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4TH-6TH SEPTEMBER 2016
BUSINESS DESIGN CENTRE, UPPER STREET, ISLINGTON, LONDON, N1

Fashion Trade Show for
The New Alternative

London Edge is one of the longest serving fashion trade shows on the circuit. 
Dedicated to its core market of creative & lifestyle orientated brands and 
apparel, the show is unlike any other in the world. Representing everyone 
from fresh young designers to established global brands, our community comes 
together with a common goal: to showcase the most exciting, edgy, ready to 
wear fashions on the planet.

WWW.LONDONEDGE.COM
REGISTER for your E-Badge for free entry to the show at

http://www.londonedge.com/


o say it has been a trying few months for the UK with 
the fallout of the Brexit referendum leave vote and 
a change in people’s regard for each other, would be 
an understatement. With the resignation of David 
Cameron as Prime Minister and Teresa May set to 
take over the reins as the second woman of power in 
the UK, after Margaret Thatcher, can we truly remain 
confident in our leadership? Although we are not a 
political magazine, this very question must be running 
through many people’s minds. Let’s hope that as a 

nation we will be able to thrive in our independence from the European 
Union and that our future will be a bright one.

Going onto a much happier note, we got the opportunity to discover 
more about sensational singer FKA Twigs whose status as actor Robert 
Pattinson’s fianceé seems to be getting more press than her actual singing 
and performance. We try to understand the thinking mind of Kanye West 
who seems displeased all the time and discover why it took so long for his 
latest album to be released. We pay tribute to boxing legend Muhammad 
Ali who sadly passed away on 3rd June this year with our reviews on 
both the gallery exhibition in Ladbroke Grove and the I Am The Greatest 
exhibition at the O2 in North Greenwich. The amazing punk era pioneer 
Vivienne Westwood is the subject of our major designer profile who is still going strong at the age of 75 and we 
also feature the forever sensational Kate Moss in our model profile. 

We get introduced to up-and-coming artist Daniel Warnecke whose amazing paintings and miniature figurines 
simply take our breaths away.  Although, it wasn’t intentional, we ended up featuring two of the best vodkas on 
the market: Belvedere and New Amsterdam whose distinguished iconographies really stand out. Each one has 
its own unique story to tell and a wonderful collection of delicious cocktail ideas that I’m sure we will be trying 
out very soon. As always we bring you our reviews of the best restaurants in the city and beyond. In this issue, we 

had the privilege of enjoying the cuisine of  The Wallace 
Restaurant in Marylebone and Mint Leaf in Haymarket 
which both provided amazing experiences. 

The legend of Coco Chanel is celebrated in the Chanel 
Catwalk: The Complete Karl Lagerfeld Collections which 
thanks to the creative director revived the dormant 
fashion house in 1983. Ford has revamped yet another 
one of their vintage models, presenting the all-new Ford 
GT whose forerunner, the GT40 made history on the 
racetrack from 1966 to 1969, while PayPal creator Elon 
Musk beat potential competition to produce the fully all-
electric saloon Tesla Model S that has surprised some car 
enthusiasts but has also been received positively. 

With so much, much more packed into our summer 2016 
issue, there will be plenty of content and images to keep 
you fully engaged. 

Natasha Yexley
Editor at Large

editor’s letter

Front Cover Credits
Photographer: Tony Wellington 

Model: Jordan Ebbitt
Make-up: Reme Morris

All rights reserved. Reproduction of pictures, articles or artwork in whole or in 
part without written permission is strictly prohibited.
Copyright @ TRT Associates Ltd 2015
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ONE OF THE MOST INFLUENTIAL FASHION PIONEERS OF OUR TIME, JADA BROOKES 
PAYS TRIBUTE TO THE VIBRANT VIVIENNE WESTWOOD WHO HAS KEPT US ON OUR 
TOES THROUGHOUT THE FASHION ERA.

DESIGNER PROFILE

Photography by Ian Gillett - LFW SS 2009
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A
s one of the fashion design-
ers responsible for bringing 
modern punk and new wave 
fashion to the mainstream, 
Vivienne Westwood has not 

lost any of her influence. Even at the age of 
75, she looks remarkably well and vibrant. 
Her main thesis these days is on climate 
change rather than the fashion career 
that made her one of the most renowned 
fashion designers of our time and awarded 
her the title of Dame of the British Empire. 
Her anarchic idealism is as alive and kicking 
as it was when she and Malcolm McLaren 
made their rebellious actions known over 
four decades ago. These days, Westwood 
leaves all the designing of the main collec-
tion to her husband Andreas Kronthaler 
while she concentrates on her activism. 
“I’m proud to be called an activist,” she 
told The Telegraph in an interview two 
years ago. “I have a lifetime of ideas about 
how to make the world a better place. I’m 
always worried. I wake up in the middle 
of the night. But it’s good because I sort 
things out. It’s been a build-up, having this 
public face and the opportunity to speak.” 

Along with McLaren, her then-lover and 
business partner, Westwood created the 
punk look for the Sex Pistols, the band 
that he formed and managed, with safety 
pins, ripped t-shirts and slogans. She said 
of McLaren, “I felt there were so many 
doors to open, and he had the key to all 
of them. Plus, he had a political attitude 

and I needed to align myself.” However, 
behind closed doors, their partnership was 
completely different to how it was por-
trayed in the media. Westwood explained 
to The Telegraph that they had a love-hate 
relationship and McLaren was extremely 
cruel to her, making her cry every day, 
until now, she says; she can’t cry any more. 
“Malcolm was so bad to me. I would never 
have told any of these things when he was 
alive. He was very jealous of me. He would 
say things like, ‘She’s just a seamstress’ and 
‘Vivienne would not be a designer if she’d 
never met me.’” She went on to explain 
how they would fight every day. “He used 
to drive me mad. He used to be provoca-
tive and selfish and spiteful. He would try 
and undermine your confidence and say 
something that would make you feel bad. 
All of the time.”

Speaking to the paper about her biography 
book Vivienne Westwood written with Ian 
Kelly, she said: “I’d been avoiding doing a 
book for ages. Then another book came 
out about me, and I didn’t like it.  Andreas 
said, ‘You have to do your own’.  And I said 
the last thing I want to do is write about 
myself. But when it came to it, I found it 
interesting to explain things that I had 
done, and to recall things when I was a 
child.” Surprisingly, growing up during the 
war influenced her design-wise. “I’m glad 
I was born in that period,” she told the 
paper. “I think its dreadful now – children 
are inundated with all this rubbish, like 
fuchsia-coloured plastic and pink bicycles 
for little girls. It’s awful. Compare that with 
a child growing up with nothing, but crawl-
ing on the floor with little Delft tiles, you 
know those Dutch tiles where there’d be 
a windmill or a falcon - wonderful things 
to look at. I didn’t have anything around 
me. No art.  And my mother would always 
read to us.  That was important; it was how 
I could discover art.” 

Westwood initially started her career as a 
primary school teacher. Soon after meeting 
McLaren, the couple opened a shop called 
‘Let It Rock’ in 1971 on Kings Road in 
London’s Chelsea which at the time sold 
Teddy Boy clothing. This changed to biker 
clothes, zips and leather which prompted 
the shop to be rebranded with a skull and 
crossbones as well as a name change to 
‘Too Fast to Live, Too Young to Die’. Fol-
lowing this, Westwood and McLaren began 
designing t-shirts with provocative mes-
sages that led to their prosecution under 
the obscenity laws. They then transformed 
the shop again and produced more hard-
core images. By 1974, the shop had been 



renamed ‘SEX’, a shop ‘unlike anything else 
going on in England at the time’ with the 
slogan ‘rubberwear for the office’.  After 
the Sex Pistol’s ‘God Save the Queen’ went 
to number one and was refused air time 
by the BBC, the shop was reopened as 
‘Seditionaries’’ and transformed the straps 
and zips of obscure sexual fetishism into 
fashion and inspiring D.I.Y aesthetics, which 
the media called ‘Punk Rock’. In 1980, two 
years after the Sex Pistols had split, the 
shop was refitted and renamed ‘Worlds 
End’ and remains so until this day.

From her very first collection shown in 
spring 1981 to her current offering ‘Intellec-
tuals Unite’, Vivienne Westwood’s influences 
in the fashion world knows no limits. The 
AW81 collection ‘Pirate’ debuted the 
designer’s and McLaren’s very first catwalk 
show and kick-started the new romantic 
look as well as dominated the ‘80s sub-cul-
tures. It was shown at Olympia to a blast 
of cannon fire and rap music by McLaren, 
with the clothes evoking the golden age 
of piracy, an age of highwaymen, dandies 
and buccaneer. Her next two collections 
‘Savage’ and ‘Nostalgia of Mud’ opened up 
Westwood’s horizons and was influenced 
by ethnic and primitive looks taken from 
the National Geographic magazine. McLaren 
described the idea behind the collection as, 
“We want to get out of this island mentality 
and relate ourselves to those taboos and 
magical things we believe we have lost.” The 
SS82 collection combined Native Ameri-
can patterns with leather frock coats and 
featured Foreign Legion hats worn back-
to-front, ‘petti-drawers’ and shorts, while 
the AW82 featured huge tattered skirts and 
sheepskin jackets in muddy colours. 

The SS83 ‘Punkature’ collection which 
carried images from Ridley Scott’s film 
Blade Runner still carried a raw feeling 
and emphasised on pre-washed and over-
printed natural fabrics, with a play on the 
words ‘punk’ and ‘couture’. Moving over to 
the dark side, Westwood’s and McLaren’s 
AW83 ‘Witches’ collection discovered ‘a 
magical, esoteric sign language’ in the work 
of New York graffiti artist Keith Haring, 
which they printed in fluorescent colours 
on backgrounds that resembled firework 
paper. The collection featured oversized 
jackets and coats, double-breasted jackets 
and huge cream cotton mackintoshes that 
were worn with knitted jacquard bodies, 
tube skirts and pointed hats. The clothing 
was accompanied with customised train-
ers that had three tongues which emulated 
the freeze-frame effect of strobe lighting 
and the jerky sound of rap music. “Like 
sequences of things, where people are dis-
located somehow at the same time that 

they’re moving.” This was the final collec-
tion that McLaren and Westwood worked 
on together.

Life after McLaren increased Westwood’s 
creativity and it wasn’t long before the 
designer found a new business partner, 
Carlo d’Amarion who remains the man-
aging director of her company today. 
The designer’s SS84 ‘Hypnos’ collection 
featured sleek garments made out of syn-
thetic sports fabric in fluorescent pinks 
and greens and were fastened with rubber 
phallus buttons. Westwood rubbed shoul-
ders with the likes of Calvin Klein, Claude 
Montana and Gianfranco Ferre in Tokyo 
when her collection was shown at Hanae 
Mori’s ‘Best of Five’ global fashion awards. 
Following this, her AW84 ‘Clint Eastwood’ 
collection hankered after the wide open 
spaces seen in Western films. She said, 
“Sometimes you need to transport your 
idea to a world that doesn’t exist and then 
populate it with fantastic looking people.” 
The collection included garments smoth-
ered in Italian company logos and Day-Glo 
patches inspired by Tokyo’s neon signs. 

The designer’s creative ideas went from 
strength to strength with an emphasis on 
the Harris Tweed which celebrated her 
love affair with traditional English cloth-
ing and also surprisingly her growing 
obsession with royalty, a far cry from 
her earlier rebellion ideals. She returned 
to deriving eclectic pieces in her ‘Britain 
Must Go Pagan’ collections, combining tra-
ditional British themes with classical and 
pagan elements including classical drapery 
paired with tweed, Smedley underwear 
overprinted with pornographic images 
from ancient Greece, ‘Miss Marple’ suits 
in Harris Tweed and articulated jackets 
inspired by medieval armour and printed 
Sèvres patterns on classical ‘togas’ creating 
a collection that ‘telescoped time’. More 
collections followed that helped shape the 
face of fashion and set Vivienne Westwood 
as one of the pioneers that we will remem-
ber and cherish for a long time to come. 

With the support of husband Andreas 
Kronthaler’s creative direction behind her, 
there are no signs of Vivienne Westwood 
slowing down any time soon. Hers is a 
story of influence, provocative ideas and 
pressing issues that has shaped her career 
in the most respectable way, albeit a few 
controversies along the way.  After all, if it 
hadn’t been for Westwood and McLaren, 
we probably wouldn’t have had the punk 
movement. 

www.viviennewestwood.com

bitedesignerprofile

http://www.viviennewestwood.com/


https://www.youtube.com/watch?v=RHSJJ8MlJzk

bitedesignerprofile

https://www.youtube.com/watch?v=RHSJJ8MlJzk


KATE M
O

SS

bitemodelprofile



Image courtesy of image.net 

Gina Gill discovers the world of supermodel Kate Moss 
who has continued to stay at the top despite a few 
controversies along the way.

Model Profile

http://image.net/


A
s a model whose tran-
sitions effortlessly from 
catwalks to campaigns, 
has weathered controversy 
without ever losing her 

cool and has transcended every swing 
in aesthetic trends to remain one of 
the most coveted faces in fashion, Kate 
Moss is a very rare thing indeed. 

As the story goes, the young Kate Moss 
was discovered aged 14 at JFK Airport 
by the legendary Sarah Doukas, founder 
of Storm Model Management. At a time 
when golden haired, perfectly curved 
supermodels were reigning the catwalk, 
the waifish Moss stood out a mile and in 
making her debut she ushered in a new 
era for modelling, sparking the ‘heroin 
chic’ trend. 

It was a set of images by Corinne Day 
for The Face magazine of a 15-year-old 
Moss at an English seaside resort that 
launched her career so stratospherically. 
Shot in black and white, the images of 
Moss sitting with legs hunched whilst 
she smoked or running nude on the 
beach, modesty preserved by a hat 
alone were raw and completely aston-
ishing for the time. Day described the 
images as “dirty realism,” the antithesis 
of the glossy, buxom style of the era. 

Hugely influential, the spread in The 
Face lead to Moss’s casting in a Calvin 
Klein campaign and from then on, her 
trajectory as an iconic model began 
its swift ascent upwards.  Since those 
early days Moss has featured in ad cam-
paigns for luxury brands such as Chanel, 
Balenciaga, Burberry, Versace, Rag and 

Bone, Givenchy, Dior, Gucci, and Alex-
ander McQueen whilst also maintaining 
mainstream appeal through her work 
with H&M, Topshop and as the face of 
Rimmel London.

Campaigns aside, Moss has also been 
one of the magazine industry’s most 
prolific cover stars, having been on the 
cover of British Vogue 30 times and the 
cover of W magazine 17 times in addi-
tion to dozens of other international 
Vogue covers and fashion spreads for 
the likes of UK, US and French Vogue, 
Another Man, Vanity Fair amongst others. 
She’s a photographer’s favourite, having 
worked with all the greats including 
Mario Sorrenti, Steven Klein, Juergen 
Teller, and Steven Meisel and she has an 
especially close bond with Mario Testino 
who even shot her wedding.

 
Of course her talents extend beyond 
simply modelling trends to helping set 
them. Whilst her own personal style has 
been endless disseminated, Moss herself 
describes it as “going from grungy to 
tomboy to really”. She then added, “I 
like being dressed up and glamourous 
as well though - I like doing through the 
ages. But there isn’t really any no for 
me!” Equally at home in vintage finds, 
high street bargains and designer gowns, 
Moss is one of those chameleons whose 
insouciance keeps any ensemble from 
looking stale.

Capitalising on her innate sense of style, 
her collaboration with Topshop allowed 
fans to bring a little of that Kate Moss 
style into their own wardrobes. The 
Kate Moss collections with Topshop 

have been amongst the most successful 
and profitable collaborations the brand 
has done and whilst her name is con-
stantly sought for collaborations with 
other brands she has, most astutely 
kept projects to a minimum, choosing 
instead to wait for the opportunities 
that are the best fit and align with her 
own style. The perfect example would 
be her recent partnership with Equip-
ment, with whom she produced a 
curated capsule collection of rock chic 
staples, displaying not only her flair for 
design but an eye for what women want 
to wear whilst retaining that undone 
chicness that screams Kate Moss. 

But despite her commercial success, the 
model has always courted a certain level 
of controversy, from her ‘heroin chic’ 
look causing cries for concern about 
weight and general health to the topless 
images in The Face that made her so 
famous, and her high profile romances 
with the likes of Johnny Depp and Jeffer-
son Hack, editor of Dazed and Confused 
magazines and father of her 13-year-old 
daughter Lila Grace. But none caused 
quite the storm that her tumultuous 
relationship with Pete Doherty, the 
Libertines front man did. 

Images of her snorting cocaine during a 
Libertines recording session published 
by The Daily Mirror caused quite the 
scandal, leading to Moss losing almost 
£4m worth of contracts with the likes 
of Chanel, H&M and Burberry. However 
whilst a few wavered, the fashion indus-
try was strong in its support for Moss 
and not even twelve months after the 
scandal first broke, she signed 18 new 
contracts with the likes of Rimmel, 

bitemodelprofile
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Agent Provocateur, Virgin Mobile, Calvin 
Klein and back with Burberry.

Despite being one of the most talked 
about models in the industry, the inner 
workings of Moss remains an enigma, 
often shying away from interviews and 
questions about her personal life. She 
even weathered her cocaine scandal 
with her trademark silence, choosing 
not to fill in the blanks or add to the 
noise. Her tendency to keep quiet and 
mysterious in the media came from 
some lifelong advice bestowed to the 

model by Johnny Depp when they were 
dating. “He told me ‘never complain, never 
explain’. That’s why I don’t use Twitter and 
things like that. I don’t want people to know 
what is true all the time and that’s what 
keeps the mystery.”

One could never argue that Moss, 
despite her penchant for a good party, 
is anything but a consummate profes-
sional. “I really work. I like feeling that 
I’ve nailed it, and we’ve got the picture,” 
Moss has said, and it’s exactly that dedi-
cation to creating the perfect image that 

has made her longevity attainable. With 
a starring role in the upcoming Abso-
lutely Fabulous film (the premise of the 
story is that PR guru Edwina unwittingly 
knocks Moss off a yacht in an unwitting 
attempt to befriend her – as you do!), 
it’s certain that Britain’s no.1 model has 
no plans of winding things down and it’s 
pretty exciting to anticipate what’s yet 
to come. As a true embodiment of great 
style and allure regardless of age, it’s not 
hard to envisage Moss sauntering down 
catwalks for decades to come, blue 
rinse and all. 

https://vimeo.com/171779282
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London, UK, Wednesday June 22nd: on the afternoon of June 22nd two London 
Icons, Rimmel London and Kate Moss, teamed up to celebrate the ultimate Brit Cool 
collaboration with the launch of the Kate Moss Rimmel 15th Anniversary Collection, 
a special edition lip and nail collection of Kate’s all-time favourite nudes and reds. 
Rimmel London, the cutting-edge beauty brand and Kate Moss mark the 15th anni-
versary of their ultra-successful partnership with a special-edition collection for lips 
and nails. Inspired by Kate’s most iconic looks over the years, the line-up stars an 
array of legendary reds and nudes.

Rimmel & Kate Moss Celebrate 15 Years of Partnership With 
the Launch of a new Anniversary Collection 

15 YEARS OF 2 LONDON ICONS

https://vimeo.com/171779282
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When the iconic fashion 
designer Coco Chanel 
passed away in 1971 at the 
age of 87, the future of her 
brand hung in the balance.  A 

few of her assistants designed the couture and 
ready-to-wear until Karl Lagerfeld became crea-
tive director in 1983. In the introduction of Chanel 
Catwalk – The Complete Karl Lagerfeld Collections, 
co-author Patrick Mauriès describes the moment 
when on 25th January 1983 “a handful of specially 
invited guests gathered in the elegant and vener-
able rooms of 31 rue Cambon, the same place 
where Mademoiselle Chanel, famously hidden on 
the staircase, presented her collections.” 

The guests were eager to find out how Lager-
feld could “ever find his way out of the trap he’d 
got himself into: taking on the fading legacy of the 
fashion legend and bringing it up to date.” Coco 
Chanel had tried to make a comeback in 1954 
and although she had succeeded in reviving the 
business over the years that followed, various 

attempts to continue her legacy had come to 
nothing, and the situation did not seem promising. 
“People tend to forget,” Lagerfeld remarked with 
a touch of his famous wit, “that once upon a time, 
Chanel was old hat. It was only Parisian doctors’ 
wives who still wore it. Nobody wanted it, it was 
hopeless.”

The 1983 show choreographed by Lagerfeld was 
the first of many to come. The creative director 
looked back to the history of Chanel in order 
to bring the brand forward into the present with 
elements of its lexicons – camellias, the double-C 
motif, chains and costume jewellery. “If you look 
at the 1950s collections, the end of the 1950s,” 
Lagerfeld explained, “there are very few chains, 
there is no ‘CC’, and there are no camellias, but in 
the 1980s, we had to pull out all the stops because 
otherwise it would just have been a posh, unas-
suming tweed suit with a little bow. These are the 
things that I drew out, exaggerated, and which I 
made people believe had always existed.” 

bitebookreview

catwalk
Jada Brookes discovers how Karl 
Lagerfeld completely turned the 
dormant Chanel fashion house 
around when some thought it was 
doomed for forever.
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When speaking of Coco Chanel, 
a woman whom he agreed was an 
unpredictable and mercurial personal-
ity, a creature of the present, an artist 
of her time who was in tune with 
its spirit and its demands, Lagerfeld 
said, “She wasn’t a has-been, always 
looking backwards. On the contrary, 
she hated the past, including her own 
past and everything sprang from that. 
That’s why the Chanel brand must 
stay up-to-date.” Amazedly, Lagerfeld 
designs eight collections a year for the 
Chanel fashion house with six of these 
presented on the catwalk. 

The next chapter gives details of 
Karl Lagerfeld’s life, from his birth 
in Hamburg, Germany in September 
1938, his privileged childhood and 
adolescence having been born into 
an upper-middle-class family, to his 
arrival in Paris in 1952 with the aim 
to devote himself to fashion.  After 
he won the International Woolmark 
Prize for a design on a coat produced 
by couturier Pierre Balmain, Lagerfeld 
became Balmain’s assistant at the age 
of 17 and worked with him for three 
years before being named artistic 
director of the Maison Jean Patou. 

The creative director’s CV reads 
like a who’s who in the world of 
fashion, collaborating with brands 
such as Charles Jourdan, Krizia, Mario 
Valentino, and Cadette. Through this, 
he quickly became a leading figure in 
the expanding field of ready-to-wear, 
which at the time was occupying an 
ever more central role in the fashion 
business. From 1963 to 1982 and from 
1992 to 1997, Lagerfeld focused on 
designing clothing and accessory lines 
for the house of Chloé. During this 
time, he created the fragrance Chloé 
which was a huge success and became 
the first designer to launch a perfume 
without having his own label. In 1965, 
Lagerfeld collaborated with the Fendi 
sisters in Rome and revolutionised 
fashion’s approach to fur, a task that 
still continues to this day. 

In 1984, Lagerfeld launched a ready-
to-wear label bearing his own name 
for the very first time, alongside his 
designs for Chanel and Fendi. The 
label became Lagerfeld Gallery in 
1998 and then rebranded in 2012 to 
simply Karl Lagerfeld, promoting an 
accessible vision of luxury available 
online. His tiresome contribution to 
fashion awarded him the Couture 

Council Fashion Visionary Award by 
the Fashion Institute of Technology in 
2010 and was named the most influ-
ential designer of the last twenty-five 
years at the Marie Claire Fashion 
Awards. Outside the realms of fashion, 
Lagerfeld has designed costumes for 
opera and dance productions at La 
Scala in Milan, Opera di Firenze, the 
Salzburg Festival and the Opéra de 
Monte Carlo as well as for cinema. He 
is also the author of several photogra-
phy books and has been the subject of 
three documentaries: Lagerfeld Confi-
dential directed by Rodolphe Marconi 
in 2007; Un Roel seul directed by 
Thierry Demaizière and Alban Teurlai 
in 2008; and Karl Lagerfeld se dessine 
directed by Loïc Prigent in 2013. 

The last remaining pages feature 
images from the collections that 
Lagerfeld designed for Chanel, 
from the SS83 ‘Everyone is Talking 
About Chanel’ down to the current  
AW15-16 offering ‘Couture Casino’. 
When speaking about his first col-
lection for Chanel, he told Vogue 
journalist Suzy Menkes, “It’s like doing 
a revival of an old play. You have to 
try to see it with the eyes of the first 
audience, but you should not have 
too much reverence. It’s important 
for young people to touch her style 
– it must be fun.” Looking to Chanel’s 
1920s and 1930s designs rather than 
her familiar 1950s creation, he told 
Women’s Wear Daily, “A very static 
image has emerged based on Chanel’s 
last years, so I’ve looked over her 
whole career and found something 
much more interesting” while Vogue 
reported that the collection was 
the talk of Paris. He described it as 
“modern and chic sexy, not Las Vegas-
sexy, while the new proportion is 
longer, thinner. Even if she never did it 
this way, it’s very Chanel, no?”

For the next collection, ‘It’s All About 
Luxury”, Lagerfeld coaxed one of 
Chanel’s tailors out of retirement to 
find out how she made the sleeves 
of her iconic suit jacket. “They were 
cut in five different places” he told 
Women’s Wear Daily and thus pre-
sented a collection of fifty suits in 
myriad colours and countless var-
iations of cut, in luxurious materials 
of panne velvet with subtle beading 
and opulent embroidery inspired by 
Coco Chanel’s personal collection 
of Baroque objects and elaborate 
patterns of 18th century furniture. 
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Women’s Wear Daily praised the collec-
tion and said Lagerfeld ‘takes the Chanel 
chassis and adds a lot of chrome: fur trim, 
crown-shaped jewellery, Fabergé-like 
embroidery, dozens of chain necklaces 
and belts, and even his bride goes to the 
altar in an ermine Chanel jacket.’

His first ready-to-wear collection for 
Chanel hit the catwalk in 1984 for spring/
summer and was entitled ‘A Faster Beat’. 
This collection was designed for a new 
generation of women and he didn’t even 
have to try hard to seduce fashion critics. 
Susie Menkes writing for The Times at 
this point, called the collection ‘a daz-
zling Chanel show [in which] Lagerfeld 
brought us young fresh clothes full of 
Mademoiselle’s taste and his own wit’. 
While Vogue said that “in capturing the 
essence of Chanel and giving it a slightly 
faster beat, [Lagerfeld] has given a whole 
new momentum to modern dressing.” 
Lagerfeld worked with unexpected 
fabrics, particularly blue denim which 
was cut into classic suits, day dresses, 
and matching hats while his ‘faster beat’ 

translated into a sporty touch including 
a Chanel motorbike outfit. 

There is no doubt that you will be mes-
merised by over 300 pages of iconic 
and eye-catching Chanel styles that will 
make you appreciate the legacy that 
Coco Chanel left behind. It is all because 
of the creative mastermind behind the 
unstoppable Lagerfeld that prevented 
the Chanel fashion house from staying 
dormant forever.  An intriguing and fasci-
nating man with trademark dark shades, 
high wing collar, dark suit and gloves, 
the 82-year-old Karl Lagerfeld has an 
air of extreme importance and myste-
rious streak. He may be famous for his 
acid tongue but his cutting edge ideas 
know no boundaries and for this we are 
grateful. 

Chanel Catwalk – The Complete Karl 
Lagerfeld by Patrick Mauriès and Adélia 
Sabatini published by Thames & Hudson 
is available on their website now.

www.thamesandhudson.com
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Sparkles in
Hatton 
Garden
Bringing a more affordable collection to the masses, Jada Brookes discovers what 
Tresor Paris’ new diamond store in Hatton Garden has to offer potential buyers. 

I
t wasn’t just the gap between dia-
monds and luxury fashion jewellery 
that creative director Lilian Lousky 
bridged when she first created 
renowned jewellery company Tresor 

Paris in 2010. She also decided to bring 
her work home recently and incorporate 
a few diamonds into her 1930s home 
with the door handles being one of the 
features set in the precious stones. Since 
its inception, Tresor Paris has maintained 
a well-deserved reputation for offering 
a vast collection of exquisite diamond 
and crystal pieces and also for design-
ing timeless jewellery in both classic and 
contemporary settings. With collections 
that consist of shimmering diamonds, 
colourful precious stones, pretty pearls, 
18 carat gold plated sterling silver and 
stainless steel, and the iconic glittering 
Tresor Paris crystals, it is no surprise that 
the brand holds numerous industry acco-
lades. These include Industry Trailblazer 
in 2012; Business Big Shot in 2013; and 
Professional Jeweller Hot 100, as well as 
Retail Jeweller Awards: British Jewellers’ 
Association Supplier of the Year and Mar-
keting Campaign of the Year in 2012; and 
Nominated Jewellery Brand of the Year 
in both 2012 and 2013. 

With links to celebrities such as Justin 
Bieber, Ronan Keating, Nicole Scher-
zinger and Emma Watson as well as 
collaborations with designers including 
PPQ, Corrie Nielsen and Fyodor Golan, 
Tresor Paris is simply the go-to jeweller 
for designing bespoke pieces for many 
of the fashion designers’ London Fashion 
Week shows. Having launched their new 
diamond store in the heart of Lon-
don’s diamond district Hatton Garden, 
it was the perfect timing to launch a 
more affordable diamond collection 

that includes classic engagement rings, 
stunning set diamond pieces in a 
mid-range price bracket as well as spec-
tacular one-off large diamonds. “We are 
delighted to have opened our first store 
in a location that has been so special 
to us for many years,” Salim Hasbani, 
Director of Hasbani UK commented. “As 
diamonds are the basis of the Hasbani 
family heritage we’re very excited to 
draw upon these decades of knowledge 
and share our expertise with visitors to 
Hatton Garden. Despite recent troubles 
that have occurred in the area we’re 
determined to look ahead to the future 
and this store marks a new beginning for 
us as well as our neighbouring shops. We 
hope that people around the world enjoy 
wearing these pieces as much as we have 
taken delight in creating this special col-
lection of jewellery.”

While potential customers ‘window 
shopping’ will be greeted by their 
stunning array of engagement rings sur-
rounded by other special pieces in the 
seasonally changing window display, the 
larger more spectacular pieces glistening 
and sparkling from afar will invite other 
visitors to browse further. For couples 
starting on their potential journey to 
marriage, the reasonably priced ‘240’ 
sweetheart collection of engagement 
rings include a choice of stunning soli-
taires with a single diamond or trilogy 
rings with three equal size diamonds. The 
‘number’ behind the title of the collec-
tion is taken from the 240 reasons why 
young couples love each other including 
love quotes such as ‘the way you smile’ 
and ‘the way you inspire me’ and finishing 
with the 240th reason which is simply ‘for 
being you’. Tresor Paris has made it their 
business to understand that everyone’s 

reasons are special and individual to 
them so have transcended this into their 
collection of diamond rings. 

The slightly more luxurious ‘12’ selection 
of classic jewellery is made up of pieces 
that can be worn to special occasions in 
the thousand pound price bracket. It is 
said on average that there is a special 
occasion each month that a woman goes 
to who owns beautiful sparkling pieces 
like these. It’s a time when the lady wants 
to feel special and sparkle whether it is 
a ball, a romantic rendezvous, a dinner 
party or a wedding. Pieces in this collec-
tion include a yellow gold tennis bracelet 
with the diamonds embedded along the 
chain for definitive elegance and would 
be perfect to pair with the matching 
yellow gold and diamond stud earrings. 
Or for those who are after the serious 
collector’s jewellery or loose stones, 
there is the one in a million ‘7’ collec-
tion, named after Grenville St which 
houses those really rare one-off show-
pieces. These incredible and impressive 
one-off large diamonds and stones have 
been meticulously laboured into exqui-
site creations. For example, the 226 carat 
topaz on an 18 carat white gold pendant 
three-piece chain surrounded by tiny dia-
monds will just simply take your breath 
away. Appointments are required to view 
these very rare stones. 

As well as their London store, Tresor 
Paris jewellery collections are carried in 
stockists such as Beaverbrooks, Ernest 
Jones, Peter Jackson, Forum Jewel-
lers, Garnier the Jewellers and Michael 
Roberts. 

www.tresorparis.co.uk
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EXHIBITION
Mode City

biteexhibition

Gina Gill reveals how the Mode City exhibition held in Lyon is showcasing 
lingerie and swimwear to include the wellbeing of our health.



P
aris is always the centre of any-
thing new in fashion in all its 
forms and this year’s Mode City 
exhibition which was moved 
from Paris to Lyon due to the 

Euro 2016 Finals being held in the capital, 
displayed one of the strongest seasons 
for lingerie yet. Set against a backdrop 
of unseasonably warm weather, this year 
the tradeshow had a serious holiday vibe 
with swimwear taking centre stage. A 
melee of brands, textile merchants, sem-
inars and fashion shows all under one 
roof could get overbearing but Mode 
City balances its many different faces well 
and is undoubtedly a mine of knowledge 
for its visitors. 

What’s been exciting for lingerie and 
swimwear in recent seasons is how 
diverse the sector has become. More 
than just simple staples that are always 
present yet rarely considered, style and 
trend have become central to these 
industries as well as the addition of 
newer categories such as beach acces-
sories and spa wear. With a renewed 
fashion focus on active wear and the 
ongoing trend for it to be worn outside 

the realms of physical activity its no sur-
prise that leisure wear and spa wear is 
also becoming a bigger industry into 
itself. 

This season saw a continued revo-
lution for swimsuits; with more and 
more designers waking up to the fact 
that swimsuits are more often less for 
swimming and more for sunbathing. The 
designs on display were more colour-
ful, decorated and detailed.  As with any 
industry, lingerie and beachwear also have 
their trends and this year the Mode City 
trend forum identified different themes 
for SS16. Mythology and iconography, 
which will undoubtedly lend itself to 
Dolce & Gabbana-eqsue celebrations 
of print and narcissism, a ‘Kardashian’ 
led trend of revealing sensuality and the 
use of super fitted silhouettes in simple 
muted hues, are likely to be the most 
prevalent this season. 

Mode City has always been a transversal 
fashion show, bringing together a large 
range of designer swimwear, RTW and 
in recent years they’ve included beach 
accessories. Hats, bags and shoes as well 

as beach towels and even beach friendly 
jewellery have all become more than just 
an afterthought and more brands are 
opening up to encapsulate a full range 
beyond just beachwear. 

Perhaps the most exciting part of the 
exhibition was the rise in the ‘spa’ trend. 
Activewear has seen a serious transi-
tion into everyday wear over the past 
few seasons and now leisurewear or ‘spa 
wear’ is set to follow. With concern for 
wellbeing becoming more and more of a 
trend alongside ‘clean eating’ and fitness, 
the wellness associated with a relaxing 
spa visit and opting for targeted treat-
ments is a natural progression. And a 
visit to a resort spa really does open up 
opportunities for new product lines and 
one piece swimsuits (perfect for lazing 
in a sauna or Jacuzzi), loungewear and 
stylish pyjama styles that can happily be 
worn outside and softer robes all took 
centre stage, alongside accessories such 
as sunglasses, hats and pool friendly 
footwear. 

www.modecity.b-network.com
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Lilly Borges-Duarte
The collection is inspired by crystal forma-
tions and cave formations. By undertaking 
an extreme caving experience, I was able to 
see first-hand the textures and the natural 
drapes of the caves. This gave me three key-
words: texture, drape, and structure. The 
formations inspired me to drape fabrics by 
replicating the folds and creases that form 
in the caves, known as stalicmites.

The textures of the caves were rough and 
rigid so I began manipulating the fabric by 
steaming structures and shapes and burning 
different materials. This led onto the idea 
of how I could grow something of my own 
without burning or moulding. So I began 
growing my own crystals - these bespoke 
crystals are applied to jerseys and wools 
throughout the collection, as well as smoth-
ering structured boxes and accessories.

lillyborgesdesigns@hotmail.com

My research for this collection has led me to explore 
the design and technology of beanbag furniture and 
its possible influence on contemporary fashion design. 
The ‘Sacco’ is an example of an ‘anatomic chair’ with 
an amorphous nature, whose shape is set by the user 
and him or her becoming an integral part of the object 
itself. ‘Sacco’, a beanbag chair was the first artifact of that 
kind introduced in 1968 by three Italian designers: Piero 
Gatti, Cesare Paolini and Franco Teodoro, who created 
the object during the Italian Modernism movement. Being 
a post war era phenomenon, Italian modernism’s design 
was highly inspired with new available technology by 
introducing new materials such as polystyrene.

The amorphous quality of the bean bag chair and its 
low cost production started to evoke in me ideas for 
contemporary fashion and accessory design, whereby the 
wearer morphs with his or her clothes for comfort, mul-
ti-purpose and practicality, by using furniture technology 
in a new way. Through this investigation, I also found inspi-
ration from the Argentine sculptor Marta Minujin, who 
created soft sculptures upholstered in brightly striped 
furniture fabrics, as well as Ernesto Neto’s ‘Humanoid’ 
sculptures. My collections are not just clothes; they are 
a “wearable lounge” parading the streets of London into 
new and unknown galaxies – “Lounge Lizard” I am!

www.ramlahwraich.com
ramlah_wraich@hotmail.com

Ramlah
Wraich

DESIGNER PROFILES
bitefashion
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Diversity

More often than not, women hide them-
selves under their clothes to try and 
protect their true identity. The aim of my 
collection is to get women to step out of 
their shells, and become more confident 
in the clothing they wish to wear.

The collection focuses on the most judg-
mental opinions like looking 'tasteless' 
because it's too revealing, or looking ‘out-
landish’ because it doesn't look normal. I 
created a style that combines the reveal-
ing look with the covered look, and the 
outlandish look with something beautiful, 
to ultimately change the thought process 
when you look at the garments.

I am sensitive to the environment, so in 
most of my ideas, leftover fabric was uti-
lised to prevent any unnecessary waste. 
This was especially noticeable when using 
both the positive and negative parts to 
my laser cuts.

While using the waste, I have developed 
further ideas and given my collection a 
true identity by using many rectangular 
and triangular shapes. Laser cutting is a 
major focus in this collection and has 
been used extensively in some garments. 

Discrimination and Prejudice

I have worked with some of the most 
challenging materials and processes, such 
as using fine lambskin for one of the long 
coats, which has been carefully lined 

with fine silk to keep that elegant look 
in my collection. To give the coat a little 
bit more of an edgy look; I used some 
heavier patent leather for the lapels. To 
avoid as much waste as possible, I also 
used leftover leather to make accessories 
and shoes to go with my collection.

The main aspect of the collection is lay-
ering and being able to wear the pieces 
of a collection in different ways. This is 
to really show different identities possi-
ble to create from each of the garments. 
Each garment has its own meaning and 
a name. Every garment represents a 
deeper meaning of why women hide their 
identities.

For example, with ‘Diversity’ you are able 
to unclip the sleeves and wear it as a 

simpler version of the dress. The sleeves 
are there to reflect the freedom of the 
dress. The inspiration of the attachment 
of the sleeves came from straitjackets 
to reflect less of a freedom in your own 
identity. (Being strapped by people’s judg-
ments and opinions, not able to enjoy the 
freedom of their own identity).

At the moment I am looking to gain as 
much industry experience as possible. I 
also enjoy collaborating with other crea-
tives and love getting involved in different 
projects. While gaining experience I am 
looking to open my own shoe line with 
manufacturers in Portugal. Eventually I 
want to have my own clothing line, as I 
have a lot of messages to send to women 
all over the world and I am passionate 
about making women confident and 
a true version of themselves with the 
fashion I create.

info@laurabfashion.com

The inspiration behind my collection is taken from move-
ment in things like Tai Chi and yoga and the tranquility of 
meditation; I used clean lines and minimal shapes with mon-
ochromatic colours to depict the feel of the collection. I 
wanted to create something sexy and wearable that also 
offers something special.

www.emilyclementson.co.uk

Laura Budryte
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Emily
Clementson
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A
s the name would suggest, 
Pistol Panties is a brand 
with more than just a little 
attitude. With a range of 
sexy yet retro glam swim-

wear, theirs is a style that’s guaranteed 
to stand out amongst the endless cookie 
cutter bikinis that are set to litter your 
summer sunbathing sessions. 

Deborah Fleming, a British/Colombian 
designer founded Pistol Panties with 
a desire to create beautifully designed 
and well-cut swimwear with a focus on 
great quality fabric and perfect manufac-
turing. Uniting her love for quirky style 
and feminine glamour, her range is super 
flattering and includes something beauti-
ful for all shapes and sizes. Having spent 

20 years in the fashion industry, Fleming’s 
work has ranged from designing theatre 
costumes to managing all production 
for Disney UK’s childrenswear and her 
eclectic tastes combined with a meticu-
lous attention to detail are reflected in 
every piece of Pistol Panties swimwear. 

The Parisian-born designer had a pretty 
cosmopolitan upbringing, living every-
where from Miami, Geneva, London, 
New York and the undoubted home of 
swimwear, Los Angeles, meaning that her 
designs are equally diverse and cosmo-
politan and the range truly is diverse. 
Whilst the mainstay trends of swimwear 
(such as those contrasting black trims 
and Bardot-esque stripes) that we all 
know and love are present, there are also 

Fleming’s quirky touches, such as single 
strapped bandeaus and bralet styles with 
a salacious zip running up the centre, to 
ensure that each look remains inimitable. 

Everyone from Suki Waterhouse to Kelly 
Brook is a fan and the brand has grown 
to be stocked everywhere from Figleaves 
to ASOS and it’s not hard to see why. The 
joy of the collection is that it’s really fun, 
cheeky and vibrant; these are swimsuits 
you’ll actually have fun in and thanks to 
their excellent cut, ones you’ll be com-
fortable in as well. The prints range from 
geometric to super bright and floral and 
most come in more than one style so 
if you absolutely love the kaleidoscope 
print but halter neck isn’t really your 
style then you still have options. And if 

Hitting 
The 
Beach 
Retro 
Style

Pistol Panties
Gina Gill discovers British/Colombian designer Deborah Fleming’s brand of 
quirky styled and feminine glamour swimwear that may just afford you the 
opportunity to sun on Clark Gable’s yacht.



your style is more Stan Smiths than sti-
lettos then they have you covered with 
the Mimi range; the brace-like crossover 
straps paired with a pair of boy short 
briefs guaranteed to satisfy your inner 
tomboy.

I, for one have always been a huge fan 
of the high waisted bikini. For those of 
us not blessed with Gisele’s glory of 
a stomach, a good high waisted bikini 
bottom nicely tucks away all those lumpy 
bits (which remain persistent despite the 
fact that I went on a one hour long run 
that one time in October) whilst giving 
you a gloriously small waist and a lovely 
hourglass silhouette. For those that are 
a fan of Pistol Panties, they have a really 
gorgeous range to choose from. The gold 
and black brocade panels of the Frankie 
bikini add a touch of night-time dazzle 
to a super high waisted two-piece whilst 
the super bright gingham variation is 
perfect for a bold but fun look. Practical 
and glamorous, add a pair of cat eye sun-
glasses and a cocktail and you’ll definitely 
feel like a golden age Hollywood starlet 
sunning on Clarke Gable’s yacht, (even if 
you’re actually hungover on a beach in 
Marbella). 

But whilst bikinis tend to always be 
the focus for summer swimwear, Pistol 
Panties also have a beautiful range of 
the much neglected one-piece swimsuit 
and no one could think they’re even a 
little bit dull. With plunging necklines 
and bold geometric prints to the most 
risqué of cut-away swimsuits as with the 
bikinis, the range is vast. For extra glam 
there are shimmery gold numbers with 
a distinctly seventies vibe and a personal 
favourite is the Joss style; with its scrunch 
detailed plunging neckline and low cross-
over back, it’s super sexy but the print 
also lends a certain elegance. 

And if you’re looking for something with 
extra pizazz then look no further than 
the brand’s new Mary Contrary range. 
Designed in collaboration with the rock-
star/DJ/model-de-jour Mary Charteris, 
the collection was inspired by IT girls 
and supermodels with a distinctly ‘80s 
London punk scene vibe. With bright 
poppy colours, barely there briefs and 
cute contrasting details (I love the ruffling 
on the Jaime briefs), these are not pieces 
for the weak hearted but paired with a 
smudge of eyeliner and salty beachy hair 
it’s a look that’s as far from cookie cutter 
as you could want. 

www.pistolpanties.com
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WILDFOX

A
t the time of writing 
this, it was supposed 
to be summer outside 
but the rain seems to 
be refusing to let the 

sun shine. Thus, the grey skies had seen 
my perseverance to wear my summer 
wardrobe constantly, leaving me cold and 
soggy from the rain when it’s supposed 
to be summer outside. The problem 
I suppose is that the elusive English 
weather is even more of a nuisance than 
dreaded Mondays. Short of it becoming 
the new Friday and someone whisking 
me off to the Bahamas, there’s little 
chance at the moment of the sun bless-
ing us with its presence long enough to 
get even a fraction of a tan so at the 
risk of developing a serious case of SAD 
(Seasonal Affected Depression), I’ve 
taken to lusting after WildFox’s swim-
wear whilst desperately waiting for my 
long awaited summer holiday. 

There’s something super uplifting about 
putting together your ‘out of office’ 
reply but even more uplifting than that 

is planning 
an unforgettable 

summer wardrobe. You know 
that feeling, when you find the perfect 
bikini and suddenly you’re a million miles 
away, drinking an imaginary mojito and 
feeling the (again, imaginary) sun on 
your shoulders. I’ve never been one to 
just absentmindedly fling an assortment 
of cheesecloth and neoprene into my 
suitcase and hope for the best – holiday 
clothes need planning – even more so 
than your day-to-day clothing I would 
say.  After all, with more skin on display 
and without your entire wardrobe avail-
able at your fingertips you want to be 
planning ahead lest you arrive in paradise 
with a wardrobe worthy of hell.  

There’s something about vintage Amer-
icana that’s really uplifting and sassy. 
Remember that Prada collection from a 
few seasons ago, all cat eye sunglasses 
and fabulous PVC flame flanked heels 
– that’s the sort of fabulous vibe that 
WildFox gives off all year round. And 
they’re based in Los Angeles, home of 
the sun-kissed beach goddess so they 

bitefashionW
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Vintage Inspired Clothing for

Dreamers



Gina Gill dreams of lounging on a sunny beach 
in WildFox’s collection of vintage swimwear.

know their swimwear. 

Inspired by a love for vintage t-shirts 
and the magic of having all the fun with 
your BFF,  the label was co-created by 
two best friends as a vintage-inspired 
knitwear brand. In 2014 they opened 
the doors to their first flagship store 
in the beachiest of beach towns, Malibu. 
However, if a quick trip to California 
seems a little far for your holiday needs, 
worry not, as the brand is also stocked 
at ASOS and Selfridges. 

The brand is known for its iconic cam-
paigns and they certainly know how to 
evoke a sense of dreamlike wanderlust. 
Whilst it started off small, the range has 
grown to encompass a full range, includ-
ing clothing, a sister line in ‘WildFox 
Kids’, intimates, denim and of course the 
aforementioned swimwear. In 2015 the 
brand even expanded into beauty, launch-
ing their first fragrance in partnership 
with Elizabeth Arden. 
 
Their swimwear is super fun. From 
itty-bitty star flecked triangle bikinis to 

ruffled bralet styles emblazoned with 
bananas, the range covers pretty much 
everything out there and they even have 
a mermaid style bikini top for those 
wanting to channel  Ariel whilst gallivant-
ing about the sea (tail not included). The 
Pastel Rainbow Halter bikini is perfect for 
pool parties, especially when paired with 
tousled waves whilst the Rose Classic 
one-piece is perfect for looking effort-
lessly chic whilst lounging on the beach. 
And it’s not just their swimwear that has 
that cute but quirky look locked down. 
I’m head over heels for their extremely 
instagrammable ‘Lip Service’ sunglasses 
(because why save a red lip for your lips 
right), and whilst the ‘Ava’ sunglasses will 
earn you serious fashion blogger style 
credentials. 

As for the rest of your summer ward-
robe – WildFox has a delectable mix of 
cover-ups, dresses and knitwear that will 
take you stylishly from beach to bar to 
bedroom. For general sunshine lounging, I 
love the ‘Starry Blue Floral Atlantis’ dress 
and if you’re feeling a little cheeky the 
‘When You Can’t Skinny Dip’ hoodie will 

keep you toasty after a post sunset dip 
in the sea. The ‘Grapefruit Ruffle’ dress 
is perfect to throw over your swimsuit 
for grabbing a quick cocktail and if you’re 
going somewhere dressier you can swap 
your flip flops for a pair of wedges and a 
few long chain necklaces for a beautiful 
Boho vibe. 

The ‘Marishka’ sweater is one of those 
fabulous cover-ups that works thrown 
over everything and the fringe means 
that you never risk looking dowdy whilst 
the ‘If He Loves Me’ sleep shirt is a great 
lightweight option for those late morning 
room service breakfasts. Throw in a 
decent sized beach tote (canvas styles are 
always a winner) and a wide brimmed hat 
and you’ve got the makings of a vintage 
inspired capsule holiday wardrobe, which 
thanks to its retro inclinations will never 
age. With that pesky summer wardrobe 
taken care of thanks to WildFox,  you’ve 
got more time to find the perfect holiday 
to wear it for. 

www.wildfox.com
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Alexandra Long
Dawn Hunt indulges in the theme of Alexandra Long’s 

Enigma collection. 

S
eductive doesn’t even begin to 
describe Alexandra Long or her 
captivating Enigma collection. 
Gorgeously feminine, incredibly 
coquettish and timelessly elegant, 

Long has produced a line of enchanting 
and stunning pieces for today’s confi-
dent and empowered women who aren’t 
afraid to show off their curves. 

Hailing from a family in the fashion busi-
ness, Long spent her youthful summer 
holidays in the family’s factory in Romania 
and design rooms worldwide, and later 
went on to earn her MA in Fashion 
Design from the Istituto Marangoni. She 
then took her talents to work for Emilia 
Wickstead’s studio before taking the leap 
and beginning her own namesake label in 
2015. Long’s deep-rooted fashion ties are 
what prepped her for the current role as 
a designer, which can clearly be seen in 
her collection’s flawless looks. 

As an indomitable and elegant woman 
herself, Long takes influence from her 
past and presents those lessons and 
experiences in her graceful gowns and 
clever jumpsuits. “For me elegant clothes, 
like a dear friend, are not throwaway 
things. We prowl the world together, 
sharing adventures and excesses, and we 
have to look after one another. So that’s 
why I make timeless, high quality pieces 
that aren’t disposable and encourage 
people to have more of a bond with their 
clothing." Long wants to dress women 
who not only know true style, but true 
quality when they see it. As such, Long 
again looked to the past for inspiration 
for her Enigma collection. However, this 
time she looked to the braze sirens of 
World War II espionage. 

The silhouette of the ‘30s and ‘40s can 
clearly be seen in the silhouettes of her 
lines, the gowns alone scream aloud the 
drama that ravaged the world in that era 
– sleek and elegant but fierce and direct 

with no hint of excess detailing, but also 
how frugal and careful people were, as 
Long is passionate about sustainability 
and ending the rampant over-consump-
tion within the fashion industry. Each of 
Long’s luxe pieces is entirely made of 
natural fabrics, digitally printed silks and 
quality cotton blends.  

The collection contains examples of siren 
suits that women would wear in air raid 
shelters, chic sheath and cocktail dresses. 
As a nod to the women who risked it all 
during this time to help break German 
enigma codes, each piece is respect-
fully named after them. Going further 
to honour their work, Long infused the 
designs of the dresses with their spirit 
and inventiveness, as well as including 
lining printed with a rather naughty and 
wicked set of instructions using an enig-
matic cipher.  As a whole, this cheeky 
line of evening wear has an altogether 
after-hours air to it, with the fine trim-
mings adding just the right amount of 
glitz. “Peekaboo zips nestled against the 
nipples, zip-through-crotch jumpsuits and 
soft-flapped inner-pocket-openings that 
might allow an admirer a fleeting fondle. 
And in keeping with the collection’s 
wartime theme there are pockets where, 
once upon a time a lover’s photo would 
be kept close to the heart or where 
today's demi-mondaine might sequester 
a sachet of their chosen poison.” Can we 
say sexy? I think so.  

Long’s work is for women like her, mul-
ti-dimensional, in complete control of 
their sexuality and confident enough to 
exhibit its ravishing style. And all I can 
say is that I for one cannot wait for the 
launch of SS17! 

www.alexandralong.com
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W
hen was the last time 
you took a real moment 
and gazed up at the 
night sky? Did you 
see our shining moon 

beaming down, or perhaps a twinkling 
blanket of a galaxy of stars? Maybe even 
a shy wink from seductive Venus or red 
smirk from Mars? Oh, the heavens, how 
they can transfix and inspire the imagi-
nation while entangling the senses. Given 
such otherworldly stimulation, it isn’t a 
huge surprise that for thousands of years, 
man has looked to the skies for insight 
and tried to capture its expansive beauty. 
But how can one really catch a falling 
star? Pretty impossible no matter what 
medium one may use to try and express 
the awesomeness of space, however, one 
such artist has taken it upon herself to 
try and present celestial bodies and the 
textures of nature in a more simplistic, 
elegant and wearable form of jewellery. 
Rising Portuguese jewellery designer, Lia 
Gonçalves draws inspiration from the 
organic shapes of planets, comets and 
moons as well as the natural textures 
and simple movements and fluidity found 
therein for her latest collection series 

entitled ‘Planets’.

Born and raised in the scenic seaside 
town of Viana do Castelo in the Norte 
Region of Portugal, it’s easy to see how 
this young designer is influenced by 
nature’s raw beauty, (she basically grew 
up in a gorgeous ‘wish you were here’ 
postcard!) Initially Gonçalves wanted to 
become an architect, but later chose to 
study jewellery and earned her under-
graduate degree in Jewellery Design in 
2005 and later, her Masters’ Degree in 
Product Design from ESA/Matosinhos 
(Escola Superior de Artes e Design) in 
2009 with her thesis covering Portugal’s 
traditional artisanal mastery of filigree 
work. However, contemporary design is 
where her talents and heart lie and she 
finds herself most inspired. In 2010, she 
decided to apply her education and expe-
rience by launching her eponymous label, 
LIA GONÇALVES. 

With her love of the modern and 
contemporary approach to design aes-
thetics, one can see how her pieces shift 
between fine jewellery and structural 
design. This harmonious partnership 

seamlessly reflects her preference for 
a minimalist style while simultaneously 
showing a deep concern about the func-
tionality of the item. Gonçalves also 
takes into account the raw materials she 
uses in her work and their effects on 
the outcome of each piece. By choosing 
to work exclusively in sterling silver in 
finishes of natural silver, and bleached, 
golden, oxidised and golden rose, she 
ensures that she hand makes each piece 
in her northern Portugal studio.

Her influences can be traced from her 
past love of creating art from things 
around her. As a child she would use 
sheets from home to sew dresses. This 
desire to imagine something and then see 
it through to its final creation by hand 
was what initially spurred her desire 
towards becoming an architect. However, 
she found that with jewellery design she 
could really get her hands involved in 
every step of the process. She told fus-
caconcept.wordpress.com, “To think, to 
design, execute and give birth to pieces 
by my own hands is what I want most.” 
But what currently inspires her work? 

Lia Gonçalves
Celestial Bodies Take Flight
Using her childhood influence of nature’s raw beauty, Portuguese jewellery designer Lia 
Gonçalves mesmerises Dawn Hunt with her collections of cosmic themed jewellery.
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Gonçalves is nothing if not a student 
at heart, and her extensive conceptual 
research in jewellery making is clearly 
seen in her work by the way she, “skill-
fully combines geometric lines and 
organic elements with a special care 
for traditional handcrafted techniques, 
exploring simple and usable shapes, 
which the user can often recreate, 
reinterpret and customise.” By creat-
ing functional pieces, her items focus 
on involving and unifying the wearer 
with the piece directly, emphasising the 
relational concept that establishes the 
boundaries between the inhabited body 
and the jewel itself. She again told fusca-
concept.wordpress.com that she draws 
inspiration from a variety of things, “At 
first glance I can say that there is no 
direct influence of something concrete. 
They are always lines that intersect in 
the constant research that I do, and these 
lines are my origin and my structure as 
part of a society marked by its culture 
and history. I always start to build my 
jewels, thinking about the end.” 

Mostly she admits that much of her 

motivation comes from not only her 
natural surroundings and their elements, 
but also from the insignificant, the null 
and the immaterial like a texture, a 
movement or simply an idea. From this 
beginning concept to the final execution, 
one can see Gonçalves’ passion for her 
handmade work, each therefore dis-
playing its own unique details and her 
personal signature. The final products 
produced by this labour of love are 
therefore organic and geometric, and 
totally one-of-a-kind. Her ‘Planets’ series 
explores these innovative ideas of shape 
and movement, using three-dimensional 
forms, textures and movable structures 
as a conceptual base.

The ‘Planets’ series include the following 
mini collections: Moon, Craters, Land, 
Celestial Bodies and the Untitled Capsule 
Collection, that is exquisitely created out 
of rigid guitar strings. Each series includes 
pendants, bracelets, earrings, rings and 
pins and features some pieces adorned 
with small cubic zirconias, volcanic 
stones, and other natural materials. Per-
sonally, I love her long pendant necklaces 

and pins, which to me resemble vintage 
screenshots of astrological mapping 
points or constellations. However, one of 
the best aspects of Gonçalves’ label has 
to be its affordable price tag with pieces 
starting at just £20 and going up to £300 
and everything is available online! 

With so much already happening for this 
designer, it’s hard to believe she could 
possibly take on anything else, but this 
talented lady isn’t about to limit herself 
to just jewellery. In the very near future 
she hopes to open her first storefront in 
Viana, where she plans to launch her new 
clothing line in addition to showcasing 
her jewellery collections to the public! 
Hopefully all this good news will only 
further promote her already popular 
pieces to new levels of success. Tikeswar 
Bariha once said, “In the universe nothing 
is permanent even the sun, moon, planets, 
galaxies all. Every creations have a 
destruction, this is true,” but let’s hope 
that Lia Gonçalves’ brand will be around 
for many years time to come. 
joalhariadeautor.com
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Classic, Dapper and 
Classy Collections

Daniel Wellington

bitewatches

Spending their off-season time in Sicily to 
capture their seasonal watch collections, 
Jada Brookes discovers exactly what 
Daniel Wellington Classic, Dapper and 
Classy collections entail.
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I
t was a coincidental meeting while 
travelling halfway around the 
world that initiated the idea behind 
Scandinavian watch brand Daniel 
Wellington. On this particular trip, 

founder of the brand, Filip Tysander 
met a somewhat intriguing British man 
who had ‘an impeccable yet unpreten-
tious style’ and a fondness for wearing 
his vintage watches on old weathered 
NATO straps. Using this new-found 
inspiration from his new acquaintance’s 
‘timeless style of fashion’, Tysander 
decided to create his own collection of 
classic design watches that would simply 
be “minimalistic and refined”. With 
interchangeable straps, each timepiece 
truly has a wide ranging appeal. “Now, 
after a few years and over a million 
watches sold, this concept is still very 
much a part of what makes Daniel Wel-
lington so special,” says the brand. 

A stylish and elegant collection of time-
pieces that can be worn by both men 
and women, no matter the occasion or 
dress code, the brand’s aim is to uphold 
a design that does not have too many 
special features, ensuring that every 
watch feels perfectly streamlined on 
the wrist. With each timepiece availa-
ble with replaceable NATO and leather 
straps, the unique and timeless design 
of Daniel Wellington watches are 
created to perfectly complement the 
wearer’s variety of outfits. You’ll notice 
that these timepieces are not chunky 
or awkward; this is purposely done to 
ensure that the clean design looks good 
with the different patterns and colours 
of the iconic NATO straps. 

This summer, Daniel Wellington’s exqui-
site timepieces consist of the Classic, 
Dapper and Classy collections. The 
Classic watch available in 36mm and 
40mm cases aim to prove that minimal-
ism is truly timeless with an ultra-thin 
6mm case in silver or rose gold to make 
a subtle yet unmistakable statement 
about the wearer’s style and spirit. The 
Dapper watch in a choice of 34mm and 
38mm cases are elegant and polished, 
with details designed to give it that 
something special. Also available in silver 
or rose gold, this particular collection 
feature deep blue hands, Roman numer-
als and a date display. Lastly, the Classy 
watch in 26mm and 34mm cases manage 
to embody the meaning of class with 
elegance and effortless restraint. One 
for the ladies, in signature silver or rose 
gold, this timepiece has an ultra-thin 
6mm case and a hint of sophisticated 
sparkle with Swarovski crystals. 

Each watch has a name of a designated 
town or city in England: St Mawes, Shef-
field, Bristol, York, Durham, Warwick, 
Reading, Glasgow, Oxford, Cambridge, 
and Canterbury, with its own character, 
to suit your wrist. Each one is designed 
with 6mm ultra-thin case thickness, a 
choice of two watch case sizes depend-
ing on which collection you choose, 
round dial in eggshell white, Japanese 
Quartz movement, and a strap available 
in black, brown, dark brown croco-
dile leather or NATO in a variation of 
colours. Set in Sicily, the story behind 
the campaign involves a couple who 
are separated by distance but eventu-
ally come together. The theme song ‘I’ll 
Be Alright’ written and sung by Philip 
Strand speaks about a man and woman 
missing each other, and in a series of 
videos you’ll witness the guy getting a 
bit stressed at not having his true love 
beside him. But thankfully, she feels the 
same vibes and rushes to join her man, 
with both of them displaying Daniel 
Wellington watches throughout the 
campaign. 

The good thing about Daniel Welling-
ton is that they get their fans involved, 
whether it’s giving their suggestions on 
how to spend the summer or giving 
summer styles tips through uploading 
their images. The brand has a few sug-
gestions of its own on how people could 
spend the summer such as inviting your 
closest friends for a festive brunch or 
even a picnic in the park depending on 
the weather. Or you could just allow 
Mother Nature to boost your creativ-
ity by grabbing some crayons and getting 
creative. As the brand puts it, “If life is a 

great big canvas, then why not throw all 
the paint you can on it?” Another sug-
gestion is hosting a clothing swap party 
(especially if it is raining outside) for you 
and your fashionable friends. It’s a good 
way of breathing some new air into your 
wardrobe and swapping clothes through 
trading, bartering or even donating. Or 
you can simply host a party under the 
sun and arrange a cocktail competition 
that is bound to come up with some 
very interesting concoctions. 

Summer is all about exploring the 
unknown so why not go on a road trip 
and create your own adventure? Or visit 
Mickey Mouse at Disneyland for a fun-
packed day of hanging out with cartoon 
characters. Sometimes life gets so busy 
that we do not have time to read like we 
used to when we were young. However, 
that doesn’t mean we can’t break the 
cycle this summer. As a wise man once 
said, “to read is to voyage through time” 
so the brand suggests we “sit back, 
relax and venture off from reality and 
into the magical world of fiction.”  The 
brand also runs various competitions 
throughout the year, so keep an eye out 
for what they are offering. You may even 
get the chance to win a free watch.

Daniel Wellington watches can be found 
in 301 stores around the world in coun-
tries such as Australia, Belgium, Finland, 
Ireland, Mexico, Portugal, Sweden and 
United Kingdom. 

www.danielwellington.com/uk
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I
t was just weeks away from the day 
that Muhammad Ali would attempt to 
regain the world heavyweight boxing 
championship that was stripped 
from him when he refused to fight 

in the Vietnam War seven years earlier. 
The former champion was set to face 
the brutal, undefeated George Foreman 
in Zaire, Africa on 30th October 1974 
in a fight that he dubbed ‘The Rumble 
in The Jungle’. Only a couple of months 
earlier, Ali had invited photographer 
Peter Angelo Simon to capture him on 
camera as he prepared both mentally 
and physically for the biggest fight of his 
life. “Forty-two years ago I photographed 
Muhammad Ali in the rural Pennsylvania 
sanctuary he called ‘Fighter’s Heaven’ as 
he prepared for the greatest contest of 
his career. Here was the most famous 

and contentious personality on the 
planet in his private retreat – the calm 
eye of the public hurricane – which was 
most of his life. While a global audience 
was fixated on his fate, I was able to 
record aspects of Ali virtually unknown,” 
Peter Angelo Simon recalled earlier this 
year. 

These precious rare black and white 
photographs would go on to be shown 
at the Serena Morton II Gallery in Lon-
don’s Ladbroke Grove in collaboration 
with Reel Art Press from 8th April to 
28th May 2016, with the majority of 
the previously unpublished images pre-
sented in a 176-page hardback book. A 
selection of the images from Muham-
mad Ali: Fighter’s Heaven 1974 can also 
be seen at the Muhammad Ali ‘I Am The 

Greatest’ exhibition showing at the 02 
in North Greenwich from 4th March to 
31st August 2016. “I was astonished by 
what I discovered at Deer Lake,” Simon 
commented. “The camp had an air of 
playfulness and creativity – power boul-
ders bearing the names of boxing greats 
of the past, magic tricks, tea and poetry, 
Ali relaxing in a rocking chair receiving 
visitors in a log cabin. While Ali prepared 
his body with rigorous physical training, 
the camp’s congenial atmosphere was 
clearly essential to the nourishment of 
his soul. Everything I saw at the camp, I 
felt, was part of Ali’s imaginative formula 
for success.” 

Simon went on to say, “In the next two 
days, I went everywhere with Ali – an 
old people’s home, an exhibition match, 

Jada Brookes visited the Muhammed Ali: Fighter’s Heaven exhibition at Serena 
Morton II in Ladbroke Grove and discovered more about the private boxer.

Muhammad Ali
Fighter’s Heaven 1974 Exhibition and Book
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watching him practicing the ‘Rope-a-
Dope’, taking tea and talking poetry 
with a visitor. I shot 33 rolls in the two 
days. Ali said nobody had ever taken 
so many of him. I believe these photo-
graphs reveal aspects of Ali’s fascinating 
character not previously seen.” The 
momentum pictures were taken when 
Ali was thirty-two years and at the peak 
of his prime. What Simon witnessed 
was someone who was notoriously fast 
on his feet, quick with his tongue and 
brilliant with his strategy. Away from the 
media circus that usually surrounds the 
former champion, and through rare and 
candid images, Simon was able to strip 
back the celebrity persona and show 
a thoughtful, focused and determined 
Ali. This amazing insight into what it 
takes to prepare to become the world’s 
greatest once again including the five-
mile runs at dawn and intense sessions 
in the gym provided a profound psy-
chological discipline to his craft which 
is captured in the fascinating Fighter’s 
Heaven 1974 book and accompany 
exhibition.

When visiting the exhibition at Serena 
Morton II, there was a sense of peace 
as I looked at each of the images on 
display. They were perfectly lined 
up against a snow white wall that 
brought the black and white images 

to life before your eyes. With nev-
er-before-seen images of the private 
Muhammad Ali; it gave you a true sense 
of how he was determined to show 
the world that he was “the greatest” 
no matter what he had to sacrifice. 
Looking back, I recall a large black and 
white picture of Muhammad Ali smiling 
proudly from my childhood located in 
the living room of my parent’s house 
and even then I had some respect for 
the man. Here at the Serena Morton 
II, you witness private moments of 
the boxer musing, resting, laughing in 
a limousine, giving a victory salute, 
dancing next to a field, jumping rope 
and attacking the punch bag, and even 
taking time out to visit a nursing home. 
This was the Muhammad Ali that many 
did not get the privilege of seeing; in 
his moments of peace and concentra-
tion. It is no surprise he often escaped 
to the solace of Fighter’s Heaven in 
Pennsylvania. 

Speaking to Jamie and Megan at Serena 
Morton II who kindly took some time 
out to give me more information on the 
exhibition, they explained the reason Ali 
did not go to fight in the Vietnam War 
was because he had purpose. The boxer 
was certainly a man who believed 
in himself and although people may 
have thought he was boastful, he was 

confident that he was going to be “the 
greatest”. From a young age, Cassius 
Clay, the name he was born with, always 
knew he was going to be a boxer and 
would get his friends to throws stones 
at him. He would train in his boots and 
was always in the moment as well as 
always being on the go. He also wanted 
to touch base with everyone and could 
switch from a boxer to a normal man 
in seconds just like a method actor. For 
the opening evening of the exhibition, 
Peter Angelo Simon flew over espe-
cially from New York. The gallery was 
full to capacity with people still queuing 
outside to get in. The guests who were 
able to get in recounted their various 
stories of the boxer. Jamie and Megan 
told me that night they sold ten prints. 
The gallery showing at Serena Morton 
II may have finished now but you can 
still order prints from them until the 
end of August 2016. 

Muhammad Ali: Fighter’s Heaven 1974 
showed at Serena Morton II from 
8th April to 28th May 2016. The book 
published by Reel Art Press can be 
purchased at
www.reelartpress.com

Serena Morton II, 345 Ladbroke 
Grove, London W10 6HA
www.serenamorton.comMuhammad Ali

“The fight is won or lost far 
away from witnesses – behind 
the lines, in the gym, and 
out on the road, long before 
I dance under those lights”
– Muhammad Ali
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MUHAMMAD ALI

Jada Brookes visits the ‘I Am The Greatest’ exhibition at the 
O2 in North Greenwich that celebrates the life and career 
of one of the ‘greatest’ boxers in the sporting world.

I AM THE GREATEST
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MUHAMMAD ALI
T

he story of Cassius Clay 
Junior’s journey into boxing 
began as a 12-year-old boy 
sitting on the steps of the 
Columbia Auditorium in 

downtown Louisville with head in hands, 
crying and angry that his new Schwinn 
Corvette bicycle had been stolen. His 
father had just bought it for him and 
being a high-end bicycle, no one else 
in their neighbourhood had one like it. 
When he reported the theft to a police 
officer in the building nearby, the young 

Cassius Clay told him that he wanted to 
beat up the person who took his bike. 
The officer who happened to be Joe E. 
Martin and ran the local boxing club, said 
to him, “Well son, if you’re going to get 
into a fight with the guy who stole your 
bike, you better learn how to fight first.” 

Martin would go on to be Cassius Clay’s 
initial trainer and arranged many of his 
novice matches. However, he was not the 
only one who helped the young boxer 
progress through the ranks to reach the 

top of his game. Fred Stoner worked 
exclusively with Ali and taught him the 
‘art’ of boxing. He also worked the young 
boxer’s corner in his first professional 
bout in 1960.  Ali was indebted to Ston-
er’s guidance, knowledge and expertise 
and would often say, “He taught me all 
I know.” Speaking of the two men, Ali 
also said, “Joe Martin was the man who 
started me in boxing, but sometimes I 
trained with a black man named Fred 
Stoner. I trained six days a week, and 
never drank or smoked a cigarette. The 
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only thing I ever did like drugs was twice 
I took the cap off a gas tank and smelled 
the gas, which made me dizzy. Boxing 
kept me out of trouble.”

At the time of Clay’s birth in 1942, into 
a middle-class family, in the town of Lou-
isville, in Kentucky, USA, segregation was 
in operation. The area where he grew up 
was exclusively black and had its own 
schools, own parks and own shops. It is 
said that Ali got his ‘loud mouth’ from 
his dad, Cassius Clay Senior who was 
described as a rascal and his gentleness 
from his mother, Odessa Grady Clay 
whom Davis Miller, author of several 
Muhammad Ali books described as 
“absolutely the sweetest human being 
anyone could ever meet.” Even during 
his young teenage years, Clay would 
train vigorously, a trait that he would 
carry throughout his career. For example, 
instead of riding the school bus, he would 
race it in his work boots for twenty 
blocks (five miles) waving and grinning 
at the other kids on the bus. “When he 
arrived at school, he’d break two eggs 
into a quart of milk, shake the cartoon, 
drink it and say that he was now ready 
for school, shouting ‘I am the baddest 
man in Louisville,’” Davis Miller recalled. 

The aspiring boxer would also get his 
brother Rudy and their friends to throw 
stones at him while he stood still in front 
of them. “He would move his head, shoul-
ders and torso and, by shifting his weight 
forward and backwards, he avoided the 
rocks,” Miller added. “Probably no-one 

else in the history of boxing has ever 
done anything like that.” However, in 
school, Clay was so quiet and focused, 
that his fellow students always thought 
he was meditating while sitting in class. 
“In between classes, he’d skip down the 
halls shadow-boxing, dancing past his 
classmates, stopping to throw a flurry of 
punches inches from another guy’s nose, 
then he’d duck into a bathroom to con-
tinue shadow-boxing in front of a mirror. 
He carried a bottle of water with garlic 
in it around his neck all day long saying 
that he drank it to keep his blood pres-
sure down. He was utterly obsessive,” 
Miller concluded.

The Muhammad Ali: I Am The Greatest 
exhibition showing at the O2 in North 
Greenwich from 4th March to 31st August 
2016 truly captures the story and spirit 
of one of, if not, the greatest boxers of 
our time.  After ascending up a long esca-
lator, you are met by a series of quotes 
made by Ali throughout his career such 
as “I was the Elvis of boxing”, “I’m so fast 
that last night I turned the light switch 
off in my bedroom… and I was in bed 
before the room was dark” and “I figured 
that if I said it enough, I would convince 
the world that I really was the greatest.” 
Perhaps the most powerful of them all 
is, “I’ve never let anyone talk me into 
not believing in myself” and the most 
famous of all his quotes, the simple “I am 
the greatest!” 

Another powerful speech that seemed to 
clarify his life in a nutshell is, “Every man 

wants to believe in himself, and every 
man wants to be fearless. We become 
heroes when we stand up for what we 
believe in. Before I won the Gold Medal 
at the Olympics, before I became the 
heavy-weight champion of the world, 
before I stood up to the United States 
government for my religious beliefs, 
before I was named a United Nations 
Ambassador of Peace, and before I 
became the most recognised person in 
the world, I was just a kid from Kentucky 
who had the faith to believe in himself 
and the courage to follow his heart.”

Along the corridor you’ll find a series of 
pictures of Ali in different settings, some 
of which were showing at the Serena 
Morton II Gallery in Ladbroke Grove 
earlier this year: running miles at dawn, 
the reflection of the boxer posing in a 
mirror, sitting on planks of wood looking 
as if he’s in deep meditation and in the 
boxing ring with his white robe. You 
will also come across one of his quotes 
which at first seems to contradict his rig-
orous training regime that goes beyond 
the normal requirements of a boxer. It 
says, “I hated every minute of training, but 
I said, ‘Don’t quit. Suffer now and live the 
rest of your life as a champion.” At least 
we know that Muhammad Ali was indeed 
human and not a machine, doing what 
he needed to do in order to achieve his 
status. As you walk through the exhi-
bition, a big screen captures the boxer 
sparring in the ring with some rather 
fancy footwork and him being inter-
viewed. It is here you’ll witness some of 

“Float like a butterfly, sting like a bee”
– Muhammad Ali
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his most iconic remarks that had all of 
the people around him applauding. 

More black and white images greet you 
as well as artefacts such as a second out 
clock from Wembley stadium used during 
the Ali and Cooper fight in 1963, a pro-
gramme and ticket for the fight between 
Ali and Henry Cooper at Arsenal 
stadium in 1966, an original Muhammad 
Ali autograph, and a ‘The World Heav-
yweight Championship’ placard. We get 
an insight into the childhood of Cassius 
Clay in the form of family pictures of his 
parents, Cassius and Rudy, his brother 
and a replicate of the red bicycle that 
was stolen from him when he was 12 
years old which would mark the start of 
his boxing career.  Ali said of his very first 
fight: “My first amateur fight was against 
Ronnie O’Keefe, a white boy who was 
bigger and older than me. I was scared 
to death. I said to my dad, ‘Cash did you 
see who I’m fighting?’ Cash looked me 
in the eye. ‘Yes and we’re going to whup 
him.’ Hearing my father say that inspired 
me. Suddenly I felt good. I had my dad in 
my corner and I won my first fight. ‘All of 
a sudden I had a new life.’”

This amazing exhibition gives you a real 
insight into the life and career of Muham-
mad Ali; the many fights he won, the very 
few losses, his stance against going into 
the army to fight in the Vietnam War, his 
affirmations, and most importantly his 

confidence. Here you’ll get to witness 
some of the artefacts that Ali owned and 
achieved that would otherwise not be 
available if it had not been for this exhibi-
tion of his life. These include Ali’s boxing 
gloves, the robe he worn to matches, and 
images of his triumph at the 1960 Olym-
pics held in Rome, Italy where he won 
a gold medal for his first major fight. It 
is fascinating how much Ali has achieved 
throughout his career, including winning 
100 fights with only five losses. 

In 1958, Ali won six Kentucky Golden 
Gloves titles, two National Golden 
Gloves titles and an amateur Athletic 
Union National title, as well as Chicago 
Golden Gloves Tournament of Champi-
ons Light Heavyweight Quarter-Finalist. 
In 1959, he became the Chicago Golden 
Gloves Tournament of Champions Light 
Heavyweight Champion, Intercity Golden 
Gloves Light Heavyweight Champion, 
National AAU Light Heavyweight Cham-
pion, and U.S. Pan American Games Trials 
Finalist.  And in 1960, he upped his game 
to become the Chicago Golden Gloves 
Tournament of Champions Heavyweight 
Champion, Intercity Golden Gloves 
Heavyweight Champion, National AAU 
Light Heavyweight Champion, U.S. Olym-
pics Trials Light Heavyweight Champion, 
and Olympic Light Heavyweight Gold 
Medallist. Speaking about his gold medal, 
he said, “To make America the greatest 
is my goal, so I beat the Russian and I 
beat the Pole, and for the U.S.A won the 
medal of gold. The Greeks said, ‘You’re 
better than the Cassius of old.’”

Following the sad passing of the great 
Muhammad Ali on 3rd June 2016, we 

join the world in saluting a wonderful 
and honourable man who opened our 
eyes to recognise that we can all be ‘the 
greatest’ in whatever we aspire to do and 
achieve. Muhammad Ali believed he could 
do what some could not see he could do. 
He proved this in the fights that ‘shook 
the world’ against Sonny Liston and also 
George Foreman when the media were 
adamant that he could not beat these 
two men even when he declared that he 
could. From this, we should take away the 
fact that we can do the impossible when 
we allow that passion and desire inside 
us to reign in order to achieve what we 
set out to accomplish. Legendary Bra-
zilian football Pele said of Muhammad 
Ali’s passing: “the sporting universe has 
suffered a huge loss” while US President 
Barack Obama declared, “Muhammad Ali 
shook up the world. And the world is 
better for it.” We agree with these two 
moving comments and say, “Thank you 
Muhammad Ali for helping us all believe 
in the impossible.”

The Muhammad Ali: I Am The Greatest 
exhibition will be showing at the O2 
in North Greenwich until 31st August 
2016.

The O2 Arena, Peninsula Square, 
London SE10 0DX  
Tel: 020 8463 2000

www.aliattheo2.com
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T
here are a few things in 
fashion that are as time-
lessly classic and chic as a 
well-starched, white but-
ton-down shirt. It’s true. Ask 

anyone, man or woman, what they think 
composes a traditionally classic look 
and I almost guarantee each will say it 
includes a crisp, white button-down shirt. 
That being said, one may ponder how 
this mega-fashion staple could ever be 
altered or improved. Well, dear readers, 
designer Indra Kaffemanaite has taken 
it upon herself to do just that with her 
line of beautifully tailored and whimsically 
designed white shirts entitled ‘Balossa’. 

Balossa is the feminine singular form of 
the Italian-Swiss word ‘balosso’ which 
means foolish, stupid or harebrained. 
Now I highly doubt Kaffemanaite thinks 

her brand is harebrained or foolish, but 
perhaps she wanted to use it as a play on 
words or a way to express that fashion 
shouldn’t be taken so seriously. I hope 
it’s the latter, as her collection is some-
thing to admire, to covet, and to want 
to hang in your wardrobe as your other 
go-to white shirt. I know when I first saw 
her pieces hanging at the PURE London 
event, I was actually looking over the 
railing of the first floor event space at 
the expansive forest of clothing stalls 
below and hers was the one that stood 
out. Her gorgeous white shirts were 
shown like a bright beacon in a sea of 
black murky water, calling me home to 
the safety shore, the shore of exquisite 
taste and high-end style. 

Inspired by one of Yves Saint Laurent’s 
most famous quotes, “I have often said 

that I wish I had invented blue jeans: 
the most spectacular, the most practical, 
the most relaxed and nonchalant. They 
have expression, modesty, sex appeal, 
simplicity – all I hope for in my clothes,” 
Kaffemanaite took the white shirt as her 
‘jean’ muse, as something to transform 
and share with masses. “I would say the 
same for the white shirt - the most prac-
tical, easy, sexy, spectacular and relaxed 
cloth. Brilliant piece of clothing that 
has been re-done and brought back in 
many concepts but has never given up 
to amaze me.” 

As a brand, one of Balossa’s main aspi-
rations is trying to do just that, it wants 
to reinvent, bring to life and twist a little 
basic piece that already has everything. 
This reinvention, however, always includes 
simplicity, comfort, originality, elegance, 
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Dawn Hunt discovers how 
Lithuanian designer Indra 
Kaffemanaite took the classic white 
button-down shirt and made it into 
something really special.
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and of course, trend! Kaffemanaite has 
taken the simple design and pattern of 
a classic white shirt and embellished it, 
adding details, flirting with changing form 
and exaggerating various areas of volume, 
shifting lofty thoughts into actual shapes 
resulting in the ultimate new cloth. This 
final product is consequently something 
altogether new, a new and contemporary 
white shirt that fits modern women in 
a completely new way. “Give them new 
expression and allow them to exper-
iment with the classics. Many great 
designers have reinvented the white shirt 
and we are following in our own fashion. 
Strongly believing that a timeless piece 
can never be boring. Simply gorgeous in 
all shapes and forms.”
 
Born and bred in Lithuania during the 
years of Soviet Union, Kaffemanaite was 

able to use the reign of communism to 
spark and inspire her desire to become 
a fashion designer. The lack of diversity, 
let alone scarcity of clothing available, 
spurred this talented woman, who at 17 
already knew she wanted to become a 
dressmaker. She would wait anxiously for 
her father to bring her the next ‘Burda’ 
magazine from his travels in Western 
Germany so she could study the 
clothes, copying their trending patterns 
and making them into her own fashion 
pieces. Her natural talent was further 
enhanced and developed by this, and she 
soon began making clothes for Russian 
clients. By the time she turned twenty, 
Kaffemanaite was already turning a profit. 
Soon after, she realised she wanted to 
pursue this as a true career, one in which 
would allow her a different kind of life 
outside of the Soviet Union. Seeking 

out a new beginning, she moved to Italy 
and after travelling for a few years and 
taking on various ventures, she enrolled 
at Carlo Secoli in Milan in 2005, one of 
the world’s leading fashion schools for 
pattern making.  After her time here, she 
gained experience working for big fashion 
names like Iceberg, Maurizio Peccoraro, 
Giambattista Valli and many others. This 
invaluable experience was just the icing 
on the cake for this naturally talented 
designer and exactly what she needed 
to prompt her into launching her own 
line, Balossa, in 2014. 

Two years later, Balossa is still growing 
and ever evolving as a go-to brand for 
the unexpected high-end luxury white 
shirt company. Each shirt exhibits Kaffe-
manaite’s brilliant talent at manipulating 
fine Italian cotton fabric like origami 
paper. The way she has been able to 
fold and pleat the material is incredibly 
beautiful and results in pieces that look 
more like fine wearable 3D sculptures. 
But while these shirts are in the level of 
genuine pieces of couture, this doesn’t 
mean they wouldn’t look just as amazing 
paired with an elaborate satin ball gown 
skirt as they would with a pair of vintage 
Levi’s. As such, her third collection has 
launched with the presentation of her 
FW16-17 line-up, which contains over 
12 various takes on the classic Blanc top. 
When I saw look number eight on her 
website’s look book for this collection, 
my jaw dropped! Not only is this col-
lection strong, feisty and full of moxie, 
it’s also effortlessly elegant.  Any woman, 
no matter her shape will look amazing in 
any of these stellar pieces.  Again, look 
number eight alone is such an undenia-
bly sexy, edgy backless little number that 
it will have no choice but to be mine, 
oh yes, it will be mine! Be sure to check 
out her website for store locations and 
online e-shop to score one of your own! 

Overall, there are certain pieces of cloth-
ing that each and every wardrobe must 
contain in order to call itself complete, 
and one of those key pieces has to be 
the classic, white button-down shirt. But 
whether or not you consider yourself to 
be a staunch traditionalist or a brazen 
fashion daredevil, don’t be afraid to shake 
things up with one of fashion’s constants 
by adding a little pomp and circumstance 
to this style heavy-hitter. 

www.balossashirt.com

A REINVENTED CLASSIC

SHIRT
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“For me, lingerie is more than a daily necessity. I 
believe that the skillful development of high-end 
lingerie, even if it cannot always be seen on the 

outside, can have an enormous impact on the wearer’s 
wellbeing, outer demeanour and personal aura.”

– Céline Marie
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Designer Profile

Jada Brookes discovers the design and ethical ideas 
behind Céline Marie’s lingerie collections.

A
s a designer who is passion-
ate about creating lingerie 
that caters for women’s 
wellbeing, outer demeanour 
and personal aura, Céline 

Marie’s dedication is clearly seen in her 
work. It was when she was a young child 
that she discovered her creative flair and 
began expressing this through different 
mediums such as drawings, paintings, and 
arts and crafts. Eventually her medium of 
self-expression developed into the fabrics 
and clothes she used and designed. 

Arriving in London after her graduation 
back home in Germany, Céline Marie 
started a BA (Hons) Fashion Contour 
course at the London College of Fashion. 
Before this, she previously had no profes-
sional education in fashion, having initially 
picked up techniques from her mother 
that enabled her to further develop her 
skills through trial and experimentation.

Not only has Céline Marie gained 
experience in clothes making, struc-
tured lingerie and corsetry, as well as 

undertaking an undergraduate course, 
but she has also worked closely with 
different designers such as Christian 
Cowan-Sanluis, eLai London and Olwen 
Bourke as a studio assist, creative pattern 
cutter or styling assist. She is also a free-
lance lingerie and costume designer 
under her own name where she creates 
made-to-measure pieces for special occa-
sions. It was from watching her mother 
sew cute dresses for her Barbies and 
herself that helped her decide what 
she wanted to do when she was older. 
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Speaking of her mother, Céline Marie 
says, “She had her very own style, very 
chic and inspired by her French roots. 
One day, I secretly started playing around 
with her sewing machine and I guess my 
passion for making and creating new 
clothes has evolved.” 

Throughout the years, Céline Marie con-
tinued making all sorts of garments and 
accessories, starting with leather hand-
bags and clutches which then evolved 
into more delicate dresses, blouses and 
skirts. However, there was something she 
had always wanted to do and that was, 
“to specialise within the industry as I’ve 
always had a passion for delicate fabrics, 
laces and the value of well-fitted lingerie.” 
When it comes to fashion, Céline Marie 
sees this as a very powerful tool that 
every individual person – subconsciously 
and consciously – uses on a day by day 
basis. “It is a form of self-expression and 
in my opinion, crucial in the process of 
creating oneself. Fashion enables us to 
make statements and design our very 
own identity, whether it is what we rep-
resent or want to represent. Therefore 
my aim is not just to create beautiful 
things for an idealised person or world 
but tell a story with each piece which 
reflects what lies beneath the obvious.”

Also seeing fashion as a way to create 
meaning and build awareness by being 
noticed and being seen, her aim as a 

lingerie designer is “not just to create 
beautiful garments but to challenge 
people to look beyond the actual piece 
and look at its journey.” This includes 
sustainability, upcycling and recycling, 
and creating awareness that are funda-
mental in her design ethos with an aim 
to evolve the concept of ethical fashion 
in the future within her designs. Having 
lived in London for the past four years, 
Céline Marie believes that the capital city 
has somewhat influenced her sense of 
style through the inspiration of cultural 
diversity and urban chic. “I love that the 
city is marked by this colourful mix of 
cultures, traditions and vibes. I especially 
enjoy going for a walk through Brick 
Lane in Shoreditch, east London where I 
currently live. To me it is a major hotspot 
for the most eccentric, unconventional 
and authentic street styles and independ-
ent designers and creatives. To me, this is 
the greatest inspirational source as it is 
100% real, authentic and unique.” 

As an independent designer, Céline Marie 
enjoys creating her own trends and inno-
vation of the current market with new 
ideas and techniques. “It is also an abso-
lute pleasure to work so closely together 
with other highly creative minds from 
different backgrounds such as photogra-
phers, stylists and artists. It is an endless 
source of inspiration for me and opens 
up different perspectives.” Through her 
absolute love of lace and layering which 
she described as “pretty much one of 
the basics of my daily wardrobe”, the 
designer told us that “delicate and high 
quality lace always adds a touch of femi-
ninity and the effect of layered materials 
gives the sort of depth to the design 
which in my opinion makes it a lot more 
interesting. I’d also say that I don’t nec-
essarily follow conventional trends such 
as harnesses but like to cut into different 
things and mix ideas.”

The first piece that Céline Marie believes 
she had ever created was little lace-up 
shoes for her cat in red velvet. In her 
current vocation as a designer, she 
explained that there are no generic 
number of rules and times to construct 
an individual piece of clothing as it always 
depends on the design such as its com-
plexity, fabric choice, size and fabrication. 
“A simple basic bra in a sample size can 
be made in two hours if the pattern 
pieces and fit have been made and 
approved previously and everything else 
is already prepared. On the other hand, 
I have also created an embroidered and 
beaded body which took approximately 

150 hours of pure making and sewing 
which does not even include the hours 
of fitting the pattern on the body.” 
Her biggest accomplishment in being a 
designer is “the appreciation and love 
that I get for what I do and the fact that 
other people actually identify my person-
ality within my designs.” 

She also counts support from her family 
and friends as well as other people as 
motivation in following the path that 
she is going. “To me, it is also exciting 
to be featured in magazines and edito-
rials. In fact, I found out about my first 
ever feature by pure accident as one of 
my friends was just browsing through 
some magazines online and spotted one 
of my designs in an editorial for Kaltblut 
Magazine. I also became one of the final-
ists of the Link Award and showed my 
collection on the catwalk in the Palais 
des Festivals in Cannes, France. My first 
ever runway show will always remain a 
memorable moment in my career as a 
designer.”

When making a quality article of cloth-
ing, craftsmanship, ethical approach and 
design story are the three key aspects 
that Céline Marie most values. Especially 
designing lingerie and intimate apparels, 
high quality materials and fabrics are very 
important as the garments are in contact 
with the skin at all times.  Also, as she 
explained, the finishing on the inside and 
outside of the garment is equally fun-
damental and determines market level 
and quality.  “Apart from fabrication, the 
ethical aspect also plays a major role to 
me as a garment can be beautifully made 
but environmentally harmful which in 
my opinion takes its beauty away.  And 
lastly, the story that the article tries to 
tell or convey brings it to perfection.” 
When it comes to preparing for a fashion 
shoot or show, her golden rule is always 
to have scissors and pins on her just 
in case. “I remember at one show, the 
models were so tiny that I had to take in 
one of the sample size bras down three 
sizes to make it look about right in the 
last minute. Other than that, all I need 
to function is a dedicated team and lots 
of coffee.”
 
Céline Marie admits that she is a huge fan 
of La Perla Atelier and their latest collec-
tions which have been a mix of intricate 
lingerie and seductive outerwear pieces. 
Besides their timeless and elegant yet 
feminine designs, the designer added 
that she was absolutely amazed by the 
flawlessness of their creations disguising 
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the complex and perfectly made 
garment construction. “I also get 
a lot of my inspiration from more 
conceptual designers, photogra-
phers or artists such as Dutch 
fashion designer Iris van Herpen 
whose signature is to combine 
traditional craftsmanship with 
innovative and futuristic tech-
niques and materials.

She counts Cara Delevingne 
as one of her favourite models 
because “she is absolutely authen-
tic and real and doesn’t create 
this kind of fake imagery around 
herself. One of the most beautiful 
women to me is Ashley Graham 
as she doesn’t only look gorgeous 
but actively encourages women 
to embrace their uniqueness and 
femininity, no matter what age or 
size they are.” The three pow-
erful women that this designer 
would love to dress one day are, 
“Beyoncé who represents pure 
female empowerment and passion; 
Lady Gaga for her extravagant and 
glamorous style; and icon Dita Von 
Teese who stands for timeless 
elegance and sophisticated sex 
appeal. I see these three women as 
a great inspiration source in terms 
of the values and role models they 
represent to me.” 

Whilst she likes sketching the 
design to start with to get some of 
her ideas down, generally Céline 
Marie has already made up the fin-
ished look in her head and goes 
straight into the making process. 
“However, throughout the con-
struction, the design will naturally 
adapt and grow.  Also, I find it very 
hard to design without having my 
actual fabrics that I will be using. 
The feel, the details of the lace and 
the way it drapes on the human 
form always inspired me and new 
ideas often spontaneously evolve 
from unconscious movement or 
even mistakes.” 

She also finds it fascinating to see 
how a garment evolves during the 
making process and develops from 
a raw design sketch into a finished 
elaborate piece. She added, “As I 
like to work the other way round, 
my designs mostly come straight 
from my head to the fabric as 
draping and feeling the flow of the 
actual material always inspires me 

to do things differently than how I would 
draw them out on paper. So keeping in 
mind that every piece has undergone 
an interesting journey and has its own 
story to tell at its final stage is something 
I appreciate a lot. And being able to suc-
cessfully translate and communicate an 
initial rather abstract idea into a physical 
creation is probably the greatest satis-
faction to me.”

Not much of a colour fan, Céline Marie 
tends to go for black as she loves mixing 
different densities and textures. However, 
saying that, she loves to add touches of 
red or gold for a more royal and pre-
cious appeal while settled shades of 
earthly pastels are her preferred alter-
natives to bright colours. Her favourite 
fabrics to work with are intricate lace 
especially Chantilly lace from Calais 
which she says is iconic for “its delicate 
‘eyelashes’ along the scalloped edge.” The 
reason being, “its feminine and delicate 
nature automatically gives each piece 
this connotation of elegance and sensu-
ality.  Apart from laces in general, I love 
working with sheer fabrics such as silk 
chiffon or silk georgette and the effect of 
layering and creating interesting textures 
by manipulation the surface. Embroidered 
appliqué motifs are a great combination 
as I love their intricate nature but con-
trasting outlines in combination with 
more delicate and plain fabrics.”

Although she has a clear vision of where 
she wants to be, there are some missing 
tools and knowledge that she needs to 
realise her potential to the fullest. “My 
main goal is perfection, therefore I want 
to further develop my skills and go a 
more conceptual route.  Also, I want to 
further research historic corsetry and 
combine traditional techniques with 
innovative and futuristic opportunities 
whilst contributing to the concept of 
ethically conscious fashion.” For aspiring 
fashion designers, Céline Marie would say 
to them, “From my own experience pure 
dedication is essential to be a success-
ful designer and the will to fully engage 
with a project. In my opinion, fashion is 
not just something you can easily do 
on the side. Especially as a young aspir-
ing designer, it is important to try and 
find one’s own niche and specialist area. 
Fashion is such a broad term which can 
head into so many different directions 
that personally, I think it is very impor-
tant to determine where your true 
passion lies.”

www.celine-marie.com
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4TH-6TH SEPTEMBER 2016 

AUTHENTIC, RETRO, PUNK, 60’S, BOLD, CREATIVE, VINTAGE, FORWARD-THINKING, 70’S, 
CURRENT, 50’S, PASTEL, GOTH, RAINBOW, METAL, FESTIVAL, DARK, GLITTER, ROCK, 
CONTEMPORARY, 90’S, GRUNGE, PIN-UP, RAVE, MOD, MERMAID… LONDONEDGE IS 
CULTURE, IT’S CLASSIC AND IT’S...NEVER BORING.

BUSINESS DESIGN CENTRE, UPPER STREET, 
ISLINGTON, LONDON, N1



A 
meeting place for life-
style, creative and cult 
retailers, brands and press 
LondonEdge will open on 
Sunday 4th September 2016 

at the Business Design Centre, Isling-
ton, London, N1 with a dynamic package 
of seminars and industry insights, daily 
runway shows and an unforgettable after-
show party alongside 220+ collections and 
many other extra-curricular activities. 

Since this platform presents 220+ interna-
tional and home-grown brands including 
the likes of Collectif, T.U.K, Hell Bunny, 
Grinders, Bettie Page, Syd and Mallory, 
Killstar and Manic Panic plus many more 
superb lifestyle collections, there is no 
doubt that this is the international hub of 
contemporary lifestyle fashion. 

This season promises not to disappoint 
with a daily schedule of seminars, fashion 
shows plus an eclectic squad of exhibitors 
and a guaranteed social media love-in 
when the blogging world shows it’s appre-
ciation of this lifestyle fashion mecca.

This season’s seminar programme draws 
from a fascinating range of subjects deliv-
ered by experts in their fields such as 
vintage fashion and style, body-modifica-
tion, the history of New York punk, fashion 
and social media and more. The schedule 
will follow shortly with more details.

And who can forget the legendary after 
show party? This season held at the iconic 
Islington Metal Works it goes without 
saying that the LondonEdge crew know 
how to party. Over 500 of our uber-cool 
elite are expected to descend upon this off 
the wall venue and, with a complimentary 
bar on arrival, are guaranteed a rocking, 
Londonedge Sunday! 

A buzzing show makes for happy attend-
ees. Here’s what some of the special brand 
of crème de la crème had to say about last 

season’s LondonEdge:

“London Edge gave my brand the oppor-
tunity to welcome new buyers from the 
UK and Europe and it also gave me the 

exposure to be approached by many other 
stockists prior to the event through the 

marketing opportunities offered by London 
Edge.” Love ur Look London, 2016

“Exhibiting at London Edge has been very 
positive for my company … it gave me the 
opportunity to make new contacts, generate 
sales and increase our stockists both interna-

tionally and here in the UK.” Zoe Vine

“Brands at … London Edge praised a 
good turnout of international buyers at the 

autumn 16 edition” Drapers Magazine

“It has been a great show for us and we 
have opened new accounts. We see more 
international buyers here than UK buyers, 
mostly independents and e-tailers.” 20th 

Century Clothiers showing House of Foxy & 
Pretty Retro. 

 “Our stand has been busy. We have seen 
customers from France, Denmark, Sweden 

and Belgium.” Collectif

“London Edge continues to be the best show 
we visit.” So High Soho

“London Edge is the place we go to meet 
and collaborate with designers and suppliers 
in the alternative fashion world.  A vital date 

in our business calendar.” - Brief Lives

“Hello wonderful EDGE!” … Muddy Stilettos 
- Herts

Visit WWW.LONDONEDGE.COM to find hotel and transport information + 
opening hours etc. Show events information will be posted on our social media 

channels plus our website so keep them peeled. 

Visit WWW.LONDONEDGE.COM + REGISTER to receive your 
E-Badge for free entry to the show.

Contact Swat our Buyer Experience Manager: SWAT@LONDONEDGE.COM / 
+44 (0) 1162 898 249

NEVER BORING!

http://www.londonedge.com/
http://www.londonedge.com/
mailto:swat@londonedge.com
http://accounts.we/
http://busy.we/
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Photography: Tony Wellington
Fashion Stylist: Dawn Hunt
Designer:  Ana Ljubinkovic

Model: Sigita - First Model Management
Make–Up Artist: Giovanna Zac

Hair Stylist: Michael Giagkoulli & Jamie Thorne - Stonehills

Shot on location at Sway Bar
61-65 Great Queen St, London WC2B 5BZ

Dawn Hunt admires Ana Ljubinkovic’s SS16 collection of 
contradictions which has her smiling from ear to ear.

C
ontradictions are the 
name of the game in the 
fashion world. Everything 
from mixing prints and 
textures, genres of style, 

even eras of time are all fair plays for 
creating (and winning) in the ‘what’s in, 
what’s out’ game of the industry. Many 
fashion designers draw inspiration from 
this blending of contrasts to create what 
they hope are statement-making, inno-
vative and above all, that what will be 
hailed as the most-exclusive line that 
season therefore driving the masses 

into a buying frenzy. Sadly, however, 
these many attempts at generating the 
truly one-of-a-kind can unfortunately 
lead some to produce pretty unusual, 
bizarre and not so attractive combos 
which ultimately result in their runway 
debuts being more like their walks of 
shame down the plank, only to jump 
ship before anyone gives them a second 
thought. But what happens when the 
stars align and a collection emerges from 
the mixed monotony of those seeking 
to set trends and those following the 
tired regurgitated ‘safe’ looks? I’ll tell 

you: something extraordinary occurs. 
Like a mythical phoenix emerging from 
last year’s tired and boring wardrobes, 
there’s suddenly something unexpected, 
vibrant and exciting to wear that is sure 
to turn heads. And really, isn’t that the 
whole point of fashion? To turn heads? 
And that’s exactly what happened when I 
saw Ana Ljubinkovic’s SS16 collection. My 
head not only turned, it bobbed up and 
down like a bobble-head on a dashboard 
rolling over cobblestones.
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L
jubinkovic is known for her coquettish 
jabs at creating lines of contradicting 
styles. Her SS16 collection entitled 
‘NEFELIBATA’ (Portuguese for ‘a cloud 
walker’) which means one who lives in 

the cloud of their own imagination or dreams;  
or one who does not abide by the precepts of 
society, literature, or art; or even ‘an unconven-
tional, unorthodox person’ explains this season’s 

line perfectly. Sweet and dreamy, dewy even, but 
with a hint of something real just on the horizon, 
much like the way one might view a sunrise, all 
wispy and full of wonder until the light becomes 
solid and bears down on the real world below. 
The line’s colour palette captures this theme of 
clouds/dreams in the use of pale pastels, various 
shades of blue and hints of metallic. 
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T
he collection as a whole, however, not only takes fashion’s traditional poke 
at mixing styles, but Ljubinkovic’s use of inconsistencies to a new level of 
wearable art. The entire line is literally a massive suite of contradictions. 
Crafty, folkloric style meets futuristic alien-chic; urban-wear meets vintage 
classic; bold and borderline garish meets sweet and subdued elegance. Yes, 

I’d seen similar embroidered pastel, floral and metallic couture pieces before, but never 
quite presented in this manner. It was like seeing a very stylish warrior fairy tale princess 
get ready to take on the eccentric streets of a Mad Hatters’ Manhattan. 
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A
s I watched the pieces walked by for the first time at 
Fashion Scout’s Belgrade Fashion Showcase for Lon-
don’s SS16, I remember, I couldn’t keep from smiling. 
Her pieces were something new, yet oddly familiar. 
Designs and silhouettes rooted in the past but also 

utterly current and modern. What took this Fashion Editor’s breath 
away, however, was the incredible needlepoint embroidery and bead-
work in a variety of sizes, which Ana did all by hand. Her daring 
sculptural hour glass silhouettes - some of which featured cadged 
panniers and exaggerated, puffy shoulders - cute onesie-suits, embel-
lished blazers, cropped tops and cigarette pants all created the 
perfect backdrops for featuring everything from bold floral patterns 
and vintage scenes like those seen in an English toile to a large 
windmill, sweet kitty cat and even a stately stag.  To compliment the 
clothes, Ljubinkovic chose to style her models in a line-up of girls 
with slicked back hair and wild gold glitter-covered faces, or with 
small porcelain figurines of cats, dogs, rabbits, birds and cherubs 
carefully affixed to sparkly top-knotted hair.  Taking her accessories 
which bordered on the quirky and whimsical side one step further, 
she complimented her clothes with a series of box purses, fun and 
flirty tasselled shoes and metallic wrist and ankle cuffs in gold and 
silver, as well as cut-out metallic thigh and shin guards. 

“The effect of Ana Ljubinkovic’s SS16 collection is close to couture, 
but the designer intends for her pieces to be worn every day (urban 
couture).” In all honesty, the looks really are on the couture side, 
which is a wonderful thing to see! True, these pieces are not for 
the fashionably timid, but rather, for those with daring street style 
and over-the-top tastes. I, for one, would love to imagine wearing 
any of her ensembles to a fanciful garden tea party or epic outdoor 
wedding in the English countryside, because, well, her designs make 
me happy.  Altogether, seeing her beautiful interpretations of a cloud 
walker made a reality, makes me want to prolong that time between 
sleeping and waking for as long as possible if it means wearing one 
of these daring pieces of art. 

And I believe that’s what Ljubinkovic’s collection inspires to do, 
to bring the whimsy back to the bored masses. The line takes the 
mundane and makes it pop. Bam! Like a triple shot of espresso, 
it rejuvenates the blah of everyday fashion and reintroduces the 
glaring fact that fashion and style should be fun, free and above all, 
turn heads in the best possible way.

www.ana-ljubinkovic.com
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PAOLA BALZANO

Photography: Tony Wellington
Fashion Stylist: Dawn Hunt

Model: Maria & Sigita @ First Model Management
Make–Up Artist: Giovanna Zac

Hair Stylist: Michael Giagkoulli & Jamie Thorne - Stonehills

Shot on location at Sway Bar
61-65 Great Queen St, London WC2B 5BZ

Cotton Linen Jacket with Silk Palazzo Trousers

COUTURE
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Model Sigita: Velvet and Wool Structured Jacket with 
Long Green Print Shirt and Satin Structured Skirt
Model Maria: Clessidra Sleeves Dress in Nude and Flock
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Fashion Designer www.paolabalzano.com
Hair Stylist   www.stonehillshair.co.uk

https://www.youtube.com/watch?v=FU1mCiU64aI#t=44

bitefashion

http://www.paolabalzano.com/
http://www.stonehillshair.co.uk/
https://www.youtube.com/watch?v=FU1mCiU64aI#t


Dawn Hunt introduces us to 
Belgium brand CATHs’ exquisite 
and eye-catching jewellery 
that is as organic as they come.
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W
hen one thinks 
of all-natural or 
‘organic’ accesso-
ries, what usually 
springs to mind are 

floppy woven beanies made from hemp 
or long ropes of odd and roughly cut 
beads gently swaying from the necks 
and limbs of bohemians… not necessar-
ily high-end or luxury. However, if one 
side-steps that initial crunchy granola 
stereotype of what ‘all natural’ gener-
ally entails, one begins to realise that 
most jewellery is of course, all-organic. 
Semi-precious and precious stones, fine 
pure metals, shells, pearls, horn, bone 
and wood, all these natural materials are 
created and hewn by the expert hands of 
Mother Nature. The lingering question, 
however, is how are we mere mortals 
meant to capture these obvious and vis-
ceral substances in such a way to adorn 
our own beautiful bodies? This is the 
quandary that Belgium designer, Cathe-
rine De Groote has taken upon herself 
to answer. 

Established in 2006, De Groote began 
crafting pieces of jewellery for her pri-
vately owned accessories company, 
CATHs, in her Ghent atelier in Belgium. 
Since its introduction, the company 
has since quickly grown and acquired 
a mass following of devoted fans who 
appreciate and admire her exclusive, 
unique and diverse creations. As such, 
De Groote has yet to falter on retain-
ing her extreme attention to quality and 
detail, making sure to always choose 
and work with only the finest all-natural 
materials so that each piece reflects her 
goal of remaining as pure as possible. By 
working with raw, natural materials like 
horn, bone and wood, she has been able 
to create pieces that reflect their own 
distinct characteristics in new ways. For 
example, her bone and horn bracelets 
and pendant necklaces are very simplis-
tic in style and design, simultaneously 
giving them the appearance of some-
thing both timeless and utterly modern. 
This dual action of many of her pieces 
speaks volumes about her expertise 
as a designer. “CATHs’ designs express 
personality and emotion by a blend of 
tribal and metropolitan aesthetic and 
the interesting mix of ethnic and urban 
culture.” De Groote has therefore been 
able to blend the all-natural with the ever 
evolving trends of style seamlessly - i.e. 
her pieces could have been worn by an 
African tribesman a thousand years ago 
or a modern fashion blogger from SoHo 
in New York. Her pieces can seamlessly 
fit into any lifestyle. 

That being said, De Groote’s designs 
logically show her belief in returning to 
basics in means of traditional artistry. 
Together with a partner, she has set up a 
workshop in India where she’s been able 
to work with several master craftsmen, 
each of whom has aided in contributing 
to CATHs goals of, “keeping alive the 
knowledge and the gifted skills of these 
talented people.” Each piece of carefully 
polished, coloured and bent jewellery is 
therefore created by hand, making each 
truly one of a kind and individual. By 
taking the time to be inspired by each 
of the item’s raw form, she is able “to 
elevate their natural beauty to a new 
level of sophistication.” Maison & Objet 
Paris describes CATHs wears as being,” 
[De Groote’s] designs are precise and 
distinctive, reflecting her passion for 
organic elements and natural materials. 
Her love for African jewellery, her travels 
and her readings influenced the colours 
and the style of her collections over 
the years. CATHS jewellery expresses 
personality and emotion by a blend of 
tribal and metropolitan aesthetics and 
the interesting mix of ethnic and urban 
culture. CATHS aims to design lasting 
treasures at affordable prices.”

It is this beyond-impressive attention to 
detail and the uniqueness of her designs 
that are what instantly drew me to her 
booth during a recent trip to the PURE 
London Event. I had been aimlessly stroll-
ing through the epic maze of the trade 

show, when I remember seeing her long 
pendant necklaces coquettishly glinting 
from their perched stand. I began to 
inquire about the gorgeous shapes and 
sizes of the pieces before being awe-
struck by the long tasselled pieces in a 
variety of vivid colours that were tucked 
around the display case. Each piece was 
perfect - not overly worked or terribly 
ornate, but rather elegantly simple in 
their simplicity. Much to my delight, this is 
exactly the kind of jewellery I collect as 
I’m a sucker for anything one-of-a-kind, 
handmade and most importantly, different 
and well made.

CATHs collections feature something dif-
ferent in a market that is sadly saturated 
by quick-fashions that are made even 
faster and in mass quantities. Bespoke 
and custom-made are a far reach for 
many due to their high price tags, but 
CATHs pieces are surprisingly affordable, 
which makes them even more perfect. 
CATHs is a line with passion, to respect 
and honour nature’s bounty by creat-
ing something true diamonds from the 
rough. These unique pieces are meant 
to be seen and worn with everything 
from casualwear to evening dress; their 
versatility, like their designs, is just that 
seamless. This distinctive ability is what 
truly makes this the perfect designer 
brand to not only follow but collect each 
and every piece. 

www.cathsbelgium.com
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Twigs
While the media focuses on her relationship with actor Robert 
Pattinson, singer FKA Twigs ensures she captures the masses through 
her music and performance. Samantha Morgan finds more about 
the former back-up dancer that has her audience in awe. 

Good to Love

bitemusicceleb
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F
KA Twigs may be more famously 
known as the fiancée of actor Robert 
Pattinson than for her music but 
apparently that is about to change. 
According to rumours, the Twilight 

actor is hesitant about his relationship with 
the singer and is considering calling off their 
more-than-a-year engagement. The reason 
– he’s missing ex-girlfriend Kristen Stewart 
despite the fact she cheated on him with film 
director Rupert Sanders. The pair recently 
crossed paths at the 2016 Met Gala in New 
York which apparently reignited feelings they 
once had for each other. The 26-year-old 

actress allegedly realised during the reunion 
that she still has a deep connection with 
Pattinson and this was the reason she broke 
up with French singer SoKo. But a recent 
report from Gossip Cop dismissed the claims 
and said that Pattinson and FKA Twigs remain 
happily engaged to each other while Stewart 
has been spotted with friend (and former 
rumoured ex-girlfriend) Alicia Cargile. 

It all got blown out of proportion when 
Celeb Dirty Laundry misinterpreted an inter-
view that the actor gave to Numero Homme 
magazine. In it , Robert Pattinson spoke 
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primarily about his career and public 
image but did not mention anything 
about his fiancée throughout. Celeb 
Dirty Laundry decided this meant that 
Pattinson was not ready for marriage 
with the singer and speculated in an 
article saying that, “Pattinson conveyed 
a blasé reaction when asked about his 
love interests and relationship with FKA 
Twigs. Stating that he is ‘working with 
whoever interests me.” Clearly, he was 
speaking about his career and how he 
chooses film projects and not about his 
fiancée but the controversial webloid 
decided to twist it round to relate to 
the singer instead. They even claimed 
that FKA Twigs wants an open mar-
riage with the actor when she ranted 
about her “love never running out”. The 
webloid reported that the singer took 
to Instagram and posted a photo of a 
human heart with the caption, “the love 
I have comes with a certificate saying it 
will never ever bleed dry so I can act 
wild and run fast with it.” 

What they failed to mentioned was what 
the whole message said, which spoke 
about her love for just anyone on planet 
Earth including the ‘woman at the bus 
stop, the boy who just walked past her’ 

and even her enemies. In our books, 
taking a small portion of a message 
rather than the whole thing and then 
twisting it around to what you want it to 
mean does not win any brownie points 
and so it is no wonder that the web-
loid’s credibility is not sound. Despite 
the hot couple coming face-to-face with 
Pattinson’s ex-girlfriend at the Met Ball 
this year, there were thankfully no ani-
mosity and Stewart is said to be happy 
for them. The actress is reported to 
have said that she thinks FKA Twigs 
(real name Tahliah Debrett Barnett) 
is good for Pattinson and even hugged 
them both. Of course, there were some 
people speculating what must have been 
going through the singer’s mind when 
the former lovers first saw each other 
and embraced. 

Along with her angelic, almost-porcelain 
doll features, FKA Twigs’ sense of fash-
ion-forward style is always something to 
look forward to. Known for her artis-
tic and daring streak in her avant-garde 
stage shows, the singer looks amazingly 
mind-blowing every time she steps out. 
For example, at the Met Ball she wore a 
custom-made Versace bondage-themed 
nude gown with crossover design on the 

décolletage which complimented her 
skin tone, along with a face chain. Her 
neckline may have been low-cut and the 
backless design showed off her intricate 
back piece tattoo but she was still able 
to retain her modesty while showing 
plenty of skin. Last year at the MOBOS 
Awards, she opted for a wide-leg Jitrois 
leather trousers and lace-up body suit; 
for her performance at Osheaga music 
festival, she showed off her outlandish 
style with a bralet, silk pants and open 
shirt; at Parklife 2015, her sexy abs were 
the focal point in a slashed white bod-
ysuit and distressed denim; while the 
2015 BRITs Awards saw the singer step 
out in a black geometric cut-out bodice 
and trousers with a monochrome sheer 
skirt over it. 

A diverse singer, FKA Twigs’ perfor-
mances are nothing short of artistic 
and intriguing so there is always new 
expectation. At an exclusive MAC Cos-
metics party in celebration of London 
Fashion Week last year, the singer per-
formed in a fishnet bodysuit with a black 
bralet along with a billowing orange 
rose print silk skirt and chunking black 
leather boots. Putting on a racy show, 
FKA Twigs treated guests to a series of 
raunchy dance moves during a perfor-
mance of some of her alternative tracks. 
With each improved performance, the 
singer has recently been seen rocking 
some boisterous moves with her body 
twisting and moving to the unkempt 
rhythms of her songs. Her falsetto voice 
is the basis of her latest songs with its 
hypnotic tone holding the audience in 
awe and wonder. A fan of geometric 
designs, FKA Twigs’ most distinguished 
markings to date was the temporary 
tattoo on her back at the Met Ball. 
The artistic design drawn by celebrity 
make-up artist Anastasia Durasova using 
TEMPTU is based on ‘mental geometry’ 
and inspired by ‘protection’. 

Her original stage name ‘Twigs’ 
derived from the way her joints crack 
but she soon had to change this as 
another artist called ‘the Twigs’ com-
plained about her use of the name. A 
former back-up dancer, FKA Twigs has 
appeared in music videos by artists such 
as Kylie Minogue, Plan B, Ed Sheeran, 
Taio Cruz, Dionne Bromfield and Jessie 
J. She was one of the dancers in Jessie 
J’s 2010 video for ‘Do It Like A Dude’ 
and 2011 video for ‘Price Tag’ as well 
as Dionne Broomfield’s ‘Yea Right’ and 
was also in a two-minute BBC comedy 
sketch titled Beyoncé Wants Groceries 
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in 2011. Following her debut on the 
cover of i-D magazine in August 2012, 
the singer released her first EP simply 
entitled EP1 (also known as ‘Twigs’) on 
Bandcamp in December 2012. This was 
followed up by the release of a video for 
her first single ‘Water Me’ on YouTube 
in August 2013. She was then profiled 
by The Guardian for their ‘New Band of 
the Day’ feature in which they described 
her as “the UK’s best example to date 
of ethereal, twisted R&B.” 

Her second EP entitled EP2 was released 
through the Young Turks record label in 
September 2013. The singer was then 
nominated for the BBC’s Sound of 
2014 prize and was chosen by Spotify 
for the Spotlight on 2014 list as well 
as featured on Billboard’s 14 Artists to 
Watch in 2014. She appeared on the 
cover of another magazine, The Fader 
in April 2014, for their 91st issue and 
furthered her talents by directing, pro-
ducing and starring in the music video 
for ‘Ouch Ouch’ by rapper Lucki Eck$. 
Her debut album LP1 received positive 
review from Time magazine which said 
FKA Twigs has “made that transition to 
one of the most compelling and complex 
acts in R&B.” Her EP Melissa (name after 
her ‘personal female energy’) stylised 
as M3LL155X was released last year 
in August and featured pregnancy, sex 
dolls, vogueing and fashion designer Rick 
Owens’ wife and muse Michele Lamy. 
Earlier this year, FKA Twigs’ new song 

and music video for ‘Good to Love’ was 
released and had premiered the previ-
ous year in July at Soundtrack 7, during 
her seven-day residency at Manchester 
International Festival. She then per-
formed the song on The Tonight Show 
Starring Jimmy Fallon on 24th February. 

An artist whose music has been 

described as “a patchwork of diso-
rientating clicks and ticks underpins 
Barnett’s whispery vocals” and called 
“distinctive in a way that rises above 
her influences”, FKA Twigs is succeed-
ing in ensuring she is seen as more than 
Robert Pattinson’s fiancée. 

www.fkatwi.gs

https://youtu.be/8Tq0HzgDcNc
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Dayle Best speaks to singer-songwriter Ethan Ash about his music, 
influences and new album The Road Home.

Ethanash

A
s Cambridge based singer-songwriter 
Ethan Ash takes centre stage before 
a powerful chorus, he injects the cut 
with real impetus.  A big country 
infused guitar line adds a tangible 

intensity to the track of tracks that makes The 
Road Home an album to be listened to. With an 
ever increasing popularity within the live set 
circuit, Ethan Ash has had festival appearances at 
Latitude, Bestival and Secret Garden Party. He has 
supported some of the biggest names in the world 
of pop in the last few years, opening the stage 
for artists such as Ed Sheeran, Passenger, Seth 
Lakeman and Nick Harper.

Speaking about his instrument of choice, Ethan 
said, “Guitar was pretty immediate for me, in 
learning how to play it. I had a feel for music which 
my parents noticed very early on as a child. So I 
naturally gravitated to it. I never really wanted to 
do anything else. Sometimes I find myself looking 
at people. I mean, I could never really work in 
an office and I’d probably get fired. For me doing 
music gives me a release, sure there’s the financial 
side of things on keeping it together, but creating 
in the studio and hearing it come together, it’s a 
great feeling in getting that flow. Even still, in the 
same context of writing songs or playing gigs and 
working with your audience, it’s so satisfying”

Bite Magazine: So was 
guitar your first choice of 
instrument?

Ethan Ash: Apart from my family, my 
guitar has been the main thing in my life. 
I pick it up every day; I’ve got numer-
ous different guitars. I learnt the guitar; I 
didn’t just pick it up and play somebody 
else’s songs. I know how this instrument 
works, being committed to study. I know 
my genres, so coming into song writing 
with the last couple, I classed myself as 
a guitarist/songwriter and decided to do 

just that. Then there’s the acoustic and 
electric guitar scenario as some songs 
definitely suit one more than the other.

Bite Magazine: Touching 
on song writing, is it 
reflective of your ability 
to tell a story? 

Ethan Ash: Personally, there’s a lot of 
truth in that, but I can quite easily try 
and step into someone else’s shoes and 
try and tell theirs, and I have. I remember 
a song by Paul Simon called ‘Wristband’ 

about a guy in a band that got locked 
out of the venue he was playing at and 
was refused entry as he didn’t have his 
wristband. Now that isn’t necessary his 
experience, but it makes a song of inter-
est and people can relate to it.  A friend 
of mine told me about a road trip that he 
took with his girlfriend across America, 
which sounded like a great topic to 
write a song about, so I did. I looked at 
their road maps, photos and literally put 
myself in the picture and just brought it 
together. Once it’s coming from the right 
place you could write about anything.



Bite Magazine: You’ve 
played at some of the 
big festivals including 
Latitude, Bestival, and 
Secret Garden Party, 
opening for artists like 
Ed Sheeran and Passenger. 
What advice would you give 
to new artists or bands 
wanting to get on the 
circuit?

Ethan Ash: It’s about forming relation-
ships, getting out there. Most of my big 
gigs have come about in that way. And 
this is by no means a reflection of myself, 
but standing out. And in that, I mean as 
in your craft, be the best you can. Sure 
you can incorporate some of what you 
like, but that spot has already been taken, 
just be you.

Festivals for me are very hit-and-miss. 
With Bestival I will do two sets, one 
would be really quiet and the other one 
packed, but still massively challenging. A 
small group might be just sheltering from 
the rain eating their chips and chatting. 
They haven’t come to see you because 
they don’t know you. So it’s all about 
getting them on your side, and hopefully 
they’ll dig you. You never know who that 
small group of individuals are, and I’ve 
had a few encounters like that. It turned 

out to be fruitful, you can’t beat expe-
rience. You never know who’s listening 
1500 or a group of four, it’s all relative. 

Bite Magazine: What more 
can we expect to see from 
Ethan Ash over the coming 
months?

Ethan Ash: Well, our first single came 
out in June along with our second in the 
same month, while the album release will 
be in July. I’m looking forward to touring 
in Canada in September, so unfortunately 
I won’t make Bestival this year. Inno-
cent Unplugged, playing that one which 
isn’t too far off. There’s my hometown 
of Cambridge, Reading and a few other 
spots in getting ready for the festivals, it’s 
going to be fun. 

Other standout tracks appearing on 
the album include ‘Long Drive Home’, 
‘Twenty’, ‘Smile Suits You’ and ‘Light a 
Candle’. Quality has seen Ash compared 
to hugely successful artists such as Jack 
Savoretti and Newton Faulkner. ‘Light a 
Candle’ was co-written with long-term 
collaborator Ed Sheeran and  Amy Wadge 
adding her skilled touch to the track. 
Other contributors on the album include 
Ciaran Jeremiah of The Feeling, who pro-
vided piano and organ on a number of 
the recorded tracks during production.  

Ethan Ash’s debut album, The Road Home 
is available to purchase now and features 
lead single ‘Going Home’.  

www.ethanashmusic.com
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https://youtu.be/Ax7PGkwM0ek

New Single Releases
bitenewmusic

From the playing of the violin at the 
beginning, to the enchanting piano 
notes, the musical tone of ‘Empathy’ 

grabs a firm hold of you. It emphasises 
the movement of the water in the 
music video and strangely enough pre-
pares you for a moment of relaxation. 
Then emerging artist Kelsey Lu’s semi-
soft but haunting voice chimes in to 
take you on another journey that would 
have you drifting along said waters in 
no time. A cross between FKA Twigs 
and Lana Del Ray (in my opinion), the 
multi-instrumentalist and singer doesn’t 
need to demand your attention to her 
voice, she simply captures it without 
effort. You just can’t help but listen as 
you decipher what she is singing about. 

The video is quite revealing but not in 
a provocative way; with a naked torso 
under water, presumably the singer’s, 
entangled in decorative pieces, it seem 
to have pieces of the skin flapping away 
at intervals as though it’s going to dete-
riorate any moment yet stays intact. 
This song would work well as one of 
the soundtrack music to an epic film, 
perhaps along the lines of something 
similar to Lord of the Rings or Kingdom 

of Heaven. Church, the name of her 
EP, derived from its unique recording 
process in which Lu recorded live in a 
single take and also played a very special 
show at the Holy Family Roman Catho-
lic Church in Greenpoint, Brooklyn in 
New York with only her cello, voice 
and loop pedal. She has opened for 
Florence + the Machine and Grimes 
on two nights at Brooklyn’s Barclays 
Centre, and played alongside Florence 
+ the Machine, Kendrick Lamar, Kamasi 
Washington and Jamie xx at London’s 
Hyde Park.

The singer who was born in Charlotte, 
North Carolina, left home at 18 to 
study cello. She now resides in New 
York and has collaborated with, and 
contributed to albums from many of her 
peers including Blood Orange, Kelela, 
Wet and Organized Noize. Kelsey Lu 
recently performed at Waiting Rooms 
in London and will be enchanting the 
crowd with her voice at The Trouba-
dour in Los Angeles, CA on 31st August. 

The EP is out now via True Panther 
Sounds and can be purchased on vinyl 
or through iTunes. 

Kelsey Lu
empathy

https://youtu.be/Ax7PGkwM0ek


Jada Brookes checks out some of the recently and soon-to-be released 
singles covering various genres of music and gives her opinion. 
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Standing motionless in the music 
video, you could find yourself staring 
at singer Kacy Hill for a very long 

time waiting for something to happen, if 
it was not for the flickering visuals that 
provide some movement. The singer’s 
voice is soft, soprano high and quite 
beautiful. I may be wrong, but to me, 
there is a slight twang of Far Eastern 
music in the background, a little subtle 

tendency that adds a little something to 
the music. The beat that cuts in after a 
while isn’t heavy at all, it’s just right for 
the tone of the song. The bright red 
building behind her matches her flamed 
red hair but it is the building that is the 
most prominent vision in the whole of 
the video. ‘Lion’ is a very calm song that 
is enjoyable and makes for a great easy 
listening track. Taken from her EP Bloo, 
the new track produced by Stuart Price 
and a follow-up to ‘Foreign Fields’ and 
‘Arm’s Length’ is available on G.O.O.D 
Music / Def Jam Recording.

Not just a thriving music artist, Kacy 
Hill was recently announced as the one 
of the new faces of Calvin Klein’s Fall 
2016 campaign alongside Frank Ocean, 
Kate Moss and Young Thug. She also pre-
miered her new single with Zane Lowe 
on Beats 1 who said, “Sounds amazing…
she’s going to have a very busy year…
look out for her.” The singer explained 
the story behind the track: “Lion is one 

of the most aggressive tracks off the 
album. It speaks shamelessly about my 
own tendency to shroud feelings of guilt 
in defensiveness.” The artwork for ‘Lion’ 
was shot by long-time collaborator Shae 
De Tar in her hometown of Phoenix, 
Arizona and focus on “romanticism in 
the American Dream and the nostalgia 
of growing up in the desert.”

Hill is currently on the road supporting 
artist-producer Jack Garratt. After suc-
cessful tours across the UK, USA and 
Ireland, the pair are now in Australia for 
intimate venue dates and Hill’s debut at 
renowned Australian festival, Splendour 
in the Grass. Their collaboration derived 
from the pair being matched in the 
studio by famed producer and Def Jam 
co-founder Rick Rubin, producing her 
last track ‘Foreign Fields’ as a result. The 
music video for the track was directed by 
legendary fashion photographer Rankin. 

www.kacyhill.com

KACY HILL

https://youtu.be/oXiy-eLeSaI
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In the opening scene to the video that 
sees a deal going down while dance-
hall, reggae and Latin singer Cruz Rock 

sings about a girl whom he has fallen for, 
I’m still trying to work out the connec-
tion between the two. Unless the girl is 
part of the deal-breakers’ elite and Cruz 
Rock is fooling around with her behind 
the bosses’ back but it is not really made 
clear. The video has some great imagery 

of high rise buildings and zooms into a 
window where the artist is sitting in a 
room dressed in a white shirt and printed 
trousers with glass in hand watching two 
girls attempting to look sexy on the bed. 
The song has a nice dancehall vibe that 
will definitely get you on the dancefloor 
or grooving around in your room but 
for me, the video falls down in places. 
The opening scene of the video remi-

niscent of a modern day 
mafia-type scenario with 
the exchange of money 
for goods would probably 
make for the start of a 
reasonably sound action-
packed film.

The artist whose real 
name is Frankie Alberto 
Garcia was born on the 
island of St. Croix, U.S. 
Virgin Islands. With a 
Trinidadian mother and a 
Puerto Rican father, Cruz 
Rock’s heritage is a deli-
cious mix of Trinidad & 
Tobago, San Juan, Puerto 
Rico and Viequez. Growing 
up, he had musical influ-
ences from all sides, his 
father Reynaldo Garcia 

was a member of a local salsa band, while 
his mother Reola Garcia, a woman of 
faith, was always singing gospel songs to 
him. His sister, Melissa also a great singer, 
set examples for him when she per-
formed at local events, while his brother 
Reynaldo Junior’s love for reggae helped 
him absorb the Jamaican culture and 
dialect. “My brother began listening to 
reggae music in the ‘90s and introduced it 
to me at an early age. Being that I looked 
up to him I drew closer to the reggae 
music.  I listened to Bob Marley, Shabba 
Ranks, Sizzla, Red Rat, Buju Banton and 
so many more legends in the Reggae 
industry.” 

Cruz Rock later became the number one 
Break Out Caribbean Artist in L3 Maga-
zine and was number one on the Tempo 
TV Cross Caribbean Countdown as well 
as winning the best Reggae Album in the 
Academia Music Awards with his latest 
album Soul Rebel. The artist is deemed 
one of the highly anticipated artists and 
producer to come out of the U.S. Virgin 
Islands. 

‘Lights Camera Action’ is out now on 
Iyatola Records and available on iTunes. 

www.cruzrock.com

https://youtu.be/ZrV14gxqxLc

Cruz Rock
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It’s not every day that a grime artist 
would grab my attention but somehow 
K Malcolm did. Perhaps it was his 

comical style of telling a story that made 
my ears perked up whereas with others, 
it’s just ‘pure noise’ to me. The title of his 
track is also interesting as he’s not trying 
to claim to be someone he’s not. Having 
grown up on Gloucester Grove Estate 
in south-east London, K Malcolm looked 
to people like Giggs, Asher D and Rio 
Ferdinand for inspiration who had gone 
on to achieve big things. He has always 
had a passion for music as well as playing 
football semi-professionally. Performing 
underground and/or dishing out mix-
tapes seems to be the norm these days 
in getting noticed and K Malcom is no 
exception. This has worked out for him 
as he achieved success with the white 
label track ‘Next Up’ and having the likes 
of Tinie Tempah featured on the remix 
means you’re getting somewhere. The 
artist has also worked with members of 
N Dubz which resulted in Tulisa using the 
track ‘Miss My London’ for her YouTube 
based photo shoot. 

‘Never Been A Badman’ has a nice 
musical opening that grabbed my atten-
tion immediately. It could have had a 
heavy rapping tone throughout but 
Malcolm comes in with a nice even tone. 

He gives a little narrative about what it 
was like living on a council estate when 
he was a young kid and aspired to be 
like the older guys who seemed to have 
everything – getting the girls and the 
latest trainers until one of his neighbours 
tells him ‘you can’t be like them.’ After 
asking the neighbour why he can’t be like 
them, he then launches into the title of 
his track whilst keeping the music nicely 
toned and pumping throughout, enough 
to get you on your feet and jamming 
along to the tune. I reckon it would do 

well in the clubs; no doubt the floor 
would fill up real quick when this track 
hits the deck, with clubbers bouncing 
into each other for lack of room. 

Unfortunately, at present K Malcolm only 
has an audio video for this track but you 
can listen to the track on SoundCloud 
HERE. In the meantime, check out 
his ‘One Take Freestyle’ video to get a 
flavour of this fast-rapping and emerging 
artist.

K MALCOLM

https://youtu.be/_-1VIBxEi6I 
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KANYE

The Life of Pablo

PROBABLY THE MOST UNPREDICTED ARTIST IN THE 
WORLD OF MUSIC, SAMANTHA MORGAN TRIES TO 
FIGURE OUT WHAT IS GOING ON WITH KANYE WEST. 

KANYE WEST
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W
hat can we say about 
rapper Kanye West? Well, 
we can say for certain that 
he has a way of ‘stepping 
on people’s toes’. At the 

2009 MTV Video Music Awards, the eccentric 
rapper took it upon himself to steal the lime-
light from singer Taylor Swift before she even 
had a chance to give her acceptance speech for 
winning the award for Best Female Video. He 
immediately rushed onto the stage, grabbed the 
microphone out of the startled singer’s hands 
and aired his objections: “I’m sorry, but Beyoncé 
had one of the best videos of all time!” refer-
ring to the danceable ‘Single Ladies’. Of course, 
the teenaged Swift who had won the award 
for her high school love song ‘You Belong With 
Me’ was very upset. She told People magazine, “I 
was standing onstage, and I was really excited 
because I’d just won the award, and then I was 
really excited because Kanye West was onstage. 

And then I wasn’t excited anymore after that.” 
Who can blame her after that disrespectable 
outburst?

It is no surprise that this is not the first time 
that West has made his displeasure at Award 
shows known. At the 2004 American Music 
Awards, he walked out after losing the Best 
New Artist title to country singer Gretchen 
Wilson and complained backstage that he 
was “the best new artist this year”. Two years 
later, he effectively threw his toys out of the 
pram when he crashed the stage of the 2006 
MTV Europe Music Awards and launched 
into a profanity-laced rant after losing in the 
Best Hip-Hop Artist category to Justice and 
Simian. The rapper complained that his ‘Touch 
the Sky’ video was better because it ‘cost a 
million dollars’ as well as the fact that actress 
Pamela Anderson was in it and he was jumping 
across canyons. Surprisingly, he later apologised 
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and blamed his outburst on enjoying ‘a 
little sippy sippy’ before the ceremony. 
It seems that the rapper just can’t take 
losing out to other talented artists. 

Another trait Kanye West has become 
famous for is his use of the caps-lock 
key. He often uses misspelled words, 
exclamation marks and unnecessary 
grandstanding to get attention and high-
light anything he finds that is not up to 
his level. The rapper often boasts about 
his accomplishments on his Kanyeuniver-
secity.com blog but in January 2009, he 
surprisingly took a different approach. 
“YOOO WHY WON’T YOU LET ME 

BE GREAT!!!” he complained in a ram-
bling, nonsensical blog post that appeared 
to be about his hacked MySpace and 
Gmail accounts. “PLEASE I BEG YOU, 
GIVE ME A BREAK!!! PLEEEEEEEEEEEEE
ASE!!!!!!!!!!!!!! LET ME BE GREAT!!!” He 
then decided to end his tirade by posting 
a picture of himself performing at one of 
President Obama’s Inaugural Balls with 
the caption, “LOOK HOW FRESH MY 
SUIT IS.” 

Perhaps, he should consider giving 
people a break by not keeping them 
waiting for hours on end. In 2008, West 
was nearly two hours behind schedule 

before he finally took the stage at the 
Tennessee Music Festival. It was nearly 
4:30 in the morning and Bonnaroo fans 
were not happy. The other performers 
highlighted their disgust at the rapper’s 
disregard for time with musician Robert 
Randolph leading his audience in an 
enthusiastic chant of ‘Kanye Sucks’ the 
following day. Kanye took to his blog to 
air his response: “I’m typing so f***ing 
hard I might break my f***ing MacBook 
Air!!!!!!!! Call me any name you want… 
BUT NEVER SAY I DIDN’T GIVE MY 
ALL!” He then went on to complain 
about the concert’s organisers not grasp-
ing the awesomeness of his performance. 
“WE WERE OBVIOUSLY DEALING 
WITH F***ING IDIOTS WHO DIDN’T 
REALLY HAVE THE CAPACITY TO 
REALLY PUT ON THIS SHOW PROP-
ERLY. THEY TRIED 2 GIVE ME A TIME 
SLOT WHERE IT WAS STILL LIGHT 
OUTSIDE… I HAVE A F***ING LIGHT 
SHOW DUMB A**….” Although West 
later apologised, it was not for making 
people stand around for hours but rather 
for not being able to give them the per-
formance that he wanted. 

West’s attempt at doing one better 
than John Lennon saw him not just liken 
himself to Jesus but also posing as him on 
the cover of a 2006 Rolling Stone issue in 
a crown of thorns. The story in the maga-
zine ran after the rapper won a Grammy 
award for ‘Jesus Walks’ in 2005. In it, West 
defended his healthy ego and said: “You 
want me to be great but you don’t ever 
want me to say I’m great?” Was he trying 
to steal Muhammad Ali’s famous speech, 
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“I am the greatest”? In early 2009, West 
collaborated with luxury fashion house 
Louis Vuitton and designed a high-top 
sneaker. While promoting the product, 
the rapper announced he was going to 
change his name to Martin Louis the King 
Jr. He never quite explained what exactly 
the inspirational civil-rights leader had to 
do with a line of brightly coloured foot-
wear but in the end the nickname didn’t 
stick. 

As we know by now, Kanye West doesn’t 
handle criticism well and even when it 
isn’t a critical remark, he still seems to 
have a problem. Entertainment Weekly 
writer Chris Wilson made the unex-
pected mistake of giving the rapper’s 
Glow in the Dark tour a respectable 
B+. West responded on his blog with, 
“What’s a B+ mean? I’m an extremist; it’s 
either pass or fail! A+ or F-! You know 
what, f*** you and the whole f***ing 
staff!” Wilson must have hit a raw nerve 
as West is famously known to have left 
school before producing his debut album 
The College Dropout and may have felt that 
he was deprived of a higher education 
for his grade-negotiation tactics. West 
went on to say that only a “very miser-
able person” could have written such a 
misguided review. 

The romance between Kanye West and 
Kim Kardashian was big page news and 
could not be avoided – it was every-
where.  Apparently it took nine years 
for the rapper to convince Kim to go 
from being friends to becoming his 
fiancée. West first met the socialite in 

2004 when she was married to Damon 
Thomas and said when he saw a photo 
of her showing off her toned legs next 
to then best friend Paris Hilton during 
a visit to Australia in 2006, his heart 
started to go ‘pitter-patter’ but nothing 
happened. It was when Kim’s infamous 
72 day marriage to Kris Humphries 
broke down in 2011, that West made 
his move on the Armenian beauty and 
in early 2012, they started dating. From 
news of her pregnancy with their first 
child North, to reports of Kim feeling 
lonely during her pregnancy while West 
was away concentrating on his music, to 
his elaborate marriage proposal and their 
lavish wedding in Italy, the story of West 
and Kardashian’s love for each other 
does not show any signs of slowing down 
despite rumours flying around. Let’s hope 
that they will remain together forever. 

Despite his erratic behaviour, we can’t 
argue that Kanye West has not given 
us good music. From his first single 
‘Through the Wire’ taken from the album 
The College Dropout which he wrote and 
recorded with his jaw wired shut after a 
car accident in 2002 to his latest offering 
The Life of Pablo, Kanye West has kept us 
well entertained. When asked how the 
accident changed his music, West said, 
“Well, the only thing this accident’s saying 
is, ‘I am about to hand you the world, 
just know at any given time I can take it 
away from you.’ To nearly lose your life, 
to nearly lose your mouth, your whole 
face, as a rapper… and I had to be on TV! 
My face looks crazy to me now… But I 
have to just thank God for the situation 

that I am in… ‘Through the Wire’ is the 
worst thing that could’ve possibly hap-
pened to me, and now it’s obviously the 
best thing. Look how it exploded!”

West’s seventh studio album The Life of 
Pablo which he described as the ‘greatest 
album of all time’ (and then later changed 
it to ‘one of the greatest albums’ out of 
respect for fellow rappers) took more 
than 18 months to come out. It had gone 
through a few name changes such as ‘So 
Help Me God’, ‘Swish’ and ‘Waves’ until 
he finally settled on the present name. 
Since its release in February this year, 
the album has received mainly positive 
reviews with The Rolling Stones’ Rob 
Sheffield dubbing it both a mess and mas-
terpiece: “this is a messy album that feels 
like it was made that way on purpose, 
after the laser-sharp intensity of Yeezus.” 
However, Ray Rahman of Entertainment 
Weekly took a different view and said The 
Life of Pablo is “an ambitious album that 
finds the rapper struggling to compact his 
many identities into one weird, uncom-
fortable, glorious whole… Like the man 
himself, the album is emotional, explosive, 
unpredictable and undeniably thrilling.” 
Through traditional album sales The Life 
of Pablo has not done remarkably well but 
streaming has pushed up the sales.

Kanye West is set to start the North 
American leg of The Life of Pablo tour in 
August 2016.

www.kanyewest.com
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https://www.youtube.com/watch?v=ab8Jpc5K6aQ

Cream Collective is an artistic community of 
musicians, artists, producers, DJs and like-minded 
creative individuals.

They promote creativity catalysed by our sole focus, 
music that matters. They are proud to represent the 
unique & undiscovered, utilising new media and the 
latest technology to shape a modern and effective 
platform for the artist.

The team are focused on contemporary approach for 
the future of evolving media, and their versatile array 
of artist are showcased through publishing, video, 
interactive media and live events. 

creamcollective.cc

soundcloud.com/creamcollective

LOUD

https://soundcloud.com/creamcollective
https://soundcloud.com/creamcollective
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Up-and-coming actress Andrea 
Vasiliou is one of those 
women that if you saw her 
on the street, you’d defi-
nitely notice her. Man or 

woman, you’d stop and stare because 
she’s that pretty. Model pretty in fact, as 
this 5’8” dark-haired beauty who relo-
cated to London from Devon in 2009, 
works as a model and actress. Currently 
signed with W Model Management 
and Byron’s Management, Vasiliou has 
appeared in several product commercials 
for the likes of Dove, Got2B, Samsung, 
BBC iPlayer, Lenovo Vibe X and Foot-
locker. Her print and online ad work 
includes:  Adidas, Visa, Virgin Active, Badge, 
Batoko, The Perfume Studio, Gymshark 
and LNDR. However, her modelling work 
aside, what Vasiliou is really becoming 
known for is her acting. This multi-tal-
ented young lady already has two major 
film jobs under her belt, not to mention 
two television shows and a series of indie 
pictures to be proud of. Can we say next 
break out star to watch? I think so.

Vasiliou was born in Cyprus, but moved 
to Devon where she attended Plymouth 
College. Later she earned a joint BA 
Honours Degree in French and Spanish 
at Royal Holloway University of London. 
“I always loved learning languages, so I 
studied French and German as part of my 
A Levels and then started Spanish from 
scratch for my degree; I thought this 
would be a useful skill for acting, too.” 
And come in handy it did as she speaks 
five languages fluently: French, Greek, 
German, Spanish and English. 

Her language studies aside, Vasiliou 
always knew that she wanted to act 
and be in front of the camera. “I started 
attending castings from the age of 14, 
when my mum would drive me four 
hours to London for a casting. Modelling 
and acting have always been my passion. 
Watching films and studying filmmakers 
of the new wave genre inspired me to 
get into film. In terms of modelling, I 
got inspired by the fashion industry by 
reading about new trends in magazines 
and I wanted to be a part of it. I have 

worked with some great photographers 
where I learned how to pose, what my 
niche is, and what brands are looking for. 
In modelling, it’s about celebrating the 
clothes, and making them look best in 
their full glory, making sure every detail 
on the piece is beautifully presented and 
sits well on the body.” Vasiliou also had 
the unconditional support of her family 
and friends. Unlike so many others who 
attempt to break into the industry with 
little to no encouragement backing them, 
those closest to Vasiliou never faltered 
in their backing her career choice. “My 
mother supported me by taking me to 
drama school on weekends and driving 
me to auditions, she really encouraged 
me to pursue whatever I loved doing.”

But no one really becomes a star over-
night, despite what YouTube, Instagram 
or even The Ellen Show may claim. It 
takes hard work, and more hard work 
to become successful in this business. You 
not only have to maintain a certain physi-
cal appearance for the roles you want to 
be cast in, you have to be able to perform 
to certain specifications, and if you can’t, 
well, as the saying goes, ‘fake it until you 
make it’. Vasiliou is well aware of this fact, 
and knows that winning in the acting 
game requires all of your heart and soul, 
not to mention your blood, sweat and 
tears. You have to give yourself over to 
whatever demands the role may require 
and not shirk the responsibility you owe 
to that character’s persona. In one of 
her latest roles for the American Inves-
tigation Discovery Channel’s docudrama 
programs, Obsession: Dark Series, Vasiliou 
had to prove she had the chutzpa to 
take on a challenging role. Playing Evimer 
for season 3’s episode 6, ‘Beauty in the 
Bronx’, Vasiliou had to portray a woman 
stalked, tormented and eventually shot 
by a controlling lover, who miraculously 
survived. 

“When I took on the role of Evimer for 
Obsession: Dark Desires, an American doc-
udrama, which tells the story of Evimer 
Duclerc, a woman who was a victim of 
domestic abuse and was shot twice by 
her boyfriend that was hard. Not only 
was this demanding psychologically, as 
she gets raped and shot in the drama 
series, but she also has a thick Lati-
no-Bronx accent. I love getting my teeth 
into a meaty part and this was definitely 
one of them. I watched her testimonial 
about her relationship with her abusive 
boyfriend, studied reports about when 
the news broke out. Looked into her 
hometown, where she lived, where she 
would hang out as well as perfecting her 
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Andrea Vasiliou
Dawn Hunt meets one of the Amazonians in the up-and-
coming Batman v Superman sequel and the new 
Wonder Woman film due out next year.
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accent. I even checked out her Instagram 
to get a feel for her personality. Then it 
was on to learning lines, preparing myself 
for the psychological traumas that she 
endured, how I could relate and visualise 
it to make it real and ‘in the moment’ 
still after the sixth take. It can demand a 
lot of your energy but it’s so invigorating 
when you’re on set and you have a whole 
team of people wanting you to shine.”

It’s interesting to see that while acting is 
so often depicted as super glamorous and 
easy, it’s actually quite taxing. “Sometimes 
you only get a few days to learn your 
lines before shooting, so I have become 
well practiced with learning lines. Training 
my body was a lot more of a lengthy and 
gruelling process as I had to gain muscle 
within a short amount of time, so it was 
a lot of heavy weight lifting (which I’d 
never done before!) and high intensity 
interval training.” And sometimes those 
high demands can actually put you in 
harm’s way. “I had to get a glass thrown 
at my face and have it shatter into pieces, 
which was quite nerve wracking! It was 
made of sugar glass so it shouldn’t have 
cut me, but I still managed to cut myself 
on it though!  I also got shot and had 
a squib explode out of my chest, which 
is basically a bag full of blood operated 
by someone via remote control and 
explodes with some force when the gun 
is fired.”

However, role preparation doesn’t end 
there. Actors learn that in order to 
avoid being pigeonholed; they must take 
on characters and projects that range 
from the pretty to the gruesome. From 
the first steps during auditioning to the 
final wrap call on set, you have to be ‘on’ 
and ready. You’d think this would be the 
hardest part of the acting process, con-
stantly having to be up for anything. But 
maybe that’s actually the biggest draw to 
being an actor, getting the chance to pour 
your entire self completely into a foreign 
situation from the skin out. 

“First and foremost I want to make sure 
it’s a role that I can give just to, that I 
can sink my teeth into and that would 
challenge me. I always look for characters 
that are far from my own life. I often get 
seen for European and South American 
roles since I speak fluent French, Greek 
and Spanish. This is great as it means I get 
to travel for work.” I then inquired what 
the difference is between film castings 
and commercial auditions? “Commercial 
castings can be really funny, I’ve been 
asked to kiss someone randomly, talk 
about dating nightmares, dance around 

in my bikini, do some yoga poses, pretend 
to see a tiny robot on the floor, pick him 
up and talk to it. The list goes on and on. 
They’re mainly all scenario based improv 
auditions so you can’t really prepare 
for them, you just have to be open to 
directions and be prepared to let your 
inhibitions go!”

Vasiliou goes on to explain how her 
work includes many different facets of 
her own self. She recently played a seduc-
tive French woman in a short film that 
made use of her language skills and her 
love of travelling. “Aside from playing 
Evimer, I was lucky enough to be cast 
in a new wave style short film which 
was entered into Sundance Film Festival. 
There I played a ‘femme fatale’, which I’ve 
always wanted to do, learning to smoke 
on set and make it look oh so chic was… 
hilarious! It took half a cigarette to warm 
into it, and while it made me feel increas-
ingly light-headed it only added to the 
mystery of her character. This was shot in 
Paris and the script was in French, which 
was another challenge that I embraced. 
Having enjoyed reading French at univer-
sity, I was able to channel the skill here.” 
I saw a few moments of the film on her 
show reel, and it does look really good! 
Her accent is perfect and the plot of 
the story, intriguing! Overall, the entire 
process sounds fascinating and varied, 
making it anything but boring, “The fact 
that many talented creatives collaborate 
to make something truly spectacular, 
whether that’s on a fashion shoot or on 
set of a film, it’s truly inspiring.”

Having accomplished so much already, 
Vasiliou has had a career many only 
dream of achieving at such a young age, 
but get ready to envy this lucky lady even 
more because her next role has to be 
her coolest to date. Unless you’ve been 
living under a rock, you’ve probably seen 
the latest DC Comic’s megawatt take on 
Superman v Batman: Dawn of Justice. If not, 
well spoiler alert, audiences get to see 
the resurgence of Wonder Woman in all 
her glory! Yes, Wonder Woman is back 
and kicking ass! As such, DC Comics has 
been working on two new blockbuster 
spinoff movies, one that focuses solely 
on the Princess Diana of Themyscira’s 
life entitled Wonder Woman as well as 
a sequel to Superman v Batman, the 
new Justice League. So, without further 
suspense, Vasiliou landed a part as an 
Amazonian warrior in both movies! “I 
completely threw myself into the role 
of an Amazonian for the DC Comics 
Wonder Woman movie. After the audi-
tions, I began training with the stunts 

team for six months leading up to filming. 
I trained in sword fighting, archery and 
mixed martial arts as well as training in 
the gym everyday to build muscle and 
lose fat. I was given a strict diet plan in 
order to gain muscle in time for the film’s 
battle scenes.” 

Being given the chance to play an Ama-
zonian warrior in an action film has to 
be one of the best roles imaginable! And 
with the current explosion of feminism 
and female empowerment happening 
everywhere from politics to Hollywood, 
it’s great to see women being cast as 
true action heroes! “My action role as 
an Amazonian in Wonder Woman aims to 
empower other women to be strong and 
fight for what they believe in. While there 
are few action-based roles for women, I 
feel it is an honour to play. The producers 
and directors wanted to portray strong 
athletic independent women, which 
really comes through in the movie. It’s all 
about empowering women and inspiring 
a sense of equality and strength within 
them, which resounds through the whole 
film. I don’t think its clichéd; it will be a 
film of its own kind that shows a land of 
strong women, physically as well as men-
tally.” To that, I say a resounding, “Amen, 
sister!” It’s shocking to realise that it 
has taken over 75 years for this strong, 
fierce female character to be celebrated 
on the silver screen just like her male 
cohorts. To add to Vasiliou’s film credits, 
this will actually be the second of her 
three comic-related roles. She previously 
played the young Catwoman in Batman: 
The Dark Knight Rises in a scene opposite 
Christian Bale… and this is where my jaw 
hit the floor, because, I mean, he’s one of 
the finest actors of our time! 

As our interview came to an end, I had 
the overall impression that I think I may 
have chosen the wrong career path and 
it was better for my ego that we never 
met face to face (really, she’s that pretty). 
This aspiring woman has given it her all 
to get where she is today and if her past 
accomplishments are any prediction of 
what’s to come, the future indeed looks 
bright for this young starlet.

vimeo.com/169539114
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Amanda Blake takes a look at some of the latest films on the big screen.

NEW FILM RELEASES
bitefilms

https://youtu.be/bzD8H6o1awQ

BEYOND
Following on from the events of ‘Into 

Darkness’ this third instalment in 
the rebooted Star Trek franchise 

sees Captain Kirk and his crew do battle 
with the villainous and ruthless Krall. 
Halfway through their five year mission, 
the Enterprise crew find themselves 
stranded on a remote planet, isolated 
and with no way to communicate their 
plight, having been forced to abandon 
ship after being attacked by an appar-
ently unstoppable alien enemy.

With previous director J. J. Abrams 
focusing on rival science fiction film Star 
Wars:  The Force Awakens, Justin Lin steps 
into the director’s chair.  Those worried 
about a change of director needn’t be: 
a strong script by actor Simon Pegg 
and Doug Jung has created a balance 
of action sequences and Star Trek’s wry 
trademark humour. Composer Michael 
Giacchino has created a score for the 
film that reflects the overall feel of the 
story, while singer Rihanna contrib-
utes to the soundtrack with the song 

‘Sledgehammer’. 

Returning cast members include Chris 
Pine as Kirk, Zoe Saldana as Uhura, 
Zachary Quinto as Spock and John Cho 
as Sulu. Sadly this film also marks the 
final Trek appearance for Anton Yelchin 
as Chekhov after the young actor died 
from a freak accident at his home in 
June this year. However Star Trek Beyond 
is a fitting final farewell to the actor. 
The adventures of the crew look set to 
continue on though, with reports that 
Pine and Quinto have both signed up 
for a further sequel. Until then, Star Trek 
Beyond, with its reputed $150 million 
budget, looks set to be equally as suc-
cessful as previous films in the rebooted 
franchise. Phaser energy weapons (and 
expectations) set to stun.

Released Date: 22nd July 2016

www.startrekmovie.com

STAR TREK

https://youtu.be/bzD8H6o1awQ
http://www.startrekmovie.com/
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Who you gonna call? 
Who else than the new Ghostbusters? 
When it comes to spooks, ghouls and 
other things that go bump in the night, 
this time around it’s the ladies who 
“ain’t afraid of no ghosts!” The strong 
line-up includes comedy actress Melissa 
McCarthy, Kristen Wiig, Kate McKin-
non and Leslie Jones as the team of 

parapsychologists setting out to catch 
ghosts in New York City.  Also joining in 
this new version of the original film is 
Thor actor Chris Hemsworth along with 
Andy Garcia as the city mayor. 

Released 30 years after the original film, 
the reboot of the franchise, sees Erin 
Gilbert (Wiig) and Abby Yates (McCa-
rthy) as two authors who believe that 

ghosts are real, even though we later see 
Gilbert laughed out of her position as 
a teacher. However, the ladies may well 
have the last laugh after all, as the two 
teams up with subway worker Patty 
Tolan (Jones) and engineer Jillan Holtz-
mann (McKinnon) to fight against an evil 
demon (Neil Casey) who has the power 
to control humans… and may destroy 
the world unless the Ghostbusters can 
do something about it. 

As well as a varied array of ghosts, ghouls 
and spooks causing mayhem in New York 
City, watch out for cameos from original 
cast members  Annie Potts and Sigourney 
Weaver as well as Ghostbusters Ernie 
Hudson, Bill Murray and Dan Akroyd.

So…..who ARE you gonna call?

Released Date: 15th July 2016

www.ghostbusters.com

https://youtu.be/w3ugHP-yZXw

GHOSTBUSTERS

https://youtu.be/w3ugHP-yZXw
http://www.ghostbusters.com/


After falsely being accused of trying to murder 
his friend and adopted brother Messala, Roman 
noble Judah Ben Hur (Jack Huston) is forced to 
become a slave to other Romans. During this 
time while planning his revenge against those 

who accused him, he ends up in a potentially deadly con-
frontation with Messala (Toby Kebbell), in a highly dangerous 
chariot race. Morgan Freeman plays the sheikh who trains Hur 
to become a charioteer, while director Timur Bekmambetov is 
the man responsible for bringing this new version of a classic 
story to life. The new film is based upon the 1880 novel Ben 
Hur: A Tale of the Christ and has been described as both a ‘reim-
agining’ and also a ‘new interpretation’ of the story.

Filmed primarily in Italy, including the Italian capital of Rome, 
this new adaptation focuses mainly on bringing the action to 
life through live action stunts rather than relying heavily on 
artificial CGI effects. However while Bekmambetov wanted 
to film the iconic chariot race in the Circus Maximus arena 
in Rome, as in the original, fears over the fragility of the site 
meant that the sequence had to take place in a studio instead.

So the question is will this new epic be a spectacular success 
or a failure of epic proportions? Thankfully the former looks 
far more likely, as the film’s trailer was viewed more than 8 
million times in its first week.  The return to more live action 
sequences rather than a heavy reliance on CGI gives the film 
a far more realistic feel, giving audiences the sense of being 
immersed in the action throughout.  Whether the new film can 
emulate the success of its predecessor, including 11 Oscars 
for the 1959 Charlton Heston original, remains to be seen. 
However it’s an action-packed, stunt-filled epic that proves 
swords and sandals films are not done and dusted just yet.

Released Date: 19th August 2016

www.benhurmovie.com

https://youtu.be/gLJdzky63BA 

Ben Hur 
bitefilms

https://youtu.be/gLJdzky63BA
http://www.benhurmovie.com/


Jason Bourne is back and it’s about time! Following on 
from 2012’s The Bourne Legacy, original actor Matt Damon 
returns as the amnesiac spy in this new instalment, which 
is a direct sequel to The Bourne Ultimatum. Some years 
after he disappeared at the end of the previous film, Jason 

Bourne reappears just as a new programme to hunt him 
down has been developed. Still looking for answers about 

his own past and his family, Bourne must face up to who he 
is while trying to evade those who would see him kept as a 
secret.  Actress Julia Stiles returns as Nicky Parsons, while 
veteran actor Tommy Lee Jones is CIA Director Dewey.  Also 
joining Matt Damon in the cast are Alicia Vikander, Vincent 
Cassel and Riz Ahmed. 

Bourne may now seem to have his memory back, but if others 
have their way he won’t have it for long. Director/writer 
Paul Greengrass returns to bring fans an action packed film 
that sees Bourne doing what he does best, while actor Matt 
Damon reportedly only returned to the role thanks to the 
involvement of Greengrass in the new film. It’s the first time 
Damon has played the role since The Bourne Ultimatum, having 
declined to voice the character for the 2008 game The Bourne 
Conspiracy. There’s no sign of Aaron Cross (Jeremy Renner) 
who was the focus of the last Bourne release, but his character 
is apparently set for a return in another sequel in the future. 

With a story that sees Bourne return to form, taking the 
character all the way from London to Las Vegas, where the 
production reportedly saw sections of the iconic Strip closed 
down for filming.  As the first Bourne film simply to be named 
after its main character, the message is clear. Bourne is back 
and he’s definitely been missed.

Released Date: 29th July 2016

www.jasonbournemovie.co.uk

https://youtu.be/F4gJsKZvqE4 

bitefilms

JASON      BOURNE 

https://www.youtube.com/watch?v=F4gJsKZvqE4
http://www.jasonbournemovie.co.uk/
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Purple 
Peppa

P
urple Peppa, the brainchild of Sophia Jolly, a 
designer hailing from Birmingham is looking 
at fashion through a fresh pair of glasses.  Her 
study of 3D design in ceramics and glass led 
the designer to view fashion as an art form, to 

be freely manipulated into her own vision.

Initially inspired by her mother’s individual style, Jolly 
began creating her own clothes for teenage nights out, 
pulling together an outfit not available on the Topshop 
rails.  As a born and bred Brummie, the unapologetic 
Birmingham style also spills into her work, a high street 
combination of funky and unique looks that is ready to 
challenge the capital.   

Starting your own brand is a notoriously tricky busi-
ness but Jolly has grown her business from scratch, 
putting together a clothing line and watching it grow.  
Beginning by customising a t-shirt for US drummer 
Marcus Hunter, who at the time was playing for Sean 
Kingston, kicked off the designer’s dream.  The shirt 

TREENEY HARKIN DISCOVERS THE DRIVING FORCE BEHIND 
STREET-WISE CLOTHING BRAND PURPLE PEPPA.



was worn for a big event in the States and premiered 
on TV, opening the first door for the northern designer.  
Since then she has expanded her line into collections, 
aiming to create garments that make people feel as 
special and individualistic as possible, no matter who 
they are.

Jolly starts the design process by naming her collection.  
The pieces are then drawn out and ideas are expanded 
around the concept.  Taking up to a week for each 
piece, the quality and craftsmanship of each garment 
is of the upmost importance.  Infused into each of 
these pieces is a love for art, drawing or painting, and 
pure undiluted life experience, whether it’s a feeling or 
mood.  This expressive fusion of art, attitude and life 
all find their place within the aesthetic of her designs.

“Having your own label gives you the freedom to 
mould it into whatever you want it to be.  To be able 
to have an impact on what people are wearing.  To 
extend your expression of yourself into the world and 

influence other people positively.”  These are just some 
of the highlights according to the fresh-faced designer.  
The opportunity to travel has also added to the Purple 
Peppa brand, with the designer meeting USA celebrity 
photographer Will Sterling along the journey, now the 
photographer of her collections. By using such oppor-
tunities to network and make connections allowed 
for unpredictable new discoveries to be made.  Undis-
covered artists, models and charity collaborations are 
always there, waiting to be found.

Whilst Jolly continues to build the brand, reaching far 
beyond the borders of Birmingham, she offers some 
advice to aspiring designers – “always believe in your-
self.  Never give in and be the best that you can be.  If 
you believe in your product then kick the doors down 
and don’t ever be disheartened.  Show your personality 
and make your stamp on the world” – this girl sure has.

www.purplepeppa.com

bitefashion
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http://www.purplepeppa.com/


T
he Bite Magazine was recently 
invited to attend the Interna-
tional Bridal Design Fair in the 
White Gallery, located in the 
heart of Battersea Park. Bridal-

wear is not what we usually cover in the 
magazine, however upon reading up on what 
the exhibition offers, the showcasing of high 
end, luxurious designs caught our attention. 
After all, we always need ‘something new’ 
too, right? 

The event was a business-to-business bridal 
trade exhibition with high profile con-
tributors such as Swarovski. The applying 
designers had to go through a strict selection 
process to make sure that the visitors get 
the best of bridal wear. 

Entering the inside and out purely white 
gallery, we’ve received a warm welcome from 
the press staff and collected our passes. The 
classical music, played live by a harp musician 
at the entrance seemed to suit the overall 
atmosphere very well. Our first trip led 
upstairs to where some of the exhibitors’ 
cubicles were, along with a decent bar area. 
Sitting there with a warm-up coffee, we had 
the advantage of being able to overlook all 
the downstairs cubicles from above, and real-
ised how massive the space is and how many 
brands there are that we just couldn’t wait 
to discover.

The individual designers’ stands displayed 
diverse selection of bridal wear and accesso-
ries. By the latter, we don’t mean just shoes, 
purses, jewellery, but veils, tiaras, hats, stock-
ings, gloves, not to mention that besides the 
bridal designs we’d seen a decent selection of 
occasion wear dresses and vintage wedding 
dresses, from which we especially liked the 
glamorous Eliza Jane Howell’s collection. 
Most exhibitors were simply putting 
their samples on display, or hired a few 
models to wear the garments; some 
brands went even further than that 
and organised mini fashion shows 
within their space, providing seats 
for their audience too. The typical 
bridal buyer is a professional 30 
or 40-something woman, but 
it doesn’t mean the exhi-
bition was only a female 
affair – we’d seen a good 
number of gentlemen, 
very often tailors and 
designers of bridal 
wear themselves. 
We’d also got 

The Bite Magazine visits the International Bridal Design Fair at 
the White Gallery. This is what we found.

bitefashion
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acquainted with one of the models, Alicia 
from Sweden whose refreshing look would 
have sold any wedding dress. 

We got invited to a few catwalk shows, and 
ended up watching a couple. First Annasul 
Y and Snow by Annasul Y showcased their 
collection. The brand represented the more 
traditional way of thinking about bridal wear: 
the simply white, classic femininity with loads 
of small details, the use of lace, gems and 
pearls on the garments. Next up, on the 
International Preview show we saw some 
very diverse interpretation of the same occa-
sion. Just to mention a few: Anny Lin used 
nature’s symbols (spring flowers and soft 
greens, yellows, and pinks) and combined 
them with a modern twist. Immaculate Gar-
cia’s creations envisaged the subtle glamour 
of ‘50s Hollywood actresses and combined it 
with spectacular material choices. Cymbeline 
Paris delivered a grande extravaganza one 
can expect from a French brand; with their 
combined veil-hats and distinctive sandglass 
silhouettes. Finally, we must mention Tarik 
Ediz’s collection, which consisted of luxuri-
ous evening gowns and being dominated by 
black was one of the highlights of the show. 

We have selected the best moments from the 
event that we feel captures our experience. 

www.whitegallery.com

Photographer: Lilla Nyeki

bitefashion

https://vimeo.com/177409819

http://www.whitegallery.com/
https://vimeo.com/177409819
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Photography: Tony Wellington
Model: Moyin @First Model Management
www.firstmodelmanagement.co.uk
Make-Up and Hair: Didi Beaute
www.didisbeaute.com

Gina Gill speaks to Zimbabwean designer 
Preline Martha about the influences behind 
her label Prelim.

bitefashion
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S
ombre clothing has no place in our 
summer wardrobes as far as we’re 
concerned. Once the sun is shining 
all we crave are bright, bold prints 
that effortlessly stand out from the 

crowd and there’s nothing quite as alluring 
as discovering a niche brand that will set you 
strides apart from the crowd. Right now we 
love the riot of colours that is Prelim. 

Launched in 2013, Prelim is a wonderfully 
unique African inspired fashion label created 
by Zimbabwean-born designer Preline 
Martha.  Martha’s love for clothing started 
from an early age, and would get creative in 
making dresses for her dolls. Combined with 
her awe of watching her grandmother make 
clothing for her, she was inspired to study 
fashion at university. Her BA in Womens-
wear gave free reign to get creative. Martha 
said, “It was a great environment because I 
got the chance to experiment with prints 
and different materials. I once even made a 
dress out of tissue and it helped me learn 
how to translate my ideas into fashion!” 

Having completed her degree Martha 
interned with the likes of Nicola de Main 
before taking the leap and launching her own 
label. Fusing African culture into western 
silhouettes gives her designs a truly distinc-
tive style. With each piece of the collection 
crafted by hand, taking anywhere from a few 
hours to a few weeks to construct, it’s one of 
those rare brands where every piece feels like 
it’s there just for you and so when the opportu-
nity arose for us to pick the brains of the woman 
behind the brand we jumped at the chance to 
get to know the woman behind the prints.

To Martha, fashion means freedom and the ability 
to communicate and present herself without 
speaking a word. She’s a natural entrepreneur, 
relishing full creative control and the opportu-
nity to assert her ideas.  As a designer, Martha is 
bold and takes inspiration from her city’s fashion, 
which she defines as “experimental.” She added, 
“My design signature is fusing African culture 
into western styles and bold prints. My main 
fabric in all my collections is African wax print 
fabric called Ankara fabric. I love taking what 
would be a traditional African dress but turning 
it into modern fashion like a suit or jumpsuit.” 

Her fusion style has certainly garnered all the 
right kinds of attention and she touts her biggest 
accomplishments as “having three collections 
that completely sold out and having the world 
famous model Nykhor Paul wearing my jacket 
on the cover of New African Woman maga-
zine.” With Nykhor Paul being one of her most 
admired models, alongside Alex Wek and Heidi 
Klum, Martha is well on her way to dressing the 
women she esteems but claims in particular “I 
would LOVE to dress Katy Perry because it 

would be so unexpected and she could pull it 
off.”  With Katy’s brightly coloured hair and tech-
ni-coloured videos I absolutely agree and she’d 
definitely stand out in one of Prelim’s brightly 
coloured jumpsuits or dresses. 

A stickler for details, Martha has embedded 
quality into her brand, both through her use 
of locally sourced materials and manufacturing. 
“What makes a quality article of clothing is that 
it’s something handmade and custom rather than 
being over manufactured,” claims the designer, 
and her passion for the well-made reflects in her 
pieces for Prelim. 

As a designer who is both bold unflinching in 
her use of colour and textiles it’s no surprise 
that one of her biggest inspirations was Alexan-
der McQueen. “His fearlessness inspired me to 
be true to my vision and to not conform,” says 
Martha, and she’s keen to pass this fearlessness 
to aspiring designers, urging them to “never give 
up!”

A visual artist, what Martha loves most about 
designing is “being able to create ideas in my 
head and seeing them come to life,” but also 
making the women who don her clothes feel 
“amazing and fabulous.” With aspirations to one 
day have a boutique in every major city; it’s clear 
that Prelim is just getting started.  Already off 
to a running start I can’t wait to see where this 
vibrant young designer will take her brand next.

bitefashion
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Photography: Tony Wellington
Videographer: Lilla Nyeki • Fashion Stylist: Dawn Hunt

Designer: Jayne Pierson • Make–Up Artist: Giovanna Zac
Model: Florence Fahmy @ Priscillas Model Management
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Tartan Bra with Red Tartan Rain Mac and Painted Skirt by Jayne Pierson
Shoes: Black Platform Heels with Black Mesh Netting by Mimi Tran
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Tartan Bra with White Tartan Rain Mac and High Waist Shorts by Jayne Pierson
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Tartan Frilly Corset & Painted 
Trousers by Jayne Pierson

Fashion Designer
www.jaynepierson.co.uk

Shoe Designer
www.mimitrandesign.com

Model Agency
www.priscillas.com.au

https://vimeo.com/174755493

bitefashion
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Fiona James discovers how wearing a huipil outfit helped model 
Alida Boer launched her brand and helped many women in her 
birth country of Guatemala in the process. 

MARIA’S BAGS
Luxuriously Crafted 
in Guatemala

W
hen you’ve been 
the winner of an 
established beauty 
competition and 
an international 

model, most of the time when you put 
your hand to something, people are going 
to notice, especially when it’s helping 
underdeveloped communities to grow. 
This is exactly what former Miss Gua-
temala 2007 Alida Boer did in order to 
fulfil a dream of bringing refined textiles 
and the ancient heritage of Guatemala to 
the forefront of the fashion world. Her 
brand, Maria’s Bags produces premium, 
beautiful quality embroidered bags that 
are individually handmade and can take 
as long as three months each to make. 
Through establishing the brand, this has 
enabled Boer to support women from 16 
underdeveloped communities with train-
ing in sewing, embroidery and design as 

well as provide jobs with fair pay. 

In August last year, the ITV documentary 
Stephen Fry in Central America featured the 
model and her line of handbags when the 
TV personality travelled through Belize 
and Guatemala. There he discovered the 
‘huipil’ fabric that Maria’s Bags are made 
from, which derives from the traditional 
embroidered blouses worn by the Mayan 
women, and also visited the luxury flag-
ship store in Guatemala City. With a 
collection that embraces a mix of styles 
including soft clutches and trendy bucket 
bags, the colours are bold and vibrant, 
with offerings of blues, greens and hot 
pinks whilst the patterns are abstract, 
modern and exciting. Each region in Gua-
temala has its unique design of huipil with 
fine embroidery of geometric shapes, 
animals, landscapes, flowers and some-
times even stories and legends. 

For example, the huipil from San Rai-
mundo slightly resembles the huipil 
from San Juan Sacatepéquez, with several 
common coloured stripes on the warp 
of the blouse in purple, red, yellow and 
brown. Each of the panels of the huipil 
is nicely brocaded with zoomorphic and 
geometric patterns over the shoulder 
part. The huipiles from Colotenango are 
known for their extreme softness due to 
the use of German thread that is much 
finer and more expensive than traditional 
threads. It also highlights the supplemen-
tary weft brocade made up of geometric 
figures that are woven with multiple 
colours but are predominately red. The 
huipil in Todos Santos Cuchumatán was 
once upon a time red and white but in 
recent decades, the region has adopted 
cold colours. The fabric is adorned with 
small geometric supplementary brocades 



bitebags
while the classic square neck top has 
zigzags or a commercial peak. 

In San Lucas Tolimàn, the weavers sepa-
rate each of the bands with red threads 
or thicker strings that display geometric 
designs on the canvas when they weave 
with the loom; this facilitates filling the 
canvas with supplementary weft brocade 
in diminutive size. In Nahualá, the prac-
tice of allowing bright red dyes to run 
into undecorated sections and thus cre-
ating a pink halo around the brocaded 
sections is an intricate detail that sepa-
rates these weavers from those in other 
villages. The weavers also emphasises the 
use of geometric designs in zigzags, rep-
resenting the snake or Kumat’z in K’iche 
language. The huipil from Tactic in Alta 
Verapaz uses an elegant and broad spec-
trum of colours throughout the body, 
and the weaving is usually accented with 
traditional deer and Mayan stars in the 
bodice. There are many more regions 
that have their own unique styles that 
make Maria’s Bags really stand out.

The collection is made up of different 
types of bags with the name of the region 
that the huipil is created in. This includes 
the Bow Clutch which mixes multi-
coloured huipil from the region of Tactic 
Cobán in Guatemala with high quality 
leathers in colours of azure, emerald, 
bronze, earth tones, fuchsia and gold. 
It has an elegant leather border across 
the bag, metallic zipper and personal-
ised handler. The Bucket bag is a modern 
staple that fuses vibrant traditional huipils 
with high quality leathers. It has a classic 
braided leather strap that closes the bag, 
an interior open pocket, personalised 
hardware and special lining. The styles in 
this collection include Bucket Almolonga 
in crisp white leather against the delicate 
huipil from Almolonga; Bucket San Pedro 
Sacatepéquez in soft pink leather with a 
multicoloured huipil for an unexpected 
feel; and Bucket San Raimundo  in a dark 
brown leather with a colourful huipil 
contrast from San Raimundo. 

The Kitty bag is the epitome of under-
stated chic with feminine lines and plenty 
of space. It has two main zippers that 
open the bag from side to side. The style 
is available in Kitty Chichicastenango 
which has a stunning geometric huipil 
from the region and sumptuous dark 
brown leather that matches like a dream; 
Kitty Santa Catarina Palopó is inspired by 
the beauty of Lake of Atitlán and crafted 
with opulent black leather as well as the 
most defined accessories; Kitty San Lucas 
Toliman combines a strikingly beautiful 

huipil from the region with opulent black 
leather and luxurious details for a time-
less accessory; and Kitty Tactic, the 
brand’s most iconic style pairs organic 
designs with the world’s finest leathers 
and the finest huipil from this particular 
region. The Kitty bag is also available in 
Micro and Mini sizes.  

Unique is the quintessential everyday 
bag in a versatile size to carry all your 
essentials. With an adjustable strap, 
you can also wear it as a cross body. 
The styles in this collection include 
Unique Colotenango, a style that has 
plenty of room to carry you from 
work to the weekend effortlessly. It 
features an elegant traditional huipil 
from Colotenango with high quality 
black leather and sophisticated details; 
Unique Patzún is unapologetically ladylike 
with a polished look, featuring intricate 
and delicate embroidery that por-
trays the beautiful gardens of Patzún in 
Chimaltenango, whilst the black leather 
enhance its colourful hues; and Unique 
San Juan Sacatepéquez in black leather 
balances beautifully with the bright tradi-
tional huipil from San Juan Sacatepéquez, 
presenting a sure staple from season to 
season. The Unique bag is also available 
in Micro and Mini sizes. 

Earlier this year, Boer brought her col-
lection of hand-embroidered handbags 
to SoHo House for its New York debut. 
With her, she had several of the women 
from her home country to demonstrate 
the work that they do on the bags. She 
told WWD magazine that one of the 
reasons she launched Maria’s Bags 
was because of the reaction the 

huipil fabric garnered internationally. “I 
took it to London, and I was wearing 
it one day with jeans, and everyone 
stopped me asking ‘where did you get 
this?’’” Boer explained. “I thought this 
is such a beautiful thing, but some of us 
cannot wear it all the time,” she added. 
“So I thought the best way to portray 
this is to do bags.” When she started 
the brand four years ago, she only had 
three women working with her but today 
this has grown to over 500. “Most of the 
women I work with are wives, they have 
children, and so this is a tradition and 
they can do [this] from their houses,” 
Boer said. “It was a tradition that was 
being lost, because most of them were 
not being paid fairly.”

As well as helping women from her 
country, Maria’s Bags also funds a small 
school with 248 students currently, many 
of whom are the children of the workers. 
“Guatemala is such a small country, but 
there is so much beauty,” Boer said. 
“Some people ask me why we don’t do 
the bags in white or black or just one 
colour – we tried one, and it just isn’t us. 
It isn’t Guatemala.”

www.mariasbag.co.uk

http://www.mariasbag.co.uk/


Gina Gill delights in Chelsea Paris’ collection of sleek and sexy heels 
and sandals that would look sassy whether you’re at work or play.

Putting the

 into Women’s Shoes

biteshoes

&
Chic   
Luxury



I 
love a pair of standout heels. Every wardrobe 
need those neutral capsule pieces and whilst the 
same goes for your footwear wardrobe, there’s 
nothing better than pairing a perfectly simple 
ensemble with a pair of gorgeous, colourful 

heels that will stop you in your tracks. If striking 
stilettos are your thing then Chelsea Paris’ SS16 
collection is definitely going to be making a dent in 
your bank account and a splash in your wardrobe 
with their gorgeous styles.

Launched in 2011 by designer Theresa Ebagua, 
Chelsea Paris is named after her two daughters and 
is driven by her love of timeless design and impec-
cable craftsmanship. With a desire to create truly 
beautiful and well-made shoes, it was only natural 
that Ebagua trained at the heart of the luxury foot-
wear industry in Italy, first at Ars Sutoria in Milan 
and later as an apprentice with artisan shoemak-
ers in the region. This education at the hands of 
skilled cordwainers gave the designer all the skills 
she needed to set up her Chelsea Paris brand and 
realise her dream to create the most beautiful shoes. 

The designer is a huge fan of the Art Deco move-
ment and historical French fashion, using these long 
held loves as the inspiration for her designs. You can 
see it in the fan-like shapes used throughout her 
collections as well as the soft,  Versailles inspired 
colour palette. Ebagua says she designs for the 
free spirited woman and her shoes are the perfect 
partner for anyone with an individual sense of style. 
What I love about the SS16 collection is that it’s a 
great mix between feminine and confident design. 
The Sehnaz and Ada styles are extremely pretty, 
especially in the pastel hues but the very Art Deco 

fan-style panels enclosed the ankle on both styles, 
giving them boldness as well. The Soyak heels are 
super sexy thanks to the slinky thin straps but the 
use of snakeskin adds edginess to the style whilst 
the red suede version is both soft and suggestive.

Seventies style fringing is pretty hot right now 
and Ebagua has incorporated this into her col-
lection with her own unique spin. The Sultan is a 
subtler take on the trend, with a pair of fringed 
tassels wrapping delicately around the ankle whilst 
the Slash is super dramatic with a wrap of fringe 
cascading down from the ankle, making a simple 
strappy sandal a truly unique piece. In the tan suede 
they’ll be the perfect summer sandal, swishing ever 
so slightly as you walk and effortlessly stylish when 
paired with an all-black ensemble. The Adalar pumps 
would be perfect for work, adding a touch of per-
sonality to a sombre outfit but they’d pop just as 
nicely paired with distressed jeans and a cashmere 
sweater for a weekend brunch outfit. And for 
the ultimate night out heel, look no further than 
the Huzar sandal. Its block coloured panels and 
limb-lengthening heels will be the finishing touch 
to any outfit whilst the fastening at the ankle will 
ensure that your feet stay secure and comfortable 
all night long. 

I’m already building a dream summer wardrobe 
around this gorgeous collection and definitely can’t 
wait to see what Chelsea Paris brings us for the 
autumn/winter season. If anyone can add a serious 
dose of colour and fun to our winter wardrobes it’s 
Theresa Ebagua! 

www.chelseaparis.com
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A 
good leather bag is 
something every-
one needs in one’s 
life. Period. Honestly, 
there is no way 

around this fact. Sure, one could try 
using nylon, canvas or some other 
‘tough’ fabric, but really, who are we 
kidding? Leather is always the way 
to go. Everyone, no matter where 
they live or what they do, needs a 
durable, functional and sturdy bag 
in their wardrobe’s arsenal to help 
them take on the demands of the 
day to day activities, to tote and 
carry the necessities of life with 
phone, wallet, keys, snack and oh 
yea, a million other little things. 
But what happens when one’s 
fails to find their perfect mira-
cle-working satchel? Do they 
settle for something subpar? 
Maybe, but let’s hope they 
seek out one of Brenda Macle-
od’s gorgeous leather bags 
before throwing in the towel 
altogether. 

Macleod was born in Africa, but 
moved to the United Kingdom 
when she was an adult and 
settled in beautiful Inverness 
in Scotland. It was here as 
she continued her career in 
finance that her discovery 
for the need of the perfect 
carry-all came to light. She 
needed a durable, functional 
bag for work, but when she 
couldn’t found one suitable 
to her needs, she allowed 
her passion for high quality 
leather accessories - espe-
cially handbags - to drive 
her to create the Brenda 
Macleod brand. Contain-
ing luxurious, stylish and 
practical handbags appro-
priate for not only work, 
but travel and leisure as 
well, the Brenda Macleod 
brand contains impecca-
bly designed pieces for 
the stylish woman on 
the go.

Her background in business and finance 
proved to be invaluable in this venture, 
however, never one to settle for the bare 
minimum, Macleod decided to further 
enrich her skillset by attending the UK’s 
prestigious London College of Fashion. 
During this period, she also travelled to 
Italy and spent some time learning the 
traditional method of vegetable dying and 
tanning of leather. This experience abroad 
enabled her to seek out and source a 
manufacturer with strong family values, 
ethics and superior craftsmanship. Her 
aspiration to discover the best resources 
and materials is what sets Macleod’s 
brand above the others, meaning one will 
fail to find dissatisfactory or substand-
ard items here but rather a collection 
of leather goods that are extremely well 
made from high quality materials by tra-
ditionally trained artisans. 

Drawing inspiration from her home in 
the Highlands of Scotland and using the 
beautiful raw materials from Florence in 
Italy, she has been able to create a line 
of accessories that blend quality, style 
and flawless craftsmanship in perfect 
harmony. “We select the finest leathers 
for our production, focusing on luxuri-
ous natural leathers.” Macleod’s pieces 
use only all-natural leather, which is then 
tanned using pure, natural vegetable dyes 
ensuring that no chemicals, no buffing 
and no artificial finishes are involved in 
the tanning process. “This means that 
every piece of our leather is allowed to 
retain its individual and unique patina, 
and being such a natural product will age 
beautifully with deeper colour tones.” 
Ergo, each piece is still highly individual 
and in perfect synch with its structural 
design. 

Inspired by real people, each of the 
Macleod’s bags showcases the personality 
of the individual they have been named 
after. “Like the Grace Tote, named after 
my sister, who is elegant, beautiful and 
accommodating. The Grace Tote is stylish, 
elegant and comes with multi compart-
ments to accommodate both work and 
personal essentials,” states Macleod. 
Personally, I love the beyond elegant and 
timeless look of the Grace Tote which 
comes in a variety of colour choices 

and features a generous interior space 
lined with pigskin, a sturdy pair of rolled 
leather handles with a 13cm drop making 
it light and comfortable to wear either 
over one’s arm or carry by hand, a golden 
brass frame with a magnetic snap closure 
and protective brass feet, several internal 
pockets to help keep one organised and 
a key holder ring. It actually reminds me 
of the unrivaled chicness of a Hermes 
Kelly Bag with its simple and clean design. 

The other showstopper in the Brenda 
Macleod collection has to be the Joan 
Tote. The shape of this structured tote 
is unquestionably sophisticated and 
undeniably feminine which is evident in 
its slightly bowed top adorned with dis-
tinctive and pretty brass studs. With its 
12.5cm drop rolled handles and a detach-
able 48cm cross body/shoulder leather 
strap, the Joan Tote is ideal for when life 
demands you go hands free. Available in 
a classic line-up of black, blue, brown, red 
and burgundy colour choices, one is sure 
to find a shade to match their individual 
style. Featuring a large internal zip pocket 
and several slip pockets, this tote really 
has a place and the space for everything. 
However, if I had to choose between the 
two, I’d pick the Grace Tote. Its shape is 
to-die-for, perfectly chic and timeless, a 
true classic that will never go out of style. 
Also, the fact that it comes in one of the 
most beautifully rich crimson red shades 
I’ve ever seen outside of a nail polish or 
lipstick, well, I’m completely sold!

With this collection, Brenda Macleod has 
proven she’s a savvy businesswoman. She 
had the demand, knew exactly what she 
wanted, but when she was unable to find 
the adequate supply, took it upon herself 
to produce not only what she needed 
but to also create something that could 
help others in their quest for the perfect 
leather bag. As we all go forth in our 
busy daily lives, it’s wonderful to know 
that one doesn’t have to painstakingly 
seek out both beautiful and functional 
accessories, but rather simply look to 
the Brenda Macleod collection for the 
perfect solution. 

www.brendamacleod.com

Luxury at 
Arm’s Length

Dawn Hunt reveals how Brenda Macleod turned her desire for a 
functional handbag into a thriving and growing brand.
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bitefashion

Fashion correspondent Treeney Harkin 
provides the catwalk report for this year’s 
Graduate Fashion Week. 



bitefashion

Catwalk Report: Treeney Harkin
Photography: Tony Wellington

Graduate Fashion Week kicked off as usual with a 
bang by showcasing the future of creativity that is 
surging towards the city lights. The top students from 
across the UK gathered together to present the 
final results of their years’ work. The Bite Magazine 
reveals its thoughts on the standout students from a 
range of universities, direct from the front row. 



East London University’s Ashlee Severin presented a collection filled with 
cosy wraps that displayed a strong sense of craftsmanship and style. Cassandra 
Gubudu’s clashing prints and interesting use of proportion was a noticeable 
feature in each look, while Samuel Kaiser showcased his extra terrestrial sil-
houettes constructed from black silk matched with hard robotic plastic that 
transported the audience into another world. Tinotenda Chafesuka’s collec-
tion was filled with gradient pastel colours and interesting cutouts built into 
appealing street styles. Her creative pattern cutting was matched with lit up 
shoes and kaleidoscopic sunglasses. 

bitefashion

EAST LONDON

Samuel Kaiser Ashlee Severin Cassandra Gubudu Tinotenda Chafesuka
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Carl Tam displayed an inspiring outlook on menswear. Double-breasted suits 
with wide flair trousers were followed by a fully hand-illustrated jumpsuit.  A full-
length robe with sketched on puppies was exactly what we wanted.  A nature 
inspired collection from Emma Rose Lewin featuring a pleated dress that parted 
into a lace skirt styled with an exquisite floral headdress. Laura Jane Carrier 
held nothing back with her flamingo swimsuits on models with multicoloured hair.  
The final look was a full fur pink coat with strappy stilettos, for cool girls that just 
don’t care. Stacey Wright continued the summer vibe with pastels, pineapples 
and hats that could reach the sky.  With an engaging use of prints and a water-
melon handbag, what more could you want? Toni Martin presented skirt cages 
that lay outside the garments.  Yarns were wrapped and weaved between the 
structures to create twists and curves of colour.  The detailed embroidery of the 
simple cuts was not to be overlooked.

SALFORD

Carl TamEmma Rose Lewin Laura Jane Carrier Stacey Wright Toni Martin



Istituto Marangoni presented Cristina Alberola’s collection with 
models draped from head to toe in nude chiffon, cheekily embroidered 
with our most private body parts.  It was a most thought-provoking 
exploration into the human form. Julien Berthier’s sophisticated mens-
wear included a compelling fusion of florals highlighted by bold accents 
of colour. Lilla Kirilla-Molnar made a statement with crossovers and 
cutouts, contrasting the classic pinstripes with the attitude of studded 
leather. Shay Adams presented a collection of highly textured pieces 
with impressive ruffled details.

bitefashion

ISTITUTO MARANGONI

Cristina AlberolaJulien Berthier Lilla Kirilla-Molnar Shay Adams
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Eleanor MatthewsHannah Sovegjarto Jennifer Emma ThompsonRosanna Hepburn

Moving onto Northbrook College, Eleanor Matthews displayed beautifully cut 
eveningwear utilising a simple colour palette highlighted with metallics.  An intri-
cate bodysuit draped in black chiffon stood out as the final look she sent down 
the runway. Hannah Sovegjarto’s garments blended purples into reds and reds 
into pink. Flowing dresses and capes were skillfully gathered at the waistlines, with 
extra details made for a sophisticated collection. Jennifer Emma Thompson 
showed colourful bodysuits that lay beneath intricately constructed plastic gar-
ments that demanded attention. Rosanna Hepburn’s chunky oversized white knit 
which contrasted navy blue prints showed pure technical skill.

NORTHBROOK
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https://youtu.be/TGG_kOS7T4o

NORTHAMPTON

Fluffy hoods and pompoms were 
the standout pieces from Jessica 
Jeffs’ collection.  Every shade of 
pink made its appearance pared 
down with well-constructed light 
grey outerwear. Katy Frost created 
exaggerated high roll necks and 
sleeves that fell to the floor. Fake 
flowers were stuffed into chunky 
knitted socks, adding the final touch 
to a unique collection. Shanel 
Brown’s designs consisted of 
deep hues that spread into flowing 
dresses with mesmerising prints.

Jessica Jeffs Katy FrostShanel Brown

https://youtu.be/TGG_kOS7T4o
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LIVERPOOL JOHN  MOORES

Daisy MillerMegan Reilly Niamh Conway

Liverpool John Moores University exhibited Daisy Miller’s collection, 
whose highly textured designs included gold prints and floral inspiration. 
Woodlands created the inspiration for hair accessories, adding the final 
touch. Next up was Megan Reilly who presented a sporty white aesthetic 
with a smart use of bold primary colours.  Her loose silhouettes and 
compact designs created a highly wearable collection. Niamh Conway’s 
collection created a visual overload of textures, colours and 3D embroi-
dery.  Conway sent models down the runway in bright baby colours, floral 
embroidery and frilly socks, only to contrast this girly image with hand-
bags made of dolls heads.  It was the essence of every twisted little girl’s 
dream.



From Northumbria University, Dora Nachilma 
addressed the changes within the fashion indus-
try by presenting a collection that blended both 
menswear and womenswear. Key elements were 
an individual modern take on tartan, bowler hats 
and braces. Ellen Crabtree created a collection 
of contrasts. Delicate lace stood against heavy 
knitwear and frilly edging contradicted military 
hats.  As the final model walked, she removed a 
corner of the thick trench coat off her shoulder to 
reveal a delicate white lace bra. It was all about the 
details for Katherine Leigh with tiny pompoms 

adorning socks, hats and bows.  A refreshing 
interpretation of paisley and polka dots was seen 
throughout the looks. Samuel Beaumont Perkins 
brought street style to menswear, with matching 
printed sets over crisp white shirts and a healthy 
dose of artistic scribbling. Think dark tartan, 
paint splatters and tracksuit bottoms. Wenyue 
Zhang’s eye-catching headdresses featured brightly 
coloured tassels and beautiful detailings. Embroi-
dered pompoms and pearls seeped from the 
accessories into the garments.

bitefashion

Dora Nachilma Katherine Leigh Samuel Beaumont PerkinsWenyue Zhang

NORTHUMBRIA

Ellen Crabtree
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Kingston University gave us Christy Newham whose oversized 
baggy designs with playful off-centre prints took immediate control 
of the runway. India Viega displayed layers of fur with khaki 
trousers peeking out, matched with brightly coloured visors and 
accessories that held water bottles. It was a collection for the 
fashionable yet practical. Black, white and red will always make a 
statement and Leila Cattell proved it.  The young designer brought 
flairs back in style by using ruffles and pleats.  A full cow print suit 
showed creativity and a flair for the daring. Tuva Osjord Bruland 
didn’t go wrong with black on black.  Her formal wear was neatly 
layered to create a stylish modern look, accessible for all.

NORTHUMBRIA KINGSTON

Christy Newham Leila Cattell Tuva Osjord BrulandIndia Viega



Alice Potts’ use of 3D manipulated fabrics 
contrasted with clean sharp shapes created 
a collection of geometric origami that was 
both intriguing and appealing. Grace Barnes 
presented delicately draped garments that 
fell into forms around the body. Her clever 
use of rouching to gather in the fabric 
created undulating shapes that swept up our 
attention. For Joanna Hammond, it was 
all about the modern woman and the 21st 
century suit.  Perfect tailoring combined 
with a neutral and accessible colour palette 
subtly demanded attention. Sian Louise 
Fossey redesigned shirts to become floor-
length dresses in the classic black and white. 
It was simple and clean-cut minimalism at 
its best. Sydney Clark reminded us that a 
touch of latex never goes amiss.  Chic use of 
layering was a noticeable feature throughout 
his designs.

bitefashion

https://youtu.be/xGifdikid4M

Grace Barnes Joanna HammondSian Louise Fossey Sydney Clark
NORWICH

https://youtu.be/xGifdikid4M
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Charlotte YatesLatasha HammondOlivia Barclay Morta Rapalyte



https://youtu.be/9T3y3Fl1sJU

From Nottingham Trent University, Charlotte Yates 
blended fur and knit with padded pants and ski goggles 
for a winter warmer collection. Chloe Jackson presented 
oversized garments with mismatched prints and snapbacks 
that had Mickey Mouse ears. Skirts, bombers, shirts, and 
almost every garment imaginable were printed and com-
bined in a unique and refreshing way. Latasha Hammond’s 
menswear collection showed an interesting use of acces-
sories and a fresh take on the pinstripe. Morta Rapalyte 
showed a well-constructed and sleek womenswear collec-
tion complete with long dresses and flowing jumpsuits. For 
Olivia Barclay, her seemingly cute and frilly designs were 
supplemented with a sense of strength.  Models wearing 
sheer ruffled tops marched down the runway in Doc 
Martins and suit trousers.

NOTTINGHAM
TRENT

Morta Rapalyte

Chloe Jackson

https://youtu.be/9T3y3Fl1sJU


UCA EPSOM

From UCA Epsom, Alketa Repaj’s collection defined simple 
but effective through her use of rope and knotting over 
smart black garments. Her use of stitching as a feature and 
not just a technique was aesthetically appealing. Black and 
gold was the name of the game in Chloe Le Brett’s designs. 
Eye catching headpieces that personified glamour captured 
many eyes. Lisa Crook created a pattern through manipulat-
ing the surface texture of her materials, an unusual approach 
that was highly successful. Stephanie Greenwood brought 
out stylish and chic pastel outfits complete with fake glasses 
and knee high socks. The final look was a beautiful oversized 
shirt with an attention to tailoring that deserves a mention. 
Tanya Mathews created unusual silhouettes against a quin-
tessential pinstripe print that added a new twist to a classic 
concept.

bitefashion
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Alketa Repaj



bitefashion

UCA ROCHESTER

Tanya Mathews

Charlotte Goodayle Lily DudleyMaria Arroyo Bacete Melodi IsapoorRachel Brown

Finally, from UCA Rochester, Charlotte Goodayle presented 
woven jumpers and embroidery created from safety pins - a 
collection that followed no rules. Lily Dudley showcased a 
strong collection with a focus on abstract prints with hints of 
metallic. Revamping the Goth girl look, Maria Arroyo Bac-
ete’s full length gloves, black lace and cross necklaces made a 
strong statement on the runway. Melodi Isapoor stood out 
with dark hues and textural detail that demanded up close 
attention, while Rachel Brown presented an elegant mens-
wear collection in every shade of white. These tonal subtleties 
were highlighted through a use of fabrics that appealed to the 
senses.



http://finsk.com/
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Turning her infatuation with shoes from a 
young age into a reality, Samantha Lines 

decided to launch Ruby Shoo. Gina Gill gets 
rather mesmerised by the brand’s vintage 

shoe collection.



T
here’s something comforting about vintage 
style. Not only does it evoke nostalgia 
and warmth for a bygone era but it also 
portrays a sense of quality and longevity. 
Vintage inspired fashion is a style that will 

always be relevant, regardless of the trends of the day. 

Ruby Shoo is one of those brands whose shoes stand 
out a mile without being ostentatious. Elegant and 
very pretty, the brand has definitely found a niche for 
creating quaint little heels that are evocative of a past 
fashion with a contemporary flourish. Based in north 
London, Ruby Shoo has been quietly building a loyal 
following since their launch in 2010 with their unique 
touch of light hearted luxury. 

Designed by Samantha Lines, the Ruby Shoo aesthetic 
is very much quirky, fun and retro but with a con-
temporary twist. The brand uses a mix of colourful 
archived and modern fabrics in each collection, adding 
floral embellishments and contrasting trims for a beau-
tifully textured feel. 

Much like most little girls everywhere, Samantha had 
an early infatuation with shoes and she’s been lucky 
enough to turn that infatuation into a successful brand. 
As a young person spent travelling and exploring the 
bazaars and markets of exotic lands, a stunning archive 
of fabrics and trinkets was gathered and eventually 
became the inspiration for every collection at Ruby 
Shoo. Whilst her youthful explorations provided her 
with the vision for design, Samantha’s education at the 
prestigious Cordwainers College in London gave her 
the skills and put her firmly on the path to creating 
her own unique shoes. 

Whilst the print and colours used are certainly quirky, 
the silhouettes of the shoes are classic. The collections 
are peppered with traditional T-bars, peep toes and the 
occasional wedge, and the heels are slim but sturdy, 
retaining the elegance of a stiletto without the imbal-
ance. It’s the clever use of details that really make the 

designs stand out; from the scalloped panels on the 
April, to the pretty patterned lining in the Eva and the 
delicate bead like trimming on the Miley; each shoe is 
a display of thoughtful design, equally beautiful from 
all angles. 

The same eye for detail has carried over into the 
brand’s bag collection, which was launched in 2013. 
The bags created as a perfect partner to the shoes, 
range from the small and sweet variety, such as the 
occasion-friendly Stockholm or London designs, to 
those that can be used practically every day, whilst 
adding flair to an outfit, such as the Riva, Oslo or 
Venice designs. With its unique curved shape the 
Miami is a particular favourite and in the colour tulip, 
it’s the ultimate summer bag that will easily see you 
through mini breaks, museum visits and Pimms fuelled 
BBQs and for an evening out, the Torino in the stone/
navy print is a striking clutch that would lend itself to 
many an occasion. 

The joy of designs like these is that there are so many 
wonderful ways to style them. The striking June pumps 
with their art deco-esque print and small block heel 
would be perfect with a wide legged jumpsuit, for a 
look that works for the office, and paired with a state-
ment necklace and the coordinating bag for dinner 
after. The Jenna shoe has wedding written all over 
it but whilst they’d look gorgeous with a midi skirt, 
they’d do fabulously styled for the day with a pair 
of distressed jeans, a pussy bow blouse and tousled 
hair, the perfect subversive mix of done and undone. 
The Hatty, with its flattering T-bar style and bold print 
would be great for educing a ‘60s vibe when paired 
with a mini shift dress and lashings of eye liner, or you 
could go full on ‘50s Grease with a full pastel skirt 
and a high pony tail but with a pastel leather jacket in 
place of a cardigan to keep the ensemble from looking 
too kitschy. 

www.rubyshoo.com
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Lucy Choi London

Dawn Hunt can’t help but admire shoe designer Lucy Choi’s line of 
gorgeous shoes, who has made a name for herself away from the 
shadow of her famous uncle, Jimmy Choo.
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I
n fashion, certain names hold 
more clout than others - espe-
cially family eponyms like those 
of Missoni, Versace, Prada, Lauren, 
Fendi and Armani. Family owned 

and run empires of the ultra à la mode 
largely lead the masses with what’s 
in, what’s out, and what’s about to be 
the next best thing. Names like Choo, 
as in Jimmy Choo - the world famous 
maestro of shoe design - also carry this 
trend-making weight on his shoulders in 
the designer shoe world. His sculptural 
pieces of footwear are amazingly beauti-
ful, show-stopping in their elegance and 
quality that the idea of someone actu-
ally wearing them on anything but velvet 
carpets can send shudders up one’s spine. 

Similar to these other mega-chic fami-
lies, Jimmy hails from a strong lineage of 
artists, as his father was a shoemaker in 
Penang, Malaysia and taught him the skills 
of cobbling at a very early age. Jimmy 
later moved to London to study at Cord-
wainers Technical College in Hackney 
(now part of London College of Fashion 
since 1983), and that’s where this family 
tree really took root.  After opening a 
small storefront of his own in 1986, it 
only took two short years for his brilliant 
designs to be noticed and then featured 
in an eight-page Vogue spread. This edi-
torial captured the ever style-keen eye 
of the late Princess Diana, who after this 
point, would help launch Jimmy’s career 
to stellar heights, reaching the feet of 
royals, celebrities and socialites the world 
over. Mr. Choo stepped down from over-
seeing the entire shoe brand in 2001, and 
focused his attention on the Jimmy Choo 
Couture line, while his founding partner, 
Tamara Mellon headed the other portion 
of the company until she too stepped 
down ten years later in 2011. 

However, not unlike the other famous 
design families, Jimmy has proven that the 
designer genes stays in the family, as his 
nieces, Sandra Choi and Lucy Choi have 
proudly followed in their uncle’s famously 
beautiful clad-footsteps by seeing the 
brand’s success into the next generation. 
Sandra Choi currently resides as the Cre-
ative Director for Jimmy Choo Limited, 
while Lucy Choi decided to strike out 
on her own, using her business degree 
and the design skills she learned while 
shadowing her uncle to launch her own 
line, Lucy Choi London. 

Lucy Choi. What can be said about this 
vivacious, creative, seemingly unstop-
pable powerhouse of the business and 
luxury shoe world? Is she fiercely driven? 

Extremely. Spunky and determined? Oh 
man, you bet. Choi is a petite firecracker 
with one focused plan of action, “bring-
ing designer shoes for every occasion 
to the consumer at an affordable price 
point, without compromising on design, 
craftsmanship and comfort.” And while 
her plan was always to be an entrepre-
neur in the fashion industry, she wanted 
to get there on her own, and decided to 
carve her own path rather than directly 
following in her uncle’s. 

Choi studied Business at Birmingham 
University, followed by an eight-year stint 
in the IT, financial and business world in 
London before she caved slightly and 
decided to move on to work for a shoe 
company, just not at her uncle’s. Arriv-
ing at French Sole, who are known for 
their smart ballerina flats and pumps in 
2002, Choi quickly rose in the ranks, and 
soon found herself titled as the brand’s 
Managing Director, where she helped 
their growth not only in the UK, but 
also internationally. Here, she was able 
to supervise every facet of the business, 
from their retail and online stores and 
wholesale to the brand’s marketing and 
PR needs. Each of these areas of the busi-
ness aided in further educating Choi on 
how she would one day run and operate 
her own label. And that’s exactly what 
she did.  After 10 fun and successful years 
at French Sole, Choi decided it was time 
to become the fashion industrialist she’d 
always dreamed of being, and launched 
her namesake brand, Lucy Choi London, 
in April 2012.

In a recent interview with HELLO! Mag-
azine, Choi shared, “I loved working for 
French Sole and it was hard to leave. But 
I realised I was either going to become 
a part of the furniture or I had to create 
something for myself. You only live once, 
so I went for it.” At the time of the busi-
ness’s launch, Choi and her husband, 
financier Jonathan Gayland, had also just 
welcomed their first child, son Thomas, 
and to say things were a wee bit busy is 
a huge understatement. However, never 
one to back down from a challenge, or 
put her goal of developing a brand of 
affordable designer footwear on hold, 
Choi marched on with her plan. While 
working for French Sole, she noticed 
a gap in the shoe market. One could 
either spend a small fortune on expen-
sive designer shoes, that really only a few 
people could truly afford, or spend a little 
on trendy pairs from high street stores 
and suffer from lower quality. Nowhere 
was there really a line of luxurious 
affordable shoes.  

In another interview, Choi told stye-
barista.com, “I really wanted to launch 
a shoe brand known for its quality, 
comfort, design and price which is quite a 
rare mix. Our theme is ‘Rock and Royal’. 
Think of Kate Middleton and Kate Moss. 
They would all find something to their 
liking. Our shoes are stocked at Wolf 
and Badger Dover Street, Jaeger Regent 
Street, Matchesfashion, Fenwick and 
Harvey Nichols. They all cater to differ-
ent customers, but what their customers 
all have in common is that they want this 
rare mix of quality, comfort, design and 
price. Women, who for example buy 
Prada or Manolo Blahnik, also buy our 
shoes. Shoes that you can wear every-
where, not just shoes which you only 
wear a few times.” 

This response coincides with the ethos 
of the brand, which Choi calls the three 
C’s: character, comfort and craftsman-
ship. “We follow the three C’s: shoes 
for every occasion and mood, from red 
carpet glamour to the poolside of St 
Tropez, our label cater for all tastes and 
attitudes, from rock star to royalty, hence 
the ethos behind the label ‘Rock & Royal’. 
Customers can relax knowing that the 
collection has been designed by women 
who know how a shoe needs to look, 
act and feel where style and comfort are 
paramount. Lucy Choi London is a bou-
tique label which complements and mixes 
expertly with a woman’s luxury and 
high street wardrobe. Shopping for the 
perfect shoe no longer means scouring 
the high street or the luxury and online 
market places to find the perfect shoe. 
Lucy Choi London has done your think-
ing for you.” So far thusly proven, Choi 
has therefore been able to cater to what 
really is the mass market demographic of 
women the world over with Lucy Choi 
London. She has delivered a shoe collec-
tion that’s not only beautiful, elegant, chic 
and modern, but also something one can 
walk, work and dance in until 4am. Now 
that’s impressive. 

It’s now been four years since Choi 
began this venture, and to say she’s risen 
in the limelight as one of the new dar-
lings of the shoe world is more than well 
founded. She has amassed a following of 
devoted fans from local Londoners to 
über glamorous celebrities, each raving 
about Lucy Choi’s amazing shoes! But, 
how can one intensely focused woman 
achieve so much and still manage to be 
a dedicated wife and mother you may 
ask? Well for one, it’s called being a 
true Girl Boss, and the other is having 
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the unwavering love and support of a 
strong family. “I’m not going to pretend 
it’s easy; I am a new mother and launched 
the new business in the same year. I’ve 
invested my time and own money into 
my business so it is more of a risk, but 
I’m confident in business as I have so 
much experience. I am enjoying every 
moment and am finding it very reward-
ing, my motto in life is to enjoy what I 
do. I’m also lucky to have a strong team 
and a very supportive family, my husband 
Jon was behind me all the way. To make it 
work you have to have a strong partner-
ship – I truly believe that behind every 
business there is a strong partner! His 
support has allowed me to juggle both 
the birth of my business and my baby,” 
Choi told Ella at ella-lapetiteanglaise.com. 

However, it should be said that Lucy 
and Jon also very recently welcomed 
their second baby this past February, a 
little boy named Harrison. Ergo, life has 
become an even bigger balancing act 
for this busy business mum of two. “It’s 
hard to juggle. I want to be a good mum 
and I want to be running the business 
- I want to be everywhere,” she told 
HELLO! Magazine. And everywhere she 
is. Her storefront boutique on London’s 
posh Connaught Street has been a huge 
success, and provides an enchanting oasis 
for shoppers and clients to come and try 
her pieces from her latest collections, 
which now include a line of matching 
clutches to complete any accessories 

needs and looks. I personally had the 
opportunity to visit the store before my 
relocation back to the States, and I can 
attest to the fact that it was truly hard 
to walk away without wanting to buy 
every single pair of shoes there. From 
her current line-up, I am most coveting 
the Shaftsbury Camo Ponyhair flat, the 
Jagger Black and White Pony clutch and 
the stunning Sienna Over-The-Knee black 
leather boots. 

It’s incredible what this positive and pas-
sionate lady has created for herself and 
mostly on her own without directly fol-
lowing in her uncle’s famous footprints. 
She’s been able to educate and apply 
what she’s learned and create something 
truly unique and prosperous. Something 
she cannot feel anything less than proud 
to call her very own; her drive, vision and 
gumption are something to be admired. 

Like her famous uncle, Lucy Choi has 
proven she knows what women want 
and isn’t about to stop supplying to those 
needs any time soon. Shoes, shoes, glori-
ous shoes! They can lift you up, or keep 
you well grounded, help you show off 
a pedicure, or keep your toes nice and 
warm. But in whatever way you choose 
to adorn your feet, just make sure you 
give them the chance to be shod in one 
of the best, and that my friends, is a pair 
of Lucy Choi London shoes. 

www.shoplucychoilondon.com

https://youtu.be/8OhCybmYvkA
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A
sk any woman what her 
pet grooming hate is and 9 
times out of 10, it’s proba-
bly hair removal. It’s SUCH 
a pain. Whilst the men in 

my life may lament on having to undergo 
a thrice-weekly shave, in reality they have 
it so easy compared to us ladies and 
what feels like acres upon acres of skin 
that needs tending to. Of course, every-
one has their own personal thoughts on 
what constitutes necessary grooming (if 
any at all) but for myself, legs, underarms, 
arms, bikini line, eyebrows and that pesky 
upper lips are all areas that needs regular 
hair removal and listed out like that, it 
just seems like so much work. 

As a woman of Indian descent I also 
spent my youth sporting some hideously 
unsightly sideburns (despite my moth-
er’s assurances, I’m pretty sure everyone 
noticed) but after many years of various 
painful and result-less methods I decided 
to bite the bullet and opt for IPL’s hair 
removal device for a permanent reduc-
tion. Almost twenty treatments and 
endless £££ later my face was finally 

smooth and mostly free of hairs, bar the 
odd one here and there and it was such 
a revelation. Four years on it’s definitely 
one of the best things I’ve ever done for 
myself and ever since I’ve been desper-
ate to recreate the hairlessness on the 
rest of my body too, but who can afford 
it right? Wanting to recreate the same 
silky smooth feeling without the need for 
constant top-up treatments and deple-
tion to my designer shoe fund I began to 
look into other options and was beyond 
excited when I discovered the Braun Silk 
Expert IPL – an at-home hair removal 
system that actually delivers long term 
results. 

I began using the Braun Silk Expert IPL 
tentatively on my legs, unsure about 
how much it would hurt in relation to 
an in-salon treatment (which despite 
what they tell you hurts a lot). However 
it was a needless worry and whilst it’s 
not completely without a slight twinge, 
it’s significantly less painful than using an 
epilator or getting a wax. The great thing 
about using a self-manned machine is that 
you can completely control the pace and 

work up to a point that’s comfortable. 
After all, if you decided that’s enough for 
one day, you can always pick it up again 
when you have a moment. 

The beauty of doing an at-home treat-
ment is that you can just keep going, 
treating different body parts until you’re 
completely satisfied. The Braun Silk 
Expert IPL has a whopping 120,000 
flashes built in, meaning you could con-
tinuously treat your full body for six 
years or up to 14 years if you only used 
it on your lower legs, bikini area, face and 
underarms. Considering that the system 
is based on the latest professional IPL 
technology but adapted for safe use at 
home it offers some serious value for 
money.

As with in-salon treatments, the area you 
want to treat should already have the 
hair shaved so that you have a smooth 
surface to work with. This can feel a little 
odd if working on your face but it’s a 
necessary step and the system gets to 
work immediately so there’s no need to 
worry about any odd resulting stubble.  
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Gina Gill takes us through her experience with the Braun Silk 
Expert IPL that we’re sure she will be using more often.

You’ll also want to ensure the area is 
completely clean and dry, so remove any 
make-up and moisturisers before starting. 
The system is advanced so that there’s 
no need to use a gel or anything on 
the skin before you get to work, which 
makes the process a lot neater.

The nozzle has to be in full contact with 
the skin to work and will flash red if it’s 
not completely flush to the surface you’re 
working on. The system is very intuitive, 
so if something isn’t properly aligned or 
set up it won’t work, meaning you don’t 
need to worry about mistakenly using 
the wrong setting. The darkness of skin 
is also a factor in how intense a light can 
be used, as it’s not suitable on very dark 
skin, but the system cleverly recognises 
your skin tone and adjusts the energy 
used accordingly, even letting you know 
if you’re currently too tanned for it to 
work. 

There are two different modes depend-
ing on the area of the body you want 
to treat; the gliding mode is great for 
treating larger parts of the body, such as 

the legs or arms and is super fast so you 
can treat your leg in just eight minutes. 
For smaller areas, such as the face or 
underarms you can use the press and 
release function, where you’re basically 
pulsing the system on one spot before 
moving it to another.  As I’ve mentioned, 
the system is much less painful than most 
in-salon treatments but if you want to 
pace yourself there is a gentle setting, so 
you can build yourself up to full intensity 
as and when you’re ready. 

The most exciting part of using an 
at-home treatment was not having to 
wait 4-6 weeks between treatments and 
having to deal with regrowth in between 
session.  You can use the Braun Silk 
Expert IPL once a week for the first 4–12 
weeks whilst you’re in the initial removal 
phase; eventually adjusting to top-up 
treatments every few months or so once 
you’re happy with the results. How long 
it takes can vary from person to person 
and even from body part to body part, 
depending on the growth circle of your 
hair.  Within four weekly sessions I saw 
a significant change to the hairs in my 

underarms and lower legs, but my arms 
took until around the eight-week mark 
so start showing a significant result. 

Once you’re done with the treatment 
you’re pretty much good to go. Whilst 
you should avoid anything with extreme 
heat, such as a sauna or hot tub for at 
least 24 hours, you can generally just 
carry on with your day with no real fuss. 
Whilst there isn’t a real need to add any 
gels or creams I did use an aloe vera 
gel post-treatment, mostly just to add a 
little pampering to the proceedings and 
hydrate the skin. 

If like me you’re a stickler for organi-
sation, the Braun Silk Expert IPL has a 
clever calendar app to help you keep 
track of your treatments and follow your 
progress. It’s free to download from the 
app store and you can input the different 
areas you’re treating to help keep on top 
of everything. It has literally never been 
so easy to get those perfect, smooth, fuzz 
free limbs you’ve always dreamed of! 

http://uk.braun.com/en-gb
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Sóley
Icelandic Beauty

Beauty Editor Giovanna Zac 
was invited to discover the 
beauty and spirit behind the 
luxurious Sóley Organics brand.

L
aunched in the UK in April this 
year, Sóley Organics is an organic 
brand from Iceland. With many 
years of skin care and cosmetic 
traditions it has finally reached 

our shores and is available to the public. 
Iceland is one of the countries that have 
managed to keep its environment intact 
and pure. It is one of the most rural 
places on earth, and it is no surprise that 
the spirit of Sóley Organics is to respect 
and embrace the tradition and natural 
culture of its land. 

Founded by Icelandic actress Sóley Elias-
dóttir in 2007, the origins of the brand 
derive from her great-great-grandmother, 
Thorunn, who passed the tradition of 
healer and herbalist to her son Erlin-
gur who in turn passed it on down the 
family line. The idea of having some sort 
of druid ancestor attached to this brand 
is really appealing to me and it manifests 
this throughout their entire cosmetic 
range. The inspiration behind the brand 
is in connection with the nature of the 

island and their plants. In fact there are 
four main wild Icelandic ingredients used 
in each of their products which are the 
signature of the brand: Yarrow, for its 
ancient and powerful calming and healing 
effects which is great for opening up 
pores and improving skin appearance as 
well as reducing the first signs of ageing.

Bearberry Extract, for its brightening 
effects and also a well renowned herb 
for healing skin damage caused by UV 
rays. It is a great ingredient that supports 
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and nourishes the skin. Down Birch is 
also a very interesting plant; in fact it is 
the only native tree of the island. Used in 
various forms, birch is an ancient medi-
cine ideal to protect the skin and also 
to reduce and alleviate the symptoms of 
eczema and psoriasis. It is great to use on 
hair as it thickens it and makes hair very 
shiny and healthy, hence why it is used in 
their shampoo range.  And finally Willow 
Bark, one of the most ancient herbs used 
since the time of the Ancient Egyptians. 
It is used to reduce fever, speed up the 
healing of the skin and is rich in antioxi-
dants which is essential for keeping skin 
younger looking and healthy. 

The wild herbs are handpicked every 
summer and the products are made in a 
small village located at the foot of Mount 
Kaldbakur. The spring water used in each 
product is so pure that it can be drunk 
straight without filtering. The richness 
and purity of those herbs can be felt not 
only in the texture of the products but 
also in the aroma that radiates earthy, 
woody and also flowery scents. Sóley 
Organics is well renowned for their skin 
care as well as their body and hair treat-
ments, and the candles are a great way to 
heal both mind and spirit. When starting 
on a new skin regime, it is important to 
follow the basic steps of a healthy routine 
not only to feel the full benefits of par-
ticular ingredients but also to achieve the 
best skin care condition in the quickest 
possible way. Therefore cleanser, toner, 
serum, moisturiser and body and hand 
lotions are the best routines to finish off 
your daily beauty regime. 

Sóley Organics Skin Care Routine

There are several cleansers in the range 
but my favourite is Fersk White Cleans-
ing Foam. This cleansing foam not only 
comes in a convenient pump bottle but 
works both as a cleanser and face wash, 
leaving the skin totally cleansed of impu-
rities and make-up. The Wild Icelandic 
herbs are reinforced with extra Yarrow 
and organic Lavender and Citrus oils to 
help brighten the skin while reducing the 
appearance of clogged up pores and oily 
skin. Upon trial the skin felt very clean, 
crispy and pleasantly fresh. This was a 
good start to the skin care range as it 
allowed the next products to be fully 
absorbed. The next product I tried was 
Naerd Tonic, a gentle toner that you 
can spray onto any part of the skin 
that feels dry or dehydrated. The tonic 
contains Orange Blossom and Neroli 
to help refresh, balance and soothe 

the skin. This tonic is so light and fresh 
that I really enjoyed using it during the 
day as well as a freshener and soothing 
spritz for those horrid humid days. Just a 
couple of sprays are enough to feel the 
full refreshing effects of the toner with 
great delight. Once the skin is nice and 
clean, the next best product to apply is 
a serum which does all the treatments 
before moisturising.  

In this case, my favourite choice was 
Birta Lift & Glow. This serum has 
organic oil that is so deliciously rich, 
smooth and invigorating with a very 
uplifting scent. The Sea Buckthorn oil 
is infused with vitamins A, E and anti-
oxidants that are essential to maintain 
healthy, younger and luminous skin 
and this shows in just few applications. 
Birch and Yarrow are also soothing and 
anti-inflammatory; their anti-microbial 
properties can protect the skin from the 
environment leaving a fresh radiant look 
to it. Just one or two drops are enough 
to enjoy the richness of this oil serum. 
I used it mainly at night to allow the 
skin to repair during sleep and my skin 
looked much brighter and glowing in the 
morning. This non-greasy serum is ideal 
for all skin types. 

After the serum, I used Eyglo, the Icelan-
dic word for eternal glow. This organic 
concentrated moisturiser really brings a 
lot of energy, brightness and radiance to 
the skin, thanks to its wild herb ingre-
dients combined with Evening Primrose, 
Rosehip and Frankincense oils to improve 
elasticity and tighten the skin while elim-
inating bacterial, sun damage to bring 
back a radiance and flawless complexion. 
The moisturiser is very smooth and felt 
very fresh when applied.  A small amount 
worked very well, leaving the skin feeling 
cool, smooth, radiant and ever so soft. I 
enjoyed the sense of tightness that 
I felt after applying the moisturiser, 
much like a tingling sensation. 

The Sóley Organics experience 
could have not been completed 
without the body and hand lotions: 
Lind Likamskrem Body Moistur-
iser and Graedir Hendur Hand 
Cream. They are simply delicious 
and the perfect way to understand 
the strength of the wild Icelandic 
herbs. Both body and hand creams 
have a calming, soothing and earthy 
aroma, which can still be enjoyed 
the morning after. These two prod-
ucts are so smooth and soft, it was 
impossible to resist them. The body 

lotion contains Shea Butter and an array 
of organic oils such as Almond, Coconut 
Oil, Patchouli and Orange Leaves to 
mention but a few.  The skin felt very 
soothed and fresh, while its aroma helped 
relax and calm the mind after a long day. 
The hand cream is ideal for dry and tired 
skin, and used daily, it really helped to 
revitalise and soothe cracked skin. Soft 
hands are very important in our indus-
try and the Graedir Hendur Hand Cream 
really helped to relieve the skin from 
the dryness and redness caused by the 
weather or strong chemicals. The cuti-
cles seemed to soften after application 
as well, and is a really lovely product for 
recovery from dry or dehydrated hands. 

I really enjoyed discovering the new 
products from Sóley Organics. This is 
a lovely brand that has really captured 
the spirit and the essence of Iceland. A 
country so natural, yet still on the wild 
side that produces very effective and 
powerful herbs. Their strength is very 
present in all their products with a scent 
so captivating and uplifting that I can only 
imagine what it could be like walking 
through those woods. Together with 
their family traditions, Sóley Organics 
has created a luxurious and effective skin 
care free from chemicals, nasty ingredi-
ents and not tested on animals. What a 
pleasure!

www.soleyorganics.com
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Beauty Editor Giovanna Zac discovers La Roche-Posay, 
a brand that caters for sensitive skin. 

THE

TOLERIANE
ULTRA EXPERIENCE
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T
he brand La Roche-Posay has everything 
a sensitive skin needs to survive in our 
polluted world. Formulated to help with 
the discomfort of dry, itchy skin, the range 
contains the minimum and most soothing 

ingredients to cope with allergies. Sensitivity in the 
skin can be triggered by various factors, such as skin 
inflammatory conditions like eczema, rosacea or acne, 
or external factors like weather conditions - excess of 
cold or warm weather, medications, hormonal issues 
and diet habits. People that suffer from asthma or hay 
fever may also develop sensitive skin conditions. It is 
still not fully understood what causes sensitive skin 
or the reasons why it is such an issue in developed 
countries. Researches indicated that it could be caused 
by increased activity of the skin nerves, combined with 
thinner skin textures which cause the skin to react 
and be easily irritated. 

The symptoms of sensitive skin are manifested by a 
feeling of itching, almost burning, sensation, flaky and 
dry skin with redness especially around the nose and 
cheek areas. Occasionally there is a lot of dryness 
also in the scalp or a specific area of the body. Many 
of those issues are aggravated by the daily use of cos-
metics products, such as shower/bath gels, or skin care 
rich in chemicals and nasty ingredients. The Toleriane 
range is fully dedicated to restore health and alleviate 
the discomfort of sensitive skin. Free from fragrances, 
parabens, alcohol and colourants, Toleriane Ultra is 
clinically proven to make sensitive skin less irritable 
and has also won the seal of approval by Allergy UK. 
The main reason for its incredible results is the nature 
of its unique composition rich in the antioxidant Sele-
nium. This natural ingredient is obtained by spring 
water of which the products are made from. The 
water comes from a small village in western France 
called La Roche-Pasay. The thermal water, derived 
from rain water filtered through the chalky rocks of 
the regional area, are rich in Selenium. Together with 
the deep water, it dates over 1700 years old and has 
created rare reserves of Selenium which is one of the 
skin’s essential defense mechanisms especially benefi-
cial to combat free radicals and other damages such 
as by UV lights. 

The spring water has a pure, almost neutral PH 
balance and all its components remain intact as there 
is no processing during the filtering of the water, 
allowing its components to remain intact and its prop-
erties unchanged. The thermal spring water is so pure 
that La Roche-Posay was declared a spa town by the 
French Academy of Medicines during Louis XIII’s and it 
was in 1928 that it was launched as a company where 
patients with eczema and acne where treated with 
the thermal spring water. Considering that the spring 
water was discovered by a knight during the Spanish 
campaigns when his horse, suffering from eczema, 
splashed in the water and emerged totally cured, or 
so the legend says, it does makes you wonder how 
special this water must have been then, but the idea of 
having a water so pure and rich in essential minerals 
is very appealing not only to sensitive skin sufferers 
but also to anyone loving natural and pure ingredi-
ents rather than harsh chemicals. Toleriane Ultra has 

a vast range of skin care dedicated to this issue, and 
in particular the most recommended products to use 
are the basics daily skin care routine starting from a 
gentle cleanser to a daily moisturiser, eye cream and 
body lotion to finish with.

TOLERIANE ULTRA COLLECTION 

It is not just the richness of its minerals and the gentle, 
soothing effect of the products that renders apprecia-
tion and love for this brand. Reason of choice lays with 
how skin becomes sensitive during the summer times 
when exposed to strong sunbathing and therefore to 
UV lights. Travelling abroad for the summer holidays it 
is fantastic for sun intake for the moral and the bones, 
but when it comes to skin it’s a different matter. I have 
a tendency to burn very quickly regardless how little 
I spend in the sun and how high the SPF is, normally 
50. The results are very often the same, a burning 
skin and very irritable due to the sea water. I end up 
spending days covered up under sun screen to avoid 
further damage. With this in mind it was the perfect 
skin routine choice to carry with me and try it out 
when needed.

Dermo-Cleanser

The cleanser is ideal for all situations of dry and 
sensitive skin. The lotion is very fluid and is great as 
an eye make-up remover.  Ever so gentle, the Der-
mo-Cleanser does not need to be removed with 
cotton; just simply washing it off with water is enough 
without rubbing.  A perfect start to a great skin care 
routine.

Ultra Fluid Moisturizer

Toleriane Ultra Fluid is great for sensitive skin whether 
it is normal or combination. Smooth and soft to the 
touch, the fluid delivers an immediate sense of fresh-
ness, calming and soothing feel to the skin. Clinically 
proven to make skin less sensitive day by day, while 
reducing the appearance of redness and in my case it 
was priceless to apply before make-up. 

Contour Eye Cream 

This eye cream is amazing, as not only does it refresh 
the delicate skin around the eye area, but it is a great 
way to soothe the eyes especially when suffering from 
eczema, hay fever or allergies. I found it very hard to 
apply eye make-up after sun exposure or after using 
the pool, and the Toleriane eye cream was a blessing in 
disguise. It is also great if you’re wearing contact lenses 
as it is a non-oily fluid and very refreshing indeed. 

As well as these products, there is also the Toleri-
ane Ultra Overnight Care and Toleriane Rich 
for very dry skin. 

Available at: www.laroche-posay.co.uk;
www.boots.com; www.garden.co.uk;
and www.pharmacyathand.co.uk

ULTRA EXPERIENCE
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The Bite Magazine Beauty Team test three 
products from Elizabeth Grant and provide 
us with their final results.

The Bite beauty team 
was given the task of 
testing the effects of 
using three products 
from the new Elizabeth 
Grant skin care range. 
After weeks of testing 

the products, the Bite beauty team has 
come to the following conclusions.

HYDRA CELL ACTIVE -
INTENSIVE HYDRA TREATMENT
After using this product, we found there 
was a significant change in the way the skin 
felt. It actually helped to restore the look 
of plumpness and helped the volume of 
the skin. It was a good surprise to see the 
positive results of using Hydra Cell Active 
and some of the team members have 
taken a real liking to the effects arisen 
from using the product.
 
What It Does
This intensely hydrating skin treatment 
restores the lost look of youth and 
combines three types of hyaluronic acid. 

Together, these serious hydrators provide 
the skin with a moisture barrier that 
locks in hydration and delivers continu-
ous moisturisation throughout the day. 
This treatment helps tighten the look of 
skin, leaving it feeling lifted. With every 
use, the skin begins to look more supple 
and smooth, decreasing the look of lines 
and reducing signs of dryness. The antiox-
idant in the serum improves skin tone and 
diminishes the look of dark spots. 

This powerfully hydrating treatment 
softens even the roughest and dullest skin 
so that it begins to look more full, supple, 
and healthy. This product is suitable for all 
skin types.

HYDRA CELL ACTIVE -
DAY & NIGHT CREAM
This product was the team’s favourite. It 
can be used anytime during the day or 
night and was very rich to the touch, with 
the jar being a good size for a face cream. 
Also you only needed to apply a very small 
amount to cover your face and neck area. 

SKIN
 C

A
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G
R
A
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The results were really fast and became 
a product that you looked forward to 
using every day, as well as well worth the 
money.

What It Does
Its hydrating and powerful wrinkle fight-
ing ingredients make this day cream a 
sure bet. Formulated with the dream 
team combination of three types of hya-
luronic acid, it protects the skin from 
dryness, delivers deep plumping moisture, 
and ensures the continuous delivery of 
hydration to the skin throughout the 
day. With a mega dose of moisture, skin 
appears plumper, cheeks looks fuller, 
and the look of hollows under the eyes 
is reduced. This day cream also con-
tains peptide technology that helps to 
decrease the appearance of deep wrin-
kles so the skin looks smoother and 
more radiant. Collagen helps to improve 
the look of facial contours and firms up 
the appearance of skin. Edelweiss plant 
stem cells help to improve the skin’s 
overall complexion.

How to use: Apply to the face area 
morning and night.

HYDRA CELL ACTIVE – EYE CREAM
The eye area is the first area that nor-
mally develops wrinkles on your face, 
and this product has been designed to 
reduce the effects of lines without using 
any Botox.  After a couple weeks, it really 
started to reduce the fine lines on some 
of the team’s faces, and help to decrease 
the ageing look around the delicate eye 
area. This super moisturising cream con-
tains wrinkle-fighting ingredients that 
help minimise the appearance of lines.

What It Does
Improve the look of ageing around the 
delicate eye area with a deep infusion 
of moisture and wrinkle-fighting ingre-
dients. Formulated with three types 
of hyaluronic acid, this eye cream pro-
vides moisture deep down to improve 
the look of fullness, elasticity level and 
replenish the skin’s moisture barrier. The 

ageing look of hollow, fatigued eyes is 
reduced and the skin becomes supple in 
appearance. 

Combining Torricelumn™ and marine 
collagen extract, it also works to improve 
the look of firmness around the eye 
area and plumps up the skin to create a 
fresher look. Silk tree bark extract and 
darutoside from siegesbeckia orientalis 
(common St. Paul’s wort) help to provide 
the look of a lifted upper eyelid, reduce 
the appearance of puffiness, and mini-
mise the look of crow’s feet and dark 
circles. The eyes appear lifted, smooth, 
and revived.

How to use: Gently massage around eye 
area morning and night.

elizabethgrant.com

www.idealworld.tv/elizabeth-grant

Photography: The Bite product team

http://www.idealworld.tv/elizabeth-grant
http://elizabethgrant.com/
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A touch of class…



O
ne particular trend that 
keeps coming up every 
summer is a bronz-
ing, suntan look. From 
natural to medium or 

extra dark shades, tanning is the way 
to a healthy, beautiful goddess look. 
Whether it is lotion, cream, spray or 
mousse, this golden touch keeps hun-
dreds of us asking for more. With such 
a great demand no wonder the market 
is booming with a great choice of 
self-tanning products. The main point to 
remember is to allow time for the tan 
to develop, and the golden rule is the 
longer it takes, the deeper the colour is 
achieved. 

SUKIN ENERGISING BODY 
SCRUB and RENEWING BODY 
SCRUB
This well-known Australian brand’s 
products stand for all things natural, 
chemical-free and 100% vegan friendly. 
The Energising Body Scrub is 
infused with aromatic Coffee Extract, 
Walnut and Coconut Shell that is ideal 
to eliminate dead cells while leaving 
the skin smooth and soft. The aroma of 
coconut leaves gives a gentle uplifting 
feeling while the scrub is very invigor-
ating and vibrant, providing a real good 
start to the day. The Renewing Body 
Scrub is more of a nourishing for the 
body. Its extracts of Aloe Vera, Coconut 
Oil and Jojoba are blended with anti-
oxidant Vitamin E and Rose Hip. This 
scrub is ideal for long-lasting hydration, 
while improving elasticity and collagen, 
leaving the skin ultra-soft, nourished 
and healthier for all skin types. The 
gentle aroma of Green Tea and Jojoba 
Oil leaves a real calming and cooling 
feeling to the mind and is great to use 
in the evening. 

www.cressuk.com

ROSSI UVEMA COCOA BUTTER 
& GRAPESEED HAND and BODY 
LOTION
Rossi Uvema is a 100% natural, vegan, 
animal and chemical-free British brand 
dedicated to skin care based on the 
purity of their ingredients and plants. 
Among the range is Cocoa Butter 
& Grapeseed Hand and Body lotion, 
one of the best moisturisers to apply 
prior to a tan. The lotion has a light, 
easy-to-absorb texture and 
because it is formulated 
exclusively for 
sensitive skin it 
does not contain 
essential oils but 
Cocoa Butter, rich 
in Vitamin E and 
antioxidants, great 
for dry and flaky skin, 
while Grapeseed Oil 
is great for renewing 
cells, strengthening and 
is anti-inflammatory, 
which calms down irrita-
tion, reduces swelling and 
heals minor skin damages. 
These are elements of great 
importance to prepare the 
skin before a tanning applica-
tion. The Rossi lotion has a very 
gentle scent of Grapeseed and is 
soft, smooth and calming to the 
skin. Great to protect, strengthen 
and repair dry hands. In 
fact it is a great lotion that 
makes you feel refreshed and 
soothed all over, day and night.

www.rossiuvema.com

Beauty Editor Giovanna Zac investigates the 
best routine for a glowing, long-lasting salon 
tan at home and discovers several amazing, all 
natural and healthy, tanning brands.  

bitebeauty
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MADAME LALA 
SELF TANNING

Founded by American-Brit 
Nicole Dash Jones, this brand 

has taken LA and its celebrities 
by storm. Inspired by Malibu Beach, 
Hollywood and the whole health 
and wellbeing lifestyle, this self-tan-
ning skin care product combines 
tanning, slimming and anti-ageing 
all-in-one. Its special combination 
of Coco Water together with 
Aloe, Green Tea and Vitamin E 
helps to hydrate, detox and slim 
while working as an anti-ageing 
formula for the skin. No wonder 
it is such a great success. The 
products we tested in the 

range were 
the Self Tan 

Mousse and the West 
Coast Face Bronzing Serum. 

The Mousse has a lovely coconut 
scent and the brown colour of the 
mousse makes it easy to see where to 
apply and blend. 

The tan absorbs easily into the skin 
and develops quite quickly after appli-
cation leaving the skin feeling soft and 
hydrated with a gorgeous healthy glow 
before developing into a natural tan. 
Ideally the tan will last three to four 
days, and should be reapplied at least 
twice per week. The West Coast Face 
Bronzing Serum is a very dark colour 
that helps to make it visible when 
applying. In reality when it dries, the 
tan is very natural indeed and needs 
at least three to four applications per 
week to maintain a nice healthy glow. 
The serum also has a coconut scent 
and benefits of Vitamins A, C, E and 
CQ10 for anti-ageing, cellular renewal 
and collagen boost. Both tans are 
easy-to-apply and they both fade away 
without leaving nasty patches on the 
skin, and can be used day or night as 
desired. 

Available at Selfridges, Fenwick Bond 
Street and Fenwick nationally, and 
online at www.madamelala.com
www.lookfantastic.com
www.beautyexpert.com
www.hqhair.com
www.feelunique.com
www.urbanoutfitters.com
www.selfridges.com
www.superdrug.com

EQ EVOA AUTO BRONZANT
Inspired by the surfing lifestyle and a 
passion for natural and sea preserva-
tion, this is an all-organic self-tanning 
lotion for the face and body. Infused 
with organic Shea Butter and Beeswax, 
this lotion hydrates and nourishes the 
skin while delivering a natural glow that 
blends in with natural skin colour and 
therefore can be used three to four 
times per week. Its lovely fruity aroma 
is delicate and pleasant. I found it best 
to use during the day to get that very 
natural city glow and is also perfect for 
touching up to prolong your tan after 
your holiday is over.

www.ecobeautyshop.com

STEP 1: EXFOLIATE 
Exfoliate the whole body the night 
before. Exfoliation eliminates dry, dead 
body cells allowing new ones to come 
up and leave skin much softer and more 
hydrated. The tan will therefore look 
smoother, more even and less patchy. 

STEP 2: MOISTURISE
Applying a good moisturiser with high 
hydration straight after exfoliating pre-
pares the skin for a longer lasting tan as 
the skin is less flaky and dry.  Make sure 
you moisturise well especially the driest 
areas of the body such as heels, knees 
and elbows.  Apply a bit of Vaseline over 
nails and eyebrows to avoid colouration 
of the cuticles or hair.  

STEP 3: TANNING
Apply the tan to clean skin. I find it 
easier to start from the legs and work 
my way up, finishing with the face. Spread 
the tan by massaging in circular move-
ments and working upwards. It is easier 
to use coloured lotions as it enables you 
to see where the tan has been applied. 
Cover the whole body well, keeping the 
tan very light on the driest parts of the 
skin such as the knees, elbows and heels. 
These tend to darken more and faster. 
Make sure you rinse your hands imme-
diately after application and wait at least 
five to ten minutes for the tan to fully 
dry before dressing up.

STEP 4: MAINTAINING 
THE TAN
Keep moisturising the skin in between 
sections to help the tan stay on longer. 
This also allows the skin to be well 
hydrated and keeps the tan smooth and 
less flaky. Re-apply the tan as needed. 
Any patches or excess colour can be 
removed by exfoliating every other day. 
Remember whilst tanning gives you a 
lovely bronze and tanned look, it does 
not give protection against UV rays so 
always use sun protection lotion when 
sitting, walking or lying in the sun.

STEP-BY-STEP
TAN ROUTINE
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Scents Of A Memory 
Beauty Editor Giovanna Zac brings us down memory lane with three revived 
fragrance brands that were all the rage in the ‘50s, ‘60s and ‘70s.  

biteperfume
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Memories are a very powerful recollection 
of events capable of bringing us back to 
those precious places, people and priceless 
moments. They are so secretly hidden and 

locked away in our minds that sometimes we forget 
them with time until something or someone brings 
them back to our memory. It could be through the rem-
iniscence of a film, a dress, a book or even a song that 
can transport us back down memory lane. Sometimes 

an aroma can trigger the memory of a delicious dish or 
a holiday destination that we have not had the pleasure 
of enjoying for a long time. By re-living those special 
moments, we are able to recall the senses of those 
memories as romantic and magic at the same time. This 
is the unique story behind the unforgettable world of 
Lola James Harper where memories are translated into 
fragrances, and Aqua Manda Perfumes whose vintage 
fragrances are recreated and brought back to life. 



I was introduced to the Lola James 
Harper brand during a press launch 
organised by Purple PR back in 
spring where I met Rami Mekdachi, 

creator of this unique and unusual 
brand. He explained to me that the 
essence of its collection is based on 
finding a way to recall his best mem-
ories of friendships and experiences 
he encountered during his lifetime 
travelling, into products that can be 
enjoyed by everyone. His fragrances 
are a reminder of such places. The 
importance is keeping memories alive 
and cherishing them throughout an 
endless frame of time where they can 
be re-lived not just through pictures, 
music, clothing, but also from a scent 
point of view. This is the concept 
behind Lola James Harper fragrances. 

Each fragrance is attached to a memory 
of a special moment where we can be 
transported back and somehow release 
the same experience and energy for a 
new feel-good state of mind, accord-
ing to Rami’s philosophy. He explained 
that he came to this conclusion after 
working with many brands across many 
fields. We all need a connection to fill 
our senses with an image, a smell, music 
and stories because we are all dream-
ers and we need to go into a place that 
gives us something to dream of. The 
idea for the collection came through 
after working for various brands in the 
past 16 years. Rami thought it was time 
to bring out his own fragrance, respect-
fully inspired by the classic pioneer of 
fragrances: Chanel, Lanvin and Poiret, 
where elegance, scent and love for 
design and fashion were all part of the 
same experience. 

The six fragrance collection is sophisti-
cated and a real classic, each presented 
in a chic French-made glass bottle 
with heavily-weighted iron top. Each 
scent has its own story, its own feeling 
attached to it, where the wearer can 
associate their own memories and 
recreate their own state of mind and 
memories. The collection is made up of:

EVERYTHING WILL COME 
TOGETHER 
This Verbena Eau De Toilette has a 
classic and pure scent. Reminiscent of 
old fashion flairs, it represents time 
encapsulated in a potion, and also has 
a lovely hint of fresh and lemony feel 
attached to it.

DO WHAT YOU LOVE WITH 
PEOPLE YOU LOVE
The strength of the Iris root is the inspi-
ration behind this fragrance, just like the 
strength of the foundations of friendship 
and people we love.

LITTLE BY LITTLE WITH JOY
The orange scent is connected to the 
feeling of summer, blossom and the 
joyful time of families being together. 

JUST SAY YES
This fragrance is all about roses and 
their romantic, sweet and fresh feel 
that inspire romanticism and idealistic 
feelings. 

TOGETHER IS ALWAYS BETTER
This Green Tea scent is very smooth, 
delicate and sophisticated. It really 
gives you a feeling of being together 
and sharing the experience with an open 
mind. 

PLAY AGAIN NOW
The woody scent of Opoponax is very 
exotic and warm. Together with amber 
tones, it brings a feel of welcoming and 
blessing. 

Lola James Harper Lifetime Collection 
is available exclusively at Selfridge’s 
department store while Rami Mek-
dachi’s creations also include candles, 
photographs, clothing, books and music.
www.lolajamesharper.com

biteperfume
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Aqua Manda and Goya are 
vintage fragrances that were 
popular during the ‘50s, 
‘60s and ‘70s and have been 

brought back to life into our modern 
world thanks to the effort of Beauty 
Brand Development. It was the concept 
of an era that could be revived not only 
from a fashion point of view but also 
from its own scent, bringing back the 
original perfumes that were so much 
loved in the past and almost forgotten. 
The initial idea was to recreate the fra-
grance exactly as they were, using the 
same oils, blends and original ingredients 
to make the scents as close as possible 
to its original perfume when they were 
first launched. 

In order to achieve this, it was impor-
tant for Beauty Brand Development to 
get in touch with the original creator 
of the range: Christopher Collins (son 
of Douglas Collins, creator of the Goya 
range). His role was to be the consult-
ant and final decision maker on the 
authenticity of the smell recreated. The 
next step was to put together a team 
of perfumers, including a member of 
the original Givaudan perfume house 

to develop the fragrance as it originally 
was. The final result was an accurate 
and precise recreation of the Manda 
collections as remembered and used 
regularly during those glory days.

The collection from Aqua Manda consist 
of both AQUA MANDA and AQUA 
CITRA

This spice and oriental base fragrance 
really embraced the spirit of the early 
‘70s. The essential oils of Mandarin, 
Ginger and Lavender are perfectly 
blended with the spicy herbs of Cin-
namon, Tarragon and Eucalyptus for 
a fresh, sensual fragrance, suitable for 
all occasions. Aqua Mandra was first 
launch in 1947 and it was one of the top 
selling fragrances during the late 1960s 
until 1975, when it was no longer avail-
able. The collection also includes Manda 
Bath Oil, Gift Set Body Powder and the 
classic Aqua Manda Purse Spray. 

AQUA CITRA
This is the sister brand to Aqua Manda 
in its own sweeter blend. The citrus 
note of Lemon is ever so refreshing and 
invigorating. Its zingy vibes are gently 

blended into a floral heart, finishing with 
a woody-spicy end. This is a fragrance 
for the day-time and definitely a lovely 
welcoming for summer time. The collec-
tion also includes the very popular Aqua 
Citra Beauty Soap.    

Available at
www.aquamandaperfume.com

BLACK ROSE FRAGRANCE
This 1950’s fragrance was originally 
created by Douglas Collins. It is the 
most famous of the Goya range and a 
real iconic fragrance of that time: syn-
onymous of glam, sensuality and femme 
fatale.  Black Rose begins with a rich 
citrusy scent of Green Stems and Ber-
gamot, leading the way to heart notes 
of floral bouquet such as Black Roses, 
Geranium and Rose Damas. The delicate 
blend ends with the velvety musky tones 
of Jasmine and Musk. 

The collection also includes Goya Black 
Rose Perfumed Soap and is available at: 
www.goyablackrose.com
Both fragrances are also available in 
Fenwick and at
www.beautybranddevelopment.co.uk

AQUA MANDA PERFUME and GOYA ROSE of LONDON
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AIRBRUSHING 
PHOTOGRAPHIC 

TRT Associates is running private make-up courses in association with the 
Bite Magazine.  The courses range from various levels in Make-up Artistry.

The Bite Magazine make-up studio is fully equipped with the latest and most 
professional make-up and skin care products.  We cater for small classes, 
and one-to-one courses are also available. Teaching will include working on 
professional models.

Make–up studio Location: Stratford, London.

For more information, details and enrolment visit:

www.trtbeautycourses.com

Discover the art of make-up as taught by the 
Beauty Editor in the intriguing world of fashion.

http://www.trtbeautycourses.com/


www.trtbeautycourses.com



Inspired by the love for flowers and plants. In 
them hides the wisdom of time and the secret 
of l ife, colours and endless transformation. Their 
designs and perfection is art at its purest form.
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SUMMER SEASON BEAUTY & HAIR LOOKS….

BEAUTY



Fuchsia Mirage
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Eyes: MAC Eye Shadow in Passionate & Red Brick
Lips: MAC Pro Longwear Lip Pencil in Nite ‘N’ Spicy
MAC Lipstick in Hue, MAC Lip Glass Viva Glam in Gaga 2
and PaperSelf Tattoo Me in Pink BlossomFuchsia Mirage
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Marigold



Orange Blossom
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Orange Blossom
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Eyes: Bobbi Brown Metallic Eyeshadow in Champagne Quartz 2 and Shu Uemura Drawing Pencil in Green
Lips: MAC Pigment in Old Gold and PaperSelf Tattoo Me in Golden Age

G
olden Spirit
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First Model Management  www.firstmodelmanagement.co.uk
Mapa Model Management www.mapamodelmanagement.com
Twentuno Salon   www.treatwell.co.uk/place/twentuno-salon/

https://vimeo.com/177809559

Eye of Horus   www.eyeofhoruscosmetics.co.uk
Artdeco   www.artdeco.com
Paperself   www.paperself.com
MAC    www.maccosmetics.co.uk
Laura Mercier  www.lauramercier.com
Rimmel London  www.rimmellondon.com
Bobbi Brown   www.bobbibrown.co.uk
Shu Uemura   www.shuuemura.co.uk
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SUMMER BEAUTY ROUND UP
Gina Gill gives us some tips on keeping our skin 
refreshed and glowing for the summer season.

S
tepping into your summer ward-
robe is one of the most exciting 
things about the warmer months 
but what I really look forward 
to is mixing up my skin care 

and beauty routine. It’s really important 

to change your routine as the seasons 
change and to help you choose the very 
best products for summer we’ve tried and 
tested all the essentials you need to look 
beautiful this summer. 



The foundation to achieving that gor-
geous summer glow HAS to start with 

perfect clean skin. When it comes to the 
warmer months it can be even harder to 
get that squeaky clean feeling; removing 
make-up is work enough but once you 
factor in sunscreen, sweatiness and all the 
extra time you spend outside, your skin 
can quickly become clogged up and lose its 
glow. This is why it’s time to update your 
usual cleanse and tone routine with some-
thing extra. Cleansing brushes have been on 
the beauty scene for a while now but the 
Sensio Spa Facial Cleanser is taking things 
up a notch.

To get the ultimate cleanse, remove eye 
make-up before applying a layer of cleans-
ing cream to damp skin and moisten the 
brush slightly before using it on the skin. 
The gentle sonic action perfectly dislodges 
any impurities and the Sensio comes with 
three different brush heads depending 
on the type of cleanse you’re looking to 
achieve. There’s a normal head for everyday 
use and a sensitive brush head for those of 
us with more delicate skin.  And for a super 

deep clean there’s also a dermabrasion head 
which is great for an intense weekly cleanse. 
If like me your skin is on the sensitive side 
you can use the more intensive head for 
the bumpy skin on your arms and thighs to 
keep you smooth and soft all round. 

I’ve been using it across my cheeks, t-zone 
and neck for a few minutes each night 
and each time the feeling of fresh skin is 
instantaneous, giving a level of squeaky 
cleanliness usually only achieved through a 
facial. The beauty of such a deep cleanse is 
that your products then sink so easily into 
the skin, prime for any post cleanse prod-
ucts; my evening serum absorbs perfectly, as 
does my moisturiser, leaving my face feeling 
super hydrated, as well as super clean. You 
wouldn’t quite believe the difference a 
perfectly cleansed face can make to your 
complexion, giving a hint of luminosity and 
clarity that no one can quite put their finger 
on, making the Sensio Spa Facial Cleanser a 
must-have in every beauty arsenal.

www.sensiospa.com

Once you have beautiful, hydrated skin, 
your make-up will glide on perfectly 

and no make-up look is complete without 
a great lip colour. I’ve been head over heels 
for the Leighton Denny Lip Duals as they 
have the perfect combination of rich lip 
stain on one end and a moisturising lipstick 
on the other end. Combine the two and 
you have a gorgeous, long lasting lip colour 
that will see you through an evening of 
cocktails with no need to top up.

Each Individual Lip Dual has been created 
by Leighton to match 10 of his favour-
ite nail colours and the range is available 
in 10 classic, fashion forward matte or 
sheen shades, from nude and natural tones, 
to dark red, pink and purple to take you 
through every summer occasion.

www.ld-boutique.com

Once your skin is cleansed and primed 
you can indulge in some summer 

friendly skincare and Time Bomb has some 
fabulous products to keep your skin happy 
as the temperature rises. Start off with the 
‘Time Bomb Complexion Cocktail’, a super 
potent juice for the skin, which works to 
detox the skin and keep breakouts at bay. 
Apply the serum morning and night for a 
heady dose of antioxidants, including chlo-
rophyll, red clover and Vitamin C, which will 
keep your skin soothed and hydrated. 

Once it has all soaked into the skin, follow 
up with the ‘Time Bomb Glory Days’ Day 
Cream. This multi-tasking moisturiser is 
the perfect primer thanks to its use of 
hyaluronic acid complex for plumping 
and tightening as well as borage oil, which 
hydrates the skin, and brightens it with 
tiny little micro-reflective particles. In the 
words of Time Bomb brand ambassador and 
skincare expert Michaella Bolder, “On a hot 
summer day, this is all you need.”

www.timebombco.com

SENSIO SPA Facial Cleanser

TIME BOMB Complexion Cocktail + Moisturiser

LEIGHTON DENNY Lip Duals

bitebeauty
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HOTSUMMER
TRENDS



WATERPROOF EYESHADOW 
SHIMMERING cream colours are 
such a delight to play with. Starting 
as a cream and finishing as a velvety 
powder shadow, they are easy to 
apply, long-lasting and smudge proof. 
They’re lovely to use alone or simply 
have fun building and mixing these 
up to create your own colour and 
intensity look. Dermatologically 
tested, they contain grapefruit, to 
help refresh and moisturise the eye 
area on each application. 

Available in four shades: Golden 
Peach, Golden Sand, Silver Taupe and 
Copper Brown.

INSTANT LIGHT LIP COMFORT 
OIL
More than a shine, the Lip Comfort 
Oil is a lip soothing treatment with 
colour. Ultra-soft for the lips, the 
infusion of power plant oils, have a 
non-sticky or greasy formula that 
leaves lips nourished and shiny to 

enhance lips’ natural beauty. The 
sponge-tip applicator makes it easy 
to apply without any mess, leaving 
lips with a lovely sweet taste making 
them really too yummy to wear. 

Available in three gorgeous colours: 
Honey, Raspberry and Red Berry

FIX MAKE -UP
This light make-up fixer is ever so 
fresh and delightful, not only does it 
leave a long-lasting make-up hold, but 
it also moisturise and sooths the skin, 
leaving a very invigorating and ener-
gising feel. Infused with Aloe Vera, its 
properties bring great moisture to 
the skin, and Grapefruit which had an 
ancient reputation for moisturising 
and cleansing the skin. Make-up spray 
is a real must-have for this summer 
and is ideal to use in the morning and 
evening to allow a longer make-up 
hold for a great night out.

Available at all Clarins outlets and
www.clarins.co.uk

CLARINS SUMMER COLLECTION

EYE OF HORUS LIQUID METAL in BRONZE and GOLD

bitebeauty

Beauty Editor Giovanna Zac investigates make-up brands in vibrant 
colours and shares some of her favourite looks from the high street.

Infused with Evening Primrose oil 
and Lavender Water, this lovely Isis 
Goddess inspired brand has come up 
with some amazing eyeliners so trendy 
that it is hard to resist. The liquid metal 
eyeliners have a felt tip that makes it 
easy to apply without smudges, bleed-
ing or unevenness. The pigments are so 
rich and so vivid they can be used to 
create the perfect eyeliner flicks and 
can be blended in with a brush for a 
smoky effect in gold or bronze. Rich 
with minerals pigments, the liquid liner 
must be well shaken before use. 

The shades of Bronze and Gold liquid 
metals are super trendy this summer 
and can be worn with lots of different 

eye shadow shades from natural to 
deep plums. You can also wear them 
together for a full on metallic look or 
to create a double flick tails if desired. 
Loving the packaging, Eye of Horus 
have all natural ingredients, are animal 
friendly and paraben-free.

Eye of Horus products are also tempo-
rarily available at the British Museum in 
their dedicated gift shop from May to 
November 2016 during the exhibition 
called Sunken Cities -
www.britishmuseum.org/whats_
on/exhibitions/sunken_cities.aspx

www.eyeofhoruscosmetics.co.uk

HOT Fresh, vibrant, chic and feminine is the description for 
this hot season’s trend. Natural sun-kissed bronzing, shim-
mery looks for eyes, nude to cherry and deep plums lips 
matte or full on glossy are the colours of choice. Con-
touring, golds and bronzing are always a must-have for 

any summer and this year they are the main attraction. 
Lashes are definitely waterproof. The newest trends for 
this season are also the make-up fixers, so much needed 
for those hot running make-up days, and refreshing spritz, 
ideal to survive humidity in style. 

Angela Langford, better known for being 
a passionate, great cook, has created a 
skin care range based on the best natural 
ingredients carefully blended together to 
achieve the best results possible, just a 
bit like cooking in fact. The Freshen Up 
Spritz is a hydrating, very refreshing, 
calming and soothing tonic. Its lovely 
flower scent comes from its blending 
of Rose, Geranium, Orange Blossom 
and Aloe Vera infusions. This tonic is so 
delightful that it can be used during the 
day, at night and any time when there is 
a need for a little energetic boost. I love 
to spray it after make-up to keep it on 
longer and fresh all day long.  The port-
able bottle is so cute and a perfect size 
for purses making it easier to carry with 
me on those nights out too. 

www.angelalangford.com

ANGELA LANGFORD 
FRESHEN UP SPRITZ

http://www.britishmuseum.org/whats_on/exhibitions/sunken_cities.aspx
http://www.britishmuseum.org/whats_on/exhibitions/sunken_cities.aspx
http://www.clarins.co.uk/
http://www.eyeofhoruscosmetics.co.uk/
http://www.angelalangford.com/


This is one of the best contouring pal-
ettes I have come across in a while; 
it has everything needed for sculpted, 

gorgeous contouring and more. The soft, 
velvety texture powders are easy to blend 
without caking which allow a perfect appli-
cation. The palette has three shadings, two 
highlighters, a blush and a strobing powder 
that can be combined together to create 
natural, dramatic or trendy sculpting looks. 
The darker shades are there to create and 
defined cheek bones while giving proportion 
to the face, and the highlighter is there to 
accentuate the feature that needs to be made 
more prominent and emphasised. 

A shimmery blush and a sheer-base strobe 
powder create depth and dimension for a 
perfect sculpted look. The palettes are avail-
able in two shades, No.1 Cool and No.2 
Warm and they come complete with easy-
to-follow drawings. The Most Wanted palette 
is very easy to use and personally I find it 
multitasked, in fact the powders are silky 
enough to be enjoyed even as eye shadows, 
creating different looks from natural to more 
dramatic.  I really enjoyed using them and 
mixing the shades and the highlighter to 
create my own desired look.

www.artdeco.com

ARTDECO MOST WANTED CONTOURING PALETTE 

Paperself has come back with their trendy 
signature Tattoo Me in a metallic array 
of various sizes of temporary tattoos. 

This collection is the collaboration with 
contemporary Womenswear designer Keiko 
Nishiyama and Graphic Artist and Illustrator 
Simoneone. The collection comes in three 
inspirational categories: geometric, watercol-
our and vintage. Easy to apply, they can last up 
to 10 days and are perfect to wear anywhere 
on the body. It is just a matter of which one 
to pick out of the lovely designs available.

www.paperself.com

PAPERSELF TATTOO ME METALLIC

bitebeauty
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Every year, it seems for some people, 
that the warmer weather brings a 
deja-vu of summers past recurring 

over and over again. Irritants such as 
hay fever, high pollution, humidity, sun-
burns, skin irritation, sleepless nights and 
stress-related symptoms are usually on 
the agenda. Looking into the skin care in 
the beauty industry, we can thank Clarins 
for their Summer Booster collection.

This latest new discovery from Clarins 
sounded just too good to miss out. The 
idea of a targeted booster for specific 
skin care needs that can be used in con-
junction with any cream, or better still, 
your favourite moisturiser, face mask 
or even foundation, is simply amazing. 
Thanks to the kindness of Clarins, I was 
able to try each booster and discover 
their benefits and results. Before starting 
my trial, I needed to decide which one 
to try first. I have an idea of the con-
dition of my skin so I decided to start 
with the BOOSTER ENERGY, not 
because generally I feel knackered but 
also because I look it too.

Having the chance to have youthful, 
fresher and energised skin seemed too 

precious an opportunity to 
pass on. The Boosters are 
highly concentrated formu-
lation and with just three to 
five drops added to a moistur-
iser is enough to activate and 
release their powerful action 
while targeting different areas. 
The Energy Booster looks 
after fatigue skin resulting from 
stress, late nights, and hectic 
and busy lifestyles and helps to 
tone, brighten, and re-energise 
the skin. Thanks to its extract 
of Ginseng, the Booster is great 
for stimulating and reviving the 
inner energy and wellbeing 
of the body and mind. I used 
the Booster together with 
my Clarins Multi-Active Day 
Cream, and the results were 
impressive, especially the radi-
ance and brightening of my skin 
which had really improved. I 
loved this Energy Booster so 
much that I added it to the 
foundation and body lotion 
that I use and am really pleased 
with the results.

BOOSTER REPAIR 
This Booster is ideal for skin 
repair care. The Mimosa Ten-
uiflora Extract is a magic 

solution to boost strength of the skin 
and regeneration. It is great for reducing 
discomfort and redness as well; therefore 
it works wonderfully against sunburns, 
extreme climates and salty or chlorinated 
water. I took the Booster Repair with me 
on a much-needed spa weekend retreat 
and applied it after using the hydro-mas-
sage and sauna because the skin can 
become dry and red from the chemicals 
and steam. It provided a very refreshing 
feeling and for a change my skin felt really 
soothed and soft. Admittedly, I added a 
few drops into my hair conditioner, and 
it worked great on my hair too. 

BOOSTER DETOX
This is ideal for the recovery and care 
of congested skin. Its Green Coffee 
extract from tropical Africa allows the 
high content of caffeine to detox and 
revamp the skin. I waited to use this one 
until after my travel as it is the Booster 
that works best when recovering from 
partying or an overindulgent holiday. It 
works best against extreme pollution, 
and I found the Booster very good in 
particular for plumping the skin. I added 
the Booster to the Multi-Active Night 
Cream and not only did I see my skin 
improving in appearance in just a few 
days but I also felt a very pleasant sen-
sation of tightening and lifting almost 
instantly, which was great. 

FINAL THOUGHTS
I really enjoyed the benefits and results 
of each Booster and I love the idea that 
it can be mixed with other activators for 
a more complete result. They are fun to 
use and very inventive. I know already 
that the Energy and Repair Booster will 
be with me throughout the summer and 
beyond while the Detox Booster will 
be with me on those special occasions, 
events and throughout the festive season 
to come. To me this sounds just like a 
great skin care plan to stick with - how 
amazing!

Available nationwide at all Clarins 
counters and at www.clarins.co.uk

CLARINSBOOSTER 
COLLECTION

bitebeauty
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Divine
Temptation



Armani Rose Signature 

Referencing the pearlescent perfection of a rose petal, 
the Armani Rose Signature is subtle and sweet with a 
floral note that rings softly through the pinky haze.

D&G Dolce Rosa Excelsa 

Turning again to florals for inspiration, the D&G Dolce 
Rosa Excelsa takes on the stronger side of the rose 
through its bold and seductive scent.  This lively and 
rich blend captures the imagination.

Dior Poison Girl 

A powerful orange scent cloaked in blossoms 
encapsulates the provocative and playful attitude of the 
Dior Poison Girl.  A modern flavour full of temptation 
and desire.

DKNY Be Delicious 

A refreshing cocktail of fruit and flowers swirls 
together in the iconic apple shaped bottle of DKNY 
Be Delicious.  Refreshing and sophisticated this day or 
nights scent will take you wherever you want to go. 

Juicy Couture Viva la Juicy Rosé 

The sun-kissed scent of Juicy Couture Viva la Juicy Rosé 
is sparkling with citrus tones and hints of jasmine for a 
more vibrant way to experience the world.

biteperfume

Treeney Harkin gives a short but sweet description 
of several women’s perfumes available this summer.

Temptation

http://www.theperfumeshop.com/


STONEHILLS HAIR 
DRESSING
27 STONEHILLS
WELWYN GARDENS CITY
AL8 6NA
01707 390 390
 

STONEHILLS HAIR 
DRESSING
310 MUSWELL HILL 
BROADWAY
N10 2QS
020 8883 8887

www.stonehillshair.co.uk

Image credits: Photography: Tony Wellington • Make-Up: Bridget Yankson Model: Viera • Neck Piece: Patrick Ian Hartley

http://www.stonehillshair.co.uk/




T
he Bite Magazine’s mission was 
to approach brands that could 
help in resolving some of the 
issues in health and beauty 
with a more natural and gentle 

approach. In doing this research, we have 
discovered new and interesting products 
made to help women cope with those very 
annoying summer issues.  

A brand with such a romantic name can 
only bring interest as well as curiosity. I 
was introduced to the Kiss the Moon 
brand at the Supply and Beauty exhi-
bition in London where I got to talk to 
one of the brand representatives. Rhian-
non kindly explained to me the reason 
behind the name as well as details of their 
range. Based in the English countryside and 
founded by former Saatchi & Saatchi Media 
Director, Jo Foster, the brand was born out 
of the need for relaxing the body, mind 
and skin during endless travelling, jet lag 
and stressful days. Kiss the Moon is syn-
onymous of everything needed to look 
after the skin while having a great night’s 
sleep. A lot of the skin’s appearance is 
affected by stress, lack of energy and skin 
conditions such as dark circles, due to the 
lack of or bad sleep. This causes all sort 
of problems including early ageing, as the 
skin attempts to repair itself at night, and 
also anxiety, stress, exhaustion and lack of 
concentration. 

In fact, during hot weather, sleepless nights 
are more common as the humidity and 
heat prevent some people from sleeping. 
Travelling, hotels and a change of envi-
ronment can also result in uncomfortable 
and sleepless nights, leaving you awake 
and unable to sleep. Sometimes holidays, 
seaside and a hectic summer life can turn 
into a more stressful experience rather 
than the expected calming and relax-
ing one. Therefore the need for looking 
after the wellbeing of the skin and mind 
becomes essential. Kiss the Moon made 
with pure essential oils are 100% natural 
and totally free from parabens, chemicals 
or perfumes. 

The brand has four skin solutions to 
choose from: GLOW for brightening and 
energising the skin; CALM to rebalance 
stressed-out skin; LOVE for the renewal 
of cells and anti-ageing, and DREAM for 
sensitive skin. Each product has different 
blends of organic oils that contribute and 
help with sleeping issues. It was not just 
curiosity but also the help I needed with 
everyday stress and to get a restful and 
good quality sleep why I really wanted to 
experience the Glow and Calm ranges and 
experiment with various oils used by the 
brand for myself. The results have been a 
real blessing; it is no wonder that Kiss the 
Moon has been a winner of several prizes 
in the beauty industry. 

Moon
Beauty Editor Giovanna Zac explores the relaxing properties 
that stem from Kiss the Moon’s Glow and Calm range.

Experience

Kissthe
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GLOW RANGE
It has a blissful blend of Orange for healthy cir-
culation; Geranium for its ability to balance out 
the skin’s natural oils and defences; Myrrh, con-
sidered for centuries to provide great healing 
and skin repair; and Litsea, sweet, citrusy oil 
used for calming and soothing the mind. Its 
blend of Vitamins A, E and antioxidant properties 
are ideal for infusing the skin with vital nutri-
ents and as a skin booster. This is the perfect 
range for those sleepless and stressful summer 
nights. The range also consists of Bath Oil,  After 
Bath Skin Revival and Bedtime Bath Infusion. The 
very elegant Glow Set comes in a sophisticated 
packaging which contains everything needed for 
great skin and also a great night’s asleep.

After Dark Face Polish
This is a very intense and rich exfoliating sugar 
base polish blended with Mango to smooth the 
skin prior to face oil application and encourages 
overnight cell renewal. The blend has a great 
earthy and uplifting aroma and is best applied 
on damp skin, massaging the polish with circular 
movements to allow the removal of dead cells. 
This polish is super smooth and rich, and a little 
bit goes a long way. The sugar granules are small 
and effective leaving the skin polished, fresh and 
ever so soft. To remove, just simply rinse off with 
warm water then follow by the face oil.  

After Dark Face Oil
Dedicated to help brighten and energise the 
skin while sleeping, this citrusy enriched botan-
ical oil with Apricot Kernel, White Tea Seeds 
and Rosehip, provides vitamins so important 
for a radiance and glowing complexion. Easy 
to apply, before going to sleep, simply add few 
drops onto the palm of the hands to allow you 
to breath in the soothing aroma, relaxing your 
mind and spirit before applying the oil to clean 
face and neck. The After Dark Face Oil is ideal 
for dry skin and absorbs quickly. This chic set 
comes complete with a silk sleeping mask and 
ears plugs to guarantee a perfect good night’s 
sleep. The beneficial effect of the polish together 
with the After Dark Oil were visible the day 
after, with skin that looked radiant, fresh with 
no signs of fatigue. 

CALM RANGE
This blend is a deep soothing treatment designed 
to alleviate the stress and pressures of the day, 
rebalancing the mind while recovering the skin. 
The main blending oils in the Calm range are 
Jasmine for its relaxing properties; Roman Cham-
omile, a strong calming and soothing plant ideal 
for dry or irritated skin; Ylang-Ylang, perfect to 
rebalance skin and mind; and Sandalwood to 
help bring back the skin’s natural oil production. 
Among the range there is also Bedtime Bath Infu-
sion and Beauty Queen Gift Set.

After Dark Balm
This is a very good treatment to help combat 
a restless mind at bedtime. The balm has a gor-
geous and captivating Jasmine aroma which is 
very soothing to the mind while Shea Butter and 
White Tea Seed Oil are essential for helping you 
relax. Simply by massaging the balm into the wrist 
and temples is an invitation to a peaceful and 
relaxing sleep. The balm works very fast so I did 
not need to use the sleep mask or the ear plugs. 
In fact, I did not recall the moment I fell asleep 
and woke up fresh and relaxed the morning after. 

What a great sleeping night, I will definitely use 
it again and recommend to anyone with sleep-
ing problems or to anyone travelling on a long 
journey. This is a great relaxing treat.

Calm Face Oil
Blended with Wheat-Germ Oil and vitamins 
for skin enhancing nutrients, the Calm Face Oil 
works well together with After Dark Balm to 
calm down overactive minds. Before an exam or 
a big day, it is the best soothing treatment I have 
tried so far. Ideal for sensitive skin, it helps to 
relieve irritated and uncomfortable skin condi-
tions and is great for those sunburns, humid and 
sticky hot days.

All in all, this was a great skincare discovery and 
one of the best kinds to look after the body, 
mind and looks in one go.  A great skincare 
remedy that will be with me well beyond summer 
has passed. Kiss the Moon is a very special brand 
with great solutions to our busy and active lives 
that cannot wait to be shared and tried out.

Available at www.kissthemoon.com
and www.selfridges.com

http://www.kissthemoon.com/
http://www.selfridges.com/
http://soft.to/
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&
Photographer: Tony Wellington

Make-Up Artist: Didis Beaute
www.didisbeaute.com

Model: Marta Kelava @ First Model Management
www.firstmodelmanagement.co.uk

Designer: Balossa White Shirt
www.balossashirt.com

Design: Lalita Shirt
Eyes: 17 Eye Shadow Palette, Sleek Smokey Eye Shadow Palette, L’Oreal Volume Lash 
Mascara and MAC Waterproof Liner in Black 
Face: Kiko Colour Palette, MAC Skin Finish Foundation in N3 and Sleek Contour Bronzer Palette 
Lips: Ruby Kisses Matte Lipstick in Black 

bitebeauty

Beauty
Balossa 

http://www.didisbeaute.com/
http://www.firstmodelmanagement.co.uk/
http://www.balossashirt.com/


Design: Hilda Shirt
Eyes: L’Oreal  Volume Lash Mascara 
Face: Kiko Colour Corrector Palette, MAC Skin Finish Foundation in N3 and Sleek Contour Palette 
Lips: Ruby Kisses Matte Lipstick in Grey
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Design: Aide Shirt
Eyes: Maybelline New York Master Drama Liner in Green and L’Oreal Volume Lash Mascara 
Face: Kiko Colour Palette and MAC Skin Finish Foundation in N3 
Lips: Chanel Lipstick in Red and Ruby Kisses Matte Lipstick in Brown
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Design: Mirga Shirt
Eyes: Maybelline New York Master Drama Liner in Pink and L’Oreal Volume Lash Mascara 
Face: Kiko Colour Palette and MAC Skin Finish Foundation in N3 
Lips: Ruby Kisses Matte Lipstick in Purple
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Design: Laisve Shirt
Eyes: Maybelline New York Master Drama Liner in Purple & Pink and L’Oreal Volume Lash Mascara 
Face: Kiko Colour Palette, MAC Skin Finish Foundation in N3 and Sleek Contour Palette
Lips: Maybelline New York Lipstick in Pink

bitebeauty
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Innovation through Performance

Using the same magic to revamp a classic model as they did with the 
Mustang, Ford introduces the all-new GT, a nod to the original GT40 
and a triumph return to Le Mans. Jada Brookes discovers more about 
this sexy and upgraded sports car.

F
ord may have wowed car enthu-
siasts with their update of the 
2015 Ford Mustang a year and a 
half ago but it didn’t stop them 
doing it again with the revamped 

version of the Ford GT.  Taking inspi-
ration from the GT40 racing cars of 
the 1960s, the American marque first 
updated the GT model in both 2005 and 
2006 in anticipation of their centennial 
anniversary. Now ten years later, Ford 
has decided to redesign the classic model 
once again to mark the 50th anniversary 
of Ford GT race cars placing 1-2-3 at 
the 1966 24 Hours of Le Mans. “As we 
at Ford drive innovation into every part 
of our business, it’s worth remembering 
that our first innovation as a company 

was not in a laboratory, but on the race-
track,” Mark Fields, Ford President and 
Chief Executive Officer said in reference 
to Henry Ford’s win of a 1901 car race 
that inspired financial backers to invest in 
his company. “We are passionate about 
innovation through performance and cre-
ating vehicles that make people’s hearts 
pound.”

As part of the anniversary celebration, 
this year will see the Ford GT return to 
the racing tracks of Silverstone and Le 
Mans for the World Endurance Cham-
pionship with professional racing driver 
Andy Priaulx behind the wheel. “For me 
to be driving for Ford in the WEC is just 
on another level,” he declared. “I can’t 

wait to get behind the wheel of the car 
and start the preparations for the season. 
Any motorsport fan will remember the 
iconic Ford GT40 cars of the past, and 
for me to be part of this programme 50 
years after Ford’s historic win at Le Mans 
is such a privilege.” Having won the 24 
Hours of Le Mans four consecutive times 
from 1966 to 1969, the GT (meaning 
Grand Touring) finally took over track 
rival Ferrari’s reign who had previously 
won Le Mans six times in a row from 
1960 to 1965.  The Ford GT was built 
and designed in England (Mk I, Mk II and 
Mk III) and the United States (Mk IV) 
with a series of American-built engines.
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THE ALL-NEW

Innovation through Performance
Driving Capacity
The all-new Ford GT supercar has been 
designed to set new standards in innova-
tion through performance with advances 
in light-weighting, aerodynamics and an 
ultra-efficient EcoBoost engine instead 
of the previous supercharged V8 engine. 
This new twin-turbocharged 3.5-litre 
EcoBoost V6 engine is their most pow-
erful yet, producing more than 600bhp 
coupled with race-proven technology 
that is engineered to keep company with 
exotics when it goes into production 
this year.  Along with a powerful mid-
mounted engine, rear-view drive and a 
sleek, aerodynamic, two-door coupe 
body shell, the Ford GT supercar makes 
extensive use of lightweight materials 

including carbon fibre and aluminium 
to ensure outstanding acceleration and 
handling with improved efficiency.  With 
advanced active aerodynamics such as the 
deployable rear spoiler and SYNC3, the 
latest version of their advanced connec-
tivity system, Ford aims to better serve 
the driver in delivering technologies. 

“The GT is the ultimate execution of 
an enthusiast supercar,” Raj Nair, Ford 
Group Vice President of Global Product 
Development said. “GT includes inno-
vations and technologies that can be 
applied broadly across Ford’s future 
product portfolio – another proof point 
that Ford continues raising the perfor-
mance bar while ultimately improving 

vehicles for all of our customers.” The 
Ford GT is one of more than 12 new 
‘Ford Performance’ vehicles destined to 
be on the road by 2020 including the 
Focus RS, F-150 Raptor, Shelby GT350 
and Shelby GT350R. Each one of these 
vehicles will make use of improved effi-
ciency in acceleration, braking, handling 
and safety through advanced, lighter 
materials. 

There is no indication of the supercar’s 
acceleration power as yet but some car 
experts believe it could be close to 3.0 
seconds with a top speed of around 
200mph. This could be a great estimation 
thanks to the integration of ultra-light-
weight Brembo carbon-ceramic brakes 

bitecars



that will surely enhance performance and 
stopping power in the Ford GT supercar. 
With aerodynamic efficiency at the heart 
of the GT design, this actively reduces 
drag while aiding downforce and stability 
as well as having an active rear spoiler 
that enhance both speed and driver 
input through reactively deploying and 
adjusting its height and/or pitch angle 
depending on conditions. 

Interior
Interestedly, the Ford GT has more than 
50 different sensors to gather informa-
tion about the performance of the car, 
the driver position and the external 
environment. It produces more than 
100GB of data per hour which includes 
the front safety sensors, auto-dim-
ming mirror sensors,  ABS wheel speed 
sensors, pedal position sensors and 
vehicle speed sensors. Another amazing 
revelation is the fact that it features 
more than 25 computing system or 
microprocessors to analyse informa-
tion gathered by the sensors. With 
more than 10 million lines of computer 
code with 300MB of data processed per 
second and a six and a half-inch touch 
screen to boot, the Ford GT is surely 
the super-computer car of the future. 
And the good news is that the driver 
doesn’t even have to wrack his brain on 
how to operate or monitor these fasci-
nating processes because ‘Drive Modes’ 
has been designed to define how these 
systems perform instead. Using the 
modes ‘Normal’, ‘Sport’, ‘Track’ and 
‘Wet’ enables the engine throttle, trac-
tion control, electronic stability control, 
suspension damping characteristics, active 
aerodynamics and ride height to work in 
harmony together to give the ultimate 
performance in car power. 

With a two-seat cockpit that is accessi-
ble through upward-swinging doors, both 

driver and passenger seats are integrated 
directly into the carbon fibre passenger 
cell. The reason for this is that it signif-
icantly reduces seating hardware and 
weight whilst providing a consistent and 
direct sensory connection to the chassis. 
The fixed seating is combined with 
adjustable pedals and steering column to 
accommodate a very wide range of driver 
statures. Just like in the racing version, 
the Ford GT supercar features a F1-style 
steering wheel that integrates all the nec-
essary driver controls, creating a stalkless 
steering column that allows uncluttered 
access to the transmission paddle-shift 
controls.  A fully digital and configurable 
instrument cluster provides a wealth 
of driver-focused data while the display 
is compatible for multiple driving envi-
ronments and different driving modes. 
Talking about the new Ford supercar,  Raj 
Nair added, “While we hope enthusiasts 
rejoice about this all-new GT,  all Ford 
customers will benefit from the ultimate 
performance Ford and its new-genera-
tion innovations.”

Exterior
With an astonishing appearance thanks 
to a curved windshield that enhances the 
aeronautic design theme, sleek, elongated 
hood, cool styling on the doors and a 
signature rear fascia, the all-new Ford GT 
is bound to cause onlookers to stop in 
their tracks and admire it. Unlike most 
cars on the road or even on the race-
track, the new styling is reminiscent of 
both a race car and sports car, especially 
as it features the aerodynamics of both in 
order to create a hypercar.  When stand-
ing among its predecessors, you will see 
that its visual volumes, tension in its body 
lines and creases are well defined along 
with a standout sex appeal. 

Although the external appearance of the 
all-new Ford GT supercar is similar to 

those of the original Ford GT40 model, 
albeit much bigger, wider and taller; 
structural-wise, they are different. The 
LED headlamps feature a rectangular/
horizontal stacking reminiscent of the 
original Ford GT and are designed to 
combine both performance and style, 
ensuring a reliable and long-lasting lumi-
nosity.  Air is created to move efficiently 
over, under and around the vehicle 
through the feature ‘Windblow’, meaning 
there is less aero drag and therefore 
improves performance. With signature 
round Ford GT rear tail-lamps but with 
an ingenious twist, the centre of the tail-
lamps is open to vent transmission and 
engine oil coolers. Unlike most exhaust 
systems, the iconic design on the Ford 
GT is incorporated into the mid-section 
of the bodywork to maximise diffuser 
performance at the bottom and to main-
tain airflow over the top of the body. 

Verdict
If it had not been for the fact that Enzo 
Ferrari pulled out of a deal with Henry 
Ford at the last hour in which the Amer-
ican visionary wanted to buy the then 
small Italian company following their con-
secutive wins at Le Mans, we probably 
wouldn’t have had the Ford GT40. Ford 
wouldn’t have gone on to win four con-
secutive wins from 1965-1969 knocking 
their former rival off their perch and they 
probably wouldn’t have returned to Le 
Mans this year. 

The 2005/2006 modern version of the 
original Ford GT40 forty years later 
may have only lived two years before 
its demise but Ford did not give up and 
the all-new Ford GT is said to their best 
yet even if it does cost around £250,000 
to owe one. And with around 6,506 
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applications in a one month window 
from potential buyers eager to be one 
of the first 500 lucky owners to own the 
all-new Ford GT, there sure is going to 
be a lot of disappointment for those who 
are not successful in this round. Having 
played their cards right in modifying the 
original GT40, I’m sure the American 
marque will have no problem in putting 
a lot more Ford GTs on the assembly 
line just like they did with the first Ford 
Mustang when interest in the new model 
rose to astonishing heights that went 
beyond Ford’s expectations.  

www.ford.com/performance/gt

Images courtesy of Ford
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Gina Gill gets all sunny-eyed with the summer collection 
of snazzy glasses available from Kirk and Kirk.

biteglasses

F
ashion can be the strangest thing 
sometimes. Sometimes trends 
are so completely random it’s 
difficult to fathom how they 
became a thing whilst other 

times, something completely ubiquitous 
and commonplace suddenly becomes the 
IT thing, taking over like a stylish bubonic 
plague (not that I’d consider the plague 
an accessory or anything). We saw it with 
beards, which somehow erupted from 
the 19th century to become the most 
‘shorditchy’ trend since the flat white. 
It happened with trainers, rendering 
fashion editors everywhere five inches 
shorter in one fell swoop when they all 
swapped their Manolos for Stan Smiths. 
And it’s happened with glasses: no longer 
preserved for secretaries or unattractive 
sidekicks, glasses have become the ulti-
mate facial accessory, prescription not 
necessary. 

Whilst a pair of stylish frames has long 
been used to add an air of sophistica-
tion and wisdom to a working woman’s 
ensemble, it’s the Alessandro Michele 
effect that really pushed the trend out 
to the mainstream. Ever since his debut 
show for Gucci, all ‘70s ruffles and Velma 
inspired hair and frames, glasses have 
become more than just geek chic. Thank-
fully, getting the Gucci look is super easy 
right now, thanks to the fabulous frames 
at Kirk and Kirk. 

Launched by Sidney and Percy in 1919, 

the Kirk family has been pioneers 
in optics for almost a century now.  
Working from their London workshops, 
the duo were innovative in more ways 
than one, championing cutting edge 
designs as well as cutting edge delivery 
systems; they were the first brand to 
utilise motorbike couriers in the 1920s, 
setting themselves apart as anything but 
traditional, and three generations later 
they’re still channeling that distinctive 
vibe today through Kirk and Kirk. 

Currently run by Jason and Karen Kirk, 
the brand is still about passion and 
unique style today. They’re fans of using 
acrylic for their frames, which is super 
lightweight and also affords them a wide 
colour palette that ensures a stand out 
range of hues. Their glasses are deco-
rated with little sterling silver or 9ct gold 
motifs that are hand cast right here in 
the UK.  And as quality is so important to 
the brand, each of their frames is made 
from start to finish in France, ensuring 
perfection throughout. 

When it comes to styles, Kirk and Kirk 
have something for every mood. The 
Harper style has a distinctly Mad Men 
vibe when chosen in somber black but 
their customisable options means you 
could choose a pair in Bordeaux, which 
when combined with the silver fly motif 
is deliciously kitschy (especially if you 
paired them with a beehive). The Fleming 
in tortoiseshell is a boxy style that gives 

off a serious vibe whilst keeping an air 
of individual style, especially if you opt 
for the adorable lion motif. And if you 
want to go full-on Gucci Velma, choose 
the Wallace style and pair with a sweet 
little mussed up bob, a doctor handbag 
and a pussy bow blouse. 

If you’re feeling a little experimental then 
the Kaleidoscope collection has you 
covered. The Lez style is super punchy, 
and let’s face it why wear a red lip when 
your specs can depict your inner sass. 
And the Cady in pink is super instagram-
mable – add an ice cream and a baby pink 
lip and you’ll be well on your way to ALL 
the likes. Most excitingly, Kirk and Kirk 
have you covered for days in the sunshine 
too with their collection of sunglasses. 
The Jenny in ocean blue is the ultimate 
accessory to a sunny day, bringing a touch 
of the Côte d’Azur to the concrete play-
ground that is east London whilst the 
Amanda in the lilac dusk is the perfect 
forward thinking festival accessory 
(flower garlands are OVER) that will add 
a little stylish quirkiness to any ensemble.

As a wearer of glasses they’ve always 
been an addition to my look, necessary 
but not necessarily thought of. But now, 
with Kirk and Kirk there’s never been a 
better opportunity to make your frames 
the focal point of your look. 

www.kirkandkirk.com

Easy Reach

Luxury Eyewear 
Within

http://www.kirkandkirk.com/


Kirk and Kirk

Photography: Oggy Yordanov
Styling: Sara Darling
Make-Up and Hair : Jonas Oliver and Sylvie Beaver
Model: Alexander Mounteanou
Wardrobe: Gresham Blake, Mark Powell, Issey 
Miyake, House of Holland, Moods of Norway
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Men’s ProfuMo

YSL L’Homme Ultime
Described as a tribute to freedom and elegance Yves Saint 
Laurent L’Homme Ultime is a fresh composition of rose and 
sage that exudes confidence.  With deep woody notes this is 
a fragrance for the modern man in perfect control.

Armani Code 
Profumo

Intense and long lasting Armani Code 
Profumo is a scent that takes seduc-
tion seriously.  Woody tones with 
amber highlights reflect a mysterious 
sense of attraction.

D&G The One

D&G The One is a selection of 
elegance and sensuality.  A classic 
yet modern combination of ginger, 
tobacco and cedar wood.

Hugo Boss The 
Scent

Hugo Boss creates the essence of 
masculinity that blends leather, ginger 
and lavender into the seductive aroma 
of Hugo Boss The Scent.

Montblanc 
Legend Spirit

A fresh and aromatic scent for men, 
Montblanc Legend Spirit includes 
spicy notes of peppercorn delicately 
softened with grapefruit and lavender 
to create an inviting and comforting 
scent. 

Hugo Boss 
Bottled Oud

Hugo Boss Bottled Oud is a luxurious 
and authorative scent for men labelled 
as ‘black gold’.  Full of heady woody 
flavours, this is a long lasting scent 
that commands attention.

TREENEY HARKIN GIVES A SHORT BUT SWEET DESCRIPTION OF 
SEVERAL MEN’S FRAGRANCES AVAILABLE THIS SUMMER. 
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B
ugatti may have been a French 
car manufacturer of high-per-
formance cars when it was 
first founded by Ettore Bugatti 
in 1909 but there is no denying 

that he and Giorgio Armani have one 
thing in common – their Italian heritage. 
So it was natural for the fashion designer 
to collaborate with the car brand now 
operating under the Volkswagen Group 
to create an artisanal capsule collection 
of small leather goods and refined cloth-
ing. It is the first time that the Italian 
and French brands have come together 
to promote a vision of dynamic and 
timeless elegance. One of the reasons 
for the collaboration was to offer their 

respective customers products that are 
distinguished by top-quality materials and 
the skill evident in their creation. The 
Giorgio Armani for Bugatti capsule collec-
tion is made for sophisticated men who 
constantly seek out exclusive luxury.

“It was very natural to come together 
with Bugatti. We both worship things 
that are made well, made to last, created 
out of the best materials. The capsule 
condenses this encounter in a series 
of clothes and accessories designed to 
be worn by men who only look for the 
best and who live an active and dynamic 
lifestyle,” said Giorgio Armani. Wolf-
gang Dürheimer, President of Bugatti 

Automobiles S.A.S said, “Cooperation 
with Giorgio Armani is a great honour 
for us.  When one of the most influential 
and highly recognised fashion and lifestyle 
brands and the most exclusive super 
sports car brand in the world, which has 
its roots in art and design, join forces, 
this is an unusual, exciting and inspir-
ing project. The result is an extremely 
well-made combination of the style and 
perfection of Giorgio Armani and the 
Bugatti brand DNA.”

The capsule collection which will be 
launching for autumn/winter 2016-17 ref-
erences the iconic motifs of the Bugatti 
brand. You’ll see the horseshoe-shaped 

GIORGIO ARMANI
BUGATTI

As Giorgio Armani and Bugatti come 
together to collaborate on the Giorgio 
Armani for Bugatti capsule collection, 
Jada Brookes find out what the 
collection entails. 

Im
ages courtesy of G

iorgio Arm
ani and Bugatti

for
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GIORGIO ARMANI

emblem found on the front of the cars 
featured on pendants for bags, with 
Bugatti’s brand colour of blue appear 
in the inner linings of the bags, interior 
pockets and on the treads and insoles 
of footwear. The palette focuses on the 
three stylish and timeless colours of 
cognac, army green and blue with the 
highlight of the accessories collection 
being an elegant briefcase in soft calfskin, 
made entirely by hand, with a convenient 
front pocket. There is also an exquisite 
version of this piece in lined matte croc-
odile suede that is tactile and luxurious in 
Bugatti blue.  A much roomier weekend 
bag is available – perfect for those much-
needed weekends away while the small 

leather goods available in calfskin or 
crocodile skin consist of belts, wallets, 
iPad cases and beauty cases featuring a 
prominent zip closure. 

Clothes-wise, the collection include 
a coat and blouson jacket in refined 
double cashmere; superfine cashmere 
sweaters; a leather jacket with raised 
collar and concealed hood; and treated 
denim jeans that look as soft as velvet, 
thanks to their handmade flocking. Men 
can look forward to calfskin sneakers 
with crocodile details, blue interior and 
a Giorgio Armani for Bugatti label; a sports 
driver blazer in crocodile skin available 
in cognac and army green; and a cap 

in double cashmere cloth with trim in 
Bugatti blue. The garments and accesso-
ries are manufactured in limited editions 
and numbered, and displayed with the 
special logo.

The capsule collection will be on sale 
from August 2016 in select Giorgio 
Armani boutiques and in Ettore Bugatti 
lifestyle boutiques. 

www.bugatti.com

www.armani.com
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The Master Collection and Conquest Classic

T
he history of Longines goes 
back as far as 1832 when 
the Saint-Imier watchmaking 
establishment was founded 
by Auguste Agassiz, brother 

of the famous naturalist Louis Agassiz. 
Auguste and his two partners made and 
sold pocket watches with crown-wheel 
escapements that were similar to the 
ones produced by the Swiss watchmak-
ing industry. Heading up the company in 
1846, Auguste used his family connec-
tions in the United States to help make 
the business successful aboard, particu-
larly across the Atlantic. His nephew, 
Ernest Francillon, a qualified economist 
joined the company in 1852 and even-
tually took over the family business. In 
1867, Francillon established the Longines 
factory in Es Longines (Long Meadows) 
and in the same year, it produced its first 
movement, the 20A which had an anchor 
escapement as well as a pendant winding 
and setting mechanism. The movement 
won them an award at the Universal 
Exhibition in Paris that same year. 

Almost ten years later, Longines pro-
duced the 20H calibre patented by 
watchmaker Alfred Lugrin which became 
the first mechanism manufactured by 
Longines to be used for precise timing. 
The brand’s winged hourglass was 
influenced by horse racing. The first 
chronographs sold in America were 
not only for bettors to assist them in 
their assessments or horse racing spec-
tators but for everyone involved in 
sports such as buyers looking for future 
champions or riders aiming to improve 
their performance. Longines started 
to get involved in different aspects of 
sports and explorations in 1899, start-
ing with equipping Prince Luigi Amedeo 
of Savoie, Duke of the Abruzzi, for his 

Artic expedition. In 1900, they won the 
Grand Prix at the Universal Exhibition 
in Paris with a pocket watch named La 
Renommée which contained the 21.59 
calibre chronometer. Then in 1913, the 
watch brand developed its first calibre 
for a wristwatch with a single push-piece. 
Since then, Longines has been creating 
exceptional watches with cutting-edge 
technology. 

Among its many collections of watches, 
the Master Collection is the perfect 
illustration of the brand’s corporate 
ethos since it first launched in 2005 
and would become their best-selling 
product. All watches in this collection 
are fitted with self-winding movements, 
with various models offering many special 
features. The collection is said to “bring 
together the classical elegance and 
excellent quality which never ceases to 
delight those who appreciate exceptional 
timepieces.” Whilst new sizes and sophis-
tications have been added to the line 
over the years, the timeless classicism 
which is the brand’s essential character-
istic and has played a major role in its 
success across the globe, has always been 
maintained. It also offers a wide range 
of sophistication as well as traditional 
models with three hands in which you 
could be a businessman one day, sports-
man the next and a jet-setter at another 
time. With chronograph functions, 
indication of time in all 24 time-zones 
worldwide, power-reserve indicator, and 
phases of the moon or retrograde func-
tion, the Master Collection ensures that 
you are in control all the time.

The sophisticated models are availa-
ble in various diameter sizes (38.5mm, 
40mm, 41mm, 42mm and 44mm) so that 
it provides the ideal watch to suit every 

wrist. The cases have options of steel, 
steel and yellow gold, or 18 carat rose 
gold. The black or silver dials are dec-
orated with a barley-corn design which 
enhances the rhodium-plated or blued 
steel hands. With water resistance of up 
to 3 bars, the models have a transpar-
ent case back through which the owner 
can admire the fascinating workings of 
the movement.  You can choose to have 
your piece mounted on either a steel and 
yellow gold or a steel bracelet, or on a 
black or dark brown alligator strap, all of 
which have a folding safety clasp.

Using their status as a partner of some 
of the most prestigious flat races in 
the world and influence of horseracing, 

Jada Brookes looks at two of Longines’ watch collections and 
how the business was established in France.
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Longines launched Conquest Classic. This 
collection of exquisite timepieces was 
designed to be worn amidst the excite-
ment of parade rings at Chantilly, Hong 
Kong, Royal Ascot or Dubai racecourses.  
As a tribute to the chronographs pro-
duced from 1881 for race-goers and 
jockeys in New York, Conquest Classic 
embraces the brand’s values of elegance, 
tradition and performance. Available in 
three sizes, the ladies’ models in steel, 
rose gold or a combination of steel and 
rose gold has a diameter of 29.5mm and 
show the hours, minutes and seconds as 
well as the date. The black or silvered dial 
has applied 12, 6 and 9 numerals giving 
it a true sporty look. The 40mm model 
has a mother-of-pearl dial set with 12 

diamonds which gives the ladies’ models 
an extra air of refinement while other 
models are set with 30 diamonds. These 
models are fitted on black alligator straps 
or steel, or steel and rose gold bracelets 
and match the dial, while the straps and 
bracelets all have a folding safety clasp. 

The 41mm model is fitted with an L688 
column-wheel movement specially devel-
oped and produced by ETA exclusively 
for Longines. The case is available in steel, 
steel and rose gold or simply just rose 
gold. The silvered or black dial shows the 
hours and minutes, with a small seconds 
hand at 9 o’clock, date and chronograph 
functions; a centre sweep seconds, a 
30-minute counter at 3 o’clock and a 

12-hour counter at 6 o’clock. The chron-
ographs are fitted with a black alligator 
strap or a steel, or steel and rose gold 
bracelet, and all have a folded safety clasp. 
Other watches in the Master Collection 
include the Conquest Classic Moonphase 
and the Longines Saint-Imier Collection.

Longines watches are available in France 
and the rest of the world including 
Belgium, Greece, Malaysia, Portugal and 

United Kingdom.

www.longines.com

Images courtesy of Longines
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T
he evolution of wireless 
sound takes prominence 
in the new QuietComfort 
35 around-ear headphones 
and QuietControl 30 in-ear 

headphones from Bose that create an 
entirely new experience for travelling, 
commuting, creating, studying or relaxing. 
The QC35 lets you tune out completely 
with the same remarkable silence of 
Bose’s wired QuietComfort headphones 
while the QC30 adds something new 
with a breakthrough feature that puts 
noise control in your hands by allowing 
you to adjust how much surround sound 
you wish to block out or let in.  Against 
a backdrop of quiet, the new QC35 and 
QC30 reproduce music with stunning 
clarity no matter the volume. 

All of Bose’s new wireless headphones 
include NFC for touch-to-pair conven-
ience, super-intuitive controls for music 
and calls, voice prompts for key infor-
mation including set-up, caller ID and 
battery life, and the free Bose Connect 
app for even more functionality. “Until 
now, great wireless noise cancellation 
and better wireless workouts have 
been more of a dream than reality,” 
said Bernice Cramer, General Manager 
of Bose Wireless Headphones. “Like the 
QuietComfort headphones before them, 
the performance of the QC30 and QC35 
are way ahead of where the market is 
right now.” 

The QC35 around-ear headphone has 
a custom-engineered Bluetooth system 
for a strong and consistent connection 
anywhere. With microphones inside and 
outside the earcups, the QC35 senses, 
measures and sends unwanted sounds to 
two proprietary digital electronic chips – 
one for each ear – which respond with 
a precise, equal and opposite signal in 

less than a fraction 
of a millisecond. For 
instance, the rumble 
of a train, plane engine, 
or even the commo-
tion from rush hour 
crowds will all but 
disappear.  This will 
enable you to stay in 
silence or hear your 
music more clearly 
with a new EQ that balances sound at 
every volume, for any genre. 

It has up to 20 hours of battery life from 
a rechargeable lithium-ion battery, which 
means it will last longer than a flight from 
New York to Hong Kong. The simple 
buttons can be found on the right earcup 
with on/off, music volume, play/pause and 
answer/end calls functions. “While the 
QC35 is packed with proprietary tech-
nology for performance, the finer details 
of materials, build and finish are equally 
precise. They’re refined yet rugged, light-
weight yet stable, with legendary Bose 
comfort,” says the brand.

For those with increasingly hectic lives, 
the QC30 headphone is a technical 
tour-de-force to make every day better. 
Its noise cancellation is so advanced 
for a wireless in-ear design that there 
is nothing else like it in the industry. It 
has a new, robust Bluetooth system that 
works great in change of surroundings. 
The QC30 headphones feature tiny 
earbuds that integrate a total of six 
microphones, and has a sleek neckband 
that houses the rest of the advanced 
electronics system for take-anywhere 
performances. No matter where you are, 
the new Bose breakthrough controllable 
noise cancellation puts you in charge of 
how much of the world you wish to shut 
out. You can choose to turn the noise 

cancellation up or down, not on or off, 
and it adapts to the level you set without 
changing your music volume. So that you 
can hear every note from your favourite 
tracks and artists with ease, the QC30 
uses a new EQ customised for its size 
and design. 

The QC30 has up to 10 hours of battery 
life from a rechargeable lithium-ion 
battery, lasting as long as a fully-charged 
phone or tablet. The buttons are located 
on an in-line remote, with music volume, 
play/pause, answer/end calls, and noise 
control functions. It also features Stay-
Hear+ Tips, the Bose innovation that 
eliminates the pressure and aches of con-
ventional ear tips for hours and hours of 
wear. Both the QC30 and QC35 use a 
dual-mic system to reject the annoying 
background sounds that interfere with 
talking. This enables wind and crowds to 
fade and text-to-speech accuracy to be 
improved with Siri and other phone VPAs. 
Conversation is therefore much clearer, 
voices sound more natural and every 
word can be heard on both ends. 

The QC35 is available now to purchase 
and the QC30 will be available from Sep-
tember 2016. 

www.bose.co.uk
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Jada Brookes looks at some of the latest gadgets 
and developments on the tech market.

http://www.bose.co.uk/


Sony, one of the world’s leading electronic 
companies, brings us the next generation 
in television display technology with the 
ZD9 series BRAVIA 4K HDR TV.  This new 
advanced Sony TV brings “4K High Dynamic 

Range (HDR) to a whole new level with ultra-con-
trast and even more realistic accurate colour in 
order to express what the content creators really 
intended.” With a newly developed 4K HDR Pro-
cessor X1 Extreme and Backlight Master Driver, 
the new ZD9 series BRAVIA 4K HDR TV attains 
extraordinary contrast and extremely accurate wide 
colour expression. It offers an even more impres-
sive visual experience with more depth, texture and 
realism on the screen than was previously possible. 

The great thing about the 4K HDR Processor X1 
Extreme is that it has an additional Sony-exclusive 
database for noise reduction. It does this by search-
ing through thousands of picture patterns and using 
dual database processing, it removes unwanted noise 
and up-scales every image to a super clear 4K image. 
The Backlight Master Drive boosts technology by 
allowing the HDR TV to expand brightness and con-
trast even further in order to truly tap into its full 
potential. It also combines a dense LED structure 
with a super accurate lighting algorithm and unique 
optical design.  

The ZD9 series BRAVIA 4K HDR TV can run on 
Android TV thanks to Sony’s exclusive user inter-
face. From live TV broadcasting to Internet video 
services, the new seamless user interface Content 
bar includes enhanced content navigation along with 
voice search. It also features genre filtering function 
(depending on the region you live in) so instead of 
selecting a programme from a bunch of channels, 
users can easily choose from their favourite genre 
such as sports, music, news, and so on. 

Available in 65-inch, 75-inch and 100-inch models, 
the ZD9 series BRAVIA 4K HDR TV is compatible 
to receive and process the new video standard signal 
with higher brightness, higher contrast and vibrant 
colour via Internet video services, HDMI and USB 
port; includes X-tended Dynamic Range PRO to 
produce better contrast by precisely balancing the 
light output across the screen, dimming some areas 
and boosting others. Its brightness range is three 
times more than that of a conventional LED-backlit 
TV and enhances any source to near HDR quality 
with a wider range of brightness; features vibrant, 
expanded colour with TRILUMINOS Display; and 
the 100-inch model comes with floor stand/table-
top stand while the 65-inch and 75-inch comes with 
table-top stand only. 

www.sony.co.uk
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Sony Launches the 
BRAVIA Z Series as 
Ultimate 4K HDR TV
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H
omes in the UK, France, 
Netherlands, Belgium and 
Republic of Ireland will 
soon be able to benefit 
from Nest’s latest ther-

mostat appliance that offers improved 
boiler support for delivering remote hot 
water control and advanced compatibil-
ity with OpenTherm heating systems. Its 
new design include a slimmer profile, a 
high-resolution screen that is 40 per cent 
larger and an updated user interface that 
makes it easier to read temperatures, 
alerts and messages. With Farsight, a 
new software feature, the 3rd generation 
Nest Learning Thermostat automatically 
displays the target temperature or time 
when movement is sensed across the 
room. 

“Millions of Nest homes around the 
world have saved approximately four 
billion kilowatt hours of energy com-
pared to what they would have used if 
they’d left their thermostats at a con-
sistent temperature. And today, with 
brand new software and hardware, our 
European customers can save even more 
whilst staying comfortable, thanks to 
remote hot water control and Open-
Therm compatibility,” said Lionel Paillet, 
General Manager of Europe for Nest. 
“And we are continuing to expand our 
presence in Europe – the 3rd generation 
Nest Thermostat will be available through 
thousands of retail locations, professional 
distributors, and directly through Nest 
Pro installers, and at a discount or at no 
cost all through energy partners.”

The 3rd generation Nest Thermostat 
works by learning the temperature that 
you like, and then programs itself. The 
clever thing about this product is that it 
knows how long it takes to heat up your 

home so that you are comfortable when 
you get there. When you leave home, it 
automatically turns down your boiler 
and hot water tank so you save energy. 
In addition, it can now control your hot 
water tank alongside the central heating. 
You can adjust the hot water schedule 
from your phone or thermostat, boost 
from anywhere, and Auto-Away works 
with your hot water tank to help save 
energy when no one is at home after 
two days. It uses OpenTherm support to 
enable two-way communication between 
compatible boilers and 3rd generation 
Nest Thermostat. With over-the-air 
software, it continues to get better over 
time and the modulation experience will 
continue to improve in the future. 

For homes that do not already have a 
thermostat or where the old thermostat 
was in a room where the temperature 
wasn’t regulated, Nest has created a 
brand new stand for the Nest Thermo-
stat. This will allow the homeowner to 
put the stand in the best place to sense 
the temperature and activity in their 
homes. With safety forming an important 
element in the home, the 3rd generation 
Nest Learning Thermostat includes Nest 
Protect which sounds a Heads-Up or 
Emergency Alarm for smoke or carbon 
monoxide (CO).  A message on the Nest 
Thermostat will be displayed to help you 
know what’s going on in addition to a 

Nest app notification. This will automat-
ically stop your gas or oil boiler from 
heating your home – the most common 
source of CO in the home which will 
prevent the boiler from making the sit-
uation even worse. Nest Protect also 
enhances the Nest Thermostat’s Auto-
Away feature by improving its knowledge 
of when you’re home or away. 

Another amazing feature is that the ther-
mostat can speak with other connected 
products in the home from household 
brands like Philips Hue, Osram, Bosch, 
Logitech and LG, to work together, learn 
from one another and help the home-
owner out – all on their own – that 
will enable the home to be safer, more 
secure, or help save money. 

The 3rd generation Nest Learning Ther-
mostat is available from 2,500 retail 
locations across Europe and the Nest 
website. 

www.nest.com

Im
ages courtesy of N

est

3rd Generation Nest 
Learning Thermostat 

http://www.nest.com/


I
f you haven’t yet discovered it, there is a fun way 
of capturing pictures that will have you throwing it 
into the air like a regular ball. Berlin-based electron-
ics company, Panono, high resolution developer of 
the single-shot 360˚ camera is planning to leverage 

its advantage in image quality to shift its market focus 
towards professional 360˚ applications for prosumers 
and business customers. “The feature that captured 
the most attention when we introduced Panono in 
2013 was that you could throw it in the air to trigger 
its 36 cameras,” said Jonas Pfeil, Panono founder and 
CEO. “Today, the thing that sets Panono apart from 
other 360˚ cameras is the incredible quality of the 
images it takes. The cool factor is now in the quality of 
the images.” With 108 MP, the total resolution of the 
Panono Camera exceeds that of competing camera 
models by a factor of five. 

Six months after the release of its Panono Explorer 
Edition, Panono reported an average of 2,000 new pan-
orama pictures being uploaded to its cloud service each 
week, a number that is rapidly increasing. More than 90 
percent of the images were being taken with a tripod 
and remote trigger, or with the Panono stick. This along 
with the growing demand for the Panono 360° Camera 
from the B2B sector was the factor behind the com-
pany’s decision to shift its focus to the prosumer and 
business markets. “We have customers in a number 
of different fields,” said Pfeil. “More and more, the use 
cases for our camera are going beyond traditional mar-
keting activities. For instance, construction companies 
are using their Panono to plan and document pro jects. 
Insurance companies are using it to document damages. 
We will be focusing on this already existing demand.”

With the introduction of the HDR function (High 
Dynamic Range) in the camera, Panono took the first 
step into the market for professionals. The feature 
allows high quality shots in high-contrast environments. 
“Especially in 360° photography, HDR is an extremely 
important feature, as very bright or very dark areas 
can’t just be left out,” Pfeil explained. This year, Panono 
is planning to release a next-generation model of its 
first camera that will include all the hardware and 
software optimisations realised since the launch of 
the Explorer Edition. This means that the company is 
moving away from its original plan to release a low-
er-cost consumer version of the Panono Camera. 
“Panono is currently the only camera for high-quality 
360° photo graphy on the market, and we want to focus 
right now on this advantage.”

The ball-shaped Panono 360° Camera is equipped with 
36 individual cameras and captures 360° high-resolu-
tion panoramas with both horizontal and vertical fields 
of view once thrown in the air. Once the images have 
been fully captured, firstly download the 36 single 
images from the camera to your mobile device, then 
upload the single images to the Panono Cloud for auto-
matic stitching, and finally view, send, share or embed 
your panoramas from the Panono Cloud.

www.panono.com
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Model S

Beating all competition to become the first automotive car 
company to introduce a fully all-electric saloon car that 
grabs your attention when it passes you by, Jada Brookes 
discovers the amazing features of the Tesla Model S.
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Revolutionise Your Drive
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W
ith a distinctive badge that will 
have you trying to figure out which 
model it is at first, you can’t help 
but stop and stare when a Tesla 
passes you by. And these days, 

you’ll see more of them than ever. Designed from the 
ground up, the 2016 Tesla Model S has been created to 
be the safest and most exhilarating saloon on the road. 
It was in 2012 that the Model S was first introduced 
to the masses and now four years later, the American 
automotive company has decided to give it a facelift 
with a new front-end styling and equipment that makes 
it more attractive and unique. The thing to note here 
is that the automotive company does not group their 
changes and updates into model years like most car 
makers do, therefore any running changes are made 
whenever the updates are tested, validated and ready to 
proceed. For example, between 2012 and this year, the 
Tesla Model S has seen changes such as power folding 
mirrors included in the Tech Package; fog lamps given 
an improved design that illuminates a low, broad area 
below the low beam’s light path; the titanium three-
piece battery safety shield became standard equipment 
from March 2014; the dual-motor, otherwise known as 
the ‘D’ All-Wheel Drive option, offered on 85-kWh ver-
sions: 85D and P85D; new 70-kWh battery and 90-kWh 
batteries introduced, replacing the previous 60-kWh 
and 85-kWh batteries; and the ‘Ludicrous’ performance 
mode added which immensely increased acceleration 
time. 



Driving Capacity
Talking about performance, the Model 
S’s all-electric powertrain enables it to 
make an impressive acceleration of 0-60 
mph in 2.8 seconds; that’s a 0.01 second 
faster than the Bugatti, even amazingly 
faster than the Audi R8 Coupe and the 
part-electric BMW i8. It is also deemed 
by the automotive company as the fastest 
four-door saloon ever built. With no con-
ventional engine to power this amazing 
car, the Tesla Model S relies on its two 
electric models (one located in the front 
and the other in the rear) which enable 
it to digitally and independently control 
torque to the front and rear wheels, and 
provide an EPA efficiency rate equivalent 
to 90 mpg.  The Model S also operates 
through a battery located on the floor 
pan centred between the axles, giving 
the Tesla Model S an extremely low 

centre of gravity, thus reducing the risk 
of rollover whilst enhancing handling and 
performance. 

As one of the ‘safest cars’ on the roads 
thanks to its unique electric drivetrain 
which sits beneath the car, the Tesla 
Model S’s safety record is backed up 
by its NHTSA and Euro NCAP 5-star 
safety rating along with a record for 
the lowest likelihood of injury to occu-
pants when tested in the United States. 
Standard active safety features include 
Automatic Emergency Braking, Collision 
Warning, Blind Spot Detection, and Lane 
Departure Warning, or you can choose 
optional convenience features such as 
Traffic-Aware Cruise Control, Autos-
teer, Autopark and Summon which will 
make your driving experience simply a 
walk in the park. For example, if you opt 

for automatic steering with traffic aware 
cruise control, this feature would use 
active sensors combined with GPS and 
high resolution digital maps to comprise 
a mutually reinforced system that pilots 
Model S along the highway, and keeps 
it within the lane, even if you’re in stop 
and go traffic. The great thing about this 
system is that real time feedback from 
the Tesla fleet ensures that the system is 
continually learning and improving upon 
itself. 

Another feature which is extremely 
exciting and should win the hearts of 
car enthusiasts without effort is Autopi-
lot. This unique feature helps to navigate 
the curve of the road, follows the flow 
of traffic and parks at your command, 
making your driving experience not 
only safer, but stress free.  It allows the 
Model S to steer within a lane, change 
lanes with the simple tap of a turn signal 
and manage speed by using active, traf-
fic-aware cruise control.  You’ll be pleased 
to know that this feature can also help 
avoid collisions from the front and side 
due to the aluminium pillars reinforced 
with steel rails as well as prevent the 
car from wandering off the road thanks 
to the digital control of motors, brakes 
and steering.  And, it will even scan for a 
parking space and alert you when one 
is available.

Interior
Since there is no internal conventional 
engine inside the Model S, being a fully 
all-electric model, this opens up addi-
tional cargo space and offers a more 
spacious cabin that would fit five adults 
and two children with the availability of 
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rear-facing jump seats. You won’t miss a 
moment with the 17” capacitive touch-
screen with digital instrument cluster 
which controls the majority of the car’s 
functions and is angled toward the driver. 
The touchscreen includes both day and 
night modes for better visibility without 
distraction and seamlessly integrates 
media, navigation communications, and 
cabin control, and vehicle data into one 
intuitive interface. You will also find many 
of the functions mirrored on the instru-
ment panel which are voice-activated so 
that the driver’s attention is not taken 
off the road. 

With Over-The-Air software updates, 
you can rest in the knowledge that this 
feature will add functionality, enhance 
performance, and improve the driving 
experience of your Tesla. Drivers will 
receive updates to their car remotely 
without having to visit a service centre 
and the brilliant news is that receiving 
these updates are free for the life of 
the vehicle. Other goodies to expect 
include free long distance travel using 
Tesla’s Supercharger network; Wi-Fi and 
Internet connectivity; mobile app remote 
control; onboard maps and navigation 
with free updates for 7 years; auto-
matic keyless entry; one touch power 
windows; high definition back-up camera; 
hands-free talking with Bluetooth; voice 
activated control; eight airbags for driver 
and passengers’ heads, knees, and pelvis 
plus two side curtain airbags; and rain 
sensing automatic windshield wipers. 

Exterior
Now equipped with full LED adaptive 
headlamps, not only does this enhance 
the already great styling but it also 
boosts safety through the 14 three-po-
sition LED dynamic turning lights that 
improves visibility at night, especially 
when it comes to winding roads. The 
Model S also features a Medical grade 
HEPA air filtration system that removes 
at least 99.97% of particulate exhaust 
pollution and effectively all allergens, bac-
teria and other contaminants from cabin 
air. This enables the bioweapon defense 
mode to create positive pressure inside 
the cabin to protect the occupants.

Exterior features include retracting and 
lighted door handles; automatic Xenon 
headlights and daytime running lights; 
electronic stability and traction control; 
four wheel antilock disc brakes with elec-
tronic parking brake; power lift-gate; fog 
and cornering lights; and Model S photos. 

Verdict
With safety the most important element 
in the Tesla Model S, brainchild of PayPal 
creator Elon Musk, the American auto-
motive and energy storage company 
has certainly surprised quite a few car 
experts. Perhaps if you had asked them 
ten years ago who they expected to 
be the first car company to introduce 
a viable, fast, practical and competitive-
ly-priced all-electric luxury saloon, they 

probably would have looked to Germany, 
Japan or even South Korea. Having only 
started in the car business in 2003, Tesla 
has surpassed all expectations and pro-
gressed into one of the fastest moving 
automotive businesses in a short space 
of time. 

The fact that Tesla sells zero-emission 
cars has scored major points as society 
progresses towards improving the envi-
ronment and achieving low emission. 
When Elon Musk told his audience that 
Tesla would build ‘the best car in the 
world’ and was determined to ‘destroy 
the illusion that electric cars can’t be as 
good as petrol cars’, he certainly achieved 
this with the Model S. Although, it may 
not look like a typical electric car (and 
why should it?), the reason for this could 
be simply because as chief engineer Franz 
von Holzhausen explains, “We are design-
ing a car and building a brand around a 
powertrain that’s hard for people to take 
on board. The car needed to look familiar 
and be easy to accept. In the future we 
can be more experimental.” 

Personally, I think Tesla has done a jolly 
good job with their first fully compatible 
all-electric car – it has certainly caught 
my attention and I have an extreme love 
for high calibre cars. However, we will 
look out for future innovations from this 
thriving automotive company.  

www.teslamotors.com/en_GB/models

https://youtu.be/XB2g7-HgE_g
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Jada Brookes discovers the work of emerging artist Daniel 
Warnecke and how he aspired to become an artist.

E
very now and again, someone will come 
along and completely turn a medium 
on its head whether it is fashion, art or 
design. One such person is Barnet-born 
artist Daniel Warnecke who has breezed 

into the art world with his unique and extraor-
dinary artistic flair. When we attended a private 
viewing at GX Gallery in south-east London where 
the artist was showing, we were immediately 
drawn to his miniature pieces of art. Every detail 
was so intricate and mind-blowing that you could 
spend hours admiring them and still find them fas-
cinating the next time you see them. 

Perhaps the youngest of all the artists showing that 
evening, the artist, dressed immaculately in a suit, 
oozed confidence and maturity. He uses 3D print-
ing to create a dialog between the past and the 
contemporary by selecting historical well-known 
portraits and reimaging them with cutting edge 
technology. Now, you can have your own Marilyn 
Monroe Pop Art Edition modelled on the actress’ 
iconic flying skirt or your own modern version of 
the ‘Girl with a Pearl Earring’ either as a painting 
or miniature figurine in a glass box. Other fasci-
nating pieces include Duchamp Urinal Head, Man 
Ray Le Violon, Statue of David, Son of Man and 
Van Gogh. 

From a young age Warnecke has always been inter-
ested in the arts. With his father being an actor, he 
would visit stage productions and sets which gave 
him an insight into the creative process.  At school 
Warnecke studied A Level Art and Photography 
but dropped out of his other academic subjects 
so that he could concentrate on “doing subjects 
which encouraged freedom and expression which 
were not governed by right and wrong answers.” 
He went on to study Contemporary Photography 
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Daniel Warnecke
Artist Profile

‘We are all creators, inspired by life and the love of art”
- Daniel Warnecke

at UCA Rochester famous for its fashion courses 
and presentations at Graduate Fashion Week. 
In the early stages of his course, Warnecke was 
determined to be a successful fashion photogra-
pher but discovered there were limitations and 
protocols that came with fashion photography. His 
goal is to be as free as possible in being able to 
express himself through his work.

Warnecke is a prime example of what someone 
can achieve despite having some limitations in the 
way they see or do things in comparison to other 
people. In his third year at UCA, the emerging 
artist was diagnosed with severe dyslexia and 
dyspraxia. “Having that mixed in with my colour 
blindness now made a lot of sense as to why I 
worked in a different way to most of my peers 
throughout my academic career.” Despite having 
these conditions, he was determined not to let 
this stop him from achieving his goals and finished 
university with a First Class Honour’s Degree. 

He first inspired to become an artist when he 
visited Frieze London for the first time when he 
was 18. “The whole place had me in total awe 
seeing that people could create such amazing 
objects and images straight from their conscious-
ness and bring them into a reality to be enjoyed by 
others. Looking at the price tags for the work was 
just as jaw-dropping and an incentive to believe 
you could make a decent living in the art world.” 
Warnecke says that paintings, sculptures and 
photographs are one of the same things to him. 
“I have painted on photographs, made sculptures 
from photographs and painted on sculptures. I am 
never set to one medium as the definitive start 
and end of a process. I have been making art on 
a serious level for the past seven years and have 
been making art now commercially for one year.” 

This is a far cry from his very first artistic piece 
which was a plank of wood painted in blue with 
hammered in nails and screws done in nursery 
school. “I’m sure you wouldn’t be allowed to do 
that anymore – thinking back it was pretty danger-
ous and ended up with some black thumbnails.” So 
being such a fresh, up-and-coming artist, we won-
dered where Warnecke gets ideas for his pieces. 
“I get my influences and inspirations mostly from 
deep meditation. I like to get spiritual and let the 
mind wander. My best ideas have come from drift-
ing off and freeing the mind, and then BOOM, an 
idea will pop out of nowhere and I immediately get 
very excited. If the excitement is still there a few 
days later, I will act on it and put it into practice.” 
He also says he gets inspiration from sharing dis-
cussions with other artists and hearing someone 
else get excited about a project or an idea really 
charges his creativity.

Through his work, Warnecke tries to convey a 
meaning of surprise while at the same time pro-
viding a concept of familiarity. “This is done by 
using concepts and processes, which you have to 
think twice about or take a closer look while at 
the same time there is something recognisable to 
the viewer.” In the near future, the artist would 
like to do a project abroad in South America or 
Africa which is something he is currently working 
on to achieve. “The opportunity to incorporate 
my artistic process in a foreign land for something 
meaningful and positive would be amazing. I’m not 
going to give too much away about what the pro-
jects will involve, but watch this space for projects 
in faraway lands.”

For now, the most enjoyable and rewarding 
moment in making a new piece of art for the artist 
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is having a physical creation constructed 
into reality straight from consciousness. 
He added, “Having something playing on 
your mind for so long and pushing to get 
it out often becomes unbearable to keep 
in. In my process of 3D printing, I do a 
lot of preparation and direction up to 
the point where I click print. It is only 
when the final pieces are finished and I 
can look at the creation in real life, and 
not at a digital monitor, that it becomes 
hugely rewarding.” So far, Warnecke has 
not found anything unrewarding and 
believes that every mistake is a blessing 
when creating artwork. 

He also believes that to be a successful 
and cutting edge artist that you should 
not get too comfortable with your prac-
tice and fall into being a ‘one trick pony’. 
He advises to, “always challenge your-
self and think outside the box” which 
is crucial in staying relevant. “If you have 
ideas, which others think are strange and 
weird, roll with it.  Art is about thrills and 
sexiness, so chase the super model when 
creating artwork. In relation to this, it is 
always good to make a recognisable sig-
nature and language for yourself.  What 
I mean by this, is to create a style which 
is identifiable.” Warnecke sees himself as 
“an artist who sets to create experiences 

for the audience just as much as an event 
organiser would.” He hopes to create 
narratives which engage the audience 
into their own method of thinking, while 
at the same time giving hints of familiari-
ties which will enable them to relate and 
recognise the work as if they have known 
it for years. “As an emerging artist, I hope 
to grow a bigger profile and in return 
make bigger and more immersive works.”

When he’s not creating amazing pieces, 
Warnecke like to relax by reading comic 
books on long train journeys through 
the countryside where he feels most at 
peace. He says he does this as his brain 
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is usually working in overdrive and he 
finds it hard to shut down and relax. He 
is also moved by water, lakes, rivers and 
oceans which really interest him and give 
him moments of peace. “It also allows me 
to draw in a lot of the energy from the 
environment and channel it into my artis-
tic practice. I am very grateful to have 
studied by the Medway in Kent’s historic 
dockyards and walk along the water 
every day.”

At the present moment, one of his 
favourite pieces of work is his most 
recent piece ‘Man Ray Le Violon’ because 
“it is the physical embodiment of how I 
see photography.” He then adds, “I am 
fascinated with photographic objects 
and creating 3D dimensional forms 
out of images. Man Ray was one of the 
first artists I studied as he is coined 
the master of ‘photograms’, something 
I experimented a lot with during the 
early stages of my artistic career.” He 
explained that the flat 2D prints are 
made in the dark room by using just 
light exposures on photographic paper 
and there is no need for a camera. “I just 
positioned this process by using it in 3D 
printing to mimic one of his most famous 
‘photograms’ Le Violon of a woman who 
models with only her back showing and 
the music symbols are set upon her to 
objectify the lady into a musical instru-
ment. By creating a three dimensional 
version of this and placed under a red 
light from a photographic enlarger, the 
piece becomes something completely 
new as the audience is forced to con-
sider the entirety of the form.”

While on the subject of embodying other 
artists’ work in a new creative way, we 
asked Warnecke if there are any art 
pieces by another artist that he wished 
he had made. “Yes, of course! I think any 
artist whether you like them or not have 
to be envious of Jeff Koon and Damien 
Hirst. Many artists won’t admit it or even 
admit liking them but they are the living 
examples of how thinking outside the 
box is the way to becoming a superstar 
artist. The piece I would love to have 
made first would be the balloon dogs 
as they are just so unique and identifi-
able, and at the top of any serious art 
collector’s list.” In addition to this, the 
artist greatly admires New York-based 
Danish photographer Asger Carlsen who 
is renowned for his photographic works 
of warped human bodies. “He is great 
and worth checking out… I remember 
buying his photobook in my first year of 
university and looking through it almost 

every day for inspiration. I hope to one 
day meet or collaborate with him but I 
have a long way to go to achieve this.”

Warnecke revealed that he has always 
wanted to show in New York not only 
because he has a lot of family living there 
but also because, “it is a boyhood dream 
to exhibit there.” In fact, it won’t be long 
before that dream becomes a reality as 
the artist will be showing his work along 
with a London contemporary art gallery 
based in Store Street, in central London 
at the 2016 Affordable Art Fair in New 
York.  Although he is a newcomer on the 
art scene, Warnecke has a take on how 
he views the art industry. “I have worked 
in the art industry for a year now as 
an intern and a gallery assistant, which 
has given me a good insight into how 
things are run behind the scenes as well 
as practicing in the studio. I’m going to 
be completely honest with you and say 
that a year ago I would be thinking about 
other ways of making a living or thinking 
it’s too hard to make it as an artist. But 
I do not think that is the case as there 
are so many opportunities out there now 
for young artists. Also being able to see 
artists that are older than me selling well 
at galleries and art fairs, and have made 
a living out of this is very encouraging. 
This industry has so many openings of 
shows and private events that are usually 
packed out with the most eccentric and 
crazy people you can find there is never 
a boring moment in the art world.”

For aspiring artists, he would advise them 

to keep proactive. “You don’t want to 
have gone through university or college 
having spent countless hours on essays 
and putting so much energy into creating 
fantastic projects to fall into a comfort-
able job unrelated to art. If you get the 
opportunity, try to get a job where you 
are still involved in the arts in some way. 
Working in a gallery is a great place to 
be, as you will never stop thinking about 
your own ideas. Also any job like print 
labs or art supply shops are good as you 
can benefit from the perks of the job. To 
break into companies you might have to 
intern for free for as long as 12 months 
but there will be light at the end of the 
tunnel.”

Until we see Warnecke’s projects materi-
alise in faraway lands that he spoke about 
earlier, he will continue to create work 
and think outside the box. “I hope to 
climb the gallery art fair ladder and one 
day reach my ultimate dream of showing 
at the Frieze Art Fair. By staying positive 
and never giving up, I am happy to be 
an artist and jump over any hurdles that 
come my way financially or artistically.” 
Daniel Warnecke’s work can be seen 
on both his website and GX Gallery 
websites. 

www.warneckedaniel.wix.com/
danielwarneckeart

www.gxgallery.com/
artists/106-daniel-warnecke/works
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Culture
Photography by Ian Gillett

Is there frustration with the process of migration?
A new generation of creation
A new type of rules and regulations
What is strange and what has changed?

Nothing remains the same with the strain and drain
On the minds of man who cannot understand the plan
Has it not always been that we are sojourners? 
Moving from place to place, getting the taste of another setting

A strange man in a strange land
Even though he’s been living there all his life
The uncomforting of others taking place
But it’s good to see a different face

The population growing every second
Change is always there to teach us a lesson
Ever changing landscapes and infrastructures taking shape
Making room for others to be inhabitants

People crossing over, passing to and fro
Trying to find a place to grow
Different lifestyles, different tongues
All types of people trying to live as one

Continuous apartment buildings being erected
All trying to get selected
What are the effects of this integration?
That’s stirring the hearts of a nation
A mixture of cultures, a collection of taste

An array of colours with so many strange faces
Have now become commonplace
Can we all dwell together?
In or out, that’s a whether
The world will continually change
As granted, nothing ever stays the same

Poem by Margaret Smith
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A Far Away Experience in London

bitespa

Thai Square Spa



F
inding a moment of tranquillity 
amongst the hustle and bustle of 
tourist-ridden Charing Cross is 
a rather gargantuan task. It often 
seems that no matter which way 

you turn you’re met with another crowd, 
the throng ambling between Buckingham 
Palace, Trafalgar Square and multitude 
places of interest, all clustered into this 
little patch of London. So to find oneself 
with just a moment’s peace, let alone 
several hours, is a very rare thing indeed 
but thanks to the beautiful Thai Square 
Spa, it’s also a rather lovely reality. 

If the name sounds familiar it’s because 
Thai Square Spa is actually owned by the 

Thai Square restaurant group – the very 
same that has dutifully been catering 
for all your Thai Green Curry needs for 
many years. It might seem a little random 
but on closer inspection it all makes 
sense. The restaurants are renowned for 
their super knowledgeable all-Thai staff 
so it seems that they’d be naturals at 
translating their impeccable dining expe-
rience into an impeccable spa experience. 

Nestled just around the corner from 
Charing Cross and Embankment stations, 
Thai Square Spa offers a perfect, tran-
quil spa experience that will leave you 
so relaxed that the outside crowds will 
become nothing but a distant memory. 

Pitched as London’s only proper Thai spa, 
it offers a unique take on the standard 
spa menu, pulling from traditional Thai 
beauty rituals to create an authentic 
experience. 

Whilst Thai influence is key, the spa also 
has Turkish and Roman influences, taking 
both cultures’ love for traditional baths 
into account through its décor and set 
up. Generally mixing Roman pillars with 
Thai deities wouldn’t work, especially in a 
historic building that once was a Turkish 
bath but in this space the elements come 
together to create a calming peaceful 
environment that packs a lot of per-
sonality. While spas can often come off 

Gina Gill gets to experience a true Thai massage that almost took 
her away to a faraway land at the Thai Square Spa in London.
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as sterile and bland, this one is anything 
but and every inch of the space, from the 
golden murals to the wafting scent of 
jasmine has been designed to transport 
you far away from the capital. 

Although massage is the most famous 
of Thai treatments, Thai Square Spa also 
brings the country’s delicate style of 
beauty across the sea and alongside tra-
ditional spa treatments. You can also opt 
for hair styling and colouring as well as 
beautifully applied make-up to take you 
through your day and their treatments 
venture from everyday maintenance such 
as manicures/pedicures to the ultimate 
indulgence through their Golden Maha-
rani Facial. 

It’s wonderfully spacious, even in the 
treatment rooms so that you always feel 
as though you’re in a sanctuary of your 
own. If you wanted to take the experi-
ence of solitude a step further you could 
even book the spa’s VIP suite, a luxurious 
treatment room with a private relaxation 
zone and steam room, a tranquil haven all 
to yourself. 

The ‘Sen Space’ is Thai Square’s unique 
sauna bathing space, with hot (sauna and 
steam rooms) and cold (Ice fountain and 
Jacuzzi) zones to alternate. Pulling from 
yet another culture, the idea of the ice 
fountain is a Scandinavian tradition, with 
the belief that alternating between the 
deep heat and the invigorating cold of ice 
will perfectly restore a sense of balance 
to your body.

Personally I wasn’t one to brave the ice 
shower – I can usually be found under a 
blanket on even the hottest of days, so 
as much as I was curious for the effects, 
especially post a stint in the sauna I 
couldn’t quite muster the courage and 
chose instead to flit between the bubbling 
Jacuzzi, steam room and the afore-
mentioned sauna. The ‘Sen Space’ was 
definitely calming and much to my joy I 
found I had it all to myself.  The sauna was 
perfectly cosy and I was able to lie down 
across the bench for some thoroughly 
relaxed detoxifying. The Jacuzzi was a firm 
favourite of the ‘Sen space’ and was one 
of the loveliest I’ve ever seen. 

Set into a square space within the spa, 
the walls were tiled in gold and it was 
set deep with a rim wide enough to 
comfortably rest your possessions and 
drink. Often Jacuzzis can feel a little 
claustrophobic, with the bubbles and 
numerous guests making a small space 
seem smaller but this wasn’t the case at 
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all here. The Jacuzzi was wide enough to 
accommodate five or six guests without 
compromising on personal space. I 
lounged there joyfully for quite some 
time, before drying off to go and unwind 
in the relaxation space.

The spa’s relaxation space is ample, 
with two separate half moons of lounge 
chairs, divided by a row of Romanesque 
pillars as well as a few alcoves set in the 
walls and lined with silk cushions for an 
Eastern effect.  As the spa space is down-
stairs from the ground level reception 
area, phone signal was scarce, and whilst 
the Wi-Fi code was helpfully signposted, I 
chose to eschew connecting my phone in 
favour of enjoying the momentary cutting 
off from the world. Instead, I made myself 
at home on a lounger, apple in hand and 
herbal tea to my side and took in the 
gentle music playing overhead as the low 
lighting lulled me into serenity.

After a short while of lounging it was 
time for my Thai massage and I was led 
to a generously sized treatment room, 
decorated with an equal beauty to the 
rest of the spa.  I had opted for the 
‘Ritual Massage,’ an all-over body massage 
that encompasses multiple oriental 
massage techniques alongside special-
ised essential oils. Depending on what 
you want to draw from your massage 
you can choose from several different oil 
blends:  Andaman Aromasoul for soothing 
and anti-inflammatory properties; Royal 
Rachawadee to energise and invigorate; 
or So Sen Uplifting for deep hydration. 
I chose the Andaman Aromasoul blend, 
which included rosewood, vetiver, san-
dalwood and myrrh, the various oils and 
herbs combined for a gorgeous scent as 
well as a host of healing properties. 

The treatment began with the Thai 
ritual of a warm cleansing footbath 
and my therapist cleansed from each 
toe up to my calves with care whilst 
I sipped on a cup of warm bael fruit 
tea.  Along with the foot bath, the tea 
is another Thai specialty, used to help 
with digestion and cleansing, making it 
particularly apt for the occasion. I was 
then led to the treatment bed for my 
massage and I’ll admit that it was what 
I had been mostly looking forward to 
from my visit. Thai massage is endlessly 
raved about and whilst almost all spas 
offer their own variations, an authentic 
Thai massage is hard to come by short 
of visiting the island itself. Full of knots 
and being generally aching from schlep-
ping around the city day in and day out, 
a good massage was just the ticket and 

my first experience did not disappoint. In 
fact, it was undoubtedly the best massage 
I’ve ever had! 

The therapist began by focusing on 
the pressure points of my back before 
working deep into the muscles to knead 
out the knots. Whilst massages are 
often back focused, the entire body was 
attended too: from my neck and scalp to 
the arms and legs with a much-needed 
deep massage of the feet and ankles 
that firmly dissolved away the high heel 
related tension that is ever present. My 
muscles felt stretched and elongated, 
in the way one does after a good hour 
spent doing yoga, and whilst I’d heard 
that Thai massages can be quite tough 
or aggressive, mine was gentle yet firm, 
ensuring that whilst all the muscles were 
manipulated it remained a relaxing and 
pampering experience. 

When I thought it was over, the 
therapist asked me to sit and con-
tinued on my back for a further 
few minutes giving the shoulders 
and lower back one last adjust-
ment before I slipped back into 
my robe. So relaxed was I that I 
could quite easily have fallen into 
a deep sleep right there, but sadly 
the 17.06 from Waterloo was 
waiting and so I had to leave my 
Thai sanctuary and return to the 
bustle of London. I will, of course, 
return to Thai Square Spa so that 
I can once again quietly slip from 
the heavy streets into an eastern 
oasis and instantly be transported 
to a more peaceful land. 

www.thaisquarespa.com
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T
he major renovation in 
Midtown Atlanta that brought 
two IHG brands together 
has now been completed. 
Spire Hospitality, one of the 

nation’s most respected hotel manage-
ment companies and InterContinental 
Hotels Group, one of the world’s leading 
hotel companies collaborated together 
to join Crowne Plaza and Staybridge 
Suites together as the first dual-branded 
property.  With each one with their own 
characteristics, the new joint hotel will 
cater for travellers coming to the Atlanta 
area whether it is for an overnight or 
long-term stay. 

The 360-room Crowne Plaza and the 
102-room Staybridge Suites hotel will 
be housed in a single midtown Atlanta 
building following a dramatic renova-
tion. Amenities will include brand new 

Jada Brookes looks at some of the latest news and developments 
from InterContinental Hotel Group, Jumeirah Hotels & Resorts and 

Carlton Rezidor Hotel Group.

Images courtesy of IHG

Dual-Branded Crowne Plaza and Staybridge Suites Hotels in 
Midtown Atlanta Completes Major Renovation
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guestrooms and public spaces including 
a fitness centre, business centre, outdoor 
pool with barbeque grills and fire pits, 
and multiple restaurants that will be 
appealing to both business and leisure 
travellers. Guests will find the dual-
branded hotel conveniently located near 
world-class shopping, countless restau-
rants and attractions such as the World 
of Coca-Cola, The Georgia Aquarium, 
CNN Centre, and Georgia Institute of 
Technology. Immediate highway access 
and steps from the MARTA public trans-
portation system offer quick access to 
many areas of the city. 

“IHG is excited about the renovation 
completed at the Crown Plaza and Stay-
bridge Suites property in Atlanta – home 
to the IHG Americas corporate head-
quarters,” said Heather Baisley, Senior 
Vice President, Americas Brands & Mar-
keting. “Located in midtown Atlanta, the 
dual-branded hotel will provide both 
short- and long-term travellers with 
design-led guestrooms and public spaces 
but also create a distinctive guest experi-
ence at each individual hotel brand.“

The Crowne Plaza Atlanta-Midtown is 
the first hotel to introduce the brand’s 
innovative guestroom of the future – the 
WorkLife room. The guestroom features 
a unique angled bed which provides a 
great night’s rest and creates useable 
space, a multi-purpose nook for the 
purpose of relaxing, dining or even infor-
mal meetings. There is a desk for focused 
work, integrated power throughout and 
abundant lighting. The meeting space 
which spans an amazing 31,000 square 
feet spread across 17 rooms is designed 
to accommodate a variety of events and 
includes the SKY room which features 
spectacular panoramic views of Atlanta. 
Guests can enjoy two on-site restaurants, 
FIRST offerings American cuisine with a 
southern twist, and the lobby bar and 
restaurant. 

The Staybridge Suites Atlanta-Midtown 
hotel provides guests staying for weeks 
or months at a time with a home-like 
and spacious studio or one-bedroom 
suites located on the top six floors 
of the hotel with views of downtown 
Atlanta. Here guests can enjoy a com-
plimentary daily hot breakfast buffet 
and evening reception, daily housekeep-
ing, guest laundry room, fitness centre, 
24-hour business centre and outdoor 
living room with barbeque and fire pit. 
“As the first dual-branded property for 
the Crowne Plaza and Staybridge Suites 
brands, this development is an exciting 
next step in our company’s growth. The 
hotel is truly unique by offering shared 
amenities from both brands and excel-
lent service; we are confident that this 
new property will become a top choice 
for upscale travellers in the Atlanta area,” 
said Bill DeForrest, President and CEO of 
Spire Hospitality.

www.ihg.com/crowneplaza 

www.staybridgesuites.com

http://www.ihg.com/crowneplaza
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R
adisson, one of the most rec-
ognised hotel brands in the 
world has recently opened 
a hotel in downtown Balti-
more, USA. With 323 guest 

rooms on offer, the hotel will cater to 
business and leisure travellers, offering 
convenient, spacious accommodations 
and a range of amenities to enjoy 
during their stay. “As we continue to 
grow our footprint across the Americas, 
we are proud to welcome the Radis-
son Hotel Baltimore Downtown-Inner 
Harbour to our portfolio,” said Javier 
Rosenberg, Chief Operating Officer of 
Carlson Rezidor Hotel Group for the 
Americas region. “The opening of this 
hotel reinforces our commitment to 
expanding the Radisson brand in key 
downtown locations and delivering 
exceptional experiences to our guests.”

Located in the heart of downtown Bal-
timore and just a half mile from Inner 
Harbour, the hotel provides guests 
with easy access to all that Baltimore 
has to offer. Not too far away from 
the hotel is the arts and entertainment 
district filled with local destinations 
including Oriole Park at Camden Yards, 
the National Aquarium, the Baltimore 
Convention Centre and Royal Farms 
Arena. “Staff at the hotel are commit-
ted to creating unforgettable stays for 
each of our guests through the Radis-
son ‘Yes I Can’ service philosophy that 
ensures the complete satisfaction of 
every guest,” said Juan Webster, General 
Manager of Radisson Hotel Baltimore 
Downtown-Inner Harbour. “We look 
forward to greeting visitors with our 
welcoming accommodations, ideal loca-
tion, and signature Radisson amenities.”

Each of the 323 modern guest rooms 
offers spacious accommodations and 
pillow top mattresses. The hotel also 
features ‘Business Class by Radisson’ 
which provides guests with upgraded 
amenities specifically designed with the 
business traveller in mind. Those who 
book Business Class rooms and suites 
will enjoy complimentary breakfast 
every morning and 1,000 bonus Club 
Carlson loyalty points per night. With 
the only outdoor rooftop swimming 
pool in downtown Baltimore, guests 
will be in for a real treat while they 
relax or swim laps. Other amenities 
include free Wi-Fi, a business centre 
with printing and copying services, and 
a 24-hour fitness centre. Guests will 
have the option to enhance their stay 
by downloading the Radisson iCon-
cierge app which offers access to a 
wide variety of hotel services and local 
information before, during and after 
their stay. The features include order-
ing room-service, receiving details of 
nearby attractions and checking out.

If you don’t want anything too spectac-
ular, Balto Tavern & Tap offers a casual 
atmosphere and for a limited time is 
serving complimentary breakfast. For 
a quick, convenient breakfast, lunch or 
dinner, guests can order a sandwich or 
salad from Balto’s Grab-n-Go menu. 
They also provide a daily happy-hour 
and drink specials. For meetings and 
events, Radisson Hotel Baltimore 
Downtown-Inner Harbour has over 
18,500 square feet of modern, flexible 
meeting space with the latest confer-
ence technology and versatile floor 
plans for events of up to 1,500 guests. 

www.radisson.com
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L
ater this year, the small island of 
Batam in Indonesia will see the 
opening of the Radisson Golf 
& Convention Centre Batam. 
The hotel currently owned by 

PT. Adhya Graha Wisata will be one of 
the first international hotel brands to be 
launched in the MICE and family-friendly 
city of Batam. “The opening of Radis-
son Golf & Convention Centre Batam 
is redefining the hospitality landscape in 
Batam, providing extraordinary stay, play 
and meeting experiences for travellers,” 

said Veronique Sirault, General Manager 
of Radisson Golf & Convention Centre 
Batam. “We are very pleased to introduce 
our upscale World of Radisson hospital-
ity experience to Batam. The hotel is 
fully equipped with modern facilities to 
meet the needs of the most discerning 
traveller. Guests can make the most of 
family time with facilities and services 
to keep their kids in high spirit includ-
ing some family golf fun.  With flexible 
meeting spaces that can accommodate up 
to 1,600 banquet guests, complemented 
with state-of-the-art technology, corpo-
rate clients are set for success with their 
events.”

Located conveniently in the upscale Suka-
jadi area of Batam, adjacent to an 18-hole 
Sukajadi championship golf course, Radis-
son Golf & Convention Centre Batam 
is part of Bukit Indah Sukajadi, a 220-
hectare development that also includes 
residential units, offices and commercial 
and retail spaces. The hotel will be within 
walking distance of Kepri Shopping Mall 
and also close to Nagoya, the offices of 
Batam Centre and Muka Kuning Bata-
mindo industrial park. With the Batam 
Centre ferry terminal only 5km from 
the hotel, guests can make use of the 
several daily connections to Singapore 
which is just an hour’s ferry ride away. 
The Hang Nadim International Airport 

is 8km from the hotel and offers direct 
flights to Jakarta and other key Indone-
sian cities, as well as to Kuala Lumpur and 
Ho Chi Minh City. 

The newly built hotel will consist of 
240 rooms and suites, and guests in the 
Deluxe Rooms will be able to enjoy 
views of the golf course’s lush greenery 
from their balconies. For those in the 
Executive Rooms, they will have exclusive 
access to the Club Lounge located on 
the business floor.  There will be recrea-
tional facilities available including a large 
outdoor pool surrounded by beautiful 
landscapes and vast wooden decking and 
also an indoor pool, a fitness centre, a 
Kid’s Club, and a Zoysia Spa where guests 
can pamper themselves after a day of 
golf. For business meetings and special 
occasions, there are flexible meeting and 
event spaces, including a ballroom that 
can accommodate up to 1,600 banquet 
guests. All meeting spaces have state-
of-the-art audiovisual equipment and 
banquet menus can be customised to 
suit local and international tastes. Radis-
son Golf & Convention Centre Batam 
features a 152-seater all-day-dining res-
taurant, Bite, and is scheduled to open 
several other food and beverage options 
in the near future.

www.radisson.com/batamid

Radisson Golf & Convention Centre Batam to Open Its Doors
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F
rom 30th April until mid-Sep-
tember 2016, The Terrace at 
Jumeirah Lowndes Hotel in 
Belgravia, London, is celebrat-
ing the summer season with 

a ‘ginspired’ selection of cocktails in 
collaboration with Bombay Sapphire. 
Located in a hidden square behind the 
hotel and off Motcomb Street, The 
Terrace provides the perfect antidote 
to the bustle of Knightsbridge’s busy 
stores and a welcome social hub for 
the Belgravia neighbourhood. With the 
exquisite taste of Bombay Sapphire gin 
and its blend of 10 vapour-infused botan-
icals, the carefully crafted cocktail menu 
features a selection of contemporary 
classics. The signature serves include the 
Dorothy Parker, a summery blend of 
Bombay Sapphire gin and Martini Bianco 
with fresh pineapple juice, lemon juice 

and a splash of grenadine; the fruity 
Bombay Sapphire Bramble with 
Bombay Sapphire gin, Chambord Black 
Raspberry liqueur, fresh lemon juice and 
sugar; and the sophisticated Bombay 
Star Martini which combines super 
premium Star of Bombay gin with Noilly 
Prat Dry Vermouth. 

Guests will get the opportunity to have 
fun creating their own ultimate gin and 
tonic at the table with a Bombay Sap-
phire ‘Twist Box’. The box filled with 
fruits, bitters, fresh herbs and a bottle 
of Bombay Sapphire and served with a 
choice of Fever Tree tonic waters is the 
perfect way to share your own signa-
ture drinks with friends. There will also 
be extra sizzle in the atmosphere with 
the return of Executive Chef Martin 
Gabler’s barbecue menu with a selection 

of gourmet beef burgers and sandwiches, 
marinated meats and fresh seafood, as 
well as colourful salads, seasonal sides 
and summery desserts. You’ll be sur-
rounded by the blooms of blue and 
white flowers, while you relax in com-
fortable sofas or seated at high tables 
with warming fire places for cooler 
evening.  Whether it’s a post-work cock-
tail, a sunny al fresco lunch or dinner, or 
a weekend barbecue feast, The Terrace 
is an ideal place to spend your leisure 
time this summer.

The Terrace at Jumeirah Lowndes 
Hotel is open daily from 30th April until 
mid-September 2016 from midday to 
10pm.

www.lowndesdining.co.uk

Jumeirah Hotel Group
Jumeirah Lowndes Hotel’s ‘ginspired’ summer Terrace in collaboration with Bombay Sapphire

http://www.radisson.com/batamid
http://www.lowndesdining.co.uk/


T
here are going to be times 
when you just need to 
escape to a destination of 
pure comfort and supreme 
luxury along with stylish 

sophistication and refined elegance. 
With the opening of Kenshō Boutique 
Hotels & Suites this summer, the newest 
gem to Ornos Bay in Mykonos, Greece 
will provide just that as well as an awak-
ening of rejuvenation and wellness. This 
is a hotel from which you can admire 
the azure waters of Ornos Bay and the 
vibrant landscapes of Mykonos while 
indulging in its tranquil atmosphere. 

With 25 rooms and 10 suites to choose 
from, you’ll be amazed by the theme 
inspired by the natural beauty of 
Cycladic architecture, showcased by a 
harmonious mix of natural stone and 
wood aesthetics and set to rich hues 
of milky whites and royal blues. Even 
more exciting is that each one has been 
exclusively furnished by distinguished 
designers such as Kenneth Cobonpue 

and Patricia Urquiola and features 
modern air conditioning, complimen-
tary Wi-Fi, satellite HD TVs, espresso 
coffee machines, fully stocked minibars, 
fine cotton linens, comfy bathrobes, 
slippers and so much more. Some of the 
rooms and suites also come complete 
with private plunge pools, Jacuzzis and 
hot tubs. 

Using Kenshō, a Japanese word that 
means enlightenment, as the name 
of the hotel, their ultimate aim is to 
provide their guests with ‘an awaken-
ing experience’ that they will never 
forget.  From the rooms and suites that 
illustrate the power of minimalism and 
incorporate elements that give colour, 
life and dynamic, to the Kenshō Spa 
that offers rejuvenation and wellness 
from the various treatments availa-
ble, with the intention to empower 
your senses and enhance your mood. 
Why not indulge yourself in a refresh-
ing body mask made of clay, cucumber 
and soothing products that will nourish 

and restore skin moisture or a relaxing 
body peel combined with a massage that 
will make the perfect preparation for a 
day at the beach? No doubt you’d be 
glad you were able to bask in the posi-
tive aura created by a fine selection of 
architectural choices and unique, elegant 
designs. 

The dining experience at Kenshō Bou-
tique Hotels & Suites will truly be a 
culinary paradise of imaginative and orig-
inal recipes with high-quality ingredients 
that provide a modern twist to Greek 
and Mediterranean cuisine. With local 
delights such as tyrovolia and kopanisti 
cheese, Mykonian salami and freshly 
caught fish within innovative recipes, 
your taste buds will go on a gastronomic 
journey in the stylish restaurant or you 
can pair your meals with cocktails and 
vivid outdoor views at the Pool Bar and 
Sunset Lounge. After your meal, you 
can relax in a hammam steam room or 
when you are nice and settled, try out 
the spa or fitness centre with modern 

Kenshō Boutique Hotels & Suites
Samantha Morgan discovers what new Ornos Bay gem, Kenshō Boutique 

Hotels & Suites has to offer the discerning traveller to the island of Mykonos. 
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gym equipment with experienced train-
ers available or invigorate your health 
regime with a relaxing swim in their 
swimming pools.

Known as the ‘islands of winds’, 
Mykonos boasts elegant style, won-
derful landscapes and amazing beaches. 
Be intrigued by its cobbled streets, 
picturesque neighbourhoods, widely 
photographed windmills and enchant-
ing sunsets that make it one of ‘must’ 
summer holiday destinations. Through-
out the island, you’ll witness traces 
of the two most dominate colours 
- blue and white – that contribute to 
the calming and relaxation of visitors. 
Guests will be pleased to know that 
the island has a vibrant nightlife with 
fantastic restaurants, elegant bars and 
nightclubs, as well as various stores and 
boutique fashion houses. If you’re into 
history, a short distance from Mykonos 
is Delos, a unique archaeological site 
that deserves a visit. In its heyday, it 
was one of the largest religious and 

commercial centres of Hellenism and 
today, is host to some of Greece’s most 
important ancient ruins, such as the 
Sanctuary with the Temple of Delians 
and the famous marble Terrace of the 
Lions which were sanctuary guards. 

The hotel being located near Psarou 
Beach, which is popular with celebrities 
who visit the island, makes it an ideal 
location. However, there are many 
world famous beaches along the Aegean 
Sea such as Paraga, the Paradise, the 
Super Paradise, Platis Gialos, Agrari and 
Elia just a very short drive or boat trip 
away that guests can visit. Ornos beach 
is sheltered and cosy and a major attrac-
tion in Mykonos which features several 
amazing dining options as well as being 
an ideal anchorage spot for yachts; Par-
adise is a famous beach with thick sand 
in the southern part of the island; Super 
Paradise is the most famous beach of 
the island and when it hits after 5pm, 
it becomes a popular party spot; Platis 
Gialos  is a crowded beach with a large 

and very touris-
tic sandy beach in 
the southern part 
of the island and 
offers a variety of 
water sport activ-
ities and has a 
selection of tradition restaurants; Agrari 
is a beautiful secluded beach for those 
who wish to get away from the crowd; 
and Elia is a beautiful, large and popular 
beach, which is also the last ‘stop’ of 
maritime transportation with small 
boats departing from Platis Gialos. 

With a choice of deluxe rooms with 
outdoor Jacuzzi hot tub or plunge pool; 
junior suite with an outdoor Jacuzzi hot 
tub; VIP junior suite with private pool; 
or vista suite with panoramic Ornos Bay 
views as well as the surrounding areas of 
Mykonos, you’ll be living a life of luxury 
at Kenshō Boutique Hotels & Suites. 

www.kenshomykonos.com

Kenshō Boutique Hotels & Suites An Awakening
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TENERIFE

bitetravel

Hard Rock
Style in



Hard Rock
Hotel Tenerife
Hard Rock International adds 
another hotel to their portfolio 
in Europe with Hard Rock Hotel 
Tenerife opening this autumn. 
Samantha Morgan finds out what 
the new hotel has to offer.

bitetravel

T
he opening of Hard Rock Hotel Tenerife 
this autumn follows the successful launch 
of the first Hard Rock Hotel in Ibiza two 
years ago. In collaboration with Palladium 
Hotel Group, Hard Rock International’s 

new five-star hotel will be located on the southern 
coast of Tenerife near Adeje. Previously known as 
Fiesta Hotel Playa Paraíso, the complex has been 
totally renovated to make way for the beachfront 
resort which will offer family-friendly and adult-only 
experiences through its five-star facilities and ser-
vices. And the good news is that it will not lose any 
of its immersive music environment for which Hard 
Rock Hotels & Casinos are known. 

Hard Rock Hotel Tenerife will feature a total of 
624 rooms, including 266 suites which will be split 
across two towers – Oasis and Nirvana – combining 
contemporary interiors and lavish amenities radi-
ating style and energy. For those who have always 
dreamed of experiencing the rock-star lifestyle, the 
Rock Royalty Level located on the 14th, 15th and 16th 



floors of the Nirvana Tower will house 
rock-star-worthy suites offering exclu-
sive services such as a private concierge 
and VIP check-in. Guests will also enjoy 
privileged access to a private lounge 
on level 16, with amazing views of the 
Atlantic Ocean. The 154 square metres 
Rock Star Suite will offer incomparable 
sea views from a glass-walled terrace, 
along with a stylish, 50 square metre 
living room and master bedroom.

As well as Hard Rock International’s 
priceless collection of music memora-
bilia which will be displayed prominently 
throughout the hotel, there will be a 
wide range of leisure options for guests. 
These include three pools, access to a 
natural saltwater lagoon and a recrea-
tion area featuring a concert arena, main 

stage for visiting artists and a beach club 
complete with Balinese beds. Guests 
will be able to indulge in Hard Rock’s 
signature Rock Spa and Body Rock gym, 
as well as browse through their world 
famous Rock Shop featuring Hard Rock 
exclusive merchandise specially designed 
for the Tenerife hotel. In addition, a 620 
square metre convention centre with 
state-of-the-art technology will host up 
to 525 people for meetings and events. 

The Rock Spa offers adult guests an 
immersive and energetic experience 
with their ultimate pampering facilities 
with a vast range of health and beauty 
offerings. Why not try their new fully 
immersive music-centric ‘Rhythm & 
Motion’ signature spa treatments which 
utilise amplified vibrations, pressures 

and patterns as the 
foundation of its 
treatments? Whether 
it’s a long steam, a 
plunge into an invig-
orating ice bath or 
a soak in the 920m2 
indoor and 650m2 
outdoor thermal 
water areas, you are 
sure to have blissful 

experience throughout your holiday.

For children and young teenagers, 
parents will be pleased to know that 
there will be three unique kids’ clubs 
that will keep them thoroughly enter-
tained. Lullaby is for those aged six 
months to three years; Hard Rock 
Roxity Kids Club caters for four to 11 
year olds with a wide range of music-
based activities, games, workshops 
and competitions; and Teen Spirit for 
11-17 years olds will be in their element 
thanks to a virtual gaming area featur-
ing Xbox Kinect, PlayStation, tablets, 
billiards, table football and giant chess, 
among other activities. 

Dining at Hard Rock Hotel Tenerife will 
not prove a problem as there will be 
six restaurants to choose from with a 
huge selection of culinary delights from 
around the world. You may wish to tan-
talise your taste buds with traditional 
Spanish flavours at a tapas restaurant, 
an Asian restaurant or a steakhouse. 
How about indulging in various foods at 
an all-day buffet serving mouth-water-
ing dishes no matter the time of day or 
night, or the 3rd Half sports bar offer-
ing Tex-Mex and international dishes in 
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front of multiple giant screens, or even 
The Beach Club located right on the 
edge of the seawater lagoon? In addi-
tion to these dedicated restaurants, a 
further six bars will offer guests aperi-
tif, after-dinner drinks, freshly brewed 
coffee or thirst-quenching cocktails by 
the pool. 

If you wish to have a preview of 
the island before venturing out, the 
rooftop sky lounge bar located on level 
17 overlooks some of Tenerife’s most 
impressive scenery. No doubt you’ll be 
in awe of the majestic Teide, Europe’s 
highest volcanic cone and Spain’s tallest 
mountain, while being educated on the 
not so well-known Canary Island of La 
Gomera. The rooftop sky lounge bar, 
which is open to the public, will offer 
a varied cocktail selection and live 
music as well as provide the best spots 
on the island to enjoy the magnificent 
sunsets. The hotel will also offer guests 
an immersive musical experience, rele-
vant to all age groups, with an energising 
event programme of live concerts at the 
hotel’s open-air stage area, adjacent to 
the seawater lagoon with a capacity of 
5,000 people. These include DJ sessions, 
acoustic bands and vocalists playing in 
various parts of the hotel throughout 
the day. 

Whilst staying at Hard Rock Hotel Ten-
erife, you may decide to try your hand 
at being a rock star through Hard Rock’s 
Sound of Your Stay amenity programs. 
This will include in-room guitar jam 
sessions, streaming playlists available 
upon check-in and in-room delivery of 
professional DJ equipment. With the 
opening of the new hotel and all it will 
be offering, Hard Rock Hotel Tenerife 
is sure to set a new precedent for the 

island and the rest of the Canary Islands, 
showcasing it as an exciting, enthralling, 
high-energy and vibrant holiday destina-
tion more so than ever before. 

www.hardrockhotels.com/tenerife
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Samantha Morgan looks at several exotic swimming pools around 
Europe that have fantastic views of its surrounding areas. 

You won’t have to go far this summer to seek out a good swimming pool 
with magnificent views. Whether it’s over a Gothic cathedral, a pristine 
Mediterranean beach, peaceful bay or even a spectacular LED and pyro-
technic display hosting world-class DJs, Europe has some of the most beautiful 
swimming pools and they are just a flight away. 

bitetravel



This five-star hotel on the island of Kos, 
located on the Agios Fokas coast offers 
stunning views of the Aegean Sea from 

its 60m long infinity pool. In the middle of the 
pool, you’ll find the Mediterranean bar where 
guests can enjoy the view with a cocktail. A 
luxury hotel, Michelangelo Resort & Spa is 
perfect for a couple’s hideaway while their 
onsite Therme Spa has three treatment rooms, 

a beauty & hair salon, a heated indoor swim-
ming pool and a sauna & steam room that will 
you keep you pampered and renewed. 

A Comfort Sea View Room starts from 128€ (half 
board with dinner buffet) or 163€ / £126 (All inclu-
sive) for two people.

www.michelangelo.gr

bitetravel

Get the Perfect

Michelangelo Resort & Spa, Kos 
Images courtesy of Lotus PR

http://www.michelangelo.gr/


Bringing their spirit of music to 
Europe, Hard Rock Hotel Ibiza 
has created a revolutionary new 

way of listening to music whilst doing 
your laps. The two pools at the hotel 
have special underwater speakers to 
help swimmers make their leisure time 
in water more proactive by listening 
to their favourite tunes. Hard Rock 
Hotel Ibiza also offers something dif-
ferent to the poolside scene along 
Ibiza’s famous Playa d’en Bossa, with 
live entertainment and spontaneous 

dance performances all-day long. All of 
these can be enjoyed from the pools’ 
underwater sunbeds, which allow 
guests to soak up the sun while staying 
cool. You won’t even have to leave your 
bathing spot to order and enjoy Hard 
Rock’s signature refreshments from the 
Splash Bar which is located within the 
Outdoor Pool.

Hard Rock Hotel Ibiza will be hosting 
weekly rock-star-styled pool parties in 
true Hard Rock style throughout the 

summer season. Keep your eyes peeled 
for the soon-to-open Hard Rock Hotel 
Tenerife, which will feature three pools 
and a natural saltwater lagoon as well as 
an impressive stage for visiting artists. 

Deluxe Silver rooms at Hard Rock Hotel 
Ibiza are priced from 270€ / £210 bed 
and breakfast.

www.hrhibiza.com

In the heart of Palma City Centre, you’ll find 
the Can Alomar Luxury Boutique Hotel which 
offers its guests access to its beautiful Solarium 

terrace. With fabulous views over Palma’s impres-
sive Gothic cathedral, the Bay of Palma and the 
Castle of Bellver for its elevated viewing tower, 
you’ll be in awe of this beautiful city. Whilst the 
pool may be small, you’ll still be able to indulge in 
the Jacuzzi, find solace in the relaxation area and 
engage in a full range of outdoor spa treatments, 
while enjoying a pampering break for both the 
body and the mind.

Rooms at Can Alomar start from 225€ / £173 per 
night. 

www.boutiquehotelcanalomar.com
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Why not get a golden tan 
by sunning it up at the 
Ushuaïa Ibiza Beach Hotel 

in beach party Ibiza? Since it opened 
six years ago, this amazing Spanish 
beach hotel has revolutionised the 
daytime party concept on the island 
and has one of the most iconic pools 
in the area. Its poolside stage has 
gained a reputation for hosting the 
world’s biggest DJs such as David 
Guetta, Axwell & Ingrosso, Martin 
Garrix, and Hardwell who have all 
confirmed they will be taking up res-
idency this summer. 

Not only will you have the chance 
to get your party on but you’ll be 
treated to daytime entertainment 
including high-energy performances, 

dazzling pyro-technics, sophisticated 
LED light functions and astounding 
acrobats. The Ushuaïa Ibiza Opening 
Party may have been held on 28th 
May this year but there is no reason 
you still cannot enjoy your time par-
tying throughout the summer here. 
If you’re staying at the hotel with a 
partner or friend, double superior 
rooms at Ushuaïa Ibiza Beach Hotel 
will include breakfast and double 
occupancy. Check out their other 
rooms in The Tower and Club Rooms 
which have some amazing and excit-
ing names that will definitely get your 
attention. 

www.ushuaiabeachhotel.com

As the jewel of one of Europe’s most glam-
orous beach clubs, the central pool at 
Ocean Club Marbella has the stage set 

for jet-set glamour, verve and sophistication, as 
well as its iconic and legendary parties and events 
throughout the summer. With its bespoke round 
leather round beds, the pool is the main attrac-
tion of outdoor party venue Ocean Club, which 
sees an elite of international clientele on a regular 
basis, and is ranked as one of the largest consum-
ers of Louis Vuitton and Moët Hennessey in the 

global hospitality sector. If you ever have the priv-
ilege of being at one of their opening and closing 
parties, you’ll witness a huge floating stage built 
across the pool, where VIP guests are treated to 
Ocean Club’s renowned hospitality and world-
class entertainment. 

Beds at Ocean Club Marbella are priced from 95€ / 
£74 (for a maximum three people).

www.oceanclub.es

Ushuaïa Ibiza Beach Hotel
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HONG KONG
I

t has always been a dream of mine to 
visit the beautiful city of Hong Kong in 
south eastern China. There is such a 
vibe about this city that intrigues me 
from the enduring culture, the urban 

buzz of their shopping experiences, fusion 
of east-meets-west where you’ll still see 
evidences of British colonisation but more 
of China’s thriving modern architecture, and 
an amazing nightlife. You probably think it’s 
only New York that never sleeps, but just 
wait until you visit Hong Kong. One of the 
aspects about China that really interests 
me is their history which goes back some 
30,000 years when the first humans settled 
on the land. Each region brought their 
various traditions into the mix and you 
will still see evidence of this in Hong Kong. 

It was through the early immigrants from 
the southerly Guangdong region of China 
coming to Hong Kong that Cantonese was 
established as the main language and their 
strong culture still influences the city’s food, 
music and festivals. If you’re into the theatre 
or opera, you can get an idea of this artis-
tic influence through the Cantonese opera 
which presents an elaborate art form 
involving the singing of Guangdong melo-
dies with a mix of martial arts, acrobatics, 
acting and absolutely amazing costumes. 
The make-up is extremely striking as well. 
The 1000+ seated Ko Shan Theatre in Hung 
Hom is an excellent venue to watch this 
amazing historic heritage unfold. 

Back in the day, China was known for its 
superstitions. The Chiu Chow immigrants 
travelled from the region of Chaozhou in 
eastern Guangdong to Hong Kong thou-
sands of years ago and brought with them 
the Yu Lan or Hungry Ghost Festival. It 
is said that in the seventh month of the 
lunar year, Chiu Chow people believe that 
restless spirits roamed the earth so at the 
festival, you’ll see them burning incense 
and joss paper for their ancestors in public 
places across Hong Kong. One of the oldest 
Chiu Chow restaurants in the city is Chiu 
Chow Chan Kan Kee which serves tradi-
tional cuisine including Chiu Chow congee, 
a porridge-style dish enriched with meaty 
baby oysters, or sometimes other regional 
specialities such as marinated goose, 
steamed eel or deep-fried baby oyster 
omelette. 

As tea is a speciality in China, you can 
experience a peaceful inroad to traditional 
Chinese culture at MingCha Tea House in 
Quarry Bay. This artsy retreat holds inter-
active tea tasting workshops which will 
educate you on five different types of tea, 
the production process and the correct 
way to brew your tea. They also have a tea 
lounge and mini museum where you can 
relax and while away the afternoon. Other 
teahouses in the city where you can admire 
and taste their amazing teas are LockCha 
Tea House in Hong Kong Park and Lin 

HONG KONG

TH
E CITY OF W

ON
D

ER
S

Photography: Nicholas Tan

Samantha Morgan reveals what you can expect to 
find when you visit the wonderful city of Hong Kong.
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Heung Tea House in Sheung Wan. You can 
also indulge in dim sum and other dishes 
at these tea houses while the Lin Heung 
Tea takes you way back into time.

You don’t have to go to Milan or Paris 
to get the latest in fashionable wears – 
Hong Kong has it all, from glitzy designer 
malls with independent boutiques, local 
fashion brands to offbeat neighbour-
hoods that will create a buzz you will not 
find anywhere else. For those really into 
their designer brands such as Alexander 
McQueen or Fendi, the exclusive Land-
mark or the prestigious Harbour City 
will be the ultimate place for you. But if 
you’re not too fussy, then Tsim Sha Tsui’s 
shopping paradise in Granville Road has 
a hub of independent boutiques that 
showcase Hong Kong’s very own fashion 
designers. In the buzzing urban district 
of Causeway Bay, you’ll find revamped 
shopping centre Fashion Walk which 
boasts local designer apparel labels such 
as Liger, a funky fashion brand started in 
2009 by designer friends Hilary Tsui and 
Dorothy Hui or Juice, a fashion and life-
style store founded by local celebrities 
Edison Chen and Kevin Poon, which is 
now a respected voice on music, fashion 
and design. 

I used to think that it was only Italy that 
were the dons of suit-making but what I 
learned while being in Hong Kong is that 
the city’s tailors are known all over the 
world for providing inexpensive, well-cut 
suits and shirts. New designers such as 

those at Hola Classics in the Caroline 
Hill region are carrying on the traditions 
while established Raymond Lun provides 
elegant, tweed patterns that add hipster 
flair to classic English tailoring. For some 
reason, I can imagine model David Gandy 
in one of Lun’s suits – what a picture 
that would be!  While there you can also 
get a peek into his workshop in the back 
so you get an idea of how it is all done. 
In the Star Street Precinct area of Wan 
Chai, you’ll find Hong Kong designers, 
quirky boutiques and vintage shops, funky 
bars that spill onto the pavement and top 
restaurants. 

One thing I always do when visiting a 
new city is explore its history. Once a 
British colony and now an independent 
country, China still has parts of the old 
British influences. Statue Square in the 
middle of downtown Hong Kong was 
once called Royal Square because of its 
number of effigies including Queen Victo-
ria, Prince Albert and Edward VII.  Today, 
the only statue still standing after World 
War II is that of Sir Thomas Jackson, a 
former HSBC chief. The once red oval-
shaped Elizabeth II post box found in the 
square has now been painted green to 
symbolise post-1997 Hong Kong. Whilst 
there are wonderful modern buildings in 
the city, it’s the older buildings that give 
Hong Kong its character, such as tong 
lau, old Chinese tenement buildings with 
distinctive narrow frontage, high ceilings, 
French windows and spacious verandas, 
which were once seen all over southern 

China. Blue House in the Wan 
Chai district is a Grade 1 His-
torical Building that dates back 
to the 1920s and still has tenants 
living there with a Chinese 
medicine shop, dessert parlour 
and the Wan Chai Livelihood 
Museum occupying the ground 
level.

The Wan Chai neighbourhood is 
a great place for visitors where 
they will find venues such as 
the stylish Tai Lung Fung bar 
which is decorated in a classic 
‘nostalgic Hong Kong style’ 
and the perfect place for happy 
hour after a day of sightsee-
ing. Maureen, an eatery, offers 
a gourmet, molecular twist on 
Chinese noodles or even Stone 
Nullah Tavern, an American gas-
tropub located in a refurbished 
tong lau. For antique shops and 
art galleries, Hollywood Road 
is becoming very popular espe-
cially with the hip SoHo crowd. 

If you start your journey in Sheung Wan 
and walk to Central along this road, you’ll 
find kitschy souvenirs on sale alongside 
designer clothes and traditional tea par-
lours among European-style cafes and 
restaurants. Not too far from here is 
the Man Mo Temple which dates back to 
1847.  This temple, the largest of them 
all, is absolutely amazing, full of colours, 
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symbols and has a peaceful ambience. 
It is said the temple is a picturesque 
tribute to the God of Literature (Man) 
and the God of War (Mo), both of which 
were worshipped by ambitious students 
seeking to succeed in the civil examina-
tions of Imperial China. 

Perhaps the most fascinating sight in all 

of Hong Kong, located on Lantau Island 
is Tian Tan Buddha known as the Big 
Buddha, especially at night time when it 
shines like precious gold. It sits 34 metres 
high and faces north looking out toward 
mainland China, drawing pilgrims from 
all over Asia. For the adventurous, there 
are 268 steps to conquer before you get 
a much closer look at this magnificent 

statue but you can also enjoy the sweep-
ing mountain and sea views seen from its 
base. Not too far from the statue is the 
Po Lin Monastery, one of Hong Kong’s 
most important Buddhist sanctums 
and dubbed ‘the Buddhist World in the 
South’. It has rich colourful Buddhist ico-
nography and its pleasant garden offers 
tranquil peace with the singing of birds 
and flowery scents. You can also indulge 
in a healthy cuisine from its popular veg-
etarian restaurant. 

There is so much to do in Hong Kong 
that it would be much too long to list 
here but other interesting sights and 
interests include The Peak, Hong Kong 
Disneyland, Ocean Park Hong Kong, 
Temple Street Night Market, Golden 
Bauhinia Square, Clock Tower, Tsim Sha 
Tsui Promenade, Lan Kwai Fong (well-
known party hot spot) and Wong Tai Sin 
Temple (a Taoist, Buddhist and Confucian 
temple honouring the famous monk of 
Yore, Wong Tan Sin, also known as Huang 
Chu-ping). 

Hong Kong is generally sunny, cool and 
pleasant from October to early Decem-
ber while spring is cloudy season. Other 
than that the city is mild for more 
than half of the year with relatively dry 
winters and hot, humid and wet summers. 
Flights to Hong Kong can be made via 
Virgin Atlantic, British Airways, Cathay 
Pacific, Qatar Airways and Lufthansa from 
major international cities coming into 
Hong Kong International Airport.
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Authentic Indian Cuisine
MINT LEAF

Jada Brookes indulges in the delicious authentic Indian cuisine of Mint Leaf in 
Haymarket and discover their two branches in Bank and Dubai, UAE.
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T
here have been numerous 
times when I’ve walked from 
Piccadilly Circus to Charing 
Cross, I’d pass Mint Leaf on 
the corner of Suffolk Place 

in Haymarket and make a mental note 
to dine there one day with some friends. 
Despite my good intentions to fulfil this 
desire, it hadn’t quite materialised until 
now when the Bite Magazine was invited 
to indulge in Mint Leaf ’s modern Indian 
cuisine.  As soon as you walk down the 
stairs to the restaurant, you are met 
with lively music which gives you a warm 
welcome.  And this evening, it was for a 
good reason because a charity event was 
being held here for the launch of the Paul 
Strank Charitable Trust.  According to the 
information, it promised to be a night of 
inspiration and celebration with one of 
the trust’s ambassadors, Christopher 
Biggins, hosting the event. 

Not long after our arrival, we were 
told by Ervina Kiezaite, events coordi-
nator for Mint Leaf that Pixie Lott had 
popped in earlier, which was convenient 
as the singer is currently appearing in the 
theatre production of Breakfast at Tiffa-
ny’s at the Theatre Royal next door. The 
celebrities invited to the event included 
Lott’s boyfriend, model Oliver Cheshire, 
former Love Island contestants Zara 
Holland, Tina Stinnes and Malin Anders-
son, former EastEnders actress and 
singer Michelle Gayle, television present-
ers Laura Hamilton and Matt Johnson, 
actress Nicola Stapleton and radio pre-
senter James Barr.  While we were sitting 
at our table, I heard the most amazing 
voice and just had to find out who it 
was. It was Collette Cooper, an urban 
jazz singer and actress who is currently 
working on her debut album, City of Sin. 

I found her voice to be so strong and 
powerful that I couldn’t help but listen 
to the sweet melody of her tone.

Mint Leaf which first opened in 2003 is 
sectioned into seven areas by dark Amer-
ican walnut wood panelling that creates 
intimate seating for romantic dinners and 
semi-private areas for those who wish 
to dine with friends or colleagues. The 
lamps hang low over the tables so the 
restaurant seems almost dark but there 
is enough light for you to enjoy your 
meal.  With seating for up to 220 guests 
(with up to 32 people on one long table), 
Mint Leaf is the perfect place to have the 
finest Indian cuisine in town. The restau-
rant features American Oak furniture 
and cream leather that adds a sense of 
sophistication and contemporary style.  A 
walkway which runs around the restau-
rant links to a runway through the first 
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section of the restaurant and provides 
the perfect platform for fashion shows 
and for filming. 

If you are looking for a room for either 
private or semi-private dining purposes, 
the Jaipur Room will serve you well as 
it is spacious and discreet, accommo-
dating up to 60 for a seated meal or 
90 for a standing canapé and drinks 
reception. It can be adapted to suit the 
client’s requirements and is equipped 
with an audio-visual system with a pro-
jector and connections for a laptop and 
iPod, making it ideal for presentations, 
product launches, private parties, formal 
dinners, weddings and civil partnerships. 
For classic and creative cocktails, Mint 
Leaf has an amazing 22 metre cocktail 
bar that can be sectioned into two areas: 
the Upper Bar and the Lower Bar, with 
spaces for up to 120 guests. 

To begin our dining experience, we tried 
the restaurant’s signature cocktail, Mint 
Leaf Royale which is made up of cham-
pagne layered on top of Zubrowka vodka 
and elderflower topped with Chambord 
black raspberry liqueur, and also Pornstar 

Martini with vanilla infused vodka shaken 
with Passoa and fresh passion fruit puree, 
accompanied with a shot of champagne 
and fresh passion fruit which you scoop 
out with a spoon. Pornstar Martini was 
my favourite out of the two cocktails. 
The vanilla powder and sugar along with 
the passion fruit made the cocktail sen-
sational while the shot of champagne 
was delightful and not at all dry which I 
preferred. Mint Leaf Royale cocktail was 
enjoyable and the ideal drink to have in 
the evenings. We also tried Fruit Cup, 
fresh berries muddled with cranberry 
juice and lime juice and simple syrup 
served over crushed ice which was 
fruity and refreshing. To help prepare 
our palates for the meal ahead, we also 
had delicious sparkling water from the 
collaboration between Belu and Cobra 
Foundation (Cobra Beer’s charity). 

For starters, we ordered Kurkure Aspar-
agus, spiked with fennel, chilli flakes, 
coriander and tomato garlic chutney; 
Kashmiri Murgh, chicken supreme in a 
Kashmiri chilli marinade with lemon and 
yoghurt; and Chilli Calamari, tempura 
squid tossed with pepper and sweet 

chilli drizzle. Now I don’t normally like 
asparagus but the batter in which it was 
cooked and the chutney sauce, made it 
very enjoyable. The chicken in the Kash-
miri Murgh was beautifully cooked and 
flavoured; and I would say without a 
doubt that it was the best chicken I have 
ever tasted in an Indian restaurant. The 
Chilli Calamari was absolutely amazing; I 
couldn’t get enough of it. It had the right 
amount of spice to make it a thoroughly 
enjoyable starter and I was more or less 
falling in love with all of these dishes.

Our main meal consisted of Murgh 
Tikka Makhani, tandoori grilled chicken 
supreme in a piquant tomato and fen-
ugreek sauce; Rajisthani Lamb, braised 
leg of lamb tempered with garlic and 
red chilli; and Patrani Machi, baked sea 
bass fillet favoured with coriander, chilli 
and coconut, wrapped in banana leaf. To 
accompany our meal, we had Tandoori 
Broccoli, grilled broccoli florets sea-
soned with cheese, ginger and chilli; Dal 
Makhani, slow cooked black lentils with 
tomato and butter; Jeera and Saffron 
Pulao rice; Beetroot Ginger salad; and 
Laccha Paratha (whole wheat flour) and 
Garlic (plain wheat flour) Indian flat-
bread. I really loved the crunchiness of 
the shredded beetroot and the distinctive 
taste of ginger in the salad, while the sea-
soned broccoli was the best I have ever 
tasted.  The chicken was cooked well and 
was soft – it would have easily fallen off 
the bone if it had some at that moment 
in time. The lamb was also thoroughly 
cooked and soft with a nice seasoned 
taste, as was the seabass. The carrot and 
cabbage salsa really gave the fish a nice 
kick flavour-wise. 

With so much food already consumed, 
we were not sure whether we would 
be able to fit in at least one dessert but 
decided to give it a go anyway.  The Lime 
and Ginger Crème Brulée was quite light 
and absolutely delicious with a scrump-
tious crunchy topping. It is amazing how 
you can somehow fit in one dessert at 
times when you think there is no more 
room. I’m glad that we decided to have 
it. Dining at Mint Leaf was an absolute 
delight and their cuisine is totally 5-star. 
Our host for the evening, restaurant 
manager Vishal Punjabi (with assistance 
from Mihaela and Remmie) ensured that 
we were comfortable and had everything 
that we needed and also introduced us 
to head chef Rajinder Pandey. Born in 
India,  Vishal came to London in 2003 and 
has a Bachelor’s degree in Hotel, Motel 
and Restaurant Management from SSTH 
(Swiss School of Tourism and Hospitality) 
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and a MBA (Master of Business Admin-
istration) from the London School of 
Commerce. He worked at ITC for 18 
months and has been at Mint Leaf since 
July 2007. 

Eight years ago, the restaurant opened 
Mint Leaf Lounge in Bank which, we 
were told by Vishal, is different to the 
one in Haymarket. It still combines 
authentic Indian cuisine with contem-
porary cooking techniques and a stylish 
presentation which is created by head 
chef Rajinder (we don’t know how he 
manages to be in two places at the 
same time).  The Lounge has a striking 
16-metre cocktail bar and mezzanine 
level that is backed by captivating light 
features and river washed pebbles high-
lighting the 500 spirits on offer. It also 
features long translucent drapes, snake-
skin booths and comfy sofas that make it 
a sumptuous retreat in the heart of the 
City. Here they have weekly lunch menus 
as well as a seasonal à la carte menu, with 
a six-course menu paired with wines 
carefully selected by their sommelier 
to compliment the flavours which they 
say is best enjoyed at their Chef’s Table 
that seats four people. Similar to Hay-
market, the Lounge has both a small and 
large private dining room and champagne 
mezzanine that seat up to 30 and 60 
respectively with a wooden partition and 
a luxurious thick dark velvet curtain. It 
also has a full audio-visual system includ-
ing a projector and connections for a 

laptop and iPod. 

If you happened to be in Dubai, you can 
visit Mint Leaf of London located on the 
15th floor of the Emirates Finance Towers 
which opened a year and a half ago. With 
dark slate and henna inspired carved 
wood interiors, the restaurant presents 
an impressive setting enhanced with mes-
merising views of Downtown Dubai with 
Burj Khalifa at the forefront, as well as a 
unique dining experience in the heart of 
DIFC that will easily match the exquisite 
cuisine in London.

Mint Leaf restaurant in Haymarket is 
open Monday to Wednesday from 12pm 
to 3pm and 5pm to 11pm, Thursday to 
Friday from 12pm to 3pm and 5pm to 
11.30pm, Saturday from 5pm to 11.30pm, 

and Sunday from 5pm to 11pm. The bar is 
open Monday to Wednesday from 12pm 
to 12am, Thursday and Friday from 12pm 
to 1am, Saturday from 5pm to 1am, and 
Sunday from 5pm to 12am. 

Mint Leaf Restaurant, Suffolk Place, 
Haymarket, London SW1Y 4HX
020 7930 9020

 www.mintleaflondon.com
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Using a special Polish rye as the main ingredient in their vodka, Jada Brookes discovers 
what makes Belvedere Vodka so luxurious.

BELVEDERE VODKA

The World’s First

Luxury Vodka

bitedrinks

Y
ou may be surprised to dis-
cover that Belvedere Vodka 
has been around for quite 
some time especially as 
it looks so good. With its 

eye-catching frosty bottle, Belvedere 
which means ‘beautiful to see’ bears the 
symbol of the Belweder Palace in Warsaw, 
home of the Polish President, after whom 
it is named. Hailing from the small town 
of Zyrardów, in the Mazovian plains 
of central Poland, the vodka is crafted 

in the 100-year-old Polmos Zyrardów 
distillery which was first established in 
1910. It seems like only yesterday that 
this precious gem of a spirit appeared 
on the scene but it was in 1993 that it 
made its first official launch and created 
a new standard in vodka. Recipient of 
numerous achievements, Belvedere 
has been praised by Vodka Masters, 
the International Spirits Challenge,  
TheFiftyBest.com Vodka Awards as well 
as other respected industry voices. 

Last year, they were awarded the Vodka 
Producer of the Year at the 2015 Interna-
tional Spirits Challenge. “Vodka Producer 
of the Year is a phenomenal achievement 
for Belvedere, confirming its unparalleled 
commitment to product quality and con-
sistency. We are extremely honoured to 
be the first vodka to receive this award, 
from one of the highest authorities in the 
drinks industry,” said Charles Gibb, Pres-
ident of Belvedere Vodka.



Belvedere is not only about producing 
vodka to satisfy the demands of con-
sumers around the world – they also 
care about the environment. “Social 
responsibility, environmental and agri-
cultural impact as well as responsible 
drinking are built into our culture. Bel-
vedere prides itself on being recognised 
as a globally responsible, locally sensitive 
company,” says the brand. In partnership 
with their agricultural distilleries and 
Biotechnological University of Lodz, Bel-
vedere launched the Raw Spirit Program 
to promote sustainable growth of the 
Dankowskie Rye which is used in their 
vodka. This led them to get involved with 
programs that seek out and protect the 
best raw materials, while working closely 
with authorities to ensure that Polish 
vodka standards remain the world’s 
highest and most exacting. Since its 
launch in 2011, proceeds from the sale 
of Belvedere Red has provided funding 
for more than 6.5 million days of life-sav-
ing HIV/AIDS medicine. “That’s enough 
to support more than 12,500 HIV pos -
itive women with access to treatment 
during pregnancy and breast-feeding, 
thus helping to prevent transmission of 
the virus from mother to baby.”

-
vours with the original representing a 
true expression of luxury vodka, created 
from 600 years of Polish vodka-making 
tradition. It is exclusively made from 
Polish Dankowskie Rye and is quadru-
ple-distilled to create the perfect balance 
of character and purity. The great news 
is that it is completely free of additives, 
including sugar or glycerine and uses 

artisan wells. Whether you’re having it on 
the rocks, in a martini or just breathing 
life into a cocktail, Belvedere is said to 
“represent the pinnacle of vodka making 
tradition.” The tasting notes consists of 
a faint hint of vanilla along with some 
gentle, soft cream characteristics for the 
nose, and full and round with a medium 
bodied weight and rich, velvety texture 
on the palate. It has a touch of vanilla 
swaying between sweet and savoury with 
a hint of white pepper and spice, while 

almond, clotted cream and some faint 
almond and Brazil nut. Cocktails that can 
be created using Belvedere Pure include 
the Belvedere Classic Martini with 60ml 
(2oz) of Belvedere Vodka and 10ml 
(1/4oz) Lillet Blanc. Simply stir over ice 
and strain into a chilled martini glass and 
garnish with a pink grapefruit twist. Or 
you can indulge in Belvedere Spritz with 

30ml (1oz) each of Belvedere Vodka and 
Lillet Blanc, two grapefruit slices and a 
sprig of thyme. Combine all of the ingre-
dients in a Belvedere Spritz glass over ice 
and top up with equal parts of sparkling 
water and tonic water. 

-
sented in a black bottle is deemed the 
‘whiskey drinker’s vodka’ and distilled 
from Dankowskie Diamond Rye, a sin-
gle-estate baker’s grade grown on one 
select Polish farm. This full-bodied 
vodka is smooth and distinctive thanks 
to it being distilled four times and then 

expression of the rye. It has intense 
aromas of sea air, baked bread and 
toasted nuts on the nose, while the 
palate is full but mellow with initial 
impressions of salted caramel, freshly 
baked bread and a touch of honey. The 
mid–palate evolves into fresh minerality 

while the back palate is refreshed with 
delicate notes of sea salt and a hint of 

sweet with notes of baked bread, vanilla 
and cream. Amazing cocktails that can 

-
tered on the Rocks with 50ml (1.5oz) of 

a green olive, a sprig of rosemary or a 
slice of cucumber. To make this cocktail, 
just pour the vodka over ice into a rocks 
glass and garnish with any of the above 
mentioned choices of garnish. Or Ulti-

Vermouth, which will be the envy of 
ordinary martini drinks. Simply shake and 

martini glass and garnish with a ribbon 
of cucumber. Other variations include 
Intense (also in a black bottle), and 
Limited Editions Belvedere Red, Night 
Saber and Silver Saber.

With macerations of Wild Berry, Mango 
Passion, Pink Grapefruit, Citrus and 
Lemon Tea already established, Peach 
Nectar is a new addition to the line-up 

of juicy peaches and succulent apricots 

aromatic orchard fruit to refresh your 
cocktails. It has bright, aromatic and 

cut citrus with a hint of toasted almond 
for the nose while the palate is juicy and 
rich, with notes of vanilla, ripe peach 

luscious, the palate moves between suc-
culent peach, sweet and aromatic apricot 

with a hint of marzipan and freshly baked 
-

tained notes of ripe peaches with hints 
of almond and apricot. For a refreshing 
cocktail that will hit the spot, try the 
Belvedere Peach Nectar Ginger Ale with 
45ml (1.5oz) Belvedere Peach Nectar 
and 100ml (3.5oz) Ginger Ale. Build over 
ice in a highball glass and garnish with a 
wedge of lime and a slice of peach. The 
Belvedere Peach Nectar Spritz consists 
of 45ml (1.5oz) Belvedere Peach Nectar 
and 30ml (1oz) Sweet Vermouth, topped 
with sparkling water. Combine all of the 
ingredients in a Belvedere Spritz glass 
over ice and garnish with a slice of peach 
and a sprig of thyme.

Belvedere’s range of vodka can be pur-
chased online and from supermarkets, 
drink retailers, and clubs. 

www.belvederevodka.com

Im
ages courtesy of This Is M
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Closing a gap in the market in their native country, the Swedish Cocoa 
Company presents their two newest flavours. Jada Brookes discovers the 
bean-to-bar concept.
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W
hether you wish to try 
your ‘tongue’ at pro-
nouncing the name of 
the cocoa company in 
their native language – 

Svenska Kakaobolaget or simply stick 
to the good old English version of ‘The 
Swedish Cocoa Company’, you’ll find that 
this brand is not your average chocolate 
maker.  As Sweden’s foremost choco-
late confectioner, The Swedish Cocoa 
Company travel around the world in 
search of the best cocoa and upon 
finding this, it is roasted gently and slowly 
until it turns into melted chocolate.  Also, 
instead of hiding the flavour of the cocoa 
through the adding of extra fat, soy lec-
ithin and vanilla, the chocolatier prefer 
to highlight the individual nuance of each 
bean so that the only ingredients you’ll 
find in their chocolate are cocoa beans 
and some sugar. Thus, their aim is to find 
cocoa with unusual flavours that will 
create some rather interesting tasting 
chocolate. “The kind,” the brand says, 
“that will blow your mind and reveal a 
whole new range of flavours.” 

The Swedish Cocoa Company says that 
cocoa is quite similar to coffee and wine 
in which different beans create different 
flavours. For example, in regards to their 
two brand new flavours – Tanzania 74% 
and Peru 68% launched this year - the 
chocolate from Peru has a kick of saffron 
with a hint of exotic fruits whilst the Tan-
zanian origin bar is literally an explosion 
of raisins and dried fruit. Having started 
their brand two years ago, founders 
Ulrika Bergenkrans and Fredrik Alverén 
realised there were no Swedish-made 
chocolate on the market and decided 
to fill the gap. The only commercial dark 
chocolate found in stores was actually 
“re-melted and moulded chocolate mass” 
originally made by a few large European 
chocolate producers, but presented 
through different brands and packaging. 
They are said to all taste the same and 
contain added cocoa butter, soy lecithin 
and vanilla, with some even containing 
additives to conceal the bitterness of 

cocoa, which the brand believes comes 
from “poor quality cocoa, rushed fermen-
tation and a harsh roast (actually burning 
the beans).”

Last year saw the launch of their origi-
nal chocolate creation - Sri Lanka 70% 
- which uses the aromatic and organic 
Ceylon cocoa found in the central part 
of Matale in Sri Lanka. It takes six days 
to ferment in wooden boxes and during 
this time, it is turned three times. The 
cocoa is then dried using a combination 
of raised dry beds and wood fired ovens, 
and is roasted on a low heat, taking 
around two to four weeks to fully age. 
To create this particular flavour of choc-
olate, the brand worked closely with a 
small farmer cooperative that is commit-
ted to sustainable and organic farming. 
The Ceylon cocoa is grown alongside 
exotic fruits and spices and carefully har-
vested twice a year. It is high in acidity 
with notes of black tea, herbs, spices and 
subtle red fruits. The packaging for all the 
dark chocolates are made from 100% 
cotton and designed by Fredrik Alverén. 

The cocoa used in Tanzania 74% is pur-
chased directly from a cooperative of 
around 2000 smallholder farmers who 
are also committed to organic farming. 
Found in the Kilombero Valley in the 
Morogoro region, bordering the Udzu-
ngwa Mountains and surrounded by 
highly fertile land with good rainfall, the 
cocoa is mainly trinitario and organic. 
It takes six days to ferment in wooden 
boxes with a eucalyptus base and is 
turned on day three and five.  The cocoa 
is sun dried on raised dry beds and then 
roasted on a low heat, taking two to four 
weeks to fully age. It has strong notes of 
dried figs and raisins as well as hints of 
red fruit and wood and is said to be well 
rounded with low astringency and a high 
natural sweetness. In Peru, The Swedish 
Cocoa Company works directly with a 
cocoa and coffee cooperative of around 
1200 farmers committed to organic 
farming. The cocoa used in Peru 68% 
is a unique mix for the Amazonas and 

is bigger than normal with a paper thin 
husk. The Peruvian cocoa has a sweet 
amazonic and organic taste, and is often 
found in Lamas, the northern region of 
Peru. It takes seven days to fully ferment 
in a box and is sun dried on raised dry 
beds. The roasting method is done in 
intervals on both high and low heat and 
takes two weeks to fully age. 

The ‘bean-to-bar chocolate’ concept is 
simply a hand crafted small batch move-
ment in the chocolate world that sources 
premium cocoa from specific origins such 
as a region, a single plantation or a single 
tree. The brand even advises on how the 
consumer can spot a ‘bean-to-bar choc-
olate’ such as saying ‘bean-to-bar’ on the 
package; giving a short list of ingredients 
– usually just cocoa and sugar; a clearly 
stated origin; the producer showing the 
exact origin of the cocoa, how it is grown 
and by whom; usually made from organ-
ically grown cocoa with fair labour and 
fair trade; and real bean-to-bar chocolate 
is made from fermented and dried cocoa 
beans. When comparing the difference 
between a commercial dark chocolate 
bar and a bean-to-bar chocolate such 
as the Sri Lanka 70%, Tanzania 74% or 
Peru 68%, consumers will notice a differ-
ent feel in the mouth, the difference in 
flavour and texture which simply explains 
the experience of a real bean-to-bar 
chocolate. The bean-to-bar chocolate 
is also available in Peppermint 73% and 
Cardamom 71%.

The Swedish Cocoa Company chocolate 
bars are available to buy direct from their 
web shop as well as at selected part-
ners Nordiska Kompaniet (NK Saluhall), 
Urban Deli Nytorget and Drop Coffee 
in Stockholm; Vallgatan 12 in Göteborg; 
Grand Hotel Deli in Lund; Ola & Ko in 
Malmö; and restaurants Daniel Berlin 
Krog in Skåne-Tranås and Mathias Dahl-
gren in Stockholm.

www.kakaobolaget.se
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The Wallace
  Restaurant

HIDDEN GEM IN LONDON
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Rump of Lamb with celery, 
feta and onion



I
f London was to have plenty of gems hidden 
away in places without anyone really knowing, 
then The Wallace Restaurant in Manchester 
Square would be a very well-kept secret. This 
amazing facility located within the historic 

walls of The Wallace Collection presents al fresco 
dining in a relaxing, tranquil setting, dotted with 
trees and sculptures, and a dose of natural light. 
It is especially beautiful when the sun is shining 
through the glass ceiling above. We decided to 
indulge ourselves in the delightful cuisine that The 
Wallace Restaurant has to offer in an eatery that 
you don’t necessarily have to dress up to the nines 
to enjoy their fine food. I couldn’t help but look 
around and admire the salmon pink walls that sur-
round the courtyard, which seems to bring a sense 
of history to this 18th century townhouse built 
during the reign of King George III.

As you make your way through to the restaurant 
located in the courtyard, you will pass one or two 
of the rooms that house the wonderful works of 
art collected in the 18th and 19th centuries by the 
first four Marquesses of Hertford and Sir Richard 
Wallace, son of the 4th Marquess.  As usual, we 
wanted to discover what cocktails The Wallace 
Restaurant had to offer their diners during the 
lunch hour(s). They don’t have signature cocktails 
as such but rather a selection of classic cocktails 
with a twist. On their menu, you’ll find favourites 
such as Kir Royale, French Martini and Casino 
Royale but The Wallace Restaurant is open to sug-
gestions so if you have a specific cocktail in mind, 
they will do their upmost to deliver your favourite 
tipple. On this occasion, I intended to indulge in 
just one cocktail as it was early in the day and also 
try one of their non-alcoholic beverages as well. 

The Miss Saigon cocktail with Rose Petal Vodka, 
Hendrick’s Gin and lychees was quite an inter-
esting choice. It did have a strong taste thanks to 
the vodka and gin but surprisingly I found that I 
enjoyed it regardless. The Banana, Orange, Yoghurt 
and Honey Smoothie was very refreshing and the 
ideal drink to have on hot sunny days. With a great 
dose of healthy goodness, there is no doubt that 
this smoothie will be quite a popular choice at 
The Wallace Restaurant on days like these. Just 
when I thought I was only going to have one 
cocktail,  Artur our efficient and wonderful server 
suggested we tried Fragonard, a French cocktail 
with Dubonnet, Plymouth gin and ginger beer as 
well as another infusion beverage in the form of 
Cucumber and Mint with Apple and Elderflower. 
The Fragonard cocktail was more my cup of tea as 
it had the wonderful delicious taste of ginger beer 

The Wallace
  Restaurant

Jada Brookes passes the afternoon 
away by indulging in the fine cuisine 
at The Wallace Restaurant located 
within the four walls of The Wallace 
Collection. 
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that worked well with the sweet aperitif 
and gin. Usually I would shudder at the 
thought of having cucumber in my drink 
but the combination of this along with 
the mint, apple and elderflower (which 
I especially liked) provided a very tasty 
and refreshing drink that could well be 
an upgrade on a freshly made lemonade. 

While we waited for our starters from 
the á la carte menu, we were treated to 
some freshly made Peyton and Byrne 
soda bread (the restaurateur and bakery 
partnership that runs The Wallace Res-
taurant and other restaurants) along 

with some Longman salted butter that 
is similar to French butter. The good 
news about this butter is that you can 
buy it from Waitrose as well as enjoy it 
at The Wallace Restaurant and it is the 
best butter I have ever tasted. For our 
starters, we had the Crab, Prawn and 
Cucumber Salad with citrus yuzu dress-
ing and Pan Fried Mackerel with pesto 
and tomato salsa. The salad was moist 
and tasty, with a spicy kick of pepper and 
a wonderful citrusy zest taste from the 
yuzu dressing. I’m not a fan of seafood 
but the prawns in this salad were actually 
delicious. Another discovery that really 

surprised me was the mackerel – once 
the taste of the fish hit my palate, I was 
in love. The crispiness and the flavour of 
the mackerel was to die-for. I could have 
easily managed another set – it was that 
good and it changed my whole perspec-
tive on the fish. I can now say that I am a 
fan of pan-fried mackerel at The Wallace 
Restaurant. 

Our main dishes consisted of Poached 
Halibut with coconut broth and prawn 
ravioli, and Rump of Lamb with celery, 
feta and onion with sides of steamed 
peas and sugar snaps with lemon oil 
and Pomme fries. The halibut was light, 
fresh and soft while the prawn ravioli 
was for me the best feature of the dish, 
with a very pleasant coconut broth that 
reminded me of a light soup. The rump 
of lamb was well-seasoned, soft and 
cooked medium rare. Together with the 
feta cheese, it created an amazing taste 
that could easily take you to heaven and 
back. The fresh peas were cooked exactly 
how I liked them and together with the 
crunchy texture of the sugar snaps, it 
created a wonderful contrast in taste 
that awakens your taste buds and leads 
them to having a party of their own in 
your mouth. The pomme frites (French 
fries) presented in a small silver bucket 
were freshly cooked and crispy and really 
went well with the meal. 

We just about had room to fit in dessert 
and decided to try the Ile Flottante with 
praline and Warm Chocolate and Ginger 
Moelleux. The Ile Flottante is a French 
dessert that consists of meringue floating 
on crème anglaise and was both dreamy 
and creamy. I really loved the softness of 
the meringue and the praline pieces. The 
Warm Chocolate and Ginger Moelleux 

bitecuisine
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Pan Fried Mackerel with pesto and 
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was also delicious and you could really 
taste the ginger which was one of the 
most delightful experiences of this 
dessert. 

Sadly, we had come to the end of our 
time at The Wallace Restaurant and what 
an amazing experience we’d had.  As well 
as Artur being the most wonderful host, 
we also had the lovely Faustina check-
ing up on us. We learn that although 
her name is Italian, Faustina is actually 
from Lithuania and it was a pleasure 
having both her and Artur make us feel 
welcome. The restaurant is open Sunday 
to Thursday from 10am to 4.30pm and 
Friday & Saturday from 10am to 10.30pm 
with breakfast served from 10am to 
12pm, lunch from 12pm to 3pm, and 
afternoon tea from 2.30pm to 4.30pm, 
while dinner is served on Friday & Sat-
urday from 6pm.

The Wallace Restaurant,
The Wallace Collection, 
Hertford House,
Manchester Square,
London W1U 3BN
020 7563 9505

www.peytonandbyrne.co.uk/
the-wallace-restaurant
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G
oing from attending to 
horses to creating choc-
olate and patisserie may 
seem an unusual career 
change to some but not 

to Paul Hargreaves. “This is my second 
career, my first was shoeing horses!” 
he explained. “But my love for all things 
sweet and the desire to work in a kitchen 
led me into pastry.” Before deciding to 
finally hang up his farrier boots, Har-
greaves started Cocoa Cream in 2005 
while still working his original job. It may 
have taken drive and an overwhelming 

passion as well as an abundance of 
energy but Hargreaves managed to make 
haute cuisine his love, life and career. 
“I trained in the best place possible – 
Harrods’ pastry kitchen – and fulfilled my 
dream, before going to Switzerland and 
America to learn more about sugar and 
sugar blowing.” 

It was after hours of commuting to 
London that he decided to set up his 
own kitchen and do things in the best 
possible way by “using the finest ingre-
dients possible, and developing the skills 
and traditions learnt at Harrods.” Today, 
Cocoa Cream offers a unique creative 
catering service for private and business 
occasions. Through his dedication and 
attention to details, Hargreaves ensures 
that his chocolates and patisserie are 

unique and outstanding in both appear-
ance and taste. 

As well as their signature truffles, Cocoa 
Cream also offer bespoke celebration 
and wedding cakes, wedding favours, 
centre pieces in chocolate and sugar, 
‘ready to enjoy’ cakes and provide skills 
for the next generation of chocolatiers 
at their Cocoa Cream School. Praising 
Amedei, an artisan chocolate manufac-
turing company from the Tuscany region 
of Italy, the world renowned chocolatiers 
are said to produce the best chocolate 
from bean-to-bar. They use Criollo beans, 
a rare and most prized type of bean that 
is known for its exquisite taste. 

All of Cocoa Cream’s amazing truffles, 
which are dreamy delicious by the way, 

ocoaream
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are handmade with pure, simple and 
quality ingredients of chocolate, cream, 
sugar and butter combined with freshly 
sourced flavours in innovative combi-
nations. “We allow the quality of the 
ingredients to speak for themselves, 
combining them with some classic and 
more unusual flavour combinations 
such as fresh garden mint, wild straw-
berries, balsamic vinegar, paprika, earl 
grey – to achieve a balanced and some-
times surprising, but always a pleasurable 
experience.”

If you want something magical for your 
wedding or a special celebration, Cocoa 
Cream’s creations will stay in your mem-
ories for a very long time to come. They 
are committed to working with the client 
to create their desired masterpiece every 
step of the way and are always on hand 
to offer any tips or advice that may help 
in the decision-making process. “Only the 
finest ingredients are used to create a 
cake that is visually stunning and equally 
delicious to eat. Whether it is small or 
large, we are here to design and realise 
any idea.” 

The brand also makes exquisite person-
alised wedding favours to provide the 
client’s guests with an individualised gift. 
“We only use the finest ingredients: fresh 
cream from the team at Lacey Farm and 
their herd of Guernsey cows. Amedei 
chocolate from Italy is made from the 

world’s best cocoa beans, produced with 
deep passion and knowledge for choco-
late.” The truffles can be presented in a 
choice of two beautifully styled appointed 
boxes: a white satin card box for one, 
two or four truffles or a white embossed 
finish box for two or four truffles, along 
with a personalised ribbon with the 
couples’ name and date of their special 
day. 

For name place settings, the name of the 
guest can be written in a choice of two 
different forms: either printed on a swing 
ticket attached to the ribbon, or a trian-
gular name place setting with each guest’s 
name on the swing ticket, with the favour 
box neatly tucked inside. The couple may 
decide to opt for personalised foiled 
boxes instead, which involves their details 
being debossed onto the lid in silver or 
gold for an elegant and refined finish. 
Or how about having an eye-catching 
centre piece for your special occasion 
in chocolate and sugar? Cocoa Cream’s 
Cocoa Tree is a contemporary interactive 
design that is completely edible, making 
it perfect for weddings, parties or cor-
porate events. The tree which is made of 
Italian white, milk or dark chocolate is 
available in three sizes: 26cm, 41cm and 
57cm tall and holds around 20 truffles 
(which can be either a single flavour or a 
variation of flavours) on the base. 

The Cocoa Tower is made up of 80 

truffles that sits on a chocolate base 
and is approximately 24cm tall.  Again 
these can either be a single flavour or 
a variation of flavours in Italian white, 
milk or dark chocolate while the finish 
of the tree can be sprayed with cocoa 
leaving a velvety texture and can be fin-
ished in bespoke colours. Or why not 
have Cocoa Letters to symbolise the 
bride and groom’s initials? This design is 
available in three different sizes of 21cm, 
31cm and 41cm tall in a choice of white, 
milk or dark chocolate. Scattered around 
the letters are 20 truffles but more can 
be provided to give a more generous 
offering. The finish of the letters can be 
sprayed with cocoa to leave a velvety 
finish and can be tailored to a variety 
of colours. Lastly, Sugar Art is a truly 
bespoke piece of design which always 
generates amazing reactions from people, 
often being described as “a piece of fine 
glass or porcelain by the unknowing eye.” 
A Sugar Art piece is perfect for private 
parties or the perfect brand statement 
for any corporate event and a creative 
alternative to traditional decorations.

With so much being provided at Cocoa 
Cream including team building options, 
this humble chocolatier business may just 
be your go-to for all your wedding and 
special occasion needs. 

www.cocoacream.co.uk

bitechocolate
Jada Brookes finds out what Cocoa Cream has to 
offer potential clients for their wedding and special 
occasion needs.
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D
espite its name, you’ll be 
mistaken for thinking that 
New Amsterdam is pro-
duced in the capital of the 
Netherlands, but given its 

eye-catching cityscape seen through the 
clear glass bottle, you will then realise 
that it is actually made in the United 
States. The brand says the story behind 
their premium vodka and gin isn’t history 
but rather a story that celebrates what’s 
next. It’s also not about where you’ve 
been either as long as you make an 
entrance. New Amsterdam craft spirits 
for “the places that move fast and don’t 
look back - the places where the city is 
celebrated.” They also encourage people 
to enlist their friends to own the city 
and take the night because basically “it’s 
your town”. The amazing thing about the 
80-proof original New Amsterdam Vodka 
is that it is distilled five times from the 
finest grains and then filtered three times 
to create a smooth spirit perfect for a 
cocktail or simply to be drank straight. 
Through its multi-million pound ‘It’s Your 
Town’ campaign, the brand aims to com-
municate with city-minded millennials 
who are driving growth across spirits 
categories and the cocktail culture. It 
also collaborates with a range of influ-
encers in key urban centres around the 
UK who specialise in areas such as street 
art, street food, music and style. 

Since its launch in the United States in 
2011 by Californian wine producer E&J 
Gallo, New Amsterdam Vodka became 
the fastest spirits brand in history to 
sell more than one million cases in its 
first 12 months in the market.  “We are 
thrilled to have met the one million case 
mark so quickly and are grateful to our 
distributor network and retail partners 
for all their effort and commitment in 
helping us reach this achievement,” said 
Gerard Thoukis, Senior Director of Mar-
keting, New Amsterdam Spirits Company. 
“Accomplishing this feat has strength-
ened our commitment to growing the 
New Amsterdam brand and we are 
extremely excited about what the future 

holds.” The vodka was then introduced 
to the UK in 2013 in two size formats: 
20cl and 70cl bottles.  And this year, it 
was recently announced that E&J Gallo 
will launch a 35cl size bottle in the UK. 

Using the original vodka as a basis, New 
Amsterdam offers several different fla-
vours to enhance your American vodka 
experience. Peach vodka refreshes your 
drink with a subtle sweetness that helps 
the summer season come early and stay 
late. Why not get your taste buds tanta-
lised with New Amsterdam Peach Sunrise 
comprising of two and a half parts of 
New Amsterdam Peach, four parts of 
orange juice and one part of pineapple 
juice? To make this cocktail, shake the 
ingredients together in a cocktail shaker 
half-filled with ice cubes, then strain into 
a martini glass and serve, or strain into a 
classic highball glass filled with ice cubes 
and serve. Or there is Peach Punch with 
two parts of New Amsterdam Peach, a 
half part of fresh lime juice, orange juice 
and elderflower liqueur. Combine all 
the ingredients in a cocktail shaker and 
shake with ice, then strain into a martini 
glass and garnish with a lemon wedge 
or a slice of peach when in season. Two 
other cocktails that you can make with 
the peach flavour are Hook & Ladder and 
New Peach Fizz. 

New Amsterdam Pineapple is designed 
to stay crisp and fresh under situations 
of extreme pressure, much like doing the 
limbo and is perfect for the weekend. 
Try the crisp and clear New Amster-
dam Sidewinder with two parts of New 
Amsterdam Pineapple, two parts of tonic, 
dash of Absinthe and a squeeze of fresh 
lime. Simply build all the ingredients in a 
glass, add ice, stir and then enjoy. Pine-
apple Gimlet adds more colour to your 
cocktail with two parts of New Amster-
dam Pineapple, one part of lemon juice 
and simple syrup. To make this cocktail, 
pour the ingredients into a glass, then 
add ice and shake. Finally, double-strain 
the liquid and garnish with an expressed 
orange peel. How about creating your 

New Amsterdam Vodka
With an attractive looking clear bottle, Jada Brookes 
explores the different flavours that New Amsterdam 
Vodka has on offer to make the perfect cocktail. 
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own thunder with New Amsterdam 
Tropic Thunder? Simply mix together one 
part of New Amsterdam Pineapple and 
one part of New Amsterdam Orange by 
pouring into a shot glass and then serve. 

The Red Berry flavour version of New 
Amsterdam Vodka is said to create 
bold cocktails that will take you right 
where it’s always wanted to go. With 
an infusion of blackberry, raspberry 
and strawberry, you’re bound to go on 

an interesting evening adven-
ture. With two parts of New 
Amsterdam Red Berry and four 
parts of lemon-lime soda, the 
Red Berry Cooler is sure to 
give you a refreshing start to 
the evening. Find that Berried 
Treasure with one and a half 
parts of New Amsterdam Red 
Berry, three-quarter parts of 

lemonade and white crème de cacao. 
Combine all the ingredients together 
in a cocktail shaker with ice and shake, 
then strain into a martini glass and 
garnish with lemon peel. Get the ulti-
mate New Amsterdam Smash #1 with 
two parts of New Amsterdam Vodka or 
Peach, Coconut, Citron and Red Berry 
together, two orange slices, lemon and 
lime wedges, blackberries and one part 
of simple syrup. Muddle the fruits, pour 
the liquids and then shake it all up with 
ice, and pour into a tall glass. 

To add a bit of tropical taste to your 
vodka, the New Amsterdam Coconut 
Vodka brings the smooth island vibe to 
your drink but leaves the clanging steel 
drum behind for better beats. Find your 
rhythm with cocktails such as New 
Amsterdam Coco Breeze with one and 
a half parts New Amsterdam Coconut, 

three parts of pineapple juice and a pine-
apple wedge to garnish. Combine the 
coconut flavoured vodka and pineapple 
juice in a shaker with ice and shake well. 
Strain into an ice-filled rocks or martini 
glass and finally garnish with a wedge of 
pineapple. Create a bit of a storm with 
Coco & Stormy, a combination of two 
parts of New Amsterdam Coconut, half 
a part each of lime juice and simple syrup, 
three parts of ginger beer and a sprig of 
mint. Build the liquids in a tall glass and 
garnish with a mint sprig. 

There are so many cocktails that you can 
create using any of the New Amsterdam 
flavoured vodka beverages that will keep 
you partying throughout the night. But do 
drink responsibly. 

www.newamsterdamspirits.co.uk

bitedrinks

It's Your Town

http://www.newamsterdamspirits.co.uk/


bitenightout

       THE

  TALE BAR
Playboy Club London continues their story with the 
opening of The Tale Bar in Mayfair. Jada Brookes 
discovered what you can expect at the new bar. 



Th e Playboy Tale

   Con tinues
. . .

I
t was a case of the tale continues 
with the opening of the Tale Bar in 
the heart of London’s Mayfair earlier 
this year. The new cocktail lounge, 
formerly Salvatore’s, is an addition 

to the iconic Playboy Club London, 
representing the true essence of its her-
itage and sophistication. Here you’ll find 
a place of exquisitely mixed drinks and 
exceptional service: a charming place 
where you can kick-back, relax, enjoy 
and have fun while being immersed 
in classic Playboy heritage. Whether 
you’re a member of the club or not, 
its vintage and opulently styled teal, 
camel and gold décor offers its guests 
the height of sophistication and excep-
tional dining service that is so typical of 

classic Playboy. You’ll be intrigued by the 
vintage imagery and timepieces that are 
a fascinating and ornate portrayal of the 
club’s famous history in London since 
the 1960s. 

On 29th February 1960, American 
adult magazine publisher and well-
known playboy, Hugh Hefner, opened 
the first Playboy Club on Walton Street 
in Chicago. It was aimed at giving men 
the opportunity to walk through the 
pages of his magazine which Hefner 
described as “a projection of the won-
derful world I dig”. With a succession of 
clubs opening including the first club in 
Europe on Park Lane, London in 1966, 
the Playboy Club offered men a chance 

to fulfil their fantasies in a tasteful way. 
Built on multiple levels, the Playboy 
Club consisted of the Playmate Bar 
with illuminated centrefolds and high 
fidelity stereo system that played music 
especially selected by Playboy’s editors 
on the first floor; the Living Room with 
its piano bar and buffet on the second 
floor; and the Library and the Penthouse 
on the third and fourth floors. 

One of the things that made the Playboy 
Club so appealing was the fact that res-
tauranteur Arnold Morton, one of the 
initial partners, instituted an unusual 
pricing system of charging just $1.50 
for virtually everything - food, drinks 
and a pack of cigarettes (coupled with 
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a Playboy Club lighter). In a May 2011 
Vanity Fair feature, Noel Stein, Oper-
ations Director for the Playboy Clubs 
said, “The food at the Playboy Clubs was 
a great value. In one room, there was a 
buffet. It had filet mignon on a skewer, 
tenderloin tips, fried chicken, barbecued 
ribs, rice. It had a relish tray. You could 
eat as much as you wanted for a buck 
and a half. Another room would have 
six-and-a-half-ounce filet mignon with 
Duchess potatoes, which was out of a 
pastry bag – a buck and a half.”

The rise of the Playboy Bunny was an 
intricate and important part of the 
Playboy Club story; from the designs 
of the first costumes, the recruitment 
process for the first club opening, to 
serving men with drinks in the bars, 
playing hostess at the game tables, and 
the introduction of ‘The Bunny Manual’. 
According to this manual, the Playboy 
Bunny’s status is “highly coveted, so it 
is important our standards remain high 

across the globe”. There is no doubt 
that the Playboy Bunny and her dis-
tinctive costume represents one of the 
world’s most iconic and recognisable 
symbols: an image that is synonymous 
with fun, excitement and charm. Here 
you’ll find the story of the Bunny con-
veyed throughout the Tale Bar lounge.  

In celebration of the 50th Anniver-
sary of the opening of Playboy Club in 
London, the Tale Bar invites guests to 
help salute the iconic heroes of The 
Playboy Club’s past. They will be able to 
immerse themselves in Playboy charm 
while iconic Bunnies serve them up 
something delightful, and create a tale 
of their very own. “It’s an exciting time 
for Playboy Club London as we establish 
a new bar that captures the very heart 
of the Playboy charm and heritage,” 
said Austin Graham, Venue Director 
of Playboy Club London. “The launch 
of The Tale Bar is also very timely as 
we look forward to celebrating the 

50th Anniversary of the opening of 
Playboy Club in London. The Tale Bar, 
with its unique Bunny service, wit and 
style offers the people of London a truly 
unique way to relax and unwind. We 
very much look forward to welcoming 
new and existing customers so they can 
begin their own story with us.”

So what can you expect to find at The 
Tale Bar? As well as a relaxing place 
to kick-back and enjoy, you’ll find very 
interesting cocktails on the menu to 
delight your taste buds. Fluffy Tail, for 
example, one of the most distinctive 
embroideries on the bunnies’ costume 
is described as a unique combination of 
Amaro del Capo, Yuzu syrup, egg white 
and lemon juice. Chicago 1960 is an 
elegant twist of Diplomático Reserva, 
Antica Formula, Disaronno and choco-
late bitters presented straight up with a 
chocolate wedge, while Marilyn Monroe, 
is a sweet and exotic blend of Koko 
Kanu, Xante, Passoã, cranberry and lime 
juice, garnished with edible flowers and 
a coconut rim. Probably their most sig-
nature cocktail, Tall Tale is made up of 
long and truly refreshing Collins, Grey 
Goose La Poire, St-Germain, fresh 
lychees, lemon juice and gomme syrup, 
topped up with soda. There are many 
more intriguing and interesting cocktails 
to choose from. 

It is said, “In the 1970s Hugh Hefner and 
his bevy of Bunnies ruled the nightlife 
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scene from Las Vegas to London” and 
with all-time favourites such as Breakfast 
Martini and Spicy Fifty and champagne 
cocktails such as Bunny Bubbles and 
Playboy Fizz on the menu at The Tale 
Bar, it was no wonder the first Playboy 
Clubs were so successful. When Playboy 
Club London opened on 1st July 1966, a 
score of celebrities including Julie Chris-
tie, Ringo Starr, Michael Caine and Hugh 
O’Brian were seen at the club. Among 
other guests, they probably would have 
enjoyed alcoholic beverages such as 
champagne, prosecco and white wine 
and as Oscar Wilde once said, “Pleasure 

without Champagne is purely artificial.” 
Interestedly, American television and 
film actress Kathryn Leigh Scott was 
once a Playboy Bunny, who said, “What 
every Bunny really wanted was a black 
suit. They were considered the most 
elegant.”

Also on the menu at The Tale Bar, you’ll 
find other varieties of wine, beers, 
bottle service, cognac, Armagnac, cal-
vados, scotch whiskies and spirits. 
However, it’s not all just drinks at The 
Tale Bar; they also serve bar snacks 
such as Beef Disco Fries: slow braised 
chipotle beef, spicy pickles, sour cream 
and pickled jalapeños; Buttermilk Fried 
Chicken served with ranch dressing; 
and Playboy Burger, their famous house 
burger served with skinny French fries. 
If you want something more adventur-
ous than bar snacks, you can indulge in 
The Tale Bar’s signature afternoon tea 
selection with a twist entitled Teapot 
Cocktail Afternoon Tea, a mouth-wa-
tering selection of homemade savouries, 
sandwiches and pastries to accom-
pany your choice of Te’Freddo Teapot 
Cocktail. 

The choice of Te’Freddo Teapot Cock-
tails include: Once Upon A Time which 
consists of Mint and Chocolate Rooibos 
Tea with Martell Cognac, Vermouth 
Bianco, mint syrup and lemon juice; 
Read My Lips consists of Jasmine Chai 
Tea with Ceylon  Arrack, Kumquat 
Liqueur, lemon juice, sugar syrup and 
lemongrass; Bitter Twisted is Mulled 
Wine Spice Tea with Ketel One Vodka, 
red wine, Grappa, lemon juice, honey 
and Pimento Bitter; and Cliff Hanger is 
made up of Earl Grey with Chivas Regal 
12 Year Old Scotch Whisky, Apricot 
Brandy, lemon and orange juice and 
pumpkin syrup. The Playboy-style After-
noon Tea is available from Monday to 
Thursday between 4pm and 7pm and is 
the perfect pre-theatre treat or starting 
point for your evening. 

From the first Playboy Club opening 
in Chicago to landing in London and 
around the world, The Tale Bar is the 
latest innovation to continue the tale of 
the Playboy Club heritage.

www.playboyclublondon.com/club/tale-bar
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"Life needs to be lived with a 
little style" –Hugh Hefner
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T
aking off from the Savoy Pier, 
the event was in full spirit 
of the 1930’s Gershwin era 
where long sensual dresses, 
palazzo trousers, love for 

martini and swinging jazz were part of a 
sophisticated and chic lifestyle. The cruise 
started at 9pm, and upon our arrival we 
were surrounded by guests all dressed up 
in absolute 1930’s style. It was a pleasure 
to see how far and in how much detail 
some of the guests went to in respect of 
the fashion flair of that time. Just before 
departing we had a tour of the cruiser - 
the SS Atlantic is a real gem, with wooden 

stairs, carpeted floor, beautiful lamps and 
three great bars, serving cocktails and 
martini of course. The cruise then started 
with the sounds of swing music from the 
lower deck provided by London’s finest 
live bands and singers, all performing in 
the style of the era. Guests were treated 
to spectacular floorshows and cabaret 
acts courtesy of Bourne & Hollingsworth.

A group of tutors in full costume were 
showing us how to do the Charleston, 
the typical dance in fashion at the time, 
and it was quite impressive and real fun. 
The dancefloor was quite packed in 

fact and many people were having a ball 
trying to copy the steps. The big attrac-
tion was the two roulette tables, and we 
were given game table money that could 
be converted into chips at the table 
allowing us to participate in the game of 
roulette.  We had never played before, 
and like a few other guests we had to 
figure out how to play the game.  For-
tunately somebody came to our rescue 
and once we started to get the hang of it, 
to our great surprise, we could not stop 
winning (beginners’ luck) accumulating 
chip after chip. It was amazing! The tables 
were packed with players in costume and 

SS ATLANTICA

OCEAN LINER PARTY
SPRING VOYAGE

Photography: Tony Wellington

On Saturday 28th May, the Bite Magazine was invited to an 
elegant party reigniting the splendour of the 1930s ocean liner 
on a cruise boat along the River Thames.
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SS ATLANTICA

it was hilarious. A couple of champagne 
glasses later and a view on the Thames 
River with Big Ben lighting up the night 
sky worked its magic on the evening 
to bring out the beauty and the charm 
of London. To see the monuments, the 
bridges all alight from the river cruise, 
was an experience not to be missed.

It is breathtaking despite the cold 
evening. However, upstairs on the deck 
they had big fire warmers and it was very 
pleasurable to stand on the open deck 
sipping champagne, watching the view 
whilst listening to the jazz band play from 

the lower deck which created a fantastic 
atmosphere.  With the announcement 
of the cabaret dancer, there was a quick 
rush downstairs before the show started. 
The dancer was very talented and looked 
beautiful in her lingerie costume. She 
was graceful, and did her burlesque per-
formance in very good taste, and with 
the swinging music of the times it was a 
real treat. She performed two different 
routines that night, and both were really 
enthralling indeed. We really enjoyed all 
the performances, as the band carried on 
playing some really catchy tunes, while 
floating away on the Thames and chatting 

around with other guests.

It is amazing how time goes fast when 
you’re having fun, but unfortunately our 
cruise came to an end, and with great 
reluctance we had to disembark at the 
Savoy Pier, where we waved our good-
byes, and went back to the reality of the 
21st century.

What a great time and what a fabulous 
event, surely to take part again. 

www.ssatlantica.com
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F
ollowing a succession of selected 
themed events and celebrating 
their 10th anniversary in the 
past year, the Holdup Heroines 
are still pushing the envelope 

in creating their own brand of costume 
Masquerade parties, reminiscent of the 
18th century. ‘Stand and delivery’ may 
well be the famed phrase that holds well 
to the villain on horseback but when a 
pack of lush women say it with corsets 
and garters, moving through a crowd 
done up to the nines in costume attire, 
it’s a done deal.

We spoke with creative and former 
model, Mari-Liis Ivalo on the subject of 
Holdup Heroines and it’s not so humble 
beginnings.

Mari-Liis Ivalo: I got into promotions 
through friends really; I had to put on 
private parties for myself and friends of 
friends. Many of the people who I knew 
were already in the club business, so a 
few of them suggested that I should put 
a night on.

To be honest I didn’t really do too 
much on the promotional side of things. 

I usually just invite my friends and the 
word gets out.

Bite Magazine: So do you prefer word of 
mouth? 

Mari-Liis Ivalo: Oh yes, definitely! For 
me it’s more about having a good time 
with my friends. And it proved to be a 
good excuse to have a party. So following 
that, I do what my friends and I enjoy. It 
was very reflective of the social circle 
I was moving in while living in London.

Holdup
Dayle Best speaks to jet set party 
planner Mari-Liis Ivalo about the 
legendary of the Holdup Heroines.

Heroines
It’s a Story!
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Holdup
Bite Magazine: Working within fashion 
as a model, were there any elements 
of fashion that you wanted to bring to 
Holdup Heroines?

Mari-Liis Ivalo: Sure, style and dress-
ing up has always been very much a 
part when it comes to going out, so yes 
this was very reflective in our parties. 
Our whole appearance has come about 
through working with very talented 
designers. We also have our own styl-
ists onboard which has always been 

very instrumental in what we do at our 
parties. Fashion adds colour and vibrancy 
to our parties. I was around it for a short 
spell while modelling; working around 
visionaries and artists, it has to rub off on 
you and many of them became acquaint-
ances and friends. 

Movie style themes, with a promise 
of their proposed theatrics held only 
to Holdup Heroines now into their 
11th year of production at the private 
members’ club HomeHouse.

Bite Magazine: What’s the attraction of 
hosting your parties based on the 18th 
century and its themed performances? 

Mari-Liis Ivalo: Well my business partner 
Chris Birch is an amazing story teller 
and has had a few books published. 
He’s responsible for writing about the 
girls and has a shared responsibility on 
reflection and direction, so he really 
has brought depth to the parties. So he 
always brings about an idea and writes 
about it. He does have a passion for the 
18th century and these historical themes. 
He’s super creative, which naturally falls 
in with a costume party of sorts. Its all 
about making that effort which gives a 
fuller picture on what’s in store for our 
guests. I must add that many of our cli-
entele prepare months in advance before 
our parties, and that’s something to be 
proud about.  

Holdup Heroines with its super strict 
door policy ensures that only those who 

are truly costumed and prepared for the 
fabulous 18th century period adventure 
will gain admittance to the most incredi-
ble themed party of the season.

Mari-Liis Ivalo: I must also give a 
mention to our stylist Alexyi Reneece. 
She was given a huge responsibility of 
styling our girls and finding our models 
as well as constructing and making the 
costumes.  Again, with months of prepa-
ration in working within a chosen theme, 
Holdup Heroines is a collective of cre-
atives. This also draw reference to the 
venue as it has to captivate exactly what 
we’re trying to do and are doing, so the 
art decor is equally important and signa-
ture to what we do at Holdup Heroines.

Holdup Heroines is run by Chris Birch 
who has 20 years’ experience in event 
production and promotion and 12 years’ 
experience as founder of the Joystick 
Junkies fashion brand. Mari-Liis Ivalo, 
the jet set party planner and founder of 
MLworld Management has 15 years of 
event experience and insider knowledge 
of the global club and entertainment 
scene. She has worked with many top 
names in the industry, international DJs, 
high-end events and brands worldwide 
and is a regular visitor to Ibiza, Miami, 
Cannes and other credible jet set 
party habitats.

www.holdupheroines.com

Heroines
It’s a Story!
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Zigfrid Von Underbelly
11 Hoxton Square
London N1 6NU
020 7613 1988
www.zigfrid.com
office@zigfrid.com

The Box Soho
11-12 Walker’s Court
London W1F 0SD
020 7434 4374
www.theboxsoho.com
info@theboxsoho.com

Looking Glass Cocktail Club
49 Hackney Road
London E2 7NX

020 7613 3936
www.lookingglasslondon.co.uk
info@lookingglasslondon.co.uk

93 Feet East
150 Brick Lane
London E1 6QL
020 7770 6006
www.93feeteast.co.uk
manager@93feeteast.co.uk

Aquum
68-70 Clapham High Street
London SW4 7UL
020 7627 2726
www.aquum.co.uk
info@aquum.co.uk
http://youtu.be/kWfcUezM6xY#

Be@one Monument
28 King William Street
London EC4R 9AT
020 7621 0400
www.beatone.co.uk
ryanbishell@beatone.co.uk

The Redchurch Bar
107 Redchurch Street
London E2 7DL
020 7739 3440
www.theredchurch.co.uk
info@theredchurch.co.uk

BITE NITE OUT VENUE LISTINGS
Whether you fancy a few cheeky drinks or a big night out,  The Bite has 
provided a list of great places to go out in London town for you. Go ahead and 
take your pick from the selected bars and clubs below…

mailto:office@zigfrid.com
mailto:info@theboxsoho.com
mailto:info@aquum.co.uk
http://www.youtube.com/watch?feature=player_embedded&v=kWfcUezM6xY#
mailto:ryanbishell@beatone.co.uk
mailto:info@theredchurch.co.uk
http://www.zigfrid.com/
http://www.theboxsoho.com/
http://www.lookingglasslondon.co.uk/
http://www.93feeteast.co.uk/
http://www.aquum.co.uk/
http://www.beatone.co.uk/
http://www.theredchurch.co.uk/
mailto:info@lookingglasslondon.co.uk
mailto:manager@93feeteast.co.uk
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McQueen
55-60 Tabernacle Street
London EC2A 4AA
020 7036 9229
www.mcqueen-shoreditch.co.uk
reservations@mcqueen-shoreditch.co.uk

Roadtrip and the Workshop
243 Old Street
London EC1V 9EY
020 7253 6787
www.roadtripbar.com
office@roadtripbar.com

The Silver Bullet
5 Station Place
London N4 2DH
020 7619 3639
www.thesilverbullet.co.uk
hello@thesilverbullet.co.uk

Drunken Monkey
221-222 Shoreditch High Street
London E1 6PJ
020 7392 9606
www.thedrunkenmonkey.co.uk
events@thedrunkenmonkey.co.uk

The Shoreditch
145 Shoreditch High Street
London E1 6JE
020 7033 0085
www.theshoreditch-london.com
cristina@cargo-london.com

London Cocktail Club
Shaftesbury Avenue Rum
Parlour
224 Shaftesbury Avenue  
London WC2H 8EB
 
Goodge Street Gin Palace
61 Goodge Street
London W1T 1TL 

Tel: 020 7580 1960   
www.londoncocktailclub.co.uk

BITE NITE OUT VENUE LISTINGS
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mailto:office@roadtrip.com
mailto:hello@thesilverbullet.co.uk
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http://www.thesilverbullet.co.uk/
http://www.thedrunkenmonkey.co.uk/
http://www.theshoreditch-london.com/
http://www.londoncocktailclub.co.uk/
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Cirque Le Soir
15-21 Ganton Street
London W1F 9BN

020 7287 8001 
www.cirquelesoir.com

tables@cirquelesoir.com

Maddox Club
3-5 Mill Street

London W1S 2AU
020 7629 8877

www.maddoxclub.com
emma@maddoxclub.com

Sway
61-65 Great Queen Street,
London, WC2B 5BZ
020 74046114
www.swaybar.co.uk

mailto:tables@cirquelesoir.com
mailto:emma@maddoxclub.com
http://www.cirquelesoir.com/
http://www.maddoxclub.com/
http://www.swaybar.co.uk/
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Radio Rooftop Bar
ME Hotel
336–337 The Strand
London WC2R 1HA
020 7395 3400

www.melia.com/hotels/united-kingdom/london/me-london

Libertine
4 Winsley Street
London W1W 8HF
020 7291 1480
www.libertineclublondon.com

Sky Lounge London
Double Tree by Hilton Hotel London
7 Pepys Street
London EC3N 4AF
020 7709 1043
http://doubletree3.hilton.com

Yager Bar
2 Old Change Court,  

Peters Hill
London EC4M 8EN

020 7236 5318
www.yager-bar.com
info@yager-bar.com

Icon Balcony Bar
The Casino at the Empire

5-6 Leicester Square
London WC2H 7NA

020 3627 0813
www.thecasinolsq.com

http://www.melia.com/hotels/united-kingdom/london/me-london
mailto:info@yager-bar.com
http://www.libertineclublondon.com/
http://doubletree3.hilton.com/
http://www.yager-bar.com/
http://www.thecasinolsq.com/
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