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Abstract

In design, conceptual clothing is different from ready-to-wear in modeling, material and color. The
bold innovation of conceptual clothing reflects the avant-garde nature of artistic design in the field
of clothing. As an important source of inspiration for brand clothing design innovation, conceptual
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clothing has a forward-looking impact and guiding role on clothing design thinking. Firstly, the ar-
ticle elaborates on the relevant concepts of conceptual clothing and brand ready to wear, and con-
cludes that brand ready to wear cannot be separated from the positive guidance of conceptual cloth-
ing. Secondly, the article systematically explores the similarities and differences between conceptual
clothing and branded ready-to-wear, demonstrating that commercial demand serves as the conver-
gence point between conceptual clothing and branded ready to wear, promoting the development of
conceptual clothing evolving into ready-to-wear. Furthermore, the article also provides a specific
analysis of cases of the transformation between conceptual clothing and branded ready to wear, hig-
hlighting the process of transforming conceptual clothing into branded ready to wear from different
forms of expression within the same brand and series. Finally, the article explores the evolution of
concept clothing into ready-to-wear from three aspects: material modeling and color, so that the
ready-to-wear derived from concept clothing is not only creative, but also more suitable for the daily
life of the public and provides some reference for the future brand ready-to-wear design.
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Figure 1. ISSEY MIYAKE’s 1988 runway show
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Figure 3. RickOwens 2023 FW runway
concept model
3. RickOwens 2023 FW FHIF#E &3O

Figure 4. RickOwens 2023 FW ready-to-
wear
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Figure 5. Thom Browne 2022 FW series case one
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Figure 6. Thom Browne 2022 FW series case two
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Figure 7. Application of special materials in
conceptual clothing
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Figure 8. Planar design practice of wearable
device elements
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Figure 9. Exaggerated profile in conceptual clothing
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Figure 10. Practice of exaggerated profile
simplification and reduction design
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Figure 11. High saturation color extraction
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Figure 12. Low saturation color improvement
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