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Preface
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As a book on fashion design, this has been very stimulating to create. It is interesting and difficult to
try and place the right information on the page in a form that communicates clearly. There is so much

that becomes second nature during a career in design and teaching. Putting yourself back in the novice
designer’s shoes requires some searching!

Fashion is fleeting. Decision making on the kind of examples included will always have pitfalls,
potentially dating the book. But the examples are here to make points and the points will always be
pertinent regardless of any changes in technology and upheavals in the industry.

Successful design is about thinking and communicating the thoughts, on paper, or wherever, and
realising them through prototyping, solving any problems along the way. There will never be a
substitute for good ideas and these must be the focus of problem sotving.

All of the ingredients for successful design are contained herein, it is up to the individual to put their
personal design stamp on the world, whether it be by becoming a known designer, by working for a
retail chain, by supplying others with products, or by moving into new media and flying the "fashion’
flag; all areas are equally valid and require the same commitment and enthusiasm.

When starting out as a designer or student, try to dispel preconceived ideas about design, try not to
start a project with the end product as the focus. Taking the journey prescribed in this book may well
turn up surprises and delights that may never have been considered, leaving room for the new and
innovative. If each element of the process is explored thoroughly the actual development should be
very exciting and each solution always unique. The skill comes in allowing preparatory work to
influence design; how much or how little is a matter for judgement.

The book is called Fashion Design: Process, Innovation and Practice and at the risk of being repetitive
it works like this: the process has been demonstrated clearly enough and in enough ways for it to
become well established. The innovation comes from thinking in different ways, having different
approaches, by searching for something new and not settling for the ‘tried and tested’. The innovation
exercises may be used as often as desired. The practice is obviously the Fashion Careers and the Case
Study; there is a lot of information here and the links between the careers and the common elements
of design help to gain understanding and put the design well into context.

It is hoped that this book gives some indication of what is expected from the design process. Above
alt, it has been very broad in applying the process to investigating graphics and styling also.

As a student, one of the hardest aspects of study to come to terms with is the sheer volume of
information to learn. Don’t lose sight of what the short-term goals are. With every design project
completed comes more experience. Career choices need to be made along the way as the paths that
are possible are many. For instance, you could become a textile designer, or a fashion stylist, or a
womenswear designer, or a fashion/graphic designer; whatever the choice it really is up to the
individual and their skill and judgement.

Each aspect of designing fashion garments could be studied in its own right.

More than anything though, in design, there is no right or wrong solution to a design problem, it will
always have a personal stamp upon it, as long as the solution fulfils the brief in a creative and relevant

manner...

Enjoy the process, give time for innovation and you will love the practice!
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Introduction
R

The very word fashion signifies change. This pace of change shows no sign of halting and designers are
under constant pressure to maintain their creative momentum. New developments in mass production
and information technology have helped to increase this speed of change by decreasing the lead time
between design and finished stock entering the retail environment, quickly turning catwatk fashion into
high street equivalents. Brands spread their influence, constantly diversifying into new product areas.
in such an arena there is a need for well-trained designers and other personnel to take up a variety of
related career paths such as buyers and stylists.

Universities and colleges run degree courses and other specialist courses to provide a solid grounding
in fashion education. This book is intended for anyone aspiring to a career in fashion and design.

There are so many approaches to designing clothes and so many factors to take into consideration that
many beginners are daunted by the prospect; this book sets out basic principles and exercises in order
to make fashion design a logical process, providing limits from which to expand skills steadily. This
design process can be tearned.

It should also be emphasised that there is more than one path to take when developing designs and it
is the individual’s input and the forming of their personal philosophy which helps to decide on the path
taken. This philosophy develops with experience as does the ability to tell good design from bad, how
materials are best used and handled and what is a long-term trend or a fad. Lack of experience need
not be a barrier; being observant and aware of what is happening in the world can feed into design.
Being enthusiastic, keen to learn and having an enquiring mind is a necessity.

The book presents an overview of what is involved in studying and becoming a designer in the
contemporary fashion industry. It is intended to show the breadth of the industry rather than in-depth
views of any particular area. For reasons of size it does not set out to be, nor could it be, fully
comprehensive in its contents. Its aim is to pull together in one textbook the basic knowledge and skills
necessary to begin designing. Once some experience has been gained in design, the book sets out the
possible career paths that graduates of design can enter.

The various stages of the design process from colour to embellishment are investigated. Colour is an
enormous part of what makes a design work and can be dealt with only in very simplistic terms here
because the book is published primarily in black and white.

In addition research inspiration, direction, design development, how to plan collections and ranges and
promotion are also covered.

This book uses a variety of problem-solving approaches to encourage the development of innovation,
experimentation and versatility. What is often referred to as ‘flair’ is analysed through a logical
approach so that anyone can improve their skills with the exercises included. The innovation section
can be applied to virtually any area of design and product development and the exercises can be used
over and over again.

The design process indicated here of research, development and prototyping is as valid for the
promotional and graphical side of design as well. The ideal would be that this process becomes second
nature to the designer.

The analytical problem-solving approach is illustrated in a case study located in the second half of the
book, where a hypothetical design brief is developed from concept to product and promotion, setting
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out the skills and strategies utilised. More emphasis is put upon paper-based development, with the
beginnings of prototype development. It is inevitable that the case study will date, and some other
examples also, due to the nature of the research material, the fashion direction and final designs, and
the silhouettes, print and pattern. However, the basic process still holds true. We have endeavoured
to use classic and simplistic designs as examples that itlustrate a point rather than complex designs.

Consideration is also given to the portfolio and a chapter deals with the types of career available within
the fashion industry in an attempt to provide some sort of direction to graduating students, or students
who are taking up work placements within the industry. The careers are written as if the graduate is
just beginning their career so that titles such as assistant designer or assistant buyer are used.

Because we are dealing with the basic design process there is not space here to discuss pattern cutting
in depth. However, pattern cutting is an implicit part of the process and, as with many other areas
discussed, it could be that ‘creative cutting’ and construction is the direction that one may take as
opposed to designing garments that are, for example, ‘print based’. Often the amount of construction
included in garments becomes a ‘fashion’ issue as does the input of all the other areas mentioned.
Further reading into pattern cutting is recommended.

There are many books on the theory of design. Questions concerning what makes a good design or what
is good taste are part of an ongoing debate in the design world. This book tries to avoid semantics
where possible in order to simplify the process, to be practical, but does try to place fashion in a
contemporary design context.

Opposite is a simplistic flow chart indicating the way the book works in explaining the design process
and also the logical progression of the process from researching ideas to choosing a career in the
industry.
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Analysing the Brief
HitRESH

Before work is begun, it is very important to understand exactly what is required for a client or project. Reading
a brief and carefully dissecting it can make the difference between a success or a failure. Asking the right

questions is essential!

Brief:
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Suggested argas of consideratjon:
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Silhouette
Fabrication
Colour
Pattern/Texture
Graphics
Presentation

Fashion direction!!!

i What are you being asked to do?

. How are you expected to do it, in terms of '

: format, presentation, and layout?
i How much work is expected?

i Have you been given a deadtine?

i Can you impose a timetable of tasks?
i How will you break down the tasks?

i Is a shop report necessary to gain a better

understanding of the market?

Is the shop report going to be directional or

comparative?

Do you need to look at other material such as:

; historicat, cultural, artistic inspiration?
i Which season are you designing for?

Are there any special considerations, for%

example designing children’s nightwear?

‘U
Lot 30-60 reqrs Ay I
£ L

\\‘,ooeﬁg\:o —p Neeo o PLAN TTiIME
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i What will you use for fashion direction? i
i Are there any magazines that you need to ;
refer to? '
i What type of fabric and finish are required?
i Do you have to source the fabric as well as ;
choose it? :
i Do you need to include samples of finishes? i
! Have you got a firm idea about the colour i
i story, fabric story, silhouette, details, i
H pattern and texture?

i What style of execution is required? :
i Are you free to interpret the chosen market in :
the way you see fit?
i Can you use inventive presentation and media :
: techniques? :
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Analysing the Brief
RitiRES

By Dr Kevin Hilton

The analysis of a brief should start with deconstruction but end with reconstruction. Breaking down a brief
allows you to try to determine what the client believes they want and, more importantly, to identify what the
client actually needs. Briefs can often be ambiguous when the client attempts to describe what they may feel
the issues are.

If you look at riddles and lateral thinking questions closely, you will notice that there are often three
types of content within a question/brief structure:

* Key elements, which frame important points positively or negatively.

. Situational elements, which are of secondary importance but help to set the context for the
key elements.

«  Distracting elements, which serve only to distract from the key elements.

Distracting elements must be identified quickly and discarded in order to clarify the structure of the
brief and to identify the key elements. Once these are determined, the brief needs to be reconstructed
with a clear context, described by situational elements, setting the scene for designers and the client
to then understand the key elements. Sometimes it may help to use association and metaphor if
situational elements rely too heavily upon specialist experience for the key elements to be fully
understood.

Once you have written a clear context for the brief and taken a design or innovation approach to the
process, you will need to conclude the brief by qualifying your intent with an ‘Actions List’, for the
benefit of the designer as well as the client.

It should be noted that ther«: are two different approaches to this deconstructive and reconstructive
process of brief analysis. Des’ . takes a problem identification approach which is a reactive approach,
looking to identify and solve key problems to create a better product or service. Innovation, however,
takes a proactive approach by opportunity identification, to change the way user needs are served by
products or services, avoiding problems through the innovation.

In order to deconstruct and reconstruct a brief, with either a design or innovation approach, it may
become apparent, especially within an innovation context, that more market knowledge is required in
order to proceed with any certainty.

From your first pass at reconstructing the brief it should become apparent what research direction
is required. Try drawing up a mindmap to clearly log your approach and research findings. Start the
map with the key opportunities and/or problems and then begin to expand upon these with related
issues. As your research continues in parallel and your comprehension of the market-area opportunities
improves, you will need to transfer the new information to the map to keep it up to date. There are
many different approaches to mindmapping, the divergent approach being most common, but try a
networking approach by creating links between those issues that are related to more than one element.
By this networking method you may become aware that some of the apparently minor issues are quite
key to a lot of elements within the whole context.

The mindmap acts as a reflection point, but you will need other tools as part of your process; for
instance try creating a generic checklist of issues that will need attention. Also, always keep a
notebook close at hand for data, questions and ideas. Short-term memory is often unreliable.

Your research approach should be fully logged with images, swatches, reference material and other
relevant data, neatly filed for quick reference and clearly written so that anyone reading the project
can easily determine your present position and how you got there.

I B 0 0 0 ] R m—m—mE————————————




Innovation
fIFh

By Dr Kevin Hilton

This chapter describes the process of innovation in a series of steps that are intended to help you appreciate
what innovators do, and to show you how easy it is to become an innovator. Here is a definition:

Innovation is when an inventor develops a product or process, which successfully changes the way we do
things.

There are two types of innovation. There is original and incremental. An example of original innovation would
be the Sony Walkman because there was nothing quite like the Walkman prior to its production and it has
changed the way people listen to music in public. An example of incremental innovation would be a Vauxhall
Zafira because whilst it is an additional people-carrier in the marketplace, it has changed the way space can be
used inside a vehicle by the way that its rear seats can be folded down flat for storage.

Innovation runs in cycles where the successful original innovation may get incrementally innovated
many times before its marketplace eventually disappears because either the need ceases, or because
we develop another original innovation that totally changes the way we do what we did before.

The process of innovation may also have a number of cycles within it. For instance, the process of
dreaming up a possible solution may take place a number of times before you are happy to proceed to
the next step. You may also run a number of prototypes of a concept before you are satisfied you have
a design that someone would want to buy.

Success

Opportunity

The innovation cycle describing the innovation process fi§FfEH#iR 7 alHaTE




