
How wonderful it is to be present at

London Fashion Week, where far from

being the naughty child at the back of 

the class, as the event was regarded 

20 years ago, the occasion is widely

acknowledged as the place where the

most creativity will be discovered, newly

paired with professionalism and growing,

international businesses. 

It is frequently claimed (though never proven) that

Napoleon described the British as a nation of shopkeepers.

It’s more than likely that times have changed somewhat

since the Napoleonic Wars but a more accurate description

of contemporary Britain would be a nation of designers.

The urge to create our own look, our own space, is a

dominant feature of British life and is one of the great

motivational forces at play in the success story that is our

womenswear today.

ILLUMINATING THE    FASHION LANDSCAPE 
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From enfant terrible to head
girl, British womenswear is
now at the forefront of the
international fashion scene,
notes Alexandra Shulman

mixture on offer combines large established

labels such as Burberry and lauded 

high-end fashion houses like Erdem,

Christopher Kane, J.W. Anderson and 

Mary Katrantzou. Numerous successful

accessories brands such as Smythson,

Mulberry, Anya  Hindmarch and Jimmy Choo

are now accompanied by newer names of

footwear designers; Sophia Webster and

Charlotte Olympia, as well as a continual

supply of even more fledgling talents such as

Shrimps, Molly Goddard, Marques Almeida

and Phoebe English, adding up to a total that

is unrivalled in its diversity and appeal.
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Creativity has never been in short supply

when it comes to British fashion, but financial

success and brand building has been more of

a stumbling block. The scene has changed

considerably though and now the unique



Our landscape,whichfavours
sheep and moorland, has 
long been responsible for 
our success in certain fabrics 
such as tweeds and cashmere,
tartans and pinstripes

Simone Rocha
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Alexandra Shulman OBE, is the editor-in-chief  
of the British edition of Vogue

Having just finished attending another round of fashion

shows in Paris, Milan, London and New York, I have been

struck by the current trend for unique pieces that was

visible once again on the catwalk in every city and which

very much plays to British strengths. Colour and pattern,

embellishment and delicate craftsmanship were the

strongest themes, along with a definite nostalgia and

romanticism ~ all of these are facets of design that our

fashion industry is known for. And no one is embracing

them more than our current generation of creatives.

You could look at the sweet, yet powerful designs, shown by

Sarah Burton for Alexander McQueen ~ a house that has

managed to become a favourite of the future queen of England

while attracting record numbers of visitors to an exhibition of

the original designer’s undoubtedly dark and disturbing vision

at the Victoria and Albert Museum in 2015. There, you found

embroidered floral silks that might have found a home on one

of Georgette Heyer’s fictitious heroines, alongside tapestried

and distressed denim. Or take the Turkish/Canadian but

London-based Erdem Moralioglu, whose signature laces have

allowed him to open his first exquisite shop on South Audley

Street. Simone Rocha, another one of London Fashion Week’s

most exciting young designers, also boasts a new Mayfair

store. While her latest collection showed references from

Japanese kimonos to Indian paisley block prints, it was equally 

A sense of identity is crucial to British luxury goods. Over many years,

indeed centuries, this has kept some core elements shaped by our culture

and geography, and moulded by the spirit of the times. Our island nation,

with its utterly unpredictable and often damp weather, has been

responsible for our strength in outerwear. This has allowed the Burberrys,

Mulberrys, Mackintoshs and Acquascutums to grow, accompanied by our

need to travel to escape ourselves (no huge continental land mass we)

and therefore our strength in leather goods such as luggage that extends

to terrific handbag ranges.

Our landscape, which favours sheep and moorland, has long been

responsible for our success in certain fabrics such as tweeds and

cashmere, tartans and pinstripes. These continue to be used by emerging

designers as well as by long-term occupants of Savile Row and Burlington

Arcade. And probably most of all, our embrace of the multicultural, which

has (at least until recently) welcomed generations of different nationalities

into the country and brought a richness of influences to our design and

lifestyle that is evident in so much of our leading fashion now. M
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strong in the historical silhouettes and traditional textiles
that made it seem totally at home when it was shown
under the gilded ceiling of London's Lancaster House. 

But there is also the legacy of our art and design
colleges to factor in. They have continually encouraged
experimentation and applauded the idea of not resting
on commercially successful laurels. A richness of
texture and elaborate print is also very evident in 
so much that the British designers are offering now.
Take the beautiful prints Bill Gibb, Ossie Clark and Foale
and Tuffin brought to the early Seventies and see how 

the baton has passed to contemporary designers like
Christopher Kane’s or Jonathan Saunders’ appealing,
colour-drenched textiles. Indeed,  imaginative digital
manipulation has made some Mary Katrantzou’s pieces
worthy of being framed.

Britain may suffer from grey skies and wet pavements,
but when it comes to introducing brilliant ideas and
illuminating the fashion landscape, no other country
comes even close.
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