COMPETITIVE INTELLIGENCE - CONTEMPORARY WOMENSWEAR

The Contemporary

Womenswear Set

A six-brand competitive landscape — positioning, price architecture, and white-space across the
accessible-to-premium contemporary segment. Prepared for strategy and brand planning.

HE

01

02

04

05

06

T
|03

Sample / illustrative data — fictional brands & advisory house for demonstration.

COMPETITIVE SET

@ ATELIER SEVRINE

Parisian precision tailoring — quiet, architectural minimalism.

@ MAISON LOUP

Directional avant-garde — sculptural silhouettes, runway-led.

@ FIELD & FEN

Modern heritage utility — durable, earthy, lived-in.

@ NORA KESS

Clean contemporary essentials — considered everyday wardrobe.

@ VESTRA

Accessible fast-premium — trend-responsive, high energy.

@ 'ONE STUDIO

Slow-fashion sustainability — traceable, small-batch craft.

MERIDIAN STRATEGY ADVISORY

Competitive Landscape -

MERIDIAN
STRATEGY ADVISORY

EXECUTIVE SUMMARY
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Sample / illustrative data

The premium-directional corner is crowded. MAISON
LOUP and ATELIER SEVRINE compete hard on statement
design, leaving the accessible-directional quadrant thinly
served.

VESTRA is the momentum outlier — surging volume at
accessible price, but weakest on sustainability, exposing a
credibility gap as the segment tightens.

Sustainability is a real axis of separation. IONE STUDIO
and FIELD & FEN own the material-credibility high ground;
mid-set brands sit on roadmaps.

NORA KESS & IONE STUDIO are the rising middle —
DTC-first models converting the considered-essentials buyer
the heritage players are losing.
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SECTION 01

THE COMPARISON

Competltlve matl“lX Six brands scored across seven dimensions - rating dots = relative strength (5 = highest)

BRAND
DIMENSION |

Price tier

Aesthetic

Core customer

Channel mix

Sustainability

Assortment
breadth

Brand momentum

@ ATELIER SEVRINE

Premium

Architectural minimal

Creative professional, 30—
45

DTC flagship + wholesale

Selective

Focused

Steady
(X X J
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@ MAISON LOuP

Luxury-adjacent

00000
Directional avant-garde

Fashion-forward, 25—40

Runway + selective retail

Emerging

Narrow / statement
[ 1)

Rising

0000

@ FIELD & FEN
Mid

000

Heritage utility

Practical loyalist, 30-55

Retail-led + catalogue

Material-led

Broad basics

Flat
o0
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@ NORAKESS

Mid-premium

Considered essentials

Modern minimalist, 28—45

DTC-first + app

Roadmap

Core wardrobe

Rising
0000

Sample / illustrative data

@ VESTRA

Accessible

o
Trend-responsive

Gen-Z / young millennial

Marketplace + social

Lagging
o

Very broad
00000

Surging
00000

@ IONE STUDIO

Mid-premium

Slow craft

Conscious buyer, 27-48

DTC + curated concept

Leader

Edited / seasonal
o0

Rising

0000
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SECTION 02 - PERCEPTION
Perceptual positioning map

Where each brand sits on the two axes that most separate the set — price positioning (accessible - premium) against aesthetic stance
(classic — directional). The dashed ring marks an under-served region of the map.

Bubble size = brand momentum * Sample / illustrative data

ACCESSIBLE - DIRECTIONAL PREMIUM - DIRECTIONAL .
<_£I MAISON LOUP
=
O
. O
Q
(AN}

o
= VESTRA
[ IONE STUDIO ,
U ATELIER SEVRINE
-5
£ NORA KESS .
I
Q
(L]
_ FIELD & FEN
- ~
/ \

L I WHITE I .

SPACE
O \ /
0 ~ —_— P
wn
<C
—
@

ACCESSIBLE - CLASSIC PREMIUM - CLASSIC
ACCESSIBLE -= price / positioning » PREMIUM
MERIDIAN STRATEGY ADVISORY Competitive Landscape - Sample / illustrative data 03/05

B ATEIIER SEVRINE BB MAISONITOLIP B EIEIDRL,EEN MR NORAKESS B vESTRA BB 1I0NE STILIDIO



SECTION 03

ECONOMICS & POSTURE

Price architecture & combined SWOT

PRICE BANDS — ENTRY CORE PEAK (EUR)
core €780
MAISON LOUP €390 o €1650
core €560
ATELIER SEVRINE €280 () 1150
core €290
NORA KESS €140 () €620
core €340
IONE STUDIO €160 () €700
core €240
FIELD & FEN €1200—@ 0€520
core €150

VESTRA €60 0= @ €340

0 250 500 750 1000 1250 1500 1750

Retail price (EUR) — entry @ - core @ - peak @ -
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Sample / illustrative data
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COMBINED SWOT — THE SET AS A WHOLE

STRENGTHS

« Distinct, ownable positions across
the price band

¢ Two credible sustainability leaders
(IONE, FIELD & FEN)

e Strong DTC muscle in the rising
middle

OPPORTUNITIES

¢ White space: accessible +
directional design

¢ Traceability as a mid-tier
differentiator

¢ Resale / circular formats largely
untouched

Sample / illustrative data

WEAKNESSES

e Accessible-directional quadrant
under-served

e Heritage players flat on momentum

e Mid-set sustainability still roadmap,
not proof

THREATS

e VESTRA's volume compresses
accessible margins

¢ Incoming sustainability regulation
exposes laggards

* Wholesale contraction pressures
retail-led models
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SECTION 04 - IMPLICATIONS

White space, threats & where to play

WHITE-SPACE OPPORTUNITIES

posiTioNn Accessible-directional. The upper-left quadrant is empty — runway-adjacent
design at a price the young contemporary buyer can reach.

proofF Verified traceability at mid-tier. Sustainability credibility is currently a premium
good; a mid-price proof point is unclaimed.

mopeL Circular & resale-native. No brand in the set has built resale into the core offer
rather than bolting it on.

service Made-to-measure at contemporary price. A light-personalisation layer
bridges the essentials and premium tiers.

KEY THREATS

Price compression from VESTRA. Accessible-tier volume growth pulls reference
prices down across the segment.

I Regulatory disclosure. Tightening EU textile & green-claims rules expose brands
without audited supply chains.

Wholesale contraction. Multi-brand retail softness pressures the retail-led heritage
models most.
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STRATEGIC IMPLICATIONS & RECOMMENDATIONS

1 Claim the accessible-directional quadrant. The clearest structural gap. A design-
led sub-line at core €150-250 targets the buyer VESTRA reaches on price but not on
taste.

2 Make sustainability provable, not aspirational. Move mid-set brands from

roadmap language to audited, product-level traceability — the axis buyers now read
first.

3 Defend the rising middle with DTC depth. NORA KESS and IONE STUDIO should
deepen app-led loyalty before heritage players re-platform to compete.

4 Build circularity into the core offer. Resale-native formats convert the sustainability
narrative into a revenue line and an ownable, unclaimed position.

5 Watch VESTRA's premium creep. If its core price rises toward €200, it enters
NORA KESS / IONE territory — re-price and re-story ahead of that move.

Prepared by MERIDIAN Strategy Advisory - Sample / illustrative data — fictional brands for demonstration
purposes only.
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