S

K

3E H
ANG

\

.__m—r-—l-ll'-l
SRR LELY L]

ol

AS
E D

f  HASWASHION?Y
.. _r.i: ' " ._‘.,:l FI
o | A perspective on women,

wardrobes and the new
| - rules of relevance

_"———_
- - -

Align perspectives | Womenswear

—_—

ALIGN.CO

Clarity. Alignment. Confidence.



Fashion Has Never
Offecred Women More

More choice. More newness. More inspiration. More ways to shop.
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But the woman on the other side of that system has changed.
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She isn't starting again every season. She's starting with a wardrobe already shaped by
previous purchases, different versions of herself, things she loves, things she needs and

things she hasn't quite worked out how to wear yet.
She is constantly adding, editing, rediscovering and reconsidering.

Perhaps the biggest shift in womenswear isn’'t what women are wearing.

It's how they decide what deserves a place in their wardrobe.




“I'he industry keeps
Starting again. She doesn't.”

ALIGN PERSPECTIVES



1he Disconnect

The system and the woman are out of sync.

Fashion still largely organises itself around:

Seasons / categories / trends / drops / newness

But women don't experience fashion that way.

She sees something on someone. Rediscovers something she owns.
Saves an image. Needs an outfit for Friday. Notices a colour everywhere.
Changes her shoes and suddenly wants a different trouser.

Her wardrobe evolves through:

Need / desire / discovery / reinvention / replacement / repeat

The collection may reset. Her wardrobe keeps
evolving.




From Buying |o
Building

A new purchase doesn't arrive into an empty wardrobe.

It enters a wardrobe already full of relationships.

A new shirt can revive an old trouset.

A different shoe can change the relevance of three dresses.
A colour can make last year's silhouette feel right again.

One new proportion can change what she wants to wear above and below it.
Own » Add » Update » Contrast » Replace » Repeat

New product doesn’t only add to the wardrobe. It can change the way the rest

of it works.

THE VALUE OF A PRODUCT MAY ALSO LIE IN WHAT ELSE IT MAKES RELEVANT.




1he Woman

One woman. Many versions.

We've spent years trying to define women through increasingly precise

consumer profiles.

But a wardrobe often tells a more complicated story.

The same woman can want restraint and expression. Investment and
Impulse. Familiarity and experimentation. Something practical today and

something completely irrational tomorrow.

Her wardrobe doesn’t need to represent one version of her. It needs to

accommodate many.




I'he Woman - Fashion Relationships

THE EDITOR THE SHAPE SHIFTER THE REALIST THE COLLECTOR

Curates carefully, adding only what brings Uses fashion to explore different versions of Wants fashion, but it has to work within the Chooses with emotion, building a wardrobe
something new to what she already owns. herself rather than one fixed aesthetic. reality of how she actually lives and dresses. through pieces with personality, story and
meaning.
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Not four different women. Four different relationships with fashion that can exist within one wardrobe.




"“Women haven't
stopped wantling newness.”

They've become more selective about what deserves to feel new.



Newness Has A
New Job

Women still want discovery. Transformation. Aspiration. Desire.

But greater access to fashion has changed the threshold for what feels genuinely worth
adding.

Newness can come from:

A changed proportion.
An unexpected colour.
A different fabrication.

A familiar item behaving differently.

Sometimes the smallest shift creates the biggest change in how the wardrobe

feels.

What's The Smallest Shift Capable Of Changing The Wardrobe?



1T he Wardrobe
lrigger

Not every purchase needs to do the same job.

REFRESH

Makes familiar pieces feel current again.
UNLOCK

Makes more of what she already owns wearable.
SHIFT

Changes proportion, silhouette or styling.
SIGNAL

Makes a new direction immediately visible.

NEED
Answers a genuine wardrobe requirement.
DESIRE

The irrational one. She simply wants it.

The same product can be a Signal for one woman, an Unlock for another and pure

Desire for someone else.

Knowing what's moving is one thing.

Understanding why she might want it is another.

The same product can be a Signal for one woman, an Unlock for another and pure

Desire for someone else.



1he Missing Middle

The middle is where fashion gets lost..

Not everything needs to be Core or Fashion.

Much of the product that actually moves a woman's wardrobe forward sits somewhere

between the two.

The slightly different shirt.

The trouser with a changed proportion.
Brown replacing black.

The familiar knit with a new neckline.
The jacket with a softer structure.

Nothing revolutionary.

But enough to make her reconsider how she wants to dress.




Core « The Relevance Layer » Fashion

“Notl basic. Not statement.
Relevant.”

The opportunity isn't always identifying the biggest shift. It's
understanding the degree of change the customer is ready for.



Brands Worth Walching

Different ways of earning relevance - not four brands doing the same thing well. Four different relationships
With the wardrobe.

COS — EVOLUTION MIU MIU — INFLUENCE DOEN — EMOTION UNIQLO — ENABLEMENT

Moving familiar wardrobe categories forward through Creating product and styling signals powerful Building desire through recognisable product codes, Creating pieces that become part of how the

proportion, fabrication and styling without constantly enough to change what suddenly feels relevant storytelling and belonging. A reminder that relevance customer dresses rather than prescribing how she

asking the customer to reinvent herself. beyond the brand itself. isn't always rational. should dress.

Different Models. One Important Question.
What Role Does Your Brand Want To Play In Her Wardrobe?



From Range 10
Wardrobe

A range can be balanced by category and still feel unbalanced
to the customer.

Alongside how many and which products, what if we considered the role each one
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plays?

ANCHOR

Establishes the wardrobe.

CONNECT

Makes other pieces easier to wear.

SHIFT

Moves silhouette, proportion or colour forward.
SIGNAL

Makes the season visibly hew.

DESIRE

Creates the emotional pull.

A range full of Signals can feel exhausting.
A range dominated by Anchors can feel static.

Desire without Connect can create great imagery, but little reason to build beyond the

hero piece.

Range Architecture Tells Us What's There.

Wardrobe Architecture Asks How It All Works Together.



Newness In Better
Places

Perhaps the question isn't more or less newness
The industry conversation often becomes binary.

Core or fashion?

Continuity or change?

Longevity or trend?

But not every category needs to move at the same speed.

Some need to lead.

Some need to evolve.

Some need to connect.

Some simply need to remain dependable.

The opportunity is understanding where change creates the most value.

The Best Range May Not Have More Newness. It May Have Newness In Better Places.




Ihe Align Lens

Relevance is specific.

A trend can be true and still be wrong for your brand.
A signal can be accelerating and already feel familiar to your customer.
A global direction can be culturally important but commercially premature.

And a seemingly small shift can be more valuable than the season’s loudest idea.

Which is why foresight can't stop at identifying change.

It has to understand that change through the lens of:
Brand / Customer / Category / Market / Timing

The question isn't simply:

What's Next?

What's Next For Us?




Women haven't stopped wanting the piece they weren't looking for. The colour they suddenly
can't stop seeing. The thing that makes them feel different when they put it on.

That emotional relationship with fashion hasn’t disappeared.

“The future of womenswear
Isn't about predictling
Fverything she might want.
IU's about understanding
What will change
The way she dresses.”

The wardrobe has changed. Has fashion?



Ihe wardrobe has changed, has your range
changed with it?

The question isn't simply what's next?

It's what change matters most to your customer and where should it show up
across product, range and retail?

Book a 30-minute conversation
A focused discussion on what these shifts could mean for your business.

alicnco.co.uk | info@alignco.co.uk | LinkedIn

ALIGN.CO

Clarity. Alignment. Confidence.



