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View of dolls displayed for sale at the ®Nino
Uribe® traditional Mexican store in Mexico
City. — AFP photos

From animal print ensembles to
lacy hoodies and flared silky
slacks, Arab men on Thursday got

their first ever fashion week, with the
three-day event showcased virtually
online. Designer Furne One of Amato
Couture, loved in Dubai for his ethereal
designs, opened the unprecedented
event with a fall/winter 2021-2022 col-
lection entitled “The First Temptation”.
Set in the desert, the models all wore
white, including lacy hoodies and
pants. The traditional dishdasha robe
worn by men across the Arab Gulf was
featured, but revisited with a slit down
the front.

“The world around us is changing,
so too are attitudes towards fashion,
and nowhere more so than in the

Middle East,” said Mohammed Aqra,
chief strategist at the Arab Fashion
Council. “Arab Fashion Week-Men’s
presents the breadth of menswear
beyond formal attire and street wear
and paves the way for men in the
Middle East to embrace a more adven-
turous wardrobe,” he added. The coun-
cil organized the event, which will be
broadcast on YouTube for the three
day duration, to showcase some 15
regional and international designers,
including from France, Britain, Iran and
Lebanon.

Also on show Thursday were “Puro
Teatro” (pure theatre) creations by
Spanish designer Arturo Obegero,
including high-rise pants, tops with
crinkly waists and others with huge

bow ties hanging from the back. The
first day of the Arab men’s fashion
week also featured designs by
Zardouz, including animal print shirts
and pants, as well as others by
Anomalous and Boyfriend The Brand.
Based in Dubai, the Arab Fashion
Council represents all 22 members of
the Arab League and is already behind
the twice-yearly Arab Fashion Week,
now in its 14th edition. The council
aims at promoting regional designers
and the industry across the globe.
According to the Dubai Chamber of
Commerce, menswear dominated the
UAE apparel sector in 2018, amounting
to $12.3 billion in sales. — AFP

Faced with the shutdown of his tour-
ing shows due to pandemic restric-
tions, Canadian il lusionist Luc

Langevin reached far up his sleeve and
developed a new trick-interactive virtual
performances. “The pandemic forced
me to find a new way to do magic,” said
the 37-year-old Canadian. Langevin,
who gives performances in French,
used to regularly travel to Europe with a
team and piles of equipment for shows,
including in France where television
appearances helped make him famous.
The pandemic and resulting cancella-
tions of live shows forced him to rethink
things, he told AFP.

Like the martial arts he learned as a
child, Langevin “used his adversary’s
strengths against him.” “The pandemic
forces us all to be in front of screens, so
I thought to myself: how can I amaze
people in this context? “ he said. From a
small studio in Montreal, he has found
success with virtual shows. His large
travel trunks are now stacked against a
back wall of the studio in a former facto-
ry. On a magician’s table sit various
items for his tricks-a deck of cards, a
lemon, a nut and a knife.   A camera fol-
lows Langevin around the room for just
over an hour for his show
“Interconnected.” “All of the acts are
very interactive,” he said.

About 20 spectators with “premium”
tickets appeared on the edges of the
screen. Langevin called out to them,
asked them to name an object or a card
that he then revealed. He used a magic
scarf to turn Donald Trump into a
cucumber. During the show, audience
members received an email which he
implored them “not to open right away.”
It contained information to be offered by
audience members that he had already
“guessed.” Some may be disappointed:
There were no amazing levitations,
poetic storylines or soaring music like in
Cirque du Soleil (with which he has col-
laborated), and sometimes a few glitch-
es-”Eric, your microphone is not

plugged in,” he told an audience mem-
ber. “Great show, too bad some tricks
fell flat,” commented Mikael Turpin in
one of the few bad reviews of the show
on social networks.

Virtual audience participation 
The idea for the new show was to be

“close to the people” with a virtual audi-
ence that participates and influences
the show, giving it an air of originality,
according to Langevin. “I was wonder-
ing, would people be prepared to pay
$25 or $55 for a one-hour online magic
show, with all of the cheap entertain-
ment available on Netflix, YouTube and
social networks,” said the artist. The
answer is yes, he added. The show
launched at the end of 2020 and was
initially to run for two months. But it has
been a hit, selling out the first 40 shows,
and demand for upcoming performanc-
es continues to be strong. “The show
will go on as long as there’s a demand,”
Langevin said.

With only two paid technicians and
an average of 850 spectators per show,

“we became profitable much faster than
we thought,” he said. “All the shows are
done here, there’s no big tour buses, no
hotel rooms, no per diems to pay my
entourage...” And it’s helped to expand
the illusionist’s reach. “I can do a pres-
entation for Europe at 2:30 pm-but over
there it’s 8:30 pm. 

After that I can go back to my house
to eat a meal with my family and come
back in the evening for a Canadian
show,” commented the married father of
a young boy. So has the pandemic
been a boon for him? “One can see it
that way,” he said.  Next up: an English-
language version of the show for the
United States and Canada. And when
pandemic restrictions are eventually lift-
ed, Langevin said he may continue per-
forming virtually, interspersed with live
in-person shows. “It’s magic that is very
different. The two products can coexist,”
he said with a smile. — AFP

Canadian illusionist Luc Langevin hides a
lemon under a coffee cup before making it
disappear during rehearsals for a new
livestreamed magic show from his Montreal
studio. — AFP photos

Canadian illusionist Luc Langevin sets up a
card trick at his Montreal studio with a deck
featuring images of French celebrities.

 Canadian illusionist Luc Langevin rehearses a new trick with playing cards, for a new livestreamed magic show from his Montreal studio. 

Baby Jesus dolls
help raise COVID
awareness 
in Mexico

Wearing miniature face masks
and clutching tiny bottles of
hand sanitizer, dolls represent-

ing the baby Jesus are being given a
COVID-19 theme in a pandemic-era
twist to a Mexican tradition. Every

February 2, Mexican Catholics mark
Candlemas, the day when according to
their tradition Christ was presented in
the temple in Jerusalem. It is usually an
occasion for families to celebrate and to
dig deep into the imagination to create
new outfits for baby Jesus dolls. This
year’s trend is “COVID Child”-a sign of
the times in the Latin American country,
which has reported more than 150,000
coronavirus deaths, one of the world’s
highest tolls.

At a store in Mexico City’s historic
district, dolls roughly the size of a new-
born baby peer out at shoppers from
behind their small masks and face
shields. Some are dressed in medical
gowns while others wear white laborato-
ry coats and even stethoscopes. The

idea is to “pay tribute to the doctors and
nurses who are on the front line of this
pandemic,” said manager Felipe
Garrido. “It’s also to raise awareness so
people understand that this is not a
game and that we’re going through a
very difficult situation,” he added. “As
we’re very religious people, when we
leave home and do the sign of the cross
and turn to see the baby Jesus it
reminds us that we must leave with a
face shield, mask and hand sanitizer.”

Protecting loved ones 
Despite a partial lockdown in the

capital, customers still trickle into the
store and others like it to buy the pan-
demic-themed clothes for their dolls.
Aline Villegas, a 26-year-old physiother-

apist, was buying “COVID Child” for her
father, a doctor, who always puts a
baby Jesus on an altar in his office.
“He’s helping many patients with
COVID-19, and I’m protecting him,” she
said. Previous themes for the baby
Jesus dolls include football players, to
the consternation of the Catholic
Church.

Inside the store, social distancing is
strictly observed and the entry of cus-
tomers is controlled.  But outside is a dif-
ferent matter. A crowd, including many
people without masks, throngs the
streets. Shops have been allowed to
reopen in the historic center despite the
suspension of non-essential activities in
the capital, where coronavirus cases
continue to soar. Those infected include

67-year-old President Andres Manuel
Lopez Obrador, who after months of
refusing to wear a mask announced on
Sunday that he had COVID-19, though
he said his symptoms were mild. Mexico
City authorities say the spike in cases is
largely due to people gathering during
Christmas and the New Year, despite a
plea from the Church for people to mark
the occasion at home. — AFP

Happy birthday! 
Mr. Men books
turn 50

It’s an occasion that might make even
Mr. Grumpy crack a smile. The colorful
Mr. Men children’s books are celebrat-

ing their 50th birthday. The popular series
has now entered its sixth decade in 2021,
surviving its British creator Roger
Hargreaves thanks to the dedication of
his son. “It is an amazing fact that we’ve
reached half a century, it’s a very long
time for a series to be so successful,”
Adam Hargreaves told AFP. 

The books’ enduring popularity after
the first story’s publication in 1971 is an
indication of “how strong my father’s idea
really is”, he added. The younger
Hargreaves played no small role in the
genesis of the Mr. Men and the Little Miss
series that followed, whose characters
are named after the emotion or behaviour
they embody. It was his own childish
question-”one of those impossible ques-
tions that children like to pose to their
parents,” he said-that prompted his father
to draw the first Mr. Men character. “My
question was: ‘what does a tickle look
like?’” Hargreaves explained. 

In response, his father drew a little
orange man with a blue hat and arms of
incredible length. Mr. Tickle was born.
The character became a book, and that
book, in turn, became a runaway suc-
cess, even leading to a television series
narrated by “Dad’s Army” actor Arthur
Lowe.  Over the following years, Mr.
Tickle was joined by a cohort of friends,
including the perpetually smiling Mr.
Happy and the accident-prone, heavily
bandaged Mr. Bump. The Little Miss
series followed 10 years later.

Global success 
Since their inception, some 250 million

copies of the small square books have
been sold in 30 countries around the
world, from Britain to China, and translat-
ed into 17 languages. Hargreaves said
that his father had always been ambitious

about the books and saw the potential of
the series.  “But in terms of whether he
thought it would have lasted for 50 years I
don’t think he could have imagined that,
half a century on,” he said.

The success of the Mr. Men and Little
Miss series was not always assured,
however, and could have come to an
abrupt end when Roger Hargreaves died
suddenly at the age of 53. Following his
father’s death, Adam, who had always
loved to draw, decided to take on the
books himself. “One of the most difficult
things was actually taking on board the
idea of creating something,” the 57-year-
old said. “There was a kind of reluctance
on my part to actually create anything
new. And I just saw it as my dad’s idea,”
Hargreaves added.

But he did go on to create new char-
acters and finds inspiration for them often
in the world around him. Fans are cur-
rently being asked to vote on mrmen.com
for two new characters to join the gang in
Happyland. Hargreaves still finds himself
returning to his father’s books when he
feels stuck for ideas. “I think a lot of peo-
ple might have thought it was kind of
quite difficult to do emotionally,” he said
of following in his father’s footsteps. 

“But actually, I found it quite comfort-
ing, because it sort of brought me closer
to him.” There are some things Adam
refuses to change: the “unique style” of
his father’s drawing, the interior decora-
tion-”definitely stuck in the 70s” and the
“old-fashioned” rotary telephones. He
believes the strength of the Mr. Men and
Little Miss books lies in their timeless-
ness.  The characters are “based on a lit-
tle bit of us, our emotions and our charac-
teristics. And obviously, those don’t
date”, he said. “Children are looking at
the Mr. Men, Little Miss series in exactly
the same way as they were 50 years
ago,” he said.  “So, conceptually, the
idea doesn’t need to be updated or mod-
ernized.”

Next generation 
The core ideas of the books may have

remained the same but the series has
also moved with the times. In recent
years, Hargreaves has put characters
from the BBC’s popular science fiction
series “Doctor Who” into the books and
members of pop group the Spice Girls.
During the Covid-19 crisis, the books
have also played an important role. 

“Through this pandemic, Mr. Men and
Little Miss have helped children under-
stand how they feel,” he said.  “Mr.
Grumpy will show them what anger is
and show them how to deal with it, in a
very kind of funny and amusing way,”
Hargreaves added. A father now himself,
Hargreaves said he had no plans at pres-
ent to put down his brush.  But he hopes
that when retirement does beckon the
series might stay in the family. “You never
know, there might be another generation
of Hargreaves drawing and writing Mr.
Men in 50 years time,” he said. — AFP 

An undated handout picture shows Adam
Hargreaves, son of Mr. Men creator Roger
Hargreaves working on a character.


