-induced 
oxidative stress and DNA damage. 
 
99.95% natural and certified organic 
ingredients. 

CLEANSE: FACIAL CLEANSER 
 
The Facial Cleanser is a gentle formula packed 
with Clary Sage, Orange and Lemon that 
effectively whisk away dirt, impurities and dead 
skin cells from deep within pores, without stripping 
skin of its essential moisture. 
 
Fragonia balances sebum production and 
minimizes enlarged pores, while Marshmallow 
Root’s anti-inflammatory properties reduce redness 
and soothe irritated skin. 
 
99.35% natural and certified organic ingredients. 
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TREAT: FIRMING EYE CONCENTRATE 
 
The Firming Eye Concentrate is a day and 
night eye treatment, specially formulated 
to moisturize the delicate skin around the 
eyes to restore softness and radiance. 
Loaded with Green Coffee Bean, Rose 
Otto and Dragon’s Blood, it also reduces fine 
lines, wrinkles and crow’s feet by inhibiting 
collagen decomposition and improving micro-
circulation around the suborbital area, keeping 
skin plump and supple. 
 
99.35% natural and certified organic ingredients. 

TREAT: REFINING 
TREATMENT OIL 
 
The Refining Treatment Oil is 
a lightweight, non-greasy formula of 
Buddhawood, Camellia Seed Oil and 
Passionfruit Seed Oil that regulates oil 
production and skin’s water content 
by binding water to the surface of 
the skin, while protecting skin from 
environmental aggressors including 
pollution, free radicals and UVA and 
UVB rays. It evens out skin tone and 
leaves skin hydrated and glowing. 
 
100% natural and certified  
organic ingredients. 
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MOISTURIZE: FIRMING DAY CARE 
 
Formulated with a medley of essential  
oils and botanical extracts, the Firming 
Day Care is a restorative moisturizer that 
deeply nourishes and regenerates the skin, 
keeping it healthy and youthful-looking. 
Knotweed prevents premature skin ageing 
and treats hyperpigmentation, while 
Camellia Seed Oil penetrates into skin’s 
deepest layers to help retain moisture and 
promote suppleness. 
 
93.50% natural and certified organic 
ingredients. 

MOISTURIZE: 
FIRMING NIGHT CARE 

 
The Firming Night Care is a high-

performance age-defying night cream 
made with Pro Vitamin A and Vitamin E 

to protect skin from free radicals and 
harmful UV rays that cause deep tissue 
damage and premature signs of ageing. 

Rich in essential fatty acids, Evening 
Primrose Seed Oil accelerates cellular 
turnover and speeds up skin’s healing 

process, reducing the appearance of 
scars and inflammation. 

 
99.45% natural and certified 

organic ingredients. 



HEALTHY 
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Food 

Cereals, protein bars, eggs, toasts - just 
some of the things that come to mind 

when we’re thinking of a healthy 
breakfast to kick off our weight loss 

program. Now that Eid is over, we’re 
pretty much looking to lose some of 

those pounds we added feasting on all 
the Eid goodies. Well, here are some 

smashing recipes of avocado on toast 
that you can give a try. 
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Food 
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1 avocado, smashed 
5 cherry tomatoes, halved 
2 slices whole-grain toast 

Ground black pepper 

Assemble 
 Spread the smashed avocado 

on the toast 
 Layer the tomatoes 
 Finish with freshly ground 

black pepper 
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Ingredients 
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1 avocado, sliced 
2 slices whole-grain toast 
1 egg, hard boiled 
Pine nuts 
Ground black pepper 

Assemble 
 Simply lay the sliced avocados 

first, then the slices of hard 
boiled eggs 

 Throw on a handful of pine nuts 
 Finish with freshly ground black 

pepper 



83 

 

GAYAMAGAZINE.COM 

Food 
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Ingredients
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1 avocado, smashed 
2 tablespoons hummus 

1 slice whole-grain toast 
1/2 tomato, sliced 

Alfalfa 
Ground black pepper 

Assemble
 Spread the hummus on toast 
 Top with the smashed avocado 
 Layer the slices of tomato and 

alfalfa 
 Finish with freshly ground black 

pepper 



85 

 

GAYAMAGAZINE.COM 

Food 
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Ingredients 
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1 avocado, smashed 
1 fried egg, runny center 
1 slice flatbread 
Spinach 
Olives 
Ground black pepper 

Assemble 
 Simply lay the sliced avocados 

first on the flatbread 
 Add the egg 
 Throw on a handful spinach and 

olives 
 Finish with freshly ground black 

pepper 
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Food 



 

88 

Ingredients 
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1 avocado, smashed 
2 slices smoked salmon 
4 small rice cakes 
Ground black pepper 

Assemble 
 Spread the smashed avocado on 

each rice cake 
 Layer the slices of salmon 
 Finish with freshly ground black 

pepper 



WATERSIDE  SEREN ITY,  ARABESQUE  

ARCH ITECTURE  AND  OMANI  HOSPITAL I TY  
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Postcards from 
Muscat 

Travel 

Written & Photos by Fereshta Amir 
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The epic structure was one  
of the first sights our driver 
proudly pointed out to us as  
a must see shortly after the 
airport pick up.  
 
The reason for this pride was 
plain to see as I stood in  
the middle of the marble  
courtyard and admired the 
perfect symmetry that is so 
unique to Islamic architecture. 

“Are you all Muslim?”, the 
lady at the door asked the 
bareheaded among us half 
jokingly, half skeptically. 
 
After we convinced her we 
were, she was kind enough  
to give me a headscarf to go  
in and explore the grotesque 
Sultan Qaboos Grand 
Mosque. This was one of the 
first stops on our eager girls 
trip to Muscat, having just 
landed after an eight hour long 
flight and a full 24 hours lack  
of sleep. 
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Made out of Indian sandstone, 
there’s a warm feel to it. After 
spending some time taking in the 
mosque’s photogenic courtyard 
and gardens, our guide for the 
day, Mohammad, takes us to see 
more gems that Oman’s capital 
city has to offer.  
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After having spent a couple of days 
in the city and talked to Omani 

people, it became clearer that the 
city’s character is unique and cannot 
be compared to the flashier capitals 

of neighbouring countries. 

We move on to the Mutrah 
Fort, which is an old military 
fort built by the Portuguese  
in the 1580s. It offers a good 
view of the harbour city and 
how it’s wedged between the 
ocean and mountains. 
 
From this elevated point,  
the crispy clean whites of the 
buildings against the stark 
camel browns of the hilly 
landscape became clear to 
see, as does the root of the 
name of the city: Muscat 
means ‘safe anchorage’. 
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THE WRITER: FERESHTA AMIR 
 
A freelance writer and brand consultant from London. Fereshta loves 
travelling and is currently based in Alicante, where she’s exploring Spanish 
cuisine, culture and lifestyle. Follow Fereshta’s adventures on Instagram: 
@fereshtaamir & @saffronsonder. 

For one, the city has no high-rises and 
Mohammad explained to us that there 
are strict laws against this, as the 
heritage of the city is of utmost 
importance to the Sultan. 

The result is an Arabesque aesthetic and 
waterside serenity. Despite it being the 
capital, there is a laid-back ease to the 
city, and I am pleasantly surprised at 
how much I fell in love with this place 
and how sad I am to leave.  

https://www.instagram.com/saffronsonder/
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