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  arch 8th marks International WomenÕs Day. Here at SHE we 
have decided to make women the focal point of the March issue 
showcasing their strength, struggles against adversity and ultimate 
triumphs. "e Prophet Mohammad (pbuh) once said, ÒGod enjoins 
you to treat women well, for they are your mothers, daughters, 
sisters and auntsÓÑsomething I hope you keep in mind while 
reading about the resilient women featured in this issue. 

Firstly, we bring you the story of Raanee Khaira, owner and 
founder of Crossover Bollywood Se in Vancouver and Calgary. 
Shopping for top South Asian designers in North America is no 
small feat, so we were delighted to hear about this #lm-inspired 
boutique. "ey carry Falguni & Shane Peacock, Manish Malhotra, 
Rohit Bal and dozens of other top couturiers simply not available 
anywhere else in North America. KhairaÕs story will inspire the 
inner entrepreneur in all of us. 

Next, we #nd ourselves thinking locally. In the early New 
Year, a few members of the SHE team visited the Toronto Fashion 
Incubator. "e young designers this city-run organization assists 
early on in their careers have been known to go on to do great 
things. We had the opportunity to sit down and speak with one 
such designerÑNew Labels winner Golnaz Ashtiani. 

Finally, speaking of designers, there really are only a handful 
of names that come up when one thinks fashion icon. It is for this 
reason we have decided to showcase Gabrielle ÒCocoÓ Chanel and 
her turbulent life as our cover story. Having gone from an orphan 
to an aspiring (to be failed) stage performer to being ranked one of 
TIME MagazineÕs 100 most in$uential people of the 20th century 
(the only designer to make the cut), Chanel has a backstory that 
deserves to be told. Her subversive life challenged the status quo 
and called into question turn of the century womenÕs fashion. 

"e woman is the running theme of this issue. "rough this our 
sixth issue, we celebrate their presence in all our lives. 

A very warm Happy International WomenÕs Day from the SHE 
Canada team!

!"#$%&
'()(*+,-.,/*0,121
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By now, dear readers, you should all be well acquainted with SHE 
Online, the place to get caught up on fashion, beauty and culture 
news. !is month you can look forward to our Countdown to 
Spring feature. Tired of itchy sweaters, salt-stained boots and 
dry skin? So are we. Warm, glorious Spring is almost here, 
and on SHEÕs website youÕll see our coverage on what 
to wear, where to go and what to do during this long-
awaited season: http://shemagazine.ca/

Mail to: SHE Canada Subscriptions, 1999 Avenue Road, Suite 202, Toronto, ON, M5M 4A5, Canada
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Disney 
Fantasia
Bones Cuff
$450

How adorable are some of MumbaiÕs neighbourhood 
names? Breach Candy, Bandra, KempÕs Corner and, 
my personal favourite, Cu%e Parade. In honour of the 
most well-heeled Ôhood in South Bombay, here are 
some of our favourite cu%s that work anywhere from 
high tea at the Taj to lunch at Bombay Gym to cocktail 
hour IndigoÕs roo&op patio.

Dior
Price on 
Request

Chanel Cuff
Price on 
Request

Isharya  Cuff
$188

Isharya  Cuff
$158

Mawi  Cuff
$765
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Chanel
Vintage Logo 
Hair Clip 

ActuallyÉdo. Hair accessories are not just for your 
motherÕs bridal trousseau from the early Ô80s anymore! 
Diodems, maang tikkas and blinged out hair pins will let 
you channel any number of historically accurate women 
from Downton AbbeyÕs Lady Mary to Diana Ross.

Diva
Chain Hair Comb
$16.99

Deepa Gurnani
Hair Chain
$58

Rosantica
Fresh Water Pearl Hair Slide
$345

Louis Mariette
Hair Band

$345

�8�U�E�D�Q���2�X�W�À�W�W�H�U�V
Hair Band

$14.99Miroslava Duma
in Chanel
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BALMAIN

DIOR

MARC JACOBS

PHILLIP
LIM

DOLCE &
GABANNA

"e SS13 runways were 
ALL about stripes, bars 
and lines. Vertical or 
horizontal, one need 
not shy from this trend. 
"is seasonÕs stripe 
comes in all shapes and 
sizes and can even wrap 
around your curves to 
accentuate your best 
assets!
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ALEXANDER WANG

PREENALEXANDER WANG

MARC JACOBS TOMMY HILFIGER

TUILERIES
GARDENS

RALPH LAUREN
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Alice & Olivia
$285

Kenzo  $343

Topshop
$66

WhatÕs not to love about drop waist 
dresses? "eyÕre super $attering, insane-
ly chic right now and can take you from 
a casual Saturday lunch straight to the 
club in the evening (trust me, IÕve done 
it). Worried about looking like a 1920s 
$apper? Try the look in a wide range of 
bright coloursÑif Mrs. Beckham will do 

it, so must you.

Azzedine Alaia 
Ecaille Dress

$2,760
Chanel

Victoria Beckham

Burberry Prorsum Drop 
Waist Wool Coat
$3,595
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K Jacques
$260

Phillip Lim
$750

Jimmy Choo
$995

Dolce Vita
$198

Miu Miu
$610

Alexander Wang

Altuzarra

Versace

ItÕs time to dig up those long-forgotten gladiator sandals! 
According to the SS13 runways, this style is due for a 
comeback. Whether you embrace the knee-high version 
or stick to something more basic, keep things strappy this 
spring. Wear with pencil skirts, rompers and dressesÑ
like itÕs 2008 again. 
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By Priya Kumar

live for a good Target collaboration. Back in 2009 when Target teamed up with Anna Sui for a Gossip Girl 
themed line I found myself travelling to three di%erent Target locations around the Greater New York area in search of 
every piece in the collection (I was successful only at their Bronx location). Since Sui, Target has paired with the likes of 
Rodarte, Jason Wu, Missoni and Proenza Schouler. "e lines have been surrounded by much controversy with eBayers 
hoarding a good deal of the collection and selling it o% at triple and quadruple the price to those who missed their chance 
to pick up a piece of the limited edition lines or arenÕt conveniently located near a TargetÑincluding us lucky Canadians. 
At the moment, we expect no less of their latest collaboration with the Nepalese design virtuoso Prabal Gurung.
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 Born in Singapore, Gurung spent some time in New Delhi at the 
beginning of his career where he attended the renowned National 
Institute of Fashion Technology (NIFT). He apprenticed locally with 
other top designers including Manish AroraÑlittle did he know, Arora 
would soon prove to be a contemporary of his in the west. By 1999, 
Gurung further spread his wings by doing a design degree at Parsons 
School of Design during which he interned at Donna Karan. 

 Cynthia Rowley soon snapped up Gurung upon graduation, to join her 
design team. He stayed at the house for two years before ascending to the 
helm of Bill Blass. Half a decade later Gurung launched his eponymous 
line, which was awarded runner-up by the 2010 CFDA/Vogue Fashion 
Fund. He has since seen the patronage of Michelle Obama, Lady Gaga, 
Oprah and Catherine, Duchess of Cambridge.  

 If there ever was the ideal candidate for Target to partner with, Gurung 
is it. His CV re$ects the maturity of an established designer, but his most 
recent collections suggest an aesthetic that pushes the boundaries of 
conventional design. For his tie-up with Target, Gurung says, ÒI believe 
collaborations are important to remaining fresh and relevant in the 
fast-moving world of fashion and most importantly, they allow you to 
reach a wider audience. For me, it is an exciting challenge to interpret my 
aesthetic into a mass-produced product.Ó

 His thought process behind the collection is entirely unique will quite 
honestly take your breath away; Ò"e collection is inspired by a girlÕs 
journey through the di%erent stages of love and the clothes she wears 
during each milestoneÑfrom the #rst date to meeting the parents to the 
engagement.Ó  

 "e world of fast fashion in undoubtedly di%erent from that of 
luxuryÑto begin with, your target market is much wider. In regards to 
how he dealt with this shi& of demographic, Gurung says, ÒMixing ÔhighÕ 
and ÔmassÕ fashion is the modern way of dressing; people donÕt wear 
head-to-toe high-end designers anymore. "ese types of collaborations 
allow people to experience designer clothes at an a%ordable price, while 
still maintaining the look of luxury. So I worked side-by-side with Target 
to create the highest quality product at amazing prices. I think youÕll be 
impressed with the level of quality in the collection.Ó  

 Known as capsule collections, these collaborations are the future of 
fashion. Even those who can a%ord head-to-toe designer opt for a mix 
of luxury and everyday wear. "e younger generation that make up 
modern-day tastemakers including bloggers and junior PR execs, have 
the desire and ability to pull o% high-end fashion but cannot always 
a%ord it. Luxury brands such as GurungÕs have recognized this and are 
making themselves top of mind to the future luxury decision makers 
by positioning themselves as more accessible. We look forward to what 
Target has in store for us nextÑespecially now that in 2013 it will be in 
our own backyard in Canada.        
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ÒWe are more than fashion, we are the style destination, a point of reference, a point of conversation 
Ð we are Crossover Bollywood Se, Haute Indian Couture.Ó says owner Raanee Khaira.

Photography by GAUTAM ARORA

Bringing Indian fashion to Western and Central Canada
By Parveen Singh
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ver dream of being able to get your hands on the Masaba 
sari you saw Sonam Kapoor wearing at the Filmfare 
Awards? How about that Manish Malholtra lengha 
Kareena Kapoor wore at her wedding? Well now you can 

turn that dream into a reality.

 Opening its doors in 2006, Crossover Bollywood Se is 4,000 
sq feet of exotic collectionsÑa South Asian fashion connoisseurÕs 
paradise. "e store is designed to emulate a real movie set, with 
props, directorÕs chairs and a cashier booth designed as a box o'ce. 
"e concept is the brainchild of owner and designer Raanee Khaira 
and Bollywood actor Suniel Shetty. Bollywood churns out more 
movies annually than any other industry. As a result, itÕs a major 
driver behind fashion trends in India and and around the world.

 Khaira, a former banker, was raised in Vancouver in a traditional 
South Asian family. She has always had a strong interest in fashion 
and was known to create her own unique out#ts. She attributes 
her interest in making clothes to being petite and having di'culty 
#nding anything that #t (something I can relate too), so she took 
matters into her own hands. "is self-taught entrepreneur says 
although she had been creating out#ts for herself for some time, 
it wasnÕt until her sisterÕs wedding and helping to customize her 
bridal out#ts that she realized, ÒI can do this!Ó With the support 
of her family, she began her own home-based design studio. "e 
success of the venture led Khaira to pursue her dream, of a store 
that specialized in designer wear straight from the heart of Indian 
fashionÑBollywood. She reached out to her contacts and was 
able to connect with actor Suniel Shetty in Calgary while he was 
shooting a movie. Shetty being quite business savvy himself (he has 
many ventures in India), took to the idea right away and the rest 
was as they say history.

 "e store carries a large range of Bollywood fashion for all 
occasions from western gowns, couture, and bridal. Shetty says, 
ÒOriginal designs, original designers. Crossover carries the whole 
range, with no imitations.Ó "is was something both Khaira and 
Shetty felt strongly about; they wanted the real deal. "is concept 
has rede#ned the Indian shopping experience in the west. Khaira 
says that when people watch Aishwarya Rai on screen and they see 
her in those beautiful Neeta Lulla out#ts, they want those exact 
creations. ÒIt can be hard to #nd quality garments because stores 
o&en sell cheap imitations of what you see in the movies,Ó says 
Khaira. ÒIn some cases, people will pay less at our store for the real 
thing than they would pay for a knocko% somewhere else.Ó And 
because not everyone can go to India, Crossover Bollywood Se has 
made it easy for women of all ages to be able to get original pieces 
from their favourite designers, right in their own backyard. 

 "e Crossover team also says that even in India a store of this 
calibre is unheard of, because in Mumbai each designer usually 
has his or her own speciality boutique. If youÕre looking for a few 
designer pieces you may be traveling between di%erent locations 
to #nd them. Crossover Bollywood Se eliminates that lag time for 
its customers by bringing these designers under one roof. Also, to 
meet the needs of customers, they o%er an in-house label and access 
to in-house designers. "is provides customers with the chance 
to buy more cost-e%ective gi&s and for large wedding parties the 
option to have garments made for everyone such as bridesmaid 
out#ts. 

WhatÕs in a name?  

 Bollywood Se is Hindi for ÒFrom Bollywood.Ó However, the team 
felt the company was an international brand so they decided to 
give it an international touch with Crossover. Crossover refers to 
bringing people and fashion together or the east meets west factor. 
Currently, there are two Canadian locations in Surrey, BC and 
Calgary, Alberta. Besides clothing, Crossover also carries jewellery. 
Like the exclusive collections carried at the store, Khaira personally 
searches for brands that take a fresh new perspective on Indian 
jewellery. Khaira says that in the future she would love to open 
more franchises and of course add to the collection with more big 
names, including some top Pakistani designers. 

 Designers carried at Crossover Bollywood Se include: Neeta 
Lulla, Manisha Malholtra, Rohit Bal, Shyamal & Bhumika, 
Shantanu & Nikal, SatyaPaul, Aki Narula, Anita Dongre, Suneet 
Verma, Lacelles Symons, Falguni and Shane Peacock, and recently 
they added my favourite Masaba Gupta!

Vancouver location:
184 - 8138 128th street
Surrey, BC  V3W 1R1
Ph: 604-502-8818

Calgary location:
160-55 Castleridge Boulevard N.E.
Calgary, AB  T3J 3J8
Ph: 403-453-1500

Crossover Bollywood Se is available at:
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Golnaz AshtianiÕs fresh, edgy and undeniably cool label makes it a 
Toronto Fashion Week stand out.

 A&er winning the Toronto Fashion IncubatorÕs New Labels, 
considered by many to be CanadaÕs most prestigious fashion design 
competition, Golnaz Ashtiani is understandably busy. "e designerÕs 
schedule seems so jam-packed that I consider myself quite fortunate 
to snag an interview with her. A $10,000 cheque signed by Suzanne 
Rogers and media exposure a fresh grad could only dream of, makes 
for a great launching pad and Ashtiani has certainly been making 
the most of it. Innovative cuts, an inspired colour palette and a heavy 
emphasis on silhouette is why Ashtiani is the label to covet.

 ÒComing from a creative family, I was always surrounded by art 
and musicÓ Ashtiani explains her natural transition into the world of 
fashion. Ashtiani relocated from Toronto to London at the age of 14 
and went on to study at the London College of Design, specializing 
in womenswear. While in London, Ashtiani worked for designers 
Amanda Wakeley- a luxury evening and bridal designer and Jasmine 
De Milo who counts Lady Gaga among her clientele and whose 
more experimental and edgy style no doubt had some in$uence 
on AshtianiÕs own design aesthetic. Feeling the pull of family ties, 
Ashtiani returned to Toronto, and with a little help from TFI, started 
her eponymous label. "e winning collection Ashtiani presented 
at New Labels received unanimous praise for its unexpected use of 
layering and structure. Ashtiani was inspired by Polish-born cubism 
artist Tamara de Lempicka. Channeling Art Deco throughout her 
creations, Ashtiani folded, layered and inlaid wool crepe to produce 
a stunning, yet understated 12-piece collection consisting of coats, 
dresses and separates in hues of sienna, ivory, camel and rose.

 "e mix of London and Toronto in$uences is evident in AshtianiÕs 
clothes. She describes the London fashion scene as Òmore eclectic 
and unexpectedÓ in contrast to Toronto where she feels we are 
Ògoverned by the weather and [the] extreme [conditions] make it 

more di'cult for a more experimental style.Ó AshtianiÕs standout 
pieces can easily transition into layering wardrobe staples. Front 
slit trousers, sweaters with patent leather details, and precision cut 
jackets from the collection achieve the impossible: warmth and style. 
Looking at AshtianiÕs clothes, it becomes clear why she took the top 
spot at New Labels, her work is innovative, yet commercial. ÒMy 
work can be best described as a modernistic and clean-cut take on 
designs inspired by the classic era.Ó "e designer adds, Òthe focus of 
the brand is on precession cutting and its impeccable tailoring and 
intriguing silhouettes [to create] wholly original colour palette and 
fabric combinations.Ó 

 For Spring/Summer 2013 Ashtiani takes us to the South of France 
circa 1960. Taking inspiration from the last century isnÕt new for 
Ashtiani, who considers her collection of vintage fashion glossies to 
be her most prized possession, as well as a constant source of ideas. 
Ladylike shapes clash with geometric prints and the bold use of sheer 
panels. Materials such as PVC, silk organza and textured cotton in 
looks ranging from luxe sportswear to cocktail attire bring back the 
bold, almost futuristic looks not unlike the work of Pierre Cardin in 
his heyday. 

 Ashtiani is busy preparing for her third consecutive runway 
presentation at Toronto Fashion Week, and tells me that we can 
expect more of her signature Òclassics with a twistÓ looks #t for 
the everyday ÒitÓ girl. ÒPreparation for the show starts a month in 
advance with #tting sessions, model casting, meetings with the hair 
and makeup team. ItÕs a very hectic yet exciting process.Ó 

 With stock lists in London, Hong Kong and here in Toronto, where 
AshtianiÕs pieces can be purchased at YorkvilleÕs Rac Boutique, it 
looks like the designer is in high demand. With each passing season 
Ashtiani continues to grow her presence in the fashion world, her 
time becoming all the more precious, something tells me she wouldnÕt 
want it any other way. 
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n an age where Indian designers 
continue to struggle to #nd the 

right balance between Indian 
style with western in$uence in 

their designs, one man is over a 
decade ahead of the times. Over 

the past thirteen years Rajesh Pratap 
Singh has managed to create a brand that 
represents the evolving landscape of Indian 
fashion. His ready-to-wear collections have 
been a huge success among South Asians and 
he has gained an international following as 
well.

Singh graduated from the National Institute 
of Fashion Design (NIFT) in New Delhi in 
1994. Before starting his own line he worked 
for Indian designer David Abraham and then 
in Italy for a label called Marzotto. In 1996 
his eponymous label was born, and has been 
going strong ever since. In addition to showing 
at IndiaÕs various Fashion Weeks, he has also 
presented his collections in Paris, Dubai, and 
Milan.

Singh has received a huge amount of 
recognition for his work over the years. "e 
Victoria & Albert Museum in London houses 
samples of his ikat and ajrak prints in their 
permanent textiles and apparel archives. "e 
June 2009 issue of Newsweek labeled him one of 
IndiaÕs most talented and creative designers. In 
September 2009, GQ awarded him ÒDesigner 
of the YearÓ at the Man of the Year Awards. He 
received the EDIDA award from ELLE DŽcor in 
December 2010. 

His collections o%er ease and comfort, 
but can be identi#ed by his use of Indian 
cra&smanship and attention to detail. All 
the while, he manages to keep up with the 
latest trends by incorporating them in a way 
that is unique while maintaining a certain 
timelessness. His clothes appeal to a large 
demographic as his designs are on trend yet 
practical for both men and women. He is well 

known for his use of the ikat print, which is 
hand woven in India. A few seasons back his 
use of skull imagery became widely popular as 
he managed to create an original design unlike 
any other o%ered at the time. His design was 
even used on IndiaÕs Fashion Night Out T-shirts 
in 2010. 

In addition to his own label, Singh has 
worked on several collaborative projects 
within various industries. He has worked on 
interior design concepts and art installations 
for businesses in India, created uniforms for 
airline sta% and jewellers, and has collaborated 
with Arvind Mills and Tata for womenswear 
collections.

One of the most highly anticipated shows 
of the Spring/Summer 2013 season at (Wills 
Lifestyle Indian Fashion Week) WIFW back in 
October was SinghÕs, following his brief hiatus. 
"e best way to describe the collection is to say 
that watching it come down the runway was 
like viewing the seasonal transition of fashion 
from a dark, cold winter to a fresh new spring. 
SinghÕs #rst few designs were short, structured 
dark coloured dresses, primarily in black. 
Most featured di%erent types of textures and 
detailing, and I would say any of them would 
su'ce as the perfect fashion forward LBD 
(Little Black Dress). A&er the darker colours 
were presented the runway abruptly shi&ed to 
a collection of metallic - gold, silver, cream, 
and taupe dresses, both short and long, once 
again using some amazing textures and fabrics, 
in addition to draping, patterns, mirrors, and 
more. "e collection is a perfect example of 
SinghÕs ability to create fashion forward designs 
while staying true to his own vision. "e 
designs are stunning and most pieces are cut in 
a way to suit many body types, and of course 
look great on South Asian skin tones. 

Singh is currently based in New Delhi, India.
His runway collections can be seen on his o"cial 
website www.rajeshpratapsingh.com 

Striking the 
Balance Between 
East and West

By Summun Jafri





26 SHE CANADA

Erin Fitzpatrick is the founder of Bel Ami School Head-
bands - an idea so brilliant in its simplicity, you wonder 

why you didnÕt come up with it yourself.

Uniformity Has Never Looked So Good
By Liz Guber

he last time I donned a school uniform was in the 
third grade. My mother would loosely interpret the 
dress code, choosing to dress her daughter in trousers 
while all the other girls got to wear maroon and hunt-
er green tartan skirts. "e signature white hair bow 

was also out of the question - much to this eight-year oldÕs dismay. 
"ereÕs no denying that the cardigan-clad schoolgirl has been a pop 
culture enigma for the past few decades, from Kill BillÕs Japanese 
prep school assassin Gogo Yubari to Britney SpearsÕ alter ego in the 
iconic Hit Me Baby One More Time video. Yet, no other schoolgirl 
has le& her mark on fashion quite like Gossip GirlÕs Upper East Side 
queen bee, Blair Waldorf. BlairÕs character was known for taking her 
Constance Billard uniform up a notch with the help of her go-to 
accessory, a headband.  Whether they were bold or understated, 
adorned with a $ower or bow, Blair WaldorÕs hair accessories were a 
de#ning style staple.   

 For schoolgirls living in the real world, and not on the set of a 
heavily stylized, aspirational television series, wearing a uniform 
isnÕt quite as glamorous. "e colours donÕt $atter, the #t isnÕt right, 
and then thereÕs always the problem of looking like every single one 
of your classmates. Bel Ami aims to cure students of their uniform 
woes with custom, innovative and handcra&ed headbands and 
accessories available to schools across North America. ÒI knew 
for quite some time that I wanted to become an entrepreneur...
the question was just what product to sellÓ says company founder 
Erin Fitzpatrick, adding, Òschool accessories were a very organic #t 
because I went to an all-girls school with a uniformÑI wore a kilt 
and knee highs for many years and am very aware of the style wants 
and needs of this demographic.Ó ItÕs the de#nition of a win-win. "e 
students get to add some much-needed $air to their uniforms while 
the parents and school administrators are happy to see the schoolÕs 
logo and colours appear on the heads of happy students.

 Fitzpatrick, a Calgary native, studied Biology at QueenÕs Univer-
sity, and although it seems like an unusual choice for the fashion 
entrepreneur, Fitzpatrick has no regrets ÒI have something to fall 
back on. "ey also taught me to be organized, disciplined and self-
motivatedÑkey attributes needed to successfully manage your own 
business.Ó As a resident member of the Toronto Fashion Incubator, 



 SHE CANADA 27

the Bel Ami headquarters are located in a charming brick-walled studio 
over$owing with headband samples. ÒI was initially drawn to TFI because of 
the amazing resources they have available to new Canadian designers. "e 
moment I entered the Toronto Fashion Incubator building I knew it was where 
I had to be. "e creative and nurturing environment here is unparalleled.Ó

 "e customization options along with FitzpatrickÕs commitment to 
outstanding service mean that no colour combination or style is o%-limits. 
Each headband is comfortable for all-day wear and is made with high 
quality gros-grain ribbon.  ÒTo individualize our looks my friends and I 
would accessorize as much as our uniform code allowed (which was not a 
lot!). Bel Ami School Accessories o%er students the ability to express their 
own individual style while complimenting their uniform.Ó Most notably, 
FitzpatrickÕs creations wouldnÕt look out of place outside school halls. As a girl 
with her school days far behind her, I wouldnÕt mind rocking Bel AmiÕs best-
selling double bow headband with a pencil skirt and loose sweater for a preppy 
take on the o'ce casual look. A quick poll of my style-savvy friends reveals 
that IÕm not alone. 

 What about the boys, you ask? "eyÕre not le& out of the fun, as Bel Ami 
o%ers custom cu% links engraved with their schoolÕs logo, as well as unisex 
embossed medallion bracelets on a simple band in the schoolÕs signature 
colour.

 With plans to make the Bel Ami brand global, Erin FitzpatrickÕs creations 
will continue to delight thousands of todayÕs schoolgirls, as well as those that 
have graduated, wistfully wishing they could do it all over again, this time with 
a Buttercup Bow headband in their hair. 
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She went from an orphan to the most respected 
fashion icon of the twentieth centuryÑnot a bad 
run for one lifetime. With a #at chest and narrow 
hips, a body akin to that of an adolescent boy, 
she primarily created garments that evoked her 
many lovers with a feminine twist. Her choice of 
textile was the lowbrow jersey in her favourite 
colour palette of shades of beige, black and whiteÑ
revolutionary following the pre-war mentality of 
excess. Striking out with her $rst boutique in 1910 
with World War I not far on the horizon, Chanel 
took the market by storm and never looked back. 
!e fashion industry soon followed suit (pun 
intended) and comfort $nally found its place in the 
world of womenswear. 

As every South Asian sartorialist 
now knows, ChanelÕs annual 
MŽtiers dÕArt 2011/12 fashion 
show in Paris was themed 
Paris-Bombay. Of the collection, 
Creative Director Karl Lagerfeld 

said, Òbecause India for me is an idea, I know 
nothing about reality. I have a poetic vision of 
something that may be less poetic. Mix of English 
chic and Indian in$uence for something very 
elegant.Ó He goes onto say, ÒthereÕs something that 
I like in India. Indian women who can buy Chanel, 
they wear it mixed with their own things from 
India.  ItÕs the only country that makes mixed. 
ItÕs very beautiful, very chic. "ey wear a Chanel 
jacket with their [out#t] arranged like a sariÉ
Even the poor have dignity. Even poor women 
own three gold bracelets.Ó  Here at SHE we spent 
the past year talking about, writing about and 
analyzing every inch of the presentationÕs social 
implications on fashion. 
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 By December 2012, IÕd memorized every look in the collection 
inside out, down to the textiles and seamstress techniques utilized, 
but I had yet to see the collection in the $esh (or, I suppose, #bre). It 
was over the holidays while visiting my best friend in London that 
I chanced upon the collection at Selfridges on Oxford Street. I felt 
like a child in a toy store and tried on every piece they had in my size 
(apparently an American size 4 is a Chanel size 40). It was then and 
there I fell in love with a wool blazer with silver and red foil piping. 
"e double-breasted jacked included an exquisitely embroidered 
Chanel crest on the pocket and enamel buttons featuring white Indian 
elephants. If there ever was a Chanel piece made for me, this was it. 
A&er 24 hours of contemplation, I dragged Anjli back to Selfridges and 
made my largest investment in fashion to date. 

LetÕs focus on the grati#cation that followed purchasing this 
pieceÑthere is something about this fashion house that has been for 
over a century synonymous with style. ÒMy fortune is built on that old 
jersey that IÕd put on because it was cold in Deauville,Ó Coco Chanel 
once said. Back in the early 1900s, jersey was an inexpensive material 
primarily used for menÕs underwear, but when the iconic design house 
began to use the textile in 1912, womenswear was sent on a whole new 
trajectory. Women went from stu'ng their curves into the S-bend 
corset to devouring ChanelÕs laid-back style. Clients welcomed this 
shi&, viewing the rigidity of the past as outdated and impractical in a 
war-ravaged world. Soon to follow were her iconic collarless two-
piece suits and the little black dress. Today owning Chanel makes a 
statement both about oneÕs sense of style and personal accomplishment 
in regards to being able to a%ord such #ne cra&smanship. How the 
young ingŽnue Coco ultimately #lled the shoes of the fashion authority 
we now know as Chanel is truly an epic tale. 

�0�e�7�,�(�5�6���'�·�$�5�7����������������
BOMBAY-PARIS SHOW
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ÒA woman who doesnÕt wear perfume has no future.Ó

 It was in 1918 that Chanel became a certi#ed couturier and 
acquired an entire building at 31 rue Cambon in ParisÕ most 
upscale fashion district. Having conquered the world of apparel and 
accessories, Chanel decided to further branch out into beauty. She 
created Chanel No. 5, described in her own words as Òa womanÕs 
perfume with a womanÕs scent.Ó She tackled this project with the 
assistance of Eduard Beaux, perfumer to the Czars. Instead of 
creating a scent that glori#ed only one $ower like those already 
on the market, Beaux created something drastically di%erent. 
His travels took him to the Arctic Circle for inspiration. Chanel 
insisted on increasing the amount of jasmine used to create the 
fragrance. "is precious scent was mixed with May rose, Haitian 
vetiver, ylang-ylang, sandalwood, orange blossom, essence of Neroli, 
Brazilian Tonka beans and dozens of other essences to create a 
wholly unique perfume radiating in extravagant $oral richness. As 
the #rst perfume to use aldehydes to create aromatic complexity, No. 
5Õs various components were able to compliment and play o% one 
another each other perfectly. It is said that the perfume was titled 
No. 5 because it was the #&h sample Beaux presented to herÑthe 
number 5 also held numerological signi#cance that was important 
to Chanel. "e packaging of the fragrance was similar to potions 
found at the local apothecaryÑsimple, chic and functional not 
unlike every other item sold under the Chanel umbrella. 

In the years that followed, "Žophile Bader, founder of Galeries 
Lafayette, introduced Chanel to Pierre Wertheimer, a businessman 
in the #eld of fragrances and cosmetics. He expressed a great deal 
of interest in assisting with the distribution of No. 5, which was 
initially only o%ered to her top clientele as a gi& with purchase in 
her boutiques. "is business transaction involved the creation of 
Parfums Chanel under WertheimerÕs distribution house Bourgeois. 
"e breakdown of pro#ts of No. 5 were as follows: 70% to Bourgeois, 
20% to "Žophile Bader and the remaining 10% to Chanel for the 
use of her name on the corporate entity but for no involvement in 
the business operations. No. 5 soon proved to be a cash cow for 
Bourgeois and, feeling cheated, Chanel spent more than 20 years 
trying to regain control of her eponymous beauty brand. In fact, it 
is said during World War II Chanel would attempt to use Nazi law 
to oust the Jewish Wertheimer family as the largest stakeholders of 
Parfums Chanel in an e%ort to regain it as her own.

    
While ChanelÕs involvement with the Nazi Party is muddled at 

best, she refuted the claim that she was involved with espionage. 
ÒWhatÕs certain is that she had a relationship with a German 
aristocrat during the War. Clearly it wasnÕt the best period to have a 
love story with a German even if Baron von Dincklage was English 
by his mother and [Chanel] knew him before the war,Ó the Chanel 
group once said in a statement. "e fashion house has also gone on 
to deny Chanel as a person was an anti-Semite pointing out the fact 
that she would have never associated with her Jewish friends nor 
would the Rothschilds have #nancially backed her fashion house. ÒA 
lot of people in this world donÕt want the iconic #gure of Gabrielle 
Coco Chanel, one of FranceÕs great culture idols, destroyed. "is is 
de#nitely something that a lot of people would have preferred to put 
aside, to forget, to just go on selling Chanel scarves and jewellery,Ó 
stated Hal Vaughn in his book Sleeping with the Enemy, Coco 
ChanelÕs Secret War. 

ÒInnovation! One cannot be forever innovating. I want to create 
classics.Ó

 "e post-World War II world eventually saw Chanel retreat to 
Switzerland, where she took a hiatus from designing for almost 
15 years. In the time she was away, Parisian fashion saw the 
reemergence of the male couturierÑChristian Dior, Crist—bal 
Balenciaga and Hubert de Givenchy brought back the old ideals 
of beauty to fashion. Although DiorÕs ÒNew LookÓ was wildly 
successful, Chanel called this modern fashion ÒillogicalÓ in the 
design of its Òwaist cinchers, padded bras, heavy skirts and sti%ened 
jackets.Ó She knew that there was never a better time to make her 
return. In 1954 she reestablished her fashion house, ironically fully 
#nanced by her former nemesis Pierre Wertheimer of No. 5 fame. 
Although Parisians dismissed ChanelÕs return given her association 
with the Nazi party during the war, the British and Americans 
welcomed her back with open arms and remain some of her best 
clientele to date. 

While ChanelÕs epic life story was full of contradictions and 
inconsistencies, the impact she made on fashion is indisputable. She 
passed away at the Ritz Hotel in Paris at the age of 87 in January 
of 1971. On the day of her death, she was preparing for her Spring 
collection and even went for a drive that a&ernoon. Not feeling well, 
she sent herself to bed early. She was laid to rest at Bois-de-Vaux 
Cemetery, in Lausanne, Switzerland. 

Unlike her couturier contemporaries who have also stood the 
test of time, there is still something distinctly Chanel about every 
garment the label turns out. Buying a piece of Chanel is not just 
satisfying a need to be clothed and warm in the winter, but signi#es 
the purchase into a legacy. ChanelÕs annual MŽtiers dÕArts show is a 
manifestation of this legacy, interpreted through the lens of various 
cultural #lters. Ultimately, there is no denying every collection put 
out since 1971 has had Coco ChanelÕs name written all over it. She 
was a cultural pioneer who broke the mold of what was expected of 
every woman who came before her and she did it unapologetically 
on her own terms. If there is anything to be drawn from her 
tumultuous life, it is this.   
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On December 16, 2012 an assault of 
unfathomable proportions took place on a 

bus in South Delhi. !e victims, both in their 
20s, were young, educated and had a full life 

ahead of themselves to live. Tragically only 
one of them made it out alive. In this piece 

we examine IndiaÕs relationship with women, 
rape and what it means to be female in the 

worldÕs largest democracy

was a chilly December night in South Delhi when a couple of friendsÑone 
male, one femaleÑattended a screening of Life of Pi at an upscale mall in the 
neighbourhood of Saket. As she, a 23-year-old physiotherapy student, and he, a 
28-year-old so&ware engineer, watched the movie, #ve men met up at a house 

party at a nearby slum to hatch a sinister plan. One of the men, a private school bus driver, 
decided to take his vehicle out on a joyride with the other four accomplices in search of 
trouble. "e #rst ÒfareÓ they picked up was a carpenter who paid a regular ticket price (Rs. 
10 or approximately 20 cents). "ey proceeded to rob him of Rs. 8,000 and toss him from 
the bus. "ey quickly moved onto their next target: a young couple exiting the mall a&er a 
movie. "e men again duped the pair into paying regular fare, promising a fast ride home. 
As the bus drove on, the assailants announced they would be reaching their destination 
soon, but the pair grew suspicious when they did not recognize the route. "e victims soon 
began to be taunted by the men on board, asking why they were out alone so late. 

 When the male victim tried to intervene, he was knocked out by a medal rod used for 
bus maintenance. "ey proceeded to drag the young lady to the back of the bus where they 
brutally beat and raped her while the bus drove on. Although she attempted to #ght the 
attackers o% by biting them, the assault occurred for two and a half hours. By the time the 
nightmare came to a close and the couple tossed out of the bus, the female victim su%ered 
severe internal organ damage to her abdomen. "e assailants even attempted to run the bus 
over her, but fortunately her badly beaten companion was able to get her out of the way. 

 "e police arrived only to further bungle the live caseÑthey #rst argued over which 
district would handle the incident. "ey then debated on which hospital to send the pair to 
(a far o% hospital was agreed upon). Two hours a&er being tossed from the bus, the victims

By Priya Kumar
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arrived at the hospital. One can only imagine how much precious 
time was lost in the interim. By the time the victims arrived at ICU, 
the female was admitted with only 5% of her intestines le& in her 
body. "e rod employed in the attack was used with such force most 
of her organ did not survive the trauma. 

 Twelve days a&er the incident itself, the young lady succumbed 
to her injuries at Mount Elizabeth Hospital in Singapore where she 
was airli&ed to receive the best care available. It was a move that was 
widely criticized for being political and not in the best interest of the 
patient. Unfortunately no care was good enough to save her life. In 
the meantime, back in New Delhi, protests raged on in the name of 
the unnamed woman who lost her life amidst such tragedy. Without 
a name, the media and public dubbed the victim simply ÒBraveheart.Ó  

 Delhi is infamous for being unsafe for women. In the past, when 
I would travel to New Delhi on business, my female colleagues and 
I were encouraged to take pre-paid taxis wherever we went, not to 
loiter in secluded areas and to avoid traveling at all without a male 
companion at night. ÒAnything can happen in DelhiÑand unlike 
in Mumbai, no one will be around to hear your screams for help,Ó is 
generally what we were told. "at said, this young lady did everything 
she was supposed to. She was not alone. She was not out late (the 
incident occurred at 9:54PMÑa time considered early by Indian 
standards). She was using public transportation in a very public 
place. What could she have done to avoid this despicable tragedy? 
"e answer is as unsettling as the incidentÑshe could have done 
nothing di%erently.

 India is known for their marginalization of women. Back 
in October, SHE Canada ran a piece on gender selection in 
predominantly South Asian communities in Canada. "e facts we 
uncovered were unsettling at best especially considering we were 
only looking at Canada. In much of India, the female to male ratio is 
as low as 800 to 1000. According to a recent New York Times article, 
research estimates there are 100 million Òmissing womenÓ in India. 
"is research based on Nobel Peace Prize winner Amartya SenÕs work 
states that these missing women, had they died at the same rate as 
men born around the same time, should still be alive today.  From 
birth, women are seen to many as 
nothing more than the burden of an 
expensive dowry with no ability to 
#nancially care for her parents in old 
age. As a result, society has begun to 
view women as the inferior genderÑ
mothers breastfeed their sons longer, 
parents are more likely to purchase 
mosquito netting for a son over a 
daughter and a son is o&entimes fed 
more than a daughter. A&er all, having 
a girl is viewed as a liability to many 
lower to middle-class families. "is 
is a sentiment largely supported by 
modern Bollywood. "e #lm industry 
in India has evolved in such a way that 
it portrays women as little more than a 
caricature to be objecti#ed, chasing a&er 
her perfect man, waiting for her day of 
deliverance (i.e. a big fat Desi wedding). 

 Back to the issue at hand, India has been thrust into the spotlight 
on due part to this horri#c crime. Every news outlet from CNN to 
the BBC to even the International Herald Tribune have dissected and 
analyzed what exactly needs to change in India so that such a crime 
never occurs again. "e heat the media and protestors are putting on 
the Indian government is causing politicians to act out against these 
criminals unlike ever before. Last year in New Delhi there were a 
recorded 635 rape cases brought before the courts. Only one resulted 
in a conviction. But this is only the tip of the icebergÑ1 in 10 cases 
of rape go unreported to protect the honour of the victimsÕ families, 
which means next to none of the assailants involved in these vile 
crimes will ever be punished. 

 So why this case? Based on the severity of the injuries this young 
lady su%ered at the hands of her attackers, the fact that there were 
multiple witnesses including her companion and because she was 
also largely upper-middle class has added additional sensationalism 
to the case and trans#xed both the local and international press. "is 
could have been your daughter, they write.  

 Rape is not an Indian problem. ItÕs not even a modern issueÑin 
fact, itÕs perhaps historically the worldÕs oldest crime. "e di%erence 
between the rarity of the act in the West and in India is the conviction 
rate of the criminals. In Western countries, conviction lies between 
40% and 70%. In New Delhi, if weÕre to go by the above statistic, itÕs 
less than 0.16%Ñwhich given the lack of reported cases is a #gure 
that IÕm comfortable calling negligible.   

 So if a crime carries no punishment whatsoever, whatÕs stopping 
a would-be criminal from o%ending? India has quite a bit of self-
re$ection to do now that this case has resulted in #ve murder 
charges. And unfortunately, slapping these vagrants with the death 
penalty for being the few to have gotten caught red handed by the 
international press is not necessarily the answer. Changing the system 
of assailant prosecution is the #rst step, educating men on the value 
of women comes next. Finally, owning up to the inadequacies of their 
own judicial system is vital to facilitate this change, because if the 
politicians themselves fail to see their own shortcomings there is in 
reality very little room for improvement.  
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R
ecently at a TEDx talk, 
supermodel Cameron 
Russell tackled the common 
girlie dream of becoming 
a supermodel. She directly 
addressed the reality of the 

industry, and the common question ÒHow 
do you become a model?Ó

I just always just say, ÔOh, I was scoutedÕ 
but that means nothing. But the real 
way I became a model was that I won a 
genetic lottery and was the recipient of a 
legacy. Maybe youÕre wondering what is a 
legacy. For the past few centuries we have 
de$ned beauty not just as health and youth 
and symmetry that we are biologically 
programmed to admire but also as tall, 
slender $gures and femininity and white 
skin and this was a legacy that was built 
for me and it is a legacy that I have been 
cashing out on. I know there are people in 
the audience who are skeptical at this point 
and maybe there are some fashionistas who 
are like, ÒWait Naomi, Tyra, Joan Smalls, 
Lui Wen,Ó and $rst I commend you on 
your model knowledge very impressive. But 
unfortunately, I have to inform you that 
in 2007 a very inspired NYU PhD student 
counted all the models on the runway, every 
single one that was hired and of the 677 
models that were hired only 27, less than 4%, 
were non-white.  

 "e now veteran supermodel made some 
valid points and got us at the SHE o'ce 
thinkingÑhow does the racial disparity in 
fashion apply to the South Asian modelling 
scene, particularly in India where IMG 
runs a franchise fashion week and where 
international luxury brands including 
Louis Vuitton, Herm•s and Chanel have 
recently set up shop?   

 It has been about three years to the day 
that I arrived in India to work in fashionÑI 
started in Editorial and slowly branched 
out into luxury PR. Something I noticed 
was the fact that many of the top models 
I had the opportunity to work with were 

international, not unlike myself, but 
there was one further discrepancy. Many 
of these girls had one Caucasian parent. 
"e result? IndiaÕs supermodelÑa taller, 
fairer version of the average woman while 
still maintaining certain distinctly Indian 
features such as the long, thick dark hair 
and duskier skin than your run-of-the-mill 
Eastern European model. 

 Ironically, in April 2010 Vogue India ran 
a cover story titled ÒDawn of the Dusk.Ó 
It featured #ve top Indian supermodels in 
white bathing suits on a beach in Goa. "e 
cover storyÕs aim was to celebrate natural 
skin colour in India with the Editor stating, 
ÒEvery generation has its share of beauty 
myths. Perhaps it is time to bust this one. 
Time to say that as a magazine we love, 
and always have loved, this gorgeous skin 
colour of Indian skinÉdark, dusky, bronze, 
goldenÑwhatever you call it, we love it.Ó 

 While I applauded Vogue IndiaÕs e%ort 
in this situation (especially considering 
the sales of whitening cream have since 
hit an all time high), there is one element 
about many of the participating models I 
must point outÑmany in this shoot were 
of the said hal$ing variety. Regardless of 
their skin colour, these models who are 
now at the top of IndiaÕs fashion scene 
have features that are predominantly 
Caucasian. In the documentary !e Colour 
of Beauty, one New York-based casting 
director quoted a client as saying, ÒI need 
a black model, but she needs to be a white 
girl dipped in chocolate.Ó "ere was not 
an ounce of sarcasm or irony in how he 
said this eitherÑrather, it was said to 
demonstrate the reality of the industry. 

 LetÕs shi& focus back on South Asia. In 
the Bollywood obsessed culture, where 
some of the top starlets including Katrina 
Kaif and Kalki Kochin are not even fully 
ethnically Indian (Kochin is French and 
Kaif is just plain questionable), fairness and 
angular features reign supreme. In
fact, the antonym of dusky (a euphemism 

for dark skin) is wheatish. Besides the 
primarily wheatish complexions these 
foreign models bring to the table of local 
fashion weeks, they also have the height 
local Indian women lack; back in a 2005-
06 census, the average height of Indian 
women was 4Õ9ÓÑit is a measurement that 
would be viewed as childlike abroad.  

 I suppose my point is, there are certain 
international standards for beauty in the 
fashion industry that India cannot seem to 
shake. Although it is a complete injustice 
to ethnic women (whether they be South 
Asian, Oriental or African) that global 
norms of beauty mimic Caucasian ideals, 
the top corporations backing these ideals 
were founded and grown by Caucasians. 

 As globalization becomes less of a 
buzzword and more of a reality, it would be 
wonderful to see a shi& in what it means 
to be beautiful. As I was researching the 
best way to close this piece, I stumbled 
upon a cut out image in Vogue Russia of 
Jyothsna Chakravarthy from ChanelÕs 
Pre-Fall show themed Paris-Bombay. 
Chakravarthy is a top supermodel in India 
and 100% Bengali. "e very fact that Karl 
Lagerfeld cherry-picked her amongst the 
undoubtedly hundreds of options he had 
for this particular show speaks volumes 
about her beauty. As I gazed over this 
issue of Vogue Russia I couldnÕt help but 
notice something was amiss. I quickly 
Googled the same image, only to discover 
this particular edition of the worldÕs 
most respected fashion publication had 
intentionally white washed ChakravarthyÕs 
brown skin. Perhaps being a simple cut 
out on a product page promoting a black 
and white fashion trend for the season, 
her skin colour was all of a sudden out 
of context relative to the Indian themed 
show. But what is hard for me to wrap my 
head around is the notion that in 2013 my 
skin colour is still by some deemed out of 
context.

By Priya Kumar
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Chanel Runway Show vs Vogue Russia
Vogue India Cover: Dawn of the Dusk

Dolce & Gabbana Show Cameron Russell at TEDx
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Y
ou might not be familiar with Arjun 
BhasinÕs name, but it is quite likely 
youÕve seen his work as a costume 
designer for Bollywood #lms such 
as Dil Chahta Hai, Luck by Chance 
and Zindagi Na Milegi Dobara.  So 

yes, you can thank him for bringing Bagwati to life.  
More recently though, he has been a part of several 
Hollywood adaptations of popular South Asian novels 
such as !e Namesake, !e Reluctant Fundamentalist, 
and most recently, Life of Pi.  

 While Life of Pi was welcomed with critical acclaim 
around the world, it de#nitely wasnÕt one of those novels 
I had envisioned as a #lm. A key aspect of the novel 
was the concept of spiritualism, exempli#ed through 
PiÕs exploration of major religions in India, such as 
Hinduism, Islam, and Christianity. "e #lm emphasizes 
the notion that we should focus on the positive things 
in life, as Pi does for each of the religions. Rather than 
following one religion strenuously, Pi respects aspects 
of the three, and is able to keep his faith, even as it is 
tested later in the #lm. "is is a notion also preached 
by our mandate at SHEÑalthough religions have their 
di%erences the good can be identi#ed and practiced 
Venn diagram-style. 

 Due to this heavy emotional and spiritual content, 
it is not a surprise that Hollywood too had trouble 
bringing the novel to screen, including the costumes.  
I cannot even recall if author Yann Martel had even 
described any characterÕs clothing in the novel.  Despite 
this, Arjun Bhasin was able to create a visual identity for 
each character and most importantly, for Suraj Sharma 
as Pi.
 
Life of Pi was very popular in Canada, in part because 
the author was Canadian.  Did you read the novel before 
being approached to design costumes for the !lm? What 
were your thoughts of the novel?
Yes, I read the novel when it #rst appeared on book-
stands. I never dreamed that it could be adapted into 
a #lm, or even considered that I could be a part of that 
adaptation. To be honest, I didnÕt visualize it as a #lm 
while reading the novel. It is such a cerebral piece, so 
much more about ideas than visuals. When I read the 

#lm script it was with completely di%erent eyes. I had 
to force myself to think of the visuals, of what the #lm 
would actually look like.
 
Before working on the costumes, did you do any research? 
If so, what did that entail?
I grew up in India in the 1970s and when I read the 
script, I felt so in touch with the vibe of the time. I felt 
the way to pitch the design to Mr. Lee was to use family 
histories. "e bulk of my research and inspirations 
were old family photos, my own, those of friends, 
acquaintances, and even friends of friends. My team 
and I created albums upon albums of family photos 
for Pi and his family, from his childhood to his teenage 
years.
 
Was there any particular costume you had trouble 
designing? 
PiÕs main costume was incredibly di'cult to design. It 
had to ful#ll many di%erent criteria. It had to be correct 
for the time period but also practical and comfortable. 
It had to work with special e%ects, harnesses, blue 
and green screens, and be pleasing to look at for an 
hour and #&een minutes. I wanted very much for the 
costume to be an extension of Pi and his personality. 
"e costume had to age and weather along with his skin 
and be used as a tool in his survival. I used grey and 
white as a yin/yang concept to show balance. I repeated 
this color motif with older Pi.

How much input did Ang Lee have on the costumes? 
Ang was very involved. We discussed everything- ideas, 
colors, and moods. It was a completely collaborative 
process.

"is is your second !lm with Tabu and Irrfan Khan. 
Does that familiarity help to dictate what they wear in 
the !lm?
It does actually. I did "e Namesake with Tabu and 
Irrfan Khan and as a result, we grew to be friends. "ey 
trust my instincts and I am aware of their immense 
transformative talents. ItÕs great to work with actors 
who you know and understand. It creates an ease and 
comfort level, which takes time to build but is ultimately 
very rewarding. 

By Priyanka Raj
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NAJIBAÕS STORY
Execution for Adultery in Afghanistan

By Summun Jafri
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T
his is the story of how a young woman was publicly 
killed a&er being accused of adultery. ItÕs hard to 
imagine events such as these are able to take place 
in this day and age. "is past summer a 22-year-old 
Afghan woman known only as Najiba, was executed 
for allegedly committing adultery. "e tragic and 

disturbing event was even caught on tape, and a&er Reuters bought 
the video, NajibaÕs death went viral with over 70,000 views. In the 
video, which has now been posted online by several news sources, 
the woman can be seen sitting on the ground with her back towards 
the camera. To her right, there is a crowd of over 100 men gathered 
on a hill to watch her execution take place. Standing behind her is 
her executioner with an AK-47 ri$e. 
He shots her three times with the #rst 
two bullets hitting the ground. By 
the time the third shot rings out, she 
doubles over backward. Another six 
shots can be heard as the crowd cheers 
him on. "is all took place in the village 
of Shinwari, which is about an hour 
outside of the nationÕs capital of Kabul.

 NajibaÕs story was unremarkable. "e 
third child of a merchant, she was said 
to display extraordinary embroidery 
and cra&smanship at a young age. 
Her father was happy to sell her wares 
from his dried fruits and nuts stand at 
the bazaar. Something else undeniable 
about Najiba was that she was said to be 
the most beautiful girl in Shinwari. As a result, she received a $urry of 
proposals starting at the age of 13.

 Ultimately, she was married to Jumma Khan, a 22-year-old from 
a relatively well-to-do family. A labourer who spent long stretches of 
time away for work, Najiba took on the roles of cook, housekeeper, 
caretaker and livestock minder. "ere are several versions of the events 
that lead up to NajibaÕs tragic death. Allegedly, Najiba was kidnapped 
by a Taliban Commander named Qader and taken to his house deep 
into the highlandsÕ mountainous terrain. "ere, she was held captive 
for several weeks and raped. According to the same source, two more 
senior Taliban commanders named Abdul 
Khaliq and Maezer Khan dropped by the 
house on several occasions and also raped 
and abused the captive lady. When Najiba 
was found in QaderÕs house, a&er a tip-o% 
from an elderly neighbour, she told her 
husband and other local men that she was 
abducted. Accusations of a planned a%air 
followed,  and no one believed Najiba given 
the rank of those she accused. "e Taliban 
ultimately branded her an adulteress who 
lied about the rape to protect herself. Both 
she and Qader were sentenced to death. 

 "e Afghan government later issued 
a statement saying that it Òstrongly 
condemns this un-Islamic and inhuman 
action by those professional killers and 
has ordered the Parwan police to #nd 
the culprits and bring them to justiceÓ. 

By saying this, the government was taking a clear stance against the 
TalibanÕs history of public executions. When the regime was in power 
from 1996 to 2001 this was a common occurrence. 

 When Najiba was #nally executed, the video depicts her slumping 
to the $oor and on-lookers shouting ÔGod is greatÕ, as they believed 
that Jumma Khan had the right to kill his wife. I have to askÑ do these 
men believe that murdering this woman will ultimately be rewarded? 
And are they making the statement that adultery is worse than 
murder? ItÕs di'cult to understand horrendous acts such as these, 
and I donÕt believe there is any way to justify such wrong behaviour. It 
should also be noted that the beliefs of the Taliban do not in any way 

re$ect the beliefs of the majority of the 
practicing Muslims around the world. 

 Mohammad Musa Mahmodi, 
Executive Director of "e Afghanistan 
Human Rights Commission said, ÒWe 
condemn any killings done without 
proper trial. It is un-Islamic and against 
any human rights values.Ó "e facts of 
this story consist mainly of ÒallegedÓ 
adultery and a ÒsupposedÓ a%air, and 
regardless of whatÕs true and whatÕs not, 
this is the story that was presented to 
the world. Najiba was never given the 
opportunity to speak, although all of 
the blame was placed on her. 

 "e Parwan provinceÕs spokeswoman 
has said an investigation is planned to #nd the culprits behind this 
act, using information from the video. Such a statement should be 
disregarded however, as it has been reported that Jumma Khan is now 
serving as Abdul KhaliqÕs personal bodyguard. It should be noted 
however, that such a grizzly occurence is not unique in Afghanistan. 
It is simply the attention the video garnered with the help of modern 
cell phone technology coupled with ReuterÕs purchase of the video. 
While it did shed light on a decades old problem in South Asia, only 
time will tell if this video will bring with it a long-term solution. 



54 SHE CANADA

Tabla maestro, DJ, and music producer. So reads the 
list of the many occupations of Talvin Singh, who 
emerged from LondonÕs music scene in the 1980s. 
Known for his innovative arrangements that fuse 

the sounds of the east with the beats of the west, Singh has 
been creating music that has entranced audiences for decades.

From an early age, Singh has been intrigued by the 
relationship classical artists have with their instruments. It 
was at the age of 11, when he got his #rst Indian classical 
album. Singh was perplexed by the way artists were 
transported into a completely di%erent space while playing 
their music. ÒI donÕt make music because itÕs the trend or 
to sell records. I canÕt do that. I canÕt tell a lie. IÕm not in 
this trade or occupation to please. IÕm in it to research and 
enquirer. IÕm constantly enquiring.Ó And, it is this curiosity 
to learn more that would eventually lead to his own self 
discovery.






















































































