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THE ANALYSIS OF DE LUXE CLOTHING IN THE COLLECTIONS
OF WORLD AND UKRAINIAN DESIGNERS

The purpose of the research is to explore and define the characteristic features and clothing components of the segment de
luxe in the collections of world and Ukrainian brands of fashion clothing. The methodology of the research is based on the integrated
use of general scientific methods: analysis, synthesis, and comparison, which made it possible to fully define the concept of de luxe
clothing. The scientific novelty of the obtained results consists of the process of structuring the theoretical positions regarding the
definition of the characteristics of the class de luxe clothing, its segmentation, and the determination of tendencies in the use of artistic
embellishment in the works of modern clothing designers, as a prospect of popularizing Ukrainian brands in the world fashion industry.
Conclusions. The concept of "de luxe" has been analyzed and structured, and the characteristics of luxury goods, which differ from
mass-market goods, have been determined. The characteristic features of the de luxe clothing in the collections of the FW18/19 pret-a-
porter season of the world and Ukrainian brands are discovered. The principles of decoration adaptation and ornamentation in de luxe
collections for ensuring their competitiveness on the fashion market are reviewed. The percentage of the use of decorative ornamenta-
tion in collections of global and domestic designers has been revealed. The Ukrainian brands, which belong to the luxury segment, and
the reasons that hinder their development are analyzed. The analysis of well-known masters and design studios engaged in decorating
clothes in Ukraine is presented and the author's works for Ukrainian designers are shown.

Keywords: fashion, fashion-industry, haute couture, design of clothes, collection, clothes de luxe, clothes decoration, hand-
made work.

MNawkeeuy KanuHa JligiaHieHa, 0oKmop mexHiyHuUx Hayk, npogecop Kuiscbko2o HauioHanbHO20 yHigepcumemy MmexHOoIIo-
2ili ma du3satiHy; Mieyc PokconaHa boedaHieHa, mazicmpaHm Kuigcbko2o HaujoHarbHO20 yHieepcumemy mexHosoeili ma ousalHy

AHani3 opsry de luxe B Konekuisix CBiTOBMX Ta YKpaiHCbKUX Au3anHepiB

MerTa. [locnignti Ta BU3HAYMTV XapakTepHi O3HaKM Ta CKMaJoBi eNeMeHTV oasary cermeHTy de luxe B KONeKuUisix CBIiTOBKX Ta
yKpaiHCbknx G6peHaiB mogHoro oasry. MeTogonorisi JOCMIMKEHHS 'PYHTYETLCS Ha KOMMIEKCHOMY BWKOPWUCTAaHHI 3aranbHOHAyKOBMX
MeTOoZiB: aHanisi, CUHTE3i, MOPIBHAHHI, WO AaN0 3MOry HambinbLll NOBHO BU3HA4YMTW MOHATTSA ofsary de luxe. TeopeTudHnM niarpyHTam
cTanv JocnimKkeHHs 3apybikHunX Ta BiTUM3HAHMX BYeHMX. HaykoBa HOBU3Ha ofepxaHux pesynbTaTiB nonsrae B CTPYKTYpyBaHHi Teope-
TUYHMX MOSMOXEHb LLOAO BU3HAYEHHSI XapakTepucTukn oasary knacy de luxe, noro cermeHTauii, BUSHAYEHHS TEHOEHLIN 3aCTOCyBaHHS
XYAOXHbO-AEKOPATUBHOIO 03406MEeHHSA B TBOPYOCTI Cy4acHVX AM3anHepiB oasary, Sk NepcnekTuBy nonynspusadii ykpaiHcbkux 6peHgis y
cBiToBi fashion-iHaycTpii. BucHoBKkK. B poboTi npoaHanisaoBaHO Ta CTPYKTYpOBaHO MOHATTA «de luxe», BU3HAa4YeHO BiAMiHHI xapakTe-
PUCTMKM NIOKCOBUX TOBApiB Bifi TOBApiB MacoBOro BMKOPUCTAHHS. BuaBneHo xapakTepHi o3Haku ogsary de luxe B Konekuisix ce3oHy
FW18-19 pret-a-porter cBiTOBUX Ta yKpaiHCbKux 6peHAaiB. Po3rnsaHyTo npuHUMnM agantadii 0o3006neHHs Ta Aekopy B Konekuisx de luxe
Ans 3abe3neyeHHs iX KOHKYPEHTHOCTIPOMOXHOCTI Ha fashion-puHKy. BusiBneHo BigCOTOK BUKOPWUCTaHHS AeKkopaTUBHOTO 03400neHHs B
KOMNEKLisiX CBITOBMX Ta BITYM3HAHUX An3aliHepiB. MNpoaHanizoBaHo ykpaiHCbki 6peHaw, siki BiQHOCATbCS OO MOKCOBOrO CErMEHTY, Ta Npu-
UYMHK, SIKi 3aBaXaroTb iX po3BUTKY. HagaHo aHani3 BigoMux MancTpiB Ta CTyAi AM3ariHy, WO 3aiMaloTbCsl AeKOpYBaHHAM oasary B Ykpa-
Hi Ta Noka3aHo BnacHi poboTn aBTopa Ans YKpaiHCbKUX An3aliHepIB.

Knrovosi cnosa: fashion, fashion-igyctpisi, haute couture, ansaiH ogsry, konekuis, ogar de luxe, 03gobneHHs oasary, pyyHa
poboTa.

Mawkesuy4 Kanuna JlusuaHogHa, OOKMOp mexHu4Yeckux Hayk, doueHm, rpogheccop Kueecko2o HayUOHarbHO20 yHUSEp-
cumema mexHorsnoauti u dusaliHa;, Muayc PokconaHa BozdaHoeHa, mazucmpaHm Kueecko2o HayuoHalbHO20 yHU8epcumema mex-
Homoaull u du3aliHa

AHanu3s opgexpbl de luxe B KONMeKUMsiX MMPOBbLIX U YKPaUHCKUX AU3aliHEepoOB

Llenb cTtatbu. Viccnenosatb 1 onpeaenutb xapakTepHble NPUsHaku 1 CocTaBnsioLLMe 3NeMeHTbl OAeXabl cermeHTa de luxe
B KONIEKUMsIX MUPOBbLIX U YKpauHckux 6peHaoB MoaHomn oaexabl. MeTtogonorus vccrnefoBaHUs OCHOBaHa Ha KOMIMMEKCHOM UCMOSb30-
BaHMW OOLLeHay4YHbIX METOAOB: aHanu3e, CUHTe3e, CpaBHEHUW, YTO NO3BONWUMO Haubonee NOMHO onpeaenuTb MOHATWE opexabl de
luxe. TeopeTn4yeckuMm OCHOBaHMEM CTanu MCCrefoBaHUs 3apyOexHbIX M OTEeYEeCTBEHHbIX yYeHbIX. HayyHas HoBU3HaA vccneaoBaHus
3aKroYaeTcs B CTPYKTYPUPOBAHWUMN TEOPETUHECKMX NONOXEHWI NO ONpeAeneHnio XxapakTepucTnkv oaexapl knacca de luxe, ee cermen-
Tauum, onpefeneHne TEeHAEHUMIA UCNONb30BaHWUA XyAOXeCTBEHHO-AEKOPaTUBHOM OTAENKW B TBOPYECTBE COBPEMEHHbIX AW3aiHepoB
odexabl, kak NepcnekTMBy nonynspu3aummn ykpanHckux 6peHgos B muposoii fashion-uHayctpun. BeiBogbl. B paboTte npoaHanuampo-
BaHO U CTPYKTYpUpOBaHO MoHsTME «de luxe», onpeaeneHbl OTNMYUTENbHbIE XapaKTEPUCTUKN MIOKCOBbLIX TOBApOB OT TOBApOB MaCcCOBO-
ro ucnone3oBaHus. OnpeaeneHbl xapakTepHble NpusHaku opexabl de luxe B konnekumsax cesoHa FW18-19 pret-a-porter MMpoBbIX 1
yKpamHCckux 6peHaoB. PaccMOTpeHbl MPUMHLMNGLI aganTtaumm oTAeNKv U Aekopa B konnekumsix de luxe ans obecneyveHnst x KOHKypeHTo-
cnocobHocTn Ha fashion-pbiHke. OnpefgeneH NPoLEHT UCNONb30BaHWSA AEKOPATUBHOW OTAEMKN B KOMNEKUMAX MUPOBBIX U OTEYECTBEH-
HbIX An3aiHepoB. B paboTe BblaeneHsbl ykpamHckme BpeHabl, KOTOpble OTHOCATCS K JIIOKCOBOMY CErMEHTY, Y MPUYMHBI KOTOpblE MeLLatoT
nX pa3BuTUIO. [laH aHanu3 M3BECTHbIX MacTeEPOB W CTyAWI AM3aiiHa, 3aHMMAaKLLMXCS AeKOpOM ofexabl B YKpauHe M nokasaHbl co6-
CTBEHHble paboTbl aBTOpa Ans KOMNeKuuin oaexabl YKpauHCKUX An3anHepoB.

KnioueBble cnosa: fashion, fashion-nngyctpus, haute couture, gusanH ogexabl, konnekuus, opexaa de luxe, oTaernka
ofexnapl, pyvHas paboTa.
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The relevance of research topic. The growth in the consumption of de luxe goods in recent years
sparks the interest in the study of this segment of the fashion industry. It is necessary to have a clear defini-
tion of the concept of the de luxe product, in particular de luxe clothing, to distinguish its characteristic fea-
tures in order to study and develop the principles of formation and development of this segment of the fash-
ion market, which is particularly relevant in the conditions of the modern Ukrainian fashion industry, which is
at the initial stages of its development.

The analysis of research and publications. The term “luxury” or “luxury goods” in recent years is
more and more interested to researchers and scholars, as marketers note the growth of this market of fash-
ion goods in the world. Often, the concept of “luxury” is revealed depending on the etymology of the word
from the Latin luxus - luxury, world, shine.

Foreign marketer W. Du Bois distinguishes the following components of luxury goods: excellent qual-
ity, high price, rarity and uniqueness. Uniqueness and rarity are closely related to the quality of the goods.
Their production requires considerable time spent, special skills, unique materials. W. Du Bois is convinced
that "luxury is an indicator of consumers' capabilities," so the researcher divides buyers into two classes:
able and unable to meet their needs in the goods and services of the luxury segment of the market [1, 37; 2,
70]. Marketer M. Gutsatz (2013) reveals the concept of luxury through two components: the first one is a ma-
terial that includes the product and the brand (its history, identity, unique know-how); the second one is a
psychological idea of how the social sphere and the values of the brand affects the consumer [3, 139]. T.
Jackson (2004) states in his works that luxury is characterized by exclusivity, premium prices, image and
status, which are united in order to create the desired product and not the functional one [4, 157].

World marketing expert J.-N. Kapferer summed up the definition of luxury, and elite goods. The au-
thor has found that most of the concepts refer to the rephrased definitions of everyday goods with the addi-
tional phrases such as "belong to the world of elite goods", "individual approach”, "exclusive product”, "sold
in a boutique" [5, 138]. Authors [6, 78] consider luxury segment products as non-existent without the effect of
deficiency (uniqueness), especially in the production of haute couture and de luxe clothing. In order to sup-
port the illusion of the uniqueness of models of haute couture researchers are offering: new technologies that
result in the creation of unique high-quality fabrics, decorative furnishings, etc.; strategies for limited edition
or limited series of fashion goods; strategies of individual approach to each client and preservation of confi-
dentiality.

A separate issue of the study is the market segmentation of the luxury goods. Different authors give
different classifications of fashion goods, based on which different classification characteristics are chosen.
J.-N. Kapferer (2008) proposed a pyramid model for the segmentation of elite products: Griffe (the highest
level of the pyramid is magnificent specimens, objects as "the limit of excellence", unique works that nobody
can ever reproduce again), Luxury Brand (very high quality goods made by hand and in limited quantities),
Premium Brand (prestigious trademarks with high-quality products popular in everyday life, industrially manu-
factured), Brand (trademarks of mass production with a low price and wide availability of goods) [5, p. 140].
This model formed the basis for many studies of the fashion market of different authors.

The classification The Boston Consulting Group [7, 432], proposed by M. Silverstein and N. Fisk,
makes it possible to separate luxury goods from the mass-market. The authors divide the market of fashion
goods in the following groups: new (democratic) luxury — affordable products with an average price and val-
ue for the consumer to constantly explore the product; mass-market is an ordinary product with no emotional
perception of the consumer and a desire to be "like everyone else" at a low price; old luxury — fashion prod-
ucts with enthusiastic consumer perception, as the demonstration of status, with limited accessibility and
high price, using handmade goods and elitist perception.

S. Slavinsky offers the following typology of the luxury market: pure luxury; so-luxury; newer luxury
[8]. The luxury market is a segment of the general market where high-quality, expensive, elitist, sometimes
exclusive products designed for a specific target audience (very wealthy people), with which consumers can
meet their internal needs in the external confirmation of social status, unique image, taste and intelligence [9,
65].

Authors [10-13] segment the global fashion market, which consists of designer brands and brands of
the mass market, which differ in price, style and status of consumers who buy this product. The luxury seg-
ment (the highest price category) is divided into the following main groups: Haute couture; Prét-a-porter de
luxe, Prét-a-porter. Premium / midle-segment (middle price category) is divided into main groups: diffuse
brands; bridge-brands. Democratic brands are divided into the following groups: the best brands (better);
utilitarian brands (contemporary); budget brands (budget); mass brands (moderate). Thus, the luxury seg-
ment in the fashion industry is a commodity which consumption satisfies both the functional and psychologi-
cal needs for recognizing and increasing self-esteem of consumers, a synonym for abundance, wealth, and
redundancy. The global fashion market places haute couture, pret-a-porter de luxe and pret-a-porter (ready-
to-wear) goods in the luxury segment, however, in Ukraine there is only the luxury segment that is customari-
ly made up of de luxe and ready- to-wear.

Thus, one can distinguish the following characteristic features of the fashion goods of the luxury
segment of the fashion industry: excellent quality; premium prices; rarity and uniqueness (exclusivity); pro-
duction, which requires a lot of time, special skills, unique materials; availability of goods in selected stores
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and sales outlets, most often in prestigious areas; the manufacture of highly individual goods adapted to the
needs of the buyer providing a high-quality service; highlighting the image and the status of consumers.

Statement of basic materials. According to Fashion United data, the global apparel market (as of
2017) was worth $3 billion. Businessinsider edited a list of the 30 richest people in the fashion industry with
the Forbes 2017 rating for billionaires [14-15]. The list included founders of brands, designers, top managers,
who got the fortune from the clothing sales of all segments from mass-market to premium brands. Owners of
democratic brands (Inditex, H&M, Asos, Mango, River Island, etc.) made up 50% of the list, so $156.05 bil-
lion. The high price category (LVMH, Yves Saint Laurent, Gucci, Alexander McQueen, Balenciaga, etc.) is
27% - $84.25 bin. Average price category is 23%, 71.8 billion dollars. The sum of money of all the fashion-
business’ owners who are included in the list is 312.1 billion dollars. Among them, the highest price category
is introduced by eight representatives, which consists 27%, 84.25 billion dollars and only concedes to demo-
cratic brands. One can conclude that the luxury segment in the global fashion industry is not inferior to the
profits of the production of goods in the middle price category or democratic brands.

One of the most important parts of the luxury segment in the world is haute couture clothing. Its
manufacturing has its own peculiarities: stringent requirements for the Fashion Syndicate (50 models per
year, at least 20 technicians at a studio in Paris, an individual approach to the creation of each product, no
more than 30% of machine stitches); the need to create models of time-cost and money (from 150 hours of
handwork, using precious stones, fur, exclusive fabrics and accessories and other materials); time-
consuming process of creating products; high cost of models - from 15000 €; a small consumer audience
(about 2,000 women worldwide), etc. [16]. Participating in the Haute Couture Fashion Week is one of the
main factors in creating a successful image in the world of fashion. The main component of the haute cou-
ture models is manual work "les petite mains”, etc. However, due to historical aspects and harsh require-
ments for haute couture clothing production, there is no possibility of development of a large number of glob-
al brands, therefore de luxe clothing is actively developing in the higher price category. Brands present de
luxe clothing models with decorative ornamentation on the weeks of prét-a-porter fashion. This high-end
product segment is becoming more popular now and is economically beneficial for both brand owners and
consumers.

Among the characteristic features of the de luxe clothing a few of them can be singled out, such as:
the manufacture of such products only in the first line of haute couture clothing collections; production of
copyrights using a large amount of manual work; production of small and limited series of models; the use of
expensive materials for decoration and ornamentation; providing lower consumer prices than haute couture.

The luxury clothing segment in the world is represented by haute couture and prét-a-porter fashion
weeks. Prét-a-porter includes collections of de luxe clothing and ready-to-wear. The de luxe collections fea-
ture great use of décor. In a suit at the same time several types of ornamentation can be present. Often,
there is a variety of famous embroidery techniques or a combination of traditions and innovation in the crea-
tion of new techniques using non-standard materials.

In modern collections, designers use different types of decor when creating models: puffs, applique,
painting (free technique, batik, etc.), patchwork, weaving, artificial aging, perforation, corrugation, dyeing,
decoration with other materials (fur and leather, knitwear, suede, velvet, chiffon and organza, etc.), decora-
tion with non-traditional materials and methods, fittings, etc. In order to identify the innovative elements of the
decoration and its percentage in collections, we analyzed the fashion shows of global designers of the prét-
a-porter FW18 / 19 season in New York, Paris, Milan, London and Los Angeles. The study reviewed collec-
tions of Chanel, Loewe, Paco Rabanne, Gucci, etc. [17].

Figure 1 — Collection of designers of the global fall season 2018
pret-a-porter using decorative elements: a — Chanel, b — Christopher Kane,
¢ — Dolce&Gabbana, d — Dries Van Noten, e — Erdem, f — Loewe
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The analysis has shown that decor, which is a distinctive feature of haute couture clothing, is actively
used by global brands in prét-a-porter collections. In the vast majority the designers use several decorative
elements and transform them into their clothing models. Depending on the philosophy of the brand and the
concept of collections, the decor is found in clothing pattern to a lesser or greater degree. It is found that on
average 30% of models in collections of global designers are made using handmade decorative ornamenta-
tion.

At the domestic fashion market, brands present collections at the biggest week of prét-a-porter fash-
ion week - Ukrainian Fashion Week (UFW) (Kyiv). There are usually de luxe models presented in every col-
lection. In Ukraine decorative ornamentation is especially relevant and common among small brands, which
tend to emphasize their uniqueness, philosophy and they work either exclusively (1-2 ready-made units on
an individual order) or in small lots (up to 25 units). It is the use of various decorations that enables the
young brand to create modern and original clothing of the luxury segment. Thus, the Ukrainian product be-
comes more competitive among the world's fashion-industry and is beneficial for the brands’ owners and of-
fers consumers an alternative to haute couture.

The use of decorative ornamentation in clothing models (FW18 / 19, SS18) was found in some
Ukrainian brands [18]. The analysis showed that Ukrainian designers such as FROLOV, AMG,
ARTEMKLIMCHUK, DAFNA MAY, JEAN GRITSFELDT, KATERINA RUTMAN, BENDUS, ELENA
BURENINA, KARAVAY, and GUDU used in their collections techniques such as paillette, crystal, webbing
with crystals, glass beads embroidery. (Fig. 2 a, b).

b

Figure 2 — Use of decor in Ukrainian brands collections (FW18/19, SS18):
a—- ARTEMKLIMCHUK, b — FROLOV, ¢ — LAKE STUDIO, d — LITKOVSKAYA

Brands: GASANOVA, IRYNA DIL, LAKE STUDIO, BOBKOVA, GUASH, ROUSSIN BY SOFIA
ROUSINOVICH often use different embroidery techniques (Fig. 2 ¢). Author decor is used in the models of
VARVARA, PASKAL, LITKOVSKAYA, ELENAREVA, KIR-KHARTLEY designers (Fig. 2 d).

Analyzing the collections of Ukrainian designers one can conclude that everybody does not use de-
cor often. Usually, there are only about 15-20% of the whole line of models with decorative ornaments, for
example, embroidery, author's print, etc. It was also found that the designers do not incorporate the decor in
every season, not systematically. In comparison with foreign brands, the use of ornamentation in collections
is smaller and makes up 20% of models from the whole collection. In Ukraine, in the luxury segment of
clothes one can include such brands as: ARTEMKLIMCHUK, FROLOV, JEAN GRITSFELDT, LAKE
STUDIO, LITKOVSKAYA, and ELENAREVA. The analysis showed that these brands are actively develop-
ing, they have existed in the market for at least 4 years, and they actively participate in the Ukrainian Fash-
ion Week every season. The percentage of the use of embellishment is the highest and is maintained almost
every season. Designers often use the latest materials and author's decor technology. An equally important
indicator of the popularity of the Ukrainian brand is its presentation in capital showrooms and stores abroad.
According to the characteristics of the de luxe clothing, the brands mentioned earlier are not subject to the
"first lines of collections of haute couture”, because in Ukraine there can be no haute couture according to
the definitions of the Paris Fashion Syndicate.

The development of the luxury clothing segment in Ukraine is restrained by various economic fac-
tors. Firstly, Ukraine is not a manufacturer of sewing accessories and materials, and the import from the
countries of the east (China, Japan, Turkey, India) is the most widespread. However, the use of accessories
and materials of low quality reduces the status of the use of such decoration in the clothing of the luxury
segment and its further implementation. Secondly, an increase in demand for luxury segment products re-
quires the involvement of specialists for its manufacture, whom Ukraine today does not have many of.

Most Ukrainian brands have their own production design studio or atelier, where masters of clothes
and decoration work permanently. If the brand is young or the use of decoration is not the main concept of
the brand, then they invite freelancers or use the services of design studio decor to work on the collection for
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a particular season. The analysis has been done of the two largest studios in decoration manufacturing in
Ukraine: PatokaStudio (founder L. Patok) that deals with the creation of a style for videos, commercials and
photo sessions, the creation of exclusive clothes, jewelry and accessories, works with artists and pop stars,
among them BRUTTO, DJ NASTIA, Jamala, Olya Polyakova, etc.; and the MonstraWorkshop studio (found-
er M. Moskalenko) that is engaged in the manufacture of accessories for Ukrainian and foreign brands, in-
cluding T. Mosca, Omelya, Burenina, etc., sewing of wedding dresses and costumes for stage performances,
decorations for music videos of Ukrainian stars.

The most well-known craftsmen working on clothes ornamentation in Ukraine are: Danilyuk Gala -
works for Boutique otaman, ELENAREVA; Migus Roksolana - for Jean Gritsfeldt, FROLOV, Dafna May, Lo-
boda, Monaco; Zommer Irena - for Jardin Exotique, Apilat Wedding, Blood Honey, Sleeper; Kozhuhar Alina -
for Mona Moon, FROLOV, Katerina Kuhar, Natalia Mogilevskaya, Katerina Osadcha, Jamala; Panchuk
Ruslan - for LakeStudio; Tretyak Adelina - for Valery Kovalska, ELENAREVA, Alyosha; Khomchak Ivanka -
for LakeStudio, Elena Rudenko, FROLQOV, Petit Tresore; Cranberry Catherine - for Valery Kovalska, Victoria
Gres, ELENAREVA, ArtemKlimchuk, Julia Polishchuk, Christina Mamedova, NDANGERED.

During the last four years, Roksolana Migus [19], a student of the Department of ergonomics and
fashion designing at KNUTD, took part in the creation of modern decorative ornamentation for the FROLOV
and JEAN GRITSFELDT clothing brands for television shows and concerts of Ukrainian performers. In the
FROLOV FW 16/17 collection unconventional materials such as colored stationery clips with crystal beads
were used as an element of decor (Fig. 3, a). The embroidery is placed on the jacket front and the bottom of
the dress. In the ornamentation of denim jacket for the JEAN GRITSFELDT SS17 collection (Fig. 3, b), Swa-
rovski stones and metallic braid with inlaid crystals are used. Embroidery is based on geometric and vegeta-
tive motifs. The jacket based on the hussar costume was created for the JEAN GRITSFELDT FW 17/18 col-
lection (Fig. 3, ) using a silver cord, crystal and buttons. For the show "Dancing with the Stars" and the artist
Monatik a jacket bomber (Fig. 3, d) is decorated with the tambour embroidery inspired by the face-drawings
from the Stella McCartney Pre-Fall 14 collection.

1tk vt

b

Figure 3 — Decorative embroidery in clothing collections:
a—- FROLOV FW16/17; b — Jean GRITSFELDT SS17; ¢ — Jean GRITSFELDT FW17/18;
d — show “Dancing with the stars” for Monatik (author Roksolana Mihus)

Conclusions. The concept of "de luxe" is structured as a product for recognition and increase of con-
sumer’s self-esteem, a synonym for wealth and prosperity. The excellent characteristics of luxury goods from
mass-market ones are determined. Based on the analysis of the art of the global designers of the FW18 /19
pret-a-porter season, it has been discovered that the use of a variety of decorative elements is an integral
part of the de luxe collections. It has been determined that the use of ornamentation in the de luxe clothing is
an alternative to haute couture and is an effective means of increasing model sales, promotion of a brand
and highlighting the concept of the collection. It is found that on average 30% of models in collections of
global designers are made using decorative handmade ornamentation, but there is only about 15-20% in the
collections of Ukrainian designers. The analysis of the use of decorative ornamentation in the collections of
Ukrainian designers within the framework of UFW (seasons FW18 / 19, SS18) showed that in the list of the
clothing brands manufacturers of the luxury segment the following brands can be included:
ARTEMKLIMCHUK, FROLOV, JEAN GRITSFELDT, LAKE STUDIO, LITKOVSKAYA, and ELENAREVA.
The analysis of well-known masters and design studios’ works that deal with décor in Ukraine has been per-
formed, and the author's own decorative ornamentation for Ukrainian brands’ modern models of clothes and
show business stars have been shown.
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