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Splash, the Middle East’s largest high-street
fashion retailer hosted an event at its recently
refurbished and renovated Avenues store

which saw attendance from the local media and
management from Landmark Group. Attendees
were treated to an exclusive preview of Splash’s lat-
est autumn/winter collection which offers an amal-
gamation of the latest fashion trends with an
updated look in menswear, ladies wear, children’s
wear, footwear, accessories and other products.

During the launch, Saibal Basu, Chief Operating
Officer, Landmark Group Kuwait said :”We are
delighted to unveil the new look of Splash at the
Avenues. We have been constantly adapting and
expanding to meet the demand and recognize the
burgeoning fashion interests of our patrons. Our
aim to achieve proximity to our customers pushed
us to revamp the store which in turn will provide
shoppers with an easy access and better under-
standing of our collections. The refurbished facilities
will only add to a customer’s enhanced shopping
experience. We look forward to welcoming our cus-
tomers to this newly renovated store.” 

Speaking about the new collection Saibal
added: “This Autumn Winter, we want to provide
the fashion savvy consumer complete unmatched
fashion solutions with an experience that entices
them to come back to our store. With the launch of
our new collection, we are certain that our cus-
tomers will keep stylishly warm and comfortable”

Splash’s Autumn Winter collection for women
are filled with silhouettes and textures for the sea-
son and are reflective of the free- spirited gypsy-
vibe of the 70s influenced by artisanal craftsman-
ship using spice shades of cinnamon, saffron and
mustard blend. Midseason the colour palette
becomes much richer using the jewel tones of deep
burgundy, bright crimson, emerald, teal and celes-
tial blue. Moving into peak winter the colour palette
is offset by pale parfait pink, subdued grey and soft
winter white. Taking inspiration from the season’s
runways, the brand’s womenswear offers knitted
capes, pleated skirts with cold shoulder detailing.
Fringe details, eyelets and ruffled sleeves make its
way in to the collection giving it a romantic
Victorian vibe. Our glamorous evening wear dresses

form an integral part of the range.
Moving on to men’s collection, Splash’s

menswear range is dominated by the fall trends of
Bespoke Tech with unstructured blazers and techni-
cal joggers being the key pieces followed by Future
Folklore which combines a mix of traditional coun-
try influences and modern workwear. The Grunge
Core trend is all about the muted tones with torn
elements, androgynous cardigans and Parkas being
the core pieces.  For the ultimate masculine appeal
the Minimal Military makes a strong comeback
which promotes clean lines, understated military
elements and boxier silhouettes. Key pieces you can
own are Cargo Joggers, aviator bomber Jacket and
slim biker pants. The colour palette comprises the
trusted olives, tans, rusty reds, greys and black.

The renovated new store highlights Splash’s
exceptional service in Kuwait. This autumn/winter
Splash is the definitive destination for the family’s
fashion and lifestyle needs. 

The entire collection is available at all Splash
stores in Centrepoint ,  Splash -The Avenues, Phase
II and at Splash - Salam Mall.

Splash at the Avenues gets a new look 

Send in the frowns. This year’s nationwide creepy clown
craze has become a nightmare before Halloween for
actual, working clowns, who say their bookings at par-

ties and other events have dropped sharply, even after many
of the social media-fueled scary clown sightings have turned
out to be hoaxes. Some fear going out with their greasepaint
makeup and red noses will make them a target of police, or
even marauding mobs who take to the streets on so-called
“clown hunts.” “It’s definitely a scary feeling leaving your house
and you fear you are going to get jumped because you’re
dressed as a clown,” says Cyrus Zavieh, a New York City hospi-
tal administrator who also performs professionally as “Cido
the Clown.”

“You’re there to make them happy, to make them have fun,
and now they are saying, ‘Aaaagghh!’” Zavieh says. “All of a
sudden these stories are putting fear into kids. ... Before they’d
just look the other way, but now it’s like, ‘You’re a scary clown

and I hate you.’” The World Clown Association - comprised of
more than 2,000 members in 30 countries - has been flooded
with calls from scared performers. It’s been sending out safety
tips, suggesting clowns consider changing into their costumes
when they arrive at a party or go with a handler.

Association president Randy Christensen says clowns are
also increasingly getting requests for “modified performances”
in which they entertain without makeup and traditional clown
attire. This week, retail giant Target took the step of pulling
scary clown masks from its shelves. And McDonald’s says its
signature clown character, Ronald McDonald, will be keeping
a lower profile. All of the fallout follows a phenomenon in the
US involving dozens of stories, many fabricated, about clowns
stalking or attacking people. In multiple states, people have
called police to report being menaced by people in clown cos-
tumes. In Kentucky, a man dressed as a clown was arrested
after lurking in the woods. Children in Ohio and Texas have

been charged with making clown-related threats to school
classmates. A New York City teen told police a clown threat-
ened him with a knife in the subway.

Clown sightings
“They aren’t clowns. They are clown impersonators,” said

Wendy Pincus, who has performed in New York City for the
last 20 years. “We’re here to make people happy. We don’t
threaten people. We bring joy.” Pincus, whose clown alter ego
is “Crazy Daisy,” says she’s seen a 30 percent to 40 percent
decrease in just the past few weeks. Clown sightings, hoaxes
and pranks - especially around Halloween - aren’t new. In fact,
they’ve become a recurring staple of crime blotters since seri-
al killer and working clown John Wayne Gacy was convicted in
1980 of killing 33 people. In 2012, James Holmes dyed his hair
red as Batman’s Joker when he opened fire at a Colorado
movie theater, killing 12 people.

Those high-profile cases notwithstanding, experts say it’s
relatively common for people to feel creeped out by clowns. “It
primarily has to do with the exaggerated makeup and features.
We recognize it, but there is something abnormal,” says Dr
Kristie Golden, associate director of operations for psychiatry
and neurosciences at Stony Brook University Hospital. “We can
be drawn in by that or we can be repelled.” World Clown
Association’s Christensen says this year’s clown scares seems to
be reaching new heights, and suggests working clowns repel
them the same way they always have, by spreading a message
of happiness and boundless. “Go out and clown and show peo-
ple what this is,” he says. “Show them what good entertain-
ment is - show them what a caring clown does.” — AP

Cyrus Zaveih, also known as Cido the Clown, poses for a photo. — AP photos Cyrus Zaveih, also known as Cido the Clown, applies his make-up. Cyrus Zaveih, also known as Cido the Clown, poses for a photo.

Crying inside? Creepy craze no joke for real clowns

Wishful thinking and three heel-
clicks whisked Dorothy back home
in “The Wizard of Oz,” but it will

take hard cash to restore her ruby red slip-
pers. The sparkling shoes dazzled audi-
ences of the 1939 film classic as Dorothy,
played by Judy Garland, danced down the
yellow brick road. Now the US 

Smithsonian’s Museum of American
History in Washington-where they are on
public display-has launched a crowdfund-
ing Kickstarter campaign to raise $300,000
for restoring their pizzazz.

The shoes, made nearly 80 years ago, are
in dire need of repair as well as a new dis-
play case to protect them from environ-
mental harm, the museum said. The
Smithsonian Institution-which oversees
museums and research centers in and near
Washington-receives federal funding to
support its core operations, but that money
will not cover repairing the shoes, it added.
The institution often solicits corporate and
private donations to pay for projects
beyond its budget. Conservators say the
shoes’ sequins are flaking, leaving them
more of a washed-out auburn than the glit-
tery ruby color for which they’re known.

The Smithsonian had raised just over
$85,000 as of Tuesday afternoon, with
slightly under a month left in the fundrais-
ing campaign. MGM Studios’ prop depart-
ment created the low-heeled shoes by
dying commercially manufactured low-
heeled slippers red and attaching red

sequined netting. The slippers became one
of the film’s most iconic props, on near-con-
stant display at the museum since they were
anonymously donated in 1979. Millions of
visitors view them each year, and they are
slated to be part of a new 2018 exhibition
on American innovation in music, sports
and entertainment. The Kickstarter cam-
paign is the Smithsonian’s second, after it
raised $719,779 last year through crowd-
funding to conserve Neil Armstrong’s space-
suit. The museum issued its appeal with the
words of the Wicked Witch of the West:
“These things must be done delicately-or
you hurt the spell.” — AFP

Chef Alexandre Couillon has a name that he
himself admits “is not easy to carry”. But the
man whose surname translates as “Idiot” was

named yesterday as France’s cook of the year, having
turned his family’s humble “moules frites” joint into
one of the country’s best seafood restaurants. His tri-
umph is all the more remarkable because the restau-
rant is at the farthest end of the unpretentious island
of Noirmoutier off France’s west coast, a favorite for
bucket and spade family holidays. The 40-year-old
chef, who featured on the Emmy-winning Neflix
show “Chef’s Table” last month, has built a worldwide
reputation for the simple but ingenious way he
cooks ingredients from his garden and the little fish-

ing port of L’Herbaudiere his eatery overlooks.
The first year he and his wife Celine took over the

then seasonal La Marine restaurant “we didn’t have a
single customer one night in July”, Couillon told AFP.
“You don’t come here by accident. Now we have
people coming 800 kilometers (500 miles) for dinner.
“It’s amazing... we have five or six emails from abroad
every day to book tables next year,” the fisherman’s
son added. Dishes like black oyster poached in
Colonnata lard with squid, sardine crackers and cauli-
flower ice cream and equally creative deserts using
local seaweed won over the judges from the Gault
and Millau guide who named him best chef.

The guide is France’s most trusted gastronomic

benchmark after the Michelin guide. Couillon, who
has two Michelin stars, said the couple started with
nothing. “We had pink tablecloths, old rush seat
chairs and the cutlery came from a self-service place,”
he recalled. And he insisted success had not changed
him. He would still be keeping things simple with “no
snobbishness, no truffles nor caviar”. “Nothing is
going to change. I remain an artisan. I just want to
get up every morning and keep that same pleasure
of going to work,” said the father of two. — AFP

‘Monsieur Idiot’ named 
France’s chef of the year

French chef Alexandre Couillon poses in his restaurant La Marine in
Noirmoutier-en-l’Ile, western France. — AFP photos

French chef Alexandre Couillon blows on a barbecue using pine cones in
the kitchen of his restaurant.

Kickstarter campaign aims to save
Dorothy’s fading ruby slippers

‘The Wizard of Oz’ ruby red slippers
became one of the film’s most iconic
props, on near-constant display at the
museum since they were anonymously
donated in 1979. — AFP


