
HOW TO START YOUR FASHION 

COLLECTION  

 

Pt.1: Finding Inspiration 

 

When you completed your fashion design degree, did you step into the industry 

world with the same question that plagues all our creatives: what now? Fashion 

school taught you about pattern grading, sewing, drawing and draping. You could tell 

everything about fit; your education, however it didnt’ prepare you to actually start a 

successful clothing line! This document will guide you into the journey of creating 

your own fashion collection.  

Where to find inspiration and how to get inspired 

Inspiration is everywhere: from an old photo to what your Gran wore on her wedding 

day to your favorite film. Inspiration comes in many guises and forms: some 

designers have taken inspiration from a single colour, a single flower or even a quote 

from a book! Be open to what you can discover for yourself when being creative, as 

this will open the door to really discovering something ingenious that says a lot about 

you. 

But what is it, that truly inspires you? 

What excites you about yo that you can tell the world? Have a look at where your 

passions truly lie. How can you make this the focus of a full collection, that will 

engage and inspire others to buy your clothes? 

Are there any aspects of your childhood memories, you have a strong affinity to that 

says a lot about who you are as a person? People ultimately buy from people, so the 

most authentic story you tell through your clothing will be the most successful. 

Looking at trends 

There are many resources to look for an indication of current and future trends, for 

upcoming seasons. Some of these includes: 

 

International Catwalk Collections: The main collections are in London, New 

York, Paris and Milan, twice yearly. These catwalk collections by high-end fashion 

designers are seen as the crème de la crème of the fashion world. Large coverage is 

given by the world’s international media, so it’s an incredible important fixture in the 

fashion calendar. The key trends of any given season are set here. 
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As these collections are produced by high end designers, the other markets in the 

fashion sector such as the high street market look at the international catwalk 

collections, as a key source of inspiration and creativity. The trends taken from the 

international collections are then filtered down to produce a more “pared down” 

silhouette and style, suitable for their own customer base. 

 
Trend Books and Publications/Online Trend Services: These are trend 

prediction services for the current and upcoming seasons. The beauty of using such 

services, is that the research and filtering of the trends from the international 

collections is “done for you”. 

Many of the prediction services whether physical book or online e-book will produce 

an analysis, sometimes 18 months- 2 years ahead. This can include fabrics, colour 

palettes, key silhouettes, print and graphics and represent what the key trend stories 

will be for that particular season.  

 

Street Fashion and Culture: One aspect of looking at trends which is often 

overlooked is to consider the style being perpetuated “on the street”. Often this is a 

good indicator of current micro trends happening in the culture linked to it at the 

time, (such as films and books) or celebrity style. 

 

When observing street style it’s clear to see that people often have a way of dressing 

that is highly individualistic and “one of a kind”. This is a great way of finding 

inspiration for the creative, looking for new ideas in fashion design. 

Picking the best trends for your collection 

Once your research has been fully completed, have a close study to see which areas 

you would like to focus on, that would further the conversation for the next stage-the 

design process. The key is adapting trends to your brands, personalizing them and 

making them work for your customer. 

 

We will never really know what will happen in 18 months-2 years as fashion is 

constantly changing, but if you have collated enough trends from different sources, 

you will gain a good insight into what will look right for the season you are going to 

be designing for, in terms of key silhouettes, fabrics and colours to choose. 

Bonus Tip: 

Devour fashion blogs and designers’ biographies, follow the top street style 

Instagrammers, and subscribe to fashion newsletters to stay inspired and catch 

trends before they emerge. And be social: if you know how to use social media to 

your advantage, it can become an excellent tool that will help your brand entering 

into the business world. 
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Pt.2: Fashion Branding 

 

When does a sneaker become more than a sneaker? What makes a consumer choose 

one seemingly identical gown or coat or swimsuit over another? Emotion. Fashion 

branding at its best, speaks to its intended audience like a BFF- it, like, really gets 

you. And in fashion, it stands up for you, becoming the outward-facing expression of 

your personality. In this chapter of our guide on how to start your fashion collection, 

you will nail branding for your own label. 

For small brands and emerging designers, widespread logo recognition is an 

unattainable (or at least very far-away) goal. But branding is more than a logo. It 

encompasses values, voice, and design choices that run like a continuous thread 

through product and packaging and online presence. Good branding is storytelling – 

a consistent and continuous message, weaving meaning into every piece. 

What do you want your collection to convey and 

what are its brand values? 

You have to find what is the context for what you are creating. In other words: what 

are your core objectives. What contribution will your brand make to the lives of 

others? Get the bigger picture here: what are you dedicating to creating and what do 

you want your brand to convey to people? 

Create a Mission Statement for your company or 

brand 

This gives perspective and develops a wider “why” to what you will create. Put this 

somewhere visible you can look at every day. When the going gets though, as it 

inevitably will do, this will keep you grounded and give you the realization of why 

you started your company in the first place! Think outside the box and find 

something that is in line with your aspirations. 

How are you going to make a difference 

What is your USP- unique selling proposition? How are you going to make your 

brand stand out from all the others to fit into who your target market is? Perhaps 

you are eco-conscious, manufacture solely in Italy, or use speciality leather fabrics. 

Whatever it is, is this enough to create your USP? 

Continually have a look at how you can improve on your USP to really make a clear 

definition as why someone needs to buy from you, as opposed to your 

competitor brands. 
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What do you want your collection to say to your 

customer 

What are you solving for your customer? Talk to two or three people you could 

consider as advocates of your brand and find out what inspires them. Also find out 

what clothes they would like to wear and buy. This can be used as part of your main 

research when you start to design and develop what your clothing will look like. 

Bonus Tip: 

What do they look like, what they like doing and what are their wants 

and needs 

Create a visual mood board (s) of who your customer is. Really go to town and collect 

relevant imagery of what sort of flat/house they live in, the kind of food they like to 

eat and even go right down thinking about what job they do or what sort of partner 

they have! 

What are the “hero” brands that they aspire to and currently buy for themseleves? 

Have a look at what could be missing for them, that they are desperate for that the 

other brands they buy do not have. In the noisy world of fashion, consider finding 

niches or filling gaps in the industry. 

Definition of age group 

This is often left to a very broad age group say 18-45. This generally doesnt’t work. To 

create something that is going to sell and be successful, really honing down who you 

are targeting to, is the key element here really. 

Have a detailed look at who is going to be interested in what your styling and 

silhouette is for your particular brand and filter your age group accordingly. 

Take into consideration that we are living in a new paradigm, whereby clothing items 

are becoming ageless, i.e. what your grandmother wore in her day is going to be very 

different to what grandmothers are wearing in this day and age. Similarly, the out 

dated definitions of what are considered kidswear has now turned into concepts of 

“mini me” and a more socially conscious and self aware lifestyle. 
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Pt.3 Design Process 

 

Launching and running a product based fashion brand more often than not, revolves 

around the creation of collections: the quality of these collections and the consistency 

of that quality and presentation, is often what sets successful brands from the rest. In 

this chapter of our guide on how to create your fashion collection, we focus on the 

creative design process. 

Signature Style 

It’s vital to know how to design a commercially strong fashion collection, that is 

cohesive and makes sense to the buyers. A successful, sellable collection must have a 

signature style. It’ a collection that tells a story, through product, where all the pieces 

work well together and merchandise easily. 

One of the main elements a good collection must have is a signature style, that 

although it may evolve over time, should from the start be consistently present and 

recognizable. Your signature style is what will set you apart from other designers and 

make you instantly recognizable. It can be based on one or more of the following: 

certain uses of colour, shapes, patterns ( e.g. Missoni’s stripes; Burberry’s check), 

techniques (e.g. Bottega Veneta intrecciato), motifs or particular use of materials. 

How you use these signature elements in the process of telling a story through 

product, is what creates your design aesthetic. 

Shaping Silhouettes 

At this stage, you have to decide what style you would like for this particular 

collection. Think about whether you want a more relaxed style (think hippie chic 

vibes), or is it going to be tailored and smart. Will you have a lot of detailing or is 

your collection going to be minimal, with an emphasis on fabric, rather than trims? 

What type of accessories can you think of that can go with your look? This can be a 

favourable way to assess what the styling of your clothing will be. All these 

considerations are key as you want your collection to look cohesive and well 

balanced. 

Now you have to consider how this silhouette and look sit with the trends and 

inspiration you are using (remember our lesson on looking at trends in the first 

chapter?). Bear in mind the target market of your customer, as the trends and ideas 

you choose here will be in correlation to this. If your market is middle aged women, 

for example, the trends will filter down to a more classic style and shape. Similarly, if 

you are designing for a younger teen to young women market the trends they will buy 

into will be more current and have a ‘fast fashion’ feel to the silhouette. The focus 

here would be on taking inspiration on detailing from the newest catwalks, using 

very little consideration on time constraints. 
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Generating ideas 

Best way to start is jotting down all your thoughts, ideas and preliminary sketches 

into a sketchbook. Sound obvious, right? You would be surprised: some people think 

that when the time is right and they need to tell their factory or pattern cutter what 

they want, the idea will suddenly flow from their brains! 

It’s really important to keep a document of what you are thinking, as this is what 

your collection will be eventually. If you are not formally trained as a designer, then 

collect imagery from online sources and printed matter of what you wish to convey. 

You can employ a designer to sketch your initial ideas, from the visuals that you have 

collected. 

If you are a trained designer, then this is your cue to really think outside the box, in 

terms of generating maximum ideas from your early inspiration research and trend 

collation. How far can you stretch the direction of your ideas to produce something 

“wow”? 

Key details 

If your ideas generation has been successful, then establishing what your key details 

are going to be for your collection will become a lot easier. Key details are about 

specific design elements and trim details you will use in your garments. What is it 

within the garment being designed that marks it out to be a part of the trend or 

inspiration you are using? 

For example, a rock-chic look will be enhanced by using some studding detail in 

places on your garments, as this will be part of the cultural reference or even part of 

the trend you will use. Similarly, a boho look will have elements of perhaps fringing 

detailing or beading within the design. To sum up: key detailing has a lot to do with 

the trends and inspiration you are using for the collection. 

Range plan 

This is a critical part of the process that many people overlook. Getting this right 

could mean make or break for your final collection. Be very choosy in what pieces to 

make as the final selection. Have enough of a range of different items. If it’s a ten 

piece collection, do not have a total of five trousers in the final range, unless your 

final marketing is actually geared towards a trouser only brand. People like diversity 

and choice. The more choices you can have for the final pieces you select, the better. 

 

Bonus Tip: 

Finding, defining and fine-tuning your signature design style is imperative. It will 

allow you to interpret common and often coincidently shared influences, in your own 

unique way. It can make you stand out in today’s over-saturated and competitive 

market and help you strengthen the value of your brand. Now that we have taken you 

through the fashion design process from idea to the first sketch, perhaps you have 

already understood that in the competitive arena of fashion design, it’s imperative 

that you give yourself a fighting chance by standing out from the crowd. As a new 

designer you will, no doubt, be excited by the prospect of creating your own 

collection. But remember that research is king and if done thoroughly, it will enable 

you to create unique and interesting fashion collection, that bears your own 

distinctive handwriting. 
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Pt.4 Sourcing Fabrics, Manufacturing, 

Builfing Your Team 

 
In the fourth and last chapter of our guide on how to create your fashion collection, 

we focus on how to source your fabrics and trims, on who is going to manufacture 

your collection, and on how to build your team. 

 

How to source your fabrics and trims 

Trade Shows & Fairs 

There are a number of internation trade shows specifically catered for buying fabrics, 

trims and embellishments. The best of these are mainly in Europe: you will find the 

best manufacturing companies in these areas displaying and selling the latest designs 

available to buy. 

Often the organisers of the shows will categorize new fabrics and trims within the 

trends they have selected to work towards for the season. For the designer this is 

most beneficial, as you will able to distinguish what the newest “on trend” fabrics and 

trims are. 

What if the fabric or trim is too expensive for you? 

Having sourced and obtained swatches from trade shows and agents, it is a common 

pitfall to then obtain the price and invariably realise the fabric is way too expensive, 

for you. In this case collect the composition and weight of the fabric and get 

a similar fabric sourced by a Textile Agent or your manufacturing source, 
to compare price. 

Who is going to manufacture your collection 

I) Who can produce your samples 

The process for this is called CMT (Cut, Make and Trim). 
There are a number of different ways you can go about this. Whoever is going to be 

your “to go” person, will need to understand the ethos and signature of your brand to 

beign with. 

Working with a CMT Unit 

You can hire a CMT company to make the patterns and produce the garments for 

you. This will give you ownership of your own patterns before you had them over to 

your manufacturing source. This will also give you more control over fabric 

consumption and invariably the final costing. 
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In-House Production with your Manufacturing Source 

Patterns and designs are made at the factory where you will make your final 

production garments. Advantages here are that your final production samples 

are most likely be a better comparison to your original sampling. 
 

II) Pricing and costings 

The garment cost sheet is another vital part of the equation before any sampling is 

produced. Finite detailed info with regards to materials and freight and duty need to 

be added. From here you will be able to add your mark up costs and to see if this 

garment will be the right fit for your collection and brand as a whole. 

 

III) Far East VS Closer to Home 

There are many debates, with regards to the manufacturing near home or further 

away debate. Assess what is right for you, in relation to your time scales (when you 

want to sell the collection in relation to when the designs are ready). 

Manufacturing closer to home may give you longer lead times, but you may find 

more peace of mind with the communication being a little easier. Statistically for 

designer there is less time involved with the product development working this way. 

However, you may find you need a specialist in an area of design such as embroidery 

that is only possible from the Far East. 

 

IV) Ethical Trading or Not 

For some, this is the only option they would consider when doing business and 

making garments. Some notable definitions for sustainability include Eco friendly, 

fairtrade, organic and greenwashing. 

Bear in mind any whiteness and brightness you would possibly achieve on regular 

fabrics are sometimes in the missing with sustainable fabrics. People often site a 

preference to contributing in having less depletion of raw materials as reason for 

ethical trading. 

How to build your team 

Trying to go it alone 

It is a common mistake as the “chief” to do all oneself. Letting go for some can be 

incredibly challenging but trying to work on everything alone can leave one 

exhausted and invariably resentful, resigned and ultimately want to give up. 

Recognise the value of hiring a consultant. They are trained in certain specific 

areas and can really help to ease the burden of having to know it all. 

You may fell you are using profits to do this, but in the long term you will gain much 

more with a much stronger and faster growing brand. 
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Putting together a group of specialists for your brand 

Have you look at areas you feel you need expertise in. Do you need a designer to 

sketch and CAD your shapes so they are garment ready for the manufacturers? 

Who is going to look after the garment development side of the business, that can 

often be time consuming, when having to deal with 2-3 samples coming back and 

forthbefore production stage? 

Perhaps you want to outsource the trend research, so this will come done for you. 

Leaving you more time to work with the factories or other vital parts of the business. 

Final words of advice 

When you have designed your collection try to merchandise it into looks and think as 

a buyer. How would a buyer buy your collection and how would they merchandise it 

in their store? How many pieces should they buy at a minimum to be able to 

represent you best as a designer? Different shops have different aesthetics. Play 

around with your collection and imagine how different shops will buy. In the process, 

you may see if you are missing anything or have too much of something. Adjust 

accordingly. 
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