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Ohlala is a luxury fashion and lifestyle magazine 
for those who enjoy the good things in life...

Ohlala features a perfect mix of interesting 
articles with excellent images. Catching the 

eye of readers, the big picture-spread articles 
focus on exclusive interviews, fashion, style, 

art and culture, beauty, shopping, home, 
travel, motoring and events.

Ohlala readers are well-educated, high-
income earners belonging to the middle to 

upper social strata. Their lifestyle is geared 
towards enjoying the good things in life.
Averaging around 100 pages, Ohlala is 

published 11 times per year.

This luxury fashion and lifestyle magazine 
has rapidly built a reputation as a 
trendsetting medium and a key source of 
information for what’s new and hot in Doha.

A fashion-forward, freethinking, finger-on-the-pulse monthly with 
exclusive interviews and stunning fashion shoots.

THE  WORLD OF OHLALA 

Ohlala has a circulation of 10,000 copies 
per month in Qatar. This is made up 
of subscriptions, distribution in 
high-traffic public places and magazine 
stand sales.
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Qatar’s leading luxury magazine 
Ohlala Qatar Magazine features a perfect mix of interesting articles 

with excellent images. 

READERSHIP PROFILE
Catching the eye of readers, the big picture-spread articles focus on exclusive interviews,  

fashion, style, art and culture, beauty, shopping, home, travel, motoring and events.
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STYLE 
The season’s hottest trends from the 
catwalk to street fashion, comprehensive 
fashion guides, celebrity styles, behind-
the-scenes of  fashion shows to haute 
couture and must-have accessories.

FASHION 
Glossy pages of  eye-catching and 
professional in-house fashion shoots 
with various artistic themes, as well as 
exclusive features and interviews with 
international fashion designers.

INTERVIEWS 
Exclusive interviews with celebrities, 
inspirational women, art and culture 
aficionados, plus those who serve as role 
models to others in society, sharing their 
story of  success and offering essential 
advice and tips.

BEAUTY 
The latest trends hot off  the catwalk, 
the best looks for the season, beauty tips 
and tricks, the newest products on the 
market, makeup and hair-styling how to.

DINING 
The inside scoop on Qatar’s newest and 
hottest restaurants, hotels, boutiques 
and cafes, on-site dining reviews and 
interviews with those in the know from 
the industry.

MOTORING 
A look into the very latest and greatest 
designs and models of  cars reviewed 
from a woman’s perspective.

SOCIETY 
Ohlala keeps you up to date with the 
places to see and be seen, with special post 
coverage of  the hottest events and parties.

EDITORIAL MISSION 

Ohlala inspires women to discover and celebrate their own style in all aspects of their 
lives. With up-to-date features on FASHION, BEAUTY, ART, CULTURE and the 

overall LUXURY LIFESTYLE – all aspirational and accessible – it encourages readers 
to cultivate not just PERSONAL STYLE, but the success that comes with being an 

empowered woman.

The essence of style…  
Uniting women across the region



“The Ohlala woman is a chic independent thinker who is not 
afraid to stand out from the crowd – radiating her inner beauty, 

she delights in pleasuring the senses.”

EDITORIAL CONTENT 

FASHION

STYLE TRAVEL

OHLALA SPOTLIGHT STYLE FOCUS
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Can you tell me a little bit about yourself, how did you start getting 
inspiration for art? 
 I studied art throughout my schooling and college, then I went to Chelsea 
College of Art to do a degree in textile design. I’ve always been massively 
influenced by art and now able to collect a few pieces that I love so it’s a really 
big part of my world. 
Where did the nature aspect come from? What first ignited that?
I think looking back pretty much all of my works influenced by nature whether 
that’s even some of the most geometric patterns. When you look really closely 
almost microscopically at things there can be a very geometric structure to them, 
so pretty much everything I do is influenced by nature and that’s obviously just 
from travelling, just walking around, and so the feathers and the flowers are a 
very big part, and plants in general have always been a big part of what I do. 
It was really interesting when you were saying you would digitise something 
and you would zoom in even on the flower and then make that abstract. Tell us 
more about the process.
When I was looking at the Rolls-Royce Phantom’s rose as a theme my natural 
kind of response to it was not to do the obvious and just put a few roses on the 
gallery, even though I’ve obviously shown that’s possible, I kind of wanted to 
zoom in on it, with the gallery itself its quite, ornate in comparison to working 
with my large wall coverings and art works. 
How many gallery items do you host within the gallery at the moment for 
Rolls Royce?
 I think I’ve developed a collection of around 20 themes, but these are the first 
two prototypes and then the phantom rose and the maritime one, the nautical 
one you saw, are the next ones that will be prototyped so it’s a kind of ongoing 
process, we aren’t just making them all at once, obviously there’s the testing. 
It’s such a different process to what we do for the outside of the Rolls-Royce 
too, obviously everything still has its process and takes its time but it was a 
real challenge working out how to actually work with the gallery given the 
proportion and the shape and the irregular shape as its not flat. 

HOMEGROWN 
TALENT

We talk to award-winning British artist 
and designer HELEN AMY MURRAY 
about her collaboration with ROLLS-
ROYCE and how she sculpts textiles – 

mainly leather, suede and their synthetic 
counterparts – into three-dimensional 

decorative surfaces, including the Rolls-
Royce Phantom Gallery during her visit to 

Rolls-Royce Motor Cars Doha. 

OHLALA 
    Spotlight
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What would you say has been your biggest challenge?
The fact that it was aluminium, so it’s not really upholstery in the way that we 
would upholsterer a panel, there’s no staples or anything, so I came up with the 
idea of corseting the back. So, the back is sort of equally beautiful in terms of 
the level of hand craftsmanship and it has got a permanent corset hand stitched 
corsetry to it to hold everything in place because there’s no glue or staples or 
anything 
Out of the gallery what’s your favourite, if you had to choose?
I really love the whisper muse. That was the original one that I was asked when 
I was asked to work on this project. At the very start I was inspired by the 
spirit of ecstasy, and whisper muse is kind of like a detail of the drapery on her 
arm and for me it’s just very subtle, it’s very sculptural and very beautiful, but, I 
also think the possibilities are so vast and amazing so I’m actually really excited 
about doing one of the digital peacock feather ones as well in the multi colours 
How ethical is the process?
We have been awarded a Butterfly Mark by Positive Luxury earlier this year! 
They are a UK based organisation where they assess you for sustainability and 
good practice and ethical practice for all. We’re obviously quite a small company 
but people like Stella McCartney and stuff all have this mark. When you click 
on it, it brings you to a page which shows you what we do and what we’re 
achieving but for me ever since I started because it’s a hand-made product it 
has also been a minimal waste process so we’re not buying metres and metres 
of fabric we’re not throwing away much we order what we need essentially. 
Everything is made by hand in the studio so very little travelling going on, 
we don’t travel much as a company. We’re very big on recycling which sounds 
really lame, but you know. The materials themselves we are always looking at 
what we can improve on, so there’s a material we use for the depth that we 
found one that is made out of recycled plastic water bottles, so that would be 
amazing to start using that, but they just have a massive minimum order which 
is to be expected I suppose. And then I’ve developed my brand this year, had a 
rebrand and a new website and within that we are going to have our first range 
of packaging which will be for the samples, as we send a sample to every client 
and we’ve never had an actual box so we’re having a really beautiful box made of 
recycled materials with the branding and everything. 
In regard to the future with Rolls-Royce have you an additional vision for the 
next year, two, five? 
I was actually approached by Rolls-Royce probably nearly three years ago 
now, when they came up with the idea for this gallery and they app roached 
about 150 artists and then narrowed it down to seven. So, they had an event in 
London called the closed room event where they unveiled the seven artworks 
by seven different artists and that was when I showed the whisper muse. 
How did you feel in that inaugural moment?
It was absolutely amazing because it was a proper incredible event where you 
walk through a dark tunnel and you’re presented with the new phantom to start 
with and then we went into another room where they presented these seven 
beautiful individual gallery pieces and there I was. 
So, if you had any words of advice to any upcoming artists, what would they be?
Believe in yourself and don’t be held back by the idea that you have to be 
something in particular or do something in particular. Don’t let it cage you into 
your aspirations. I spent all of my textile degree thinking well I wasn’t doing 
fashion, I wasn’t doing interiors because it didn’t look anything like this at that 
stage, completely impractical for anything but it didn’t matter it was beautiful 
and for me it’s just about making something beautiful. 

www.helenamymurray.com

“I was actually 
approached by Rolls-
Royce probably nearly 
three years ago now, 
when they came up with 
the idea for this gallery 
and they approached 
about 150 artists and 
then narrowed it down 
to seven.”
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expect, but offers the perfect solution/excuse for adults to venture into the 
suite’s very own miniature spa, complete with massage and steam rooms 
that complement the luxury values of a property where it would appear 
nothing is too much trouble! 
Les Grand Alpes offers an undeniably luxury experience wrapped up in a 
contemporary and quirky charm thanks to French interior designer Jean-
Marc Mouchet, where Arctic and Antarctic animals are utilised in both 
artworks and decorative touches throughout - from bold polar bear prints 
to the plastic penguins that line the lobby. Much like the property and 
its facilities, service is premium, taking the notion of five-star luxury and 
raising the bar that bit further. Each suite comes with a personal butler (ask 
for Gael), who is on hand to ensure a personalised guest experience at all 
times, one where no request is too much or too little, resulting in Les Grand 
Alpes feeling like a genuine home away from home (with lots of snow!).
The bedrooms are particularly impressive, with their wooden cladding 
helping to create a feeling of alpine adventure. Insanely comfortable beds 
are laden with pillows and fur blankets and skylights cleverly positioned 
above, ensure guests can marvel at a star-filled sky through a funnel of snow 
as they drift off to sleep. Luxury touches are noted and appreciated from 
the fur-lined slippers and bathrobes through to the heated toilet seats and 
Hermes toiletries.

Luxury Dining
Catering to the elite clientele of Courchevel 1850, the dining destinations 
at Les Grandes Alpes are expectedly high-end. For the après-ski experience, 
many guests will flock to Bellini’s, a lounge bar situated adjacent to the hotel’s 
reception area. As the namesake suggests, the peach Bellini reigns supreme 
at this late night establishment and comes served in ornate crystal glassware 
using freshly imported peaches representative of French decadence at its 
finest. There’s also Le Bizan a small sushi restaurant situated at the rear of 
the bar, with minimal seating. A sushi spot is perhaps the last thing diners 
might expect high in the Alps but the new style cuisine which fuses together 
both Japanese and Mediterranean elements, astounds in both flavour and 
presentation, headed up by the Executive Chef of Zuma in Rome.

Winter sports enthusiasts flock to Courchevel for the skiing, mountains and 
mesmerising natural beauty. With the crisp mountain air providing a brisk 
revitalisation, it’s the cold that is most noticeable and at minus 18 degrees 
it feels as though your heart is being grasped by jack frost, or perhaps it’s 
just the magnificent views that leave us in a state of perpetual awe. But the 
beauty is that you don’t have to ski or snowboard, for the wealth of activities 
available in this compact mountain village is quite remarkable. From spa 
days to dog sledding and even the high-speed toboggan run which hurtles 
the brave down a 3km trail through alpine forests and snow drifts – there’s 
snow boredom here (see what we did there). 

Call+33 4 50 02 59 10 or visit www.residences-pvg.fr/en for reservations 
and more information.

TRAVEL   
  Escapes

to what the Bellefontaine offers guests at Les Grand Alpes. An 
indoor heated swimming pool takes on the appearance of a luxury 
boathouse offering views of the ski lifts and snow-capped peaks 
from the comfort of regal chaise longues, while solace from the cold 
can be found in the sauna and steam bath.
Though the resort is a 2.5 hour drive from Geneva along precarious 
mountain roads hugging close to the limestone mountainside, the 
demand for luxury prevails. With this specific clientele in mind and a 
money-is-no-object attitude, private helicopter charters can transport 
guests over the Alps to Switzerland and Lake Geneva in less than half 
an hour. A breathtaking experience on its own!

Ski And Spa
When it comes to recreation, guests have the opportunity to ski or 
spa. Zooming down the mountainside certainly offers a thrill and 
even beginners are catered for via the in-house team of friendly and 
encouraging ski instructors. Getting kitted up while sat upon Hermes 
leather upholstery and slotting our feet into pre-heated ski boots has 
got to be the ultimate way to start an alpine adventure and we fear that 
there is no going back now we know just how opulent a ski experience 
can be.
By comparison, the Bellefontaine Spa offers a more subdued 
experience via a variety of bespoke treatments undertaken by expert 
therapists, utilising ingredients from the Alps including glacial 
water. While our suite had a mini spa, it doesn’t quite compare 

“Les Grand Alpes offers an undeniably luxury experience wrapped up in a contemporary 
and quirky charm thanks to French interior designer Jean-Marc Mouchet, where Arctic 
and Antarctic animals are utilised in both artworks and decorative touches throughout - 

from bold polar bear prints to the plastic penguins that line the lobby.”
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If you’re ready to shine bright like 

the diamond you are, then this 

sequin edit was absolutely collated 

with you in mind.
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STYLE
   Focus 

SOLD  ON  GOLD
Metallic palettes are essential and 

this season we are obsessing over 

all things gold. Channel those all-

important glitz vibes with this edit.
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STYLE
   Focus 

VELVETEEN  DREAM
Velvet has been dominating 

our party wardrobe for the last 
couple of years, but we still 

can’t get enough.

AK
RI

S

ER
DE

M

AL
AÏ

A 

CH
AN

EL

TO
M 

FO
RD

 

GI
OR

GI
O 

AR
MA

NI

GI
OR

GI
O 

AR
MA

NI
 

EL
IE

 S
AA

B

EM
PO

RI
O 

AR
MA

NI

20 www.ohlala-magazine.com

FESTIVE  SATIN

STYLE
   Focus 
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Throw it back to the 90’s with these definitive 

wardrobe staples that are endlessly versatile. 

This material allows for something you can 

reach for season after season.
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Spring Summer 2019 Collection

Marina Qureshi’s Spring/Summer 2019 collection fuses modern silhouettes with unique 
details, creating a strikingly feminine aesthetic. Referencing shape and form, Marina 
explores relaxed and elegant ways of constructing shirting, infused with her signature 
polished finish. Blurring the lines between daywear and eveningwear, the collection exudes 

sophisticated charm.
Fresh colours of lilac, powder pink and chartreuse are offset by emerald, gold, black, white 
and tan. Structured fabrics in cotton and metallic mix jacquard juxtapose lightweight 
silk and crepe while gold lame adds a bold edge. Embellishments take shape in feathered 
butterflies hand embroidered onto delicate lace and shimmering white sequins fully adorn 

an evening dress to striking effect.
Silhouettes range from off the shoulder tops, shirt dresses, wide leg pants, midi skirts and 
kaftans.Focusing on texture and details, a white lace skirt is layered with a powder pink 
pleated panel while a lilac pleated dress features a chartreuse lace applique hem. Ruffles 
are highlighted on sleeves, tops and skirts with hints of red found on the inside of cuffs and 
underside of fabrics. Delivering her signature style of effortless elegance, Marina Qureshi’s 

Spring/Summer 2019 collection exudes polished sophistication.

MARINAQURESHI.COM

PHOTOGRAPHER - FRANCESCO SCOTTI
HAIR STYLIST - ANNESOFIE BEGTRUP

MODEL - MARTA AT MMG

Marina ureshiQ
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Align your brand with the authority of Ohlala – with targeted 
distribution, your company gets increased brand awareness – supporting 

your online, retail, and other marketing initiatives.

BEAUTY

MOTORING DINING

SOCIETY OHLALA BOUTIQUES
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We’ve said it before and we 
will say it again, we simply 
love the Rolls-Royce brand! For 
ladies of leisure, mums on school 
runs, the boss woman hustling 
from one meeting to another, 
or even a single young female 
enjoying a night on the town with 
her girls, Rolls-Royce has never 
let us down. And why would it? 
It seems that every automobile 
they create is a work of art and 
this has been true for almost a 
century of vehicle production. 
Ohlala’s front woman had the 
pleasure of taking the Rolls-Royce 
Dawn Black Badge for a spin... 
chauffeur driven of course! The 
thought of being at the helm of 
such eponymous luxury of such 
a Rolls-Royce model is always a 
thrill for us and we made sure to 

DIVA
  Drives

B E Y O N D 
C O N V E N T I O N
BLACK BADGE DAWN has really set the bar high, even by ROLLS-ROYCE 

standards, this beautiful car continues the legacy of the manufacturer’s impressive 
lineage with the developments in design, style and, of course, power. Where else 
would our Publishing Director, CHIRINE HALABI enjoy such a marvel than in 

London, the luxury brands’ birthplace. 

Dawn I just thought RR Motor 
Cars Doha must have researched 
the woman I am through social 
media as they couldn’t have done 
better while choosing the car 
they had appointed for my long 
weekend ride! Slipping inside 
the new Black Badge Dawn, an 
immediate feeling of luxury and 
class enveloped us. As expected, 
Rolls-Royce’s attention to detail 
and use of high-quality materials 
was obvious and the overall 
design of the interior has been 
developed for performance and 
practicality. This model offers a 
complete range of digital features 
that are operated seamlessly. 
This system has been perfectly 
designed to provide the driver 
with an interactive experience 
that increases their control over 

lap up every moment of the experience. When I 
landed in London and the driver was waiting for 
me at the airport for a journey with Rolls-Royce, I 
was expecting to find the one and only prestigious 
Phantom waiting for me, but, no, to my surprise... 
a Black Badge Dawn! My first thoughts? Stunning! 
Just by entering and discovering the beautiful 
black and red leather interior of the Black Badge 

the vehicle’s performance. This Rolls-Royce model 
houses a screen where the user interface can be 
adjusted to cater to personal requirements. You know 
what that means ladies; put your bff ’s on speed dial, 
your favourite playlist on repeat and put the heel to 
the shield. There is no doubt it’s a magnificently built 
vehicle that employs the best of what the British 
brand has been offering with the latest in technology.

“There are few feelings 
that can match the 
excitement of being 
powered along the 

tarmac by a vehicle of 
this calibre.”
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kept pulling me back for seconds (maybe thirds and fourths) as a filler 
between meals too. Haute cuisine meets avid haute foodie is how I 
would like to describe this dinner. I appreciate people who sometimes 
understand that there is absolutely no need for starters when it comes 
to meaty night. The night started with a big bang as hotel Aberdeen 
Angus striploin was served with its greens and parmesan cheese, 
accompanied by some horseradish sauce that only added to the 
juiciness of the tenderloins. Once I bit into this heavenly goodness, it 
took every ounce of me to stop myself and wait for the rest of the BBQ 
to be served. Level 1 – Pearl Social wins!
One would think that being in a city like Doha would have me 
accustomed to the seafood around. Whereas it’s true that I do love my 
maki rolls, sometimes a girl just needs a break. When the monkfish 
and tiger prawns brochette was served, I whispered to my friend that 
she was going to have to eat on my behalf. I poured the provencal 
tomato sauce for the sake of the insta-life and simply took a single 
bite of the dish. Lets just say that the two of us were fighting over the 
last piece because the magicians behind the counter just wanted to see 
who could resist these tempting bites from paradise. Served on skewers 
similar to the chicken and halloumi, both these delicacies had us roped 
in until we ate the dressings from the plates as well. The glazed honey 
drizzled upon the chicken skewer just added to the luscious twist of the 
yogurt on the dish. Mr Atherton’s newest menu was winning me over 
and we were only half way through.

For me, the short rib bo took the trophy home. Have you ever imagined 
how the thing that you are attracted to the most usually has something 
to do with a memory? This particular dish took me back to Lahore, 
experiencing the best food I have had in my life; the street food of 
Punjab. I know this is a Michelin star chefs’ restaurant but trust me, 
this is the biggest compliment a foodie from Pakistan with a knack of 
twists and spicy deliciousness could ever give anyone. The smoked rib, 
the dripping pickled mustard, the BBQ sauce wrapping itself in the 
dripping juices of the meat and the sauces that can only be described 
as euphoric folded into warm pita bread that balanced all the flavours 
perfectly – I had officially met my match at this place.
When it comes to desserts, I usually tend to get excited. This was one of 
those times that I honestly couldn’t care about anything else. The menu 
has been perfected to the point that I believe the Pearl Social is leading 
the BBQ game this season. Innovative yet seasoned for local taste buds 
and simply marvellous for everyone.

For reservations or more information please call 4035 5300
@pearlsocialdoha

J
ason Atherton was one of the first people I interviewed 
when I started this job earlier this year. Could you imagine 
landing an interview with a Michelin star chef within 
the first two months? I was ecstatic. Being a writer, I 
have noticed how I tend to hold things dear to my heart 
once I know the story behind it. When the Pearl Social 

was relaunched earlier this year, I got to know all about Jason and 
his passion for food, his commitment to his family and his way of 
honouring his legacy – a story made for the likes of me. When you 
know the love that goes into making the menu, you’re already prepared 
to fall in love with the cuisine.
How the team convinced me to try their BBQ menu, I will never be 
able to remember. BBQ at Pearl Social? It somehow didn’t fit! I sat 

next to the soothing views of 
the sea and saw the Qanect 
Quartier light up at night. I 
absolutely love the European 
vibes that the Pearl gives and 
Marsa Malaz Kempinski sits 
in the center of it all; like a 
queen on a throne.
As soon as the first item was 
served, I latched on to the 
food as a bee would latch on 
to honey. You’d think that the 
sides of the dish would add as 
an added benefit but the snow 
pea salad with its feta cheese 
and scrumptious dressing 

BBQ 
DELIGHT 
WITH A 
VIEW

With a job as busy as ours, our local 
editor ANUSHAY KHAN headed for 

date night with her friends to enjoy an 
evening of food, views and ambience.

“I latched on to the food as a bee 
would latch on to honey.”

CHIC 
     Eats
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THE FALL WINTER TREND EDIT 
BY NAMSHI

STEAL THE SHOW THIS SEASON AS NAMSHI’S FASHION EXPERTS UNVEIL FOUR KEY TRENDS THAT ARE 
GOING TO MAKE IT ON TO YOUR WISHLIST (OR CART) RIGHT AWAY! UNVEILING A COLLECTION OF PARTY 
ESSENTIALS, ANIMALESQUE STYLE, WINTER ESSENTIALS AND SWEEPING SILHOUETTES TO KEEP YOUR 

STYLE IN CHECK, NAMSHI HAS GOT YOUR WINTER WARDROBE COVERED.

SUBTLE 
SHIMMERS

Namshi welcomes the 
party season with a twist 
– showcasing a range of 
stunning outfits with a 

subtle shimmer and shine, 
the collection offers just 

the right amount of glam 
for every occasion. Lush 

velvet, soft metallics, hints 
of sequins and delicate 
embellishments and 

accessories dominate this 
season.

WILD THING
Head-to-toe animal 

prints or just a touch to 
oomph up your everyday 

style, take on the wild 
trend as Namshi unveils 
a standout collection of 

animal-inspired outfits and 
accessories. From leopard 
and ocelot to zebra and 

tiger, the edit features wild 
stripes and dotted prints, 

offering an impressive 
selection to choose from.

OHLALA
     Boutiques  
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ABOUT NAMSHI.COM:

BORN IN 2011 TO THREE BRIGHT MEN WITH AN EVEN BRIGHTER IDEA, NAMSHI WAS CREATED TO OFFER A BRAND NEW SHOPPING EXPERIENCE TO THE MIDDLE EAST. 
MERGING ACCESSIBLE, DIRECTIONAL FASHION WITH LEADING DIGITAL INNOVATION, THEIR INDEPENDENT SPIRIT SOON HAD STYLE-OBSESSED 20-SOMETHINGS 
HOOKED ON 500 NEW ARRIVALS DAILY AND THE LATEST OFFERING OF TRENDS ON WEB AND APP. NOW, THEIR SELECTION OF 700 BRANDS (AND COUNTING) 
INCLUDES HUGE GLOBAL NAMES, EXCLUSIVE IN-HOUSE LABELS, THE LATEST SPORTS COLLABORATIONS, ACTIVEWEAR, BEAUTY, KIDSWEAR AND MUCH, MUCH MORE, 
ALL CAREFULLY CURATED FOR OUR FASHION FORWARD COMMUNITY. IN ARABIC, NAMSHI MEANS ‘MOVING FORWARD’, AND THEY REFLECT THIS IN EVERYTHING 
THEY DO. THEY DIDN’T BECOME THE LARGEST ONLINE FASHION DESTINATION IN THE MIDDLE EAST FOR NOTHING. HARD WORK, HUNGER FOR GROWTH AND 

DEDICATION TO THEIR CUSTOMER EXPERIENCE HAVE MADE THEM WHAT THEY ARE TODAY…AND WHAT THEY’LL CONTINUE TO BE TOMORROW.

Namshi.com 

FAUX FUR
A winter favourite, 
faux fur is back and 

better than ever before 
– Snuggle up with 
a selection of plush 

wardrobe must-haves 
that include everything 

from bulky all-over 
fur coats and gilets to 
fluffy handbags and a 

unique range of footwear 
styles with fur accents. 
A cool winter palette, 

highlighted by deep hues 
of burgundy, blue and 

green, Namshi’s fur edit 
is sure to keep you feeling 

warm and cozy this 
season.

MODEST 
MOD

Sweeping skirts, flared 
trousers, sophisticated 

coats and elegant dresses – 
Namshi reveals a selection 

of outfits that flaunt 
modest hemlines and 

necklines, complemented 
by a unique collection of 

outerwear to master the art 
of layering.
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KICK  OFF  THE 

NEW  YEAR  WITH 

FLAWLESS  SKIN 

AND  A  NEW  TAKE 

ON  BEAUTY

A FRESH 

START
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BEAUTY
 Buzz

START THE NEW YEAR 

OFF RIGHT WITH A 

FABULOUS SKINCARE 

REGIME

SKINCARE SAVIOURS

 SKIN CAVIAR LUXE 

CREAM, LA PRAIRIE

BODY LOTION, 
OTHER STORIES

YO
UTH

 W
AT

ER
Y 

OIL, 
GUER

LA
IN

CAPTURE YOUTH 

INTENSE RESCUE 

SERUM, DIOR

THE RICH CLEANSING FOAM, GUERLAIN

THE LIFTING 
CONTOUR SERUM, LA MER CAPTURE YOUTH ADVANCED EYE, DIOR

CREME DE LA 

MER, LA MER

THE GIFT OF MAGIC 

SKIN, CHARLOTTE 

TILBURY

BEAN BODY 

COFFEE SCRUB

ABSOLUE L EXTRAIT 

LIMITED, LANCOME

EDITORIAL CONTENT 



Our Social Media channels and Mobile App allows advertisers 
to connect with Ohlala’s most engaged consumers.

GET YOUR BRAND 
CONNECTED...

Our brand new website ohlalamag.net packages all the best features from print, 
as well as all the latest events and happenings in Qatar.

CHECK OUT OUR NEW WEBSITE
ohlalamag.net

FACEBOOK 
Ohlala’s Facebook page is used to 

promote events and dining offers, as 
well as to interact with readers and 

clients. 

INSTAGRAM 
We post pictures of unusual finds, 

foodie hotspots, and the content from 
our latest issue, tagging clients and 

using appropriate hashtags.

ISSUU
This online platform provides a sneak peek 

into the latest issue with the magazine 
getting up to 20,000 unique visitors and 

reads, monthly.



Ohlalamag.net is the driving force and authority on all things fashion, beauty and lifestyle. It 
is the go-to portal in Qatar and is fast becoming a pillar on the luxury scene and is providing 

readers all the essentials for a fabulous lifestyle - available at their finger tips.

WEB RATE CARD

ohlalamag.net

TOP 
LEADERBOARD 
BANNER

LOWER 
BANNER

  ADVERTISING RATES & DISCOUNTS

HOMEPAGE PLATFORM

OHLALA  ANALYTICS 

TOP LEADERBOARD BANNER  1200 x 156 pixels 

LOWER BANNER 468 x 60 pixels
VERTICAL RECTANGULAR BANNER 220 x 550 pixels 

MPU BANNER 300 x 250 pixels

EDM (Full database)  - QAR 5,500 | US$ 1,500
E-NEWSLETTER - QAR 5,500 | US$ 1,500

*Limited availiabity in each ad size. Includes direct link to your site.
*Special operations i.e. page takeover, pop ups etc. price on request

NOTE Types of files Jpeg, gif, flash (72 dpi)

1 WEEK

QAR 4,000
US$ 1,095

QAR 3,000
US$ 820

QAR 2,500
US$ 680

QAR 5,000
US$ 1,370

QAR 4,000
US$ 1,900

QAR 3,000
US$ 820

QAR 8,000
US$ 2,200

QAR 7,000
US$ 1,900

QAR 6,000
US$ 1,659

2 WEEKS 1 MONTH

Monthly Sessions Local EDMMonthly unique visitors Monthly page visits
42,256 126,540 85, 256 55,000  followers

VERTICAL RECTANGULAR 
BANNER

MPU BANNER



  ADVERTISING RATES & DISCOUNTS

  OTHER DETAILS

DIMENSIONS

  PRIME POSITIONS

  STANDARD POSITIONS

DISTRIBUTION
Ohlala Qatar is distributed to secure mailing lists across the region including a variety of luxury hotels, restaurants, shopping malls, as well as 

select wellness and beauty premises across the industry and residential areas. Ohlala Qatar is also available in selected bookstores.

440MM

28
5M

M

28
5M

M

220 MM

NOTES: BLEED 5MM FOR ALL BLEED EDGES | FORMATS PDF, AI, INDD, JPEG | MIN RESOLUTION 300 DPI. ALL IMAGES MUST BE IN CMYK ACCOMPANIED BY A HARD COPY IN COLOUR | TRIM DO NOT PLACE TEXT WITHIN 5MM OF EDGE

SPECIAL OPERATIONS

ADVERTORIAL

USD

USD QAR

QAR

EDWARD SMITH
PUBLISHER

E: edward@ohlala-magazine.com

JAYNE HOUGHTON
EDITOR-IN-CHIEF

E: jayne@ohlala-magazine.com

CHIRINE HALABI
PUBLISHING DIRECTOR

E: Chirine@fact-magazine.com
M: +974 3303 3475

RAMI KHALIL
PUBLISHER

E: rami@nansgroup.com
 

FP
FP - OPPOSITE ED LETTER
FP - OPPOSITE CONTENTS
FP - OPPOSITE CREDITS
DPS

4,119
5,493
5,218
4,943
7,414

15,000
20,000

18,000
19,000

27,000

FREQUENCY: MONTHLY

LANGUAG: ENGLISH

PUBLICATION DATE: 1ST WEEK OF THE MONTH

ARTWORK DEADLINE: 20TH OF THE MONTH PRIOR TO PUBLICATION

EDITORIAL DEADLINE: 12TH OF THE MONTH PRIOR TO PUBLICATION

CANCELLATIONS: ANY CANCELLATIONS MUST BE RECEIVED IN 

WRITING NO LATER THAN 30 DAYS PRIOR TO THE PUBLICATION DATE 

IN ORDER TO BE EFFECTIVE.

AGENCY COMMISSION: 15% ON RATE CARD PRICE

RECOMMENDED RETAIL PRICE: QAR20

Available on request

Advertorial full-page. QAR 9,500/ US 2,610
Discounts to be given on a case-to-case basis 
and subject to publisher approval.

13,180 48,000
11,800 43,000
10,710 39,000
9,610 35,000
8,787 32,000

5,766 21,000
4,669 17,000

14,000 51,000

13,180 48,000

8,240 30,000

Since out-of-specifications material could negatively impact the quality of reproduction, all 
advertising material furnished out-of-specification MUST be coordinated with our Sales 

Representatives and subsequently our design team. 

PRINT RATE CARD

FP


