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London-based entrepreneur and fashion designer, Maysson 
Al Otaiba is paving the way for Arab crossover fashion and 

has her heart set on the UAE next.
Words by PRIYANKA PRADHAN
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abat. Abu Dhabi. 
London. You will 
instantly guess at 

least one of the cities fashion designer 
Maysson Al Otaiba has lived in just by a 
look at her work. Having grown up across 
three continents in her 26 years, her 
designs refl ect a multicultural identity as 
she aims to stay true to her Arab roots 
while keeping in touch with her western 
sensibilities. 

For instance, in a throwback to her time 
growing up in Abu Dhabi, from her 
previous collection Maysson incorporates 
little gold discs into several of her 
designs—a symbol of the heritage she 
borrows from traditional Emirati 
jewellery. Maysson uses these discs as 
embellishment and details as a way of 
paying tribute to Emirati culture, which 
she has grown up observing from close 
quarters. It is little wonder then, that 
more than a third of her clients for her 
London-based eponymous luxury label, 
MAYSSON, live in the Middle East. 

“There is a strong connection between London, Dubai and Abu 
Dhabi,” she says. “The fashion industry in the Middle East is a 
multicultural community, interconnected through its past and 
present. It is evident that there is a fashion revolution taking place— 
particularly in the Emirates—where there is a growth of local and 
international fashion businesses.” 

As she builds her network in the UAE, she’s hoping to appeal to 
women who are independent, confi dent and elegant, which also have 
an intellectual side. According to Maysson, the label caters to 
sophisticated women who are well-traveled and appreciate the 
nuances of contemporary trends as well as Mediterranean and Emirati 
cultures.

But it wasn’t easy for Maysson to start a luxury brand from scratch at 
the age of 24. “It’s one thing to design, but when you have your own 
brand you need to learn many facets of the business very quickly—
from the fi nancials to the marketing,” she says. “ It can be intense, so I 
had to focus on time management. The more organized you are—it is 
that much more you can fi t in. My debut collection—from design 
conception to the marketing collateral—was produced under very tight 
time scales!”

The brand represents the melding of two cultures to create a new 
fashion statement. “This is the fashion approach we take at MAYSSON 
through our ‘east meets west’ design philosophy,” says the designer. 
“We are inspired by western classical forms and traditional 
mediterranean and Middle Eastern culture.” It is thus important for 
MAYSSON to create timeless pieces that can be worn year after year, 
while also remaining contemporary. “I have the elegant Emirati 

R woman in mind when I design my 
clothing—classic yet melded with modern 
style,” she says.

 For Maysson’s new travel capsule line 
available in April, she used black discs as a 
special detail for MAYSSON’s denim 
separates. “I am excited to incorporate 
Zelij, the mosaic art form, and use the 
trendy Moroccan concept to refl ect the 
UAE’s international fabric,” she adds.

Yves Saint Laurent is one of her favorite 
designers. “He inspires me,” she says. “My 
tailored pieces are a refl ection of the 
designs he initiated for female power 
dressing. He was the fi rst designer to 
create ‘Le Smoking’ jacket and tailored 
trousers. He understood the woman and 
took her into consideration when he 
infused Arabic and French cultures into 
his designs.”

As much as Maysson enjoys being an 
entrepreneur, she’s a creative at heart and 
fully understands the need to let loose 
once in a while allowing her creativity to 
fl ow.  It goes without saying that she is also 

fashion-savvy, aware of the trends yet also appreciates the classics—
just like her clients. “Overall, our clients are strong ladies who are 
business oriented, love to explore and live like there is no tomorrow,” 
she says. “When you work in a creative role the limitations of a 
deadline are not always welcome,” she explains. “ I like to take time to 
disconnect, to soak up my surroundings and really think about what is 
inspiring me at the moment, and ultimately, how I can then translate it 
into a way that is wearable and fl attering for a woman. It is wonderful 
when you see how a woman can be transformed by design and the 
confi dence that clothing can give her,” she adds. “It is the client’s 
satisfaction that is the best part of my role as Creative Director.”

The ambitious creative director has big plans for MAYSSON in the 
coming years. “In the next fi ve years, I hope to obtain my PhD and 
develop my brand by expanding it globally,” says Maysson passionately. 
“I plan to stock my brand in di� erent boutiques in the Middle East and 
internationally, while also expanding the product range. We’d like to 
eventually develop MAYSSON into more of a lifestyle brand for our 
female clientele.” 

Additionally, she would love to design an outfi t for H.H. Queen Rania 
Al Abdullah. “She is an icon for all Arab women and her style is chic and 
e� ortless,” says the designer who has her heart set on designing for a 
strong-minded and high-profi le Arab woman. Going by how far the 
label MAYSSON has come in just a year and a half of launching, it won’t 
be surprising to see just how she steers the Arab crossover fashion 
juggernaut deftly into the future.
 Follow MAYSSON on instagram @mayssonltd and online maysson.com
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