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" thferent styles of hats ‘ident‘lﬁed tbe prafessmn am:l cul-
ture of the man wearing it. As a result men's hats took quite |
'3 stylish turn. The multitude of styles induded triccmé ey
bil:nne, tnp hat, mpatain, sugarluaf r.oke hat panama-ffelt- o

thatgnes “Itis the tast thing you take off and the first thmg s
thatis not:r.ed" This is t_he cuwhug-hat_ﬂ;at isa we!l kna’wn

Popularly known as Princess Di she was amassive hit among
the fashionistas. Every different occasion warranted its
particular outfit complemented by astylish hat.

The political connection

In our Asian subcontinent the act of covering the head
has existed for a long time. The difference is that it is not
like the European hats. In fact, this is more of a cap used
mainly for religious convictions as well as political norms.
Sometimes political figures gave rise to the importance of
particular caps. Persian poet Rumi, Galib as well as figures
such as Gandhi, Nehru, Jinnah etc have had their names

~associated with particular styles of caps which have become

icons in their own right. In our country we had the
“Bhashani” cap. In 1947 during the separation of the coun-
try “Gandhi” and “Jinnah” caps were favoured as brand caps
for different political parties and their supporters.

Another favorite of that era was the Rumi cap. It was a
very furry affair worn by Muslim nobility. Another similar
head attire was the Mirja Galib cap.

During the 60's a very popular style was that emulating:
political leader Moulana Bhasani. His cap made out of plant
fibres is still favoured by those who are very much into
religion. Cap traders can be seen in front of Baitul Mukarram
Mosque to display a range of Bhasani caps.

Similarly Mahatir Muhammad of Malaysia has his particu-
lar style thatis quite widely followed. It's a black velvet cap.
with golden needlework. It has become a bit of a brand
because of the power of his personality. Mahatiris known to
be the man who'has rebuilt Malaysia.

Wearing your brand

Recent trends in headwear show a gmmng inclination
toward caps rather than hats. Although fashion shows in
Paris and Milan focus more on hats. A lot of our local fashion
outlets are seen displaying hats/caps alongside the cloth-
ing material. The youth prefer caps with an endless selec-
tion of logos. This is especially true in case of cricket lovers
who like to display the team logo or their favourite country
flag on their cap.

About 40 percent of the population wears caps. These
exist under many different names such as haji tupi, kisti,
shahi, kashmiri, farzai, Saudi, napali, Burma and of course
the highly controversial Taliban tupi.

Bangladeshi made caps are quite widely exported. The
middle east is a big market for us. Various designs are cie-
ated using cotton, silk, velvet etc upon which intricate
embroidery is applied. In areas like' Lalbagh, Nababganj,
Kamrangir Char factories have been established. Iu
Bongobazaar, New Market, in front of Dhaka College caps o
all colours, shapes and sizes can be found alongside men's
clothing. '

Sticking out from the herd

Whether it is based on religious convictions, political o1
sports affiliation or simply for fashion, hats and caps luive
become quite a large part of what we wear. It sets us agarnt
form the herd. There is an old saying that if you want to get
ahead and get noticed then get a hat.
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