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Consumers 
want 
everything 
– and its 
opposite. 
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Especial ly in fashion and beauty,  trends have become 
increasingly short-l ived and intense. Countless micro-
currents,  opinions,  and movements pul l  us in opposing 
directions — creating stress,  insecurity,  and a longing to 
escape.

To r ide those waves and truly connect with their  
audiences,  brands must continuously reinvent 
themselves — without losing sight of their  original  vision 
and core.

Welcome to the era 
of divergence. 

B e yon d  A e st h e t ic



3

B e yon d  A e st h e t ic

We identified two 
macro trends, leading 
to 10 micro trends.
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B e yon d  A e st h e t ic

Here’s what brands 
need to know to meet 
consumers' needs in 
2026.
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No noise,
just meaning.

I n  a  wo r ld o v er wh elmed by c lut t er  a n d 
co n s t a n t  di s t r a ct i o n s ,  co n s umer s  a r e 
cr a v i n g s i mpl i c i t y  a n d a ut h en t i c i t y ,  fa v o ur i n g 
n a t ur a l  co n n ect i o n s  a n d s i mpl i f i ed ch o i ces .

M a c r o  T r e n d  0 1 :

B e yon d  A e st h e t ic



Beyond Aesthetic

If you know,
you know.

With Gen Z increasingly demanding longevity 
and Mil lennials entering their  peak earning 
years,  the premium segment is shift ing away 
from loud maximalism - but in two distinct 
directions:  branding and impulse consumption,  
but where quiet luxury is grounded in 
discipl ined refinement,  lazy luxury leans into 
effortless comfort.  It ’s not just what you wear - 
but why. It 's about choosing fewer,  but better.

 

On platforms l ike TikTok,  aesthetics l ike “old 
money” are among the most viewed and 
aspired-to. 

Premium brands are returning to their roots,  
letting craft ,  heritage,  and material  excel lence 
speak louder than logos.
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Beyond Aesthetic

03

04

05C r a f t  & He r i t a g e A ut he nt i c i t yQui e t  L ux ur yOld  M o ne y  A e s t he t i cs

If you know,
you know.
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Bo t t e g a  Ve ne t a  shows:  No l ogo,  no probl em.  Subtl ety i s the 
ul t i mate f l ex,  l uxury f or  those who get the qui et codes of  styl e.
 
L o e we  ×  On takes hi gh desi gn i nto moti on.  Perf ormance meets 
l uxury i n a col l ab made f or  peopl e who appreci ate craf t  over 
hype.

T he  Ro w keeps i t  ef f ort l ess.  Muted tones,  mi ni mal i st  
si l houettes,  and i nt i mate f rami ng speak to anyone who knows 
that understated i s al ways l uxe.
 
He r mè s  l ets f orm and texture do the tal ki ng.  Scul ptural  bott l es,  
amber hues,  art i sanal  craf t—beauty that f eel s di scovered,  not 
advert i sed.
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Take-away:
Define your brand’s stance, whether refined 
restraint or relaxed ease — and maintain it  
consistently across every touchpoint.



Real luxury is
B e yon d  A e st h e t icMa c ro Tre n d  0 1

only speaking

whoto those
understand it.



Trending? 
Try timeless.

This movement isn’t  just visual - it ’s felt .  Packaging 
becomes an object to hold,  not just a box to open. 

0 2

As e-commerce accelerates toward sleek 
eff iciency,  a quiet counter-trend is unfolding 
- a return to the natural ,  the tacti le,  and the 
intentional .  Imperfection in a world of 
pol ished pixels – consumers are craving 
something more grounded.

Brands are slowing down, reconnecting with 
earthy tones,  raw textures,  and ingredients 
that feel  real .  The new premium isn’t 
synthetic or steri le - it ’s warm, rooted,  and 
sensorial ,  with a more organic language.

Because in a world where everything is 
engineered to be perfect,  brands that 
preserves their heritage are the safeguard 
for craft .

B e yon d  A e st h e t icMa c ro Tre n d  0 1
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03. Hermès – Eau de Mandarine Ambrée,
Minimalist &  no-logo perfume bottle design
04. The Row – Spring 2026 campaign imagery

Trending? 
Try timeless.

0 2
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Cécred,  Beyoncé’s Haircare Line, fuses modern heritage with 
zero fuss. Sculptural packaging in neutral  tones makes every 
ritual feel intentional and timeless.

Runway Looks (Artisanal Tailoring) gives classic tai loring a twist.  
Woven, fringed, textured fabrics in muted palettes make every 
piece feel made to last.

Kleos & Klea uses natural materials, balanced design, soft l ight.  
Every piece feels genuine, built to last,  and undeniably authentic

Bottega Veneta continues and expands its commitment to 
preserve craftsmanship:  At the Accademia Labor et Ingeniumis 
the brand encourages a new generation of young artisans, to 
keep the heritage work & creativity of the brand growing.

.
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Or g a ni c I mpe r f e ct i o n Ea r t hy  T o ne s R a w  T e x t ur e sR e cy cle d  & Na t ur a l  M a t e r i a ls

Take-away:
Priorit ize textures,  tones,  and ingredients that 
evoke calm, care,  and continuity. Nature doesn’t 
rush — and neither should your brand.
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alive.

Because we
   crave

that           feels

something



Beyond Aesthetic

Self-care is shift ing toward calm simplicity - 
a kind of therapeutic ease where effort feels 
minimal and results feel  personal .

Gone are the days of overwhelming step 
routines and hyper-special ized products. In 
their  place:  a slower,  more intuit ive rhythm. 
From skincare to capsule wardrobes,  
consumers are seeking a clear and gentle 
guidance that makes choices feel  easy,  not 
exhausting.

Harmonized colour palettes,  shared shapes,  
and intuit ive naming turn product ranges 
into ecosystems.

This is slow l iving applied to the everyday: fewer steps,  
smarter systems, and more space to breathe.

0 3
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Effortless
by design.



Take-away:
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Brands should create an environment that feels 
l ike a thoughtful ,  caring world – one customers 
not only understand, but want to l ive in. 

Effortless
by design.

0 3
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MUJ I  keeps i t  si mpl e on purpose.  Everyday essenti al s that 
j ust work:  subtl e desi gn,  bi g i mpact.

By r e do  Yuzu Tree Hand Care makes l uxury f eel  ef f ort l ess.  
Mi ni mal i st  f ormul as,  mi ndf ul  detai l s .  Smal l  routi nes,  
noti ceabl e resul ts.

F e nt y  Sk i n takes the guesswork out of  ski ncare.  Easy,  
ef f ecti ve and bol d,  because resul ts shoul d do the tal ki ng.

Mi l k  Mul t i  Use Makeup keeps i t  cl ever .  One product,  endl ess 
possi bi l i t i es - mi ni mal  ef f ort ,  maxi mum i mpact.
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Ef f o r t le s s  G ui d a nce Eco s y s t e m T hi nk i ng Pe r s o na l  R e s o na nce Slo w  R o ut i ne s



overwhelm. 

Routines
B e yon d  A e st h e t icMa c ro Tre n d  0 1

nurturethat

not



Less thinking,
more living.

As consumers increasingly seek calm, clarity,  and 
control ,  technology is no longer seen as overwhelming 
— it ’s becoming a tool for ease.

0 4

In both beauty and fashion,  brands are using 
AR, AI ,  and personal ization tools not to 
complicate choices,  but to make them more 
intuit ive. Augmented real ity try-ons,  smart 
shade-matching,  and virtual  styl ing 
assistants are helping users cut through the 
noise,  offering tai lored recommendations 
that actual ly f its their  preferences,  tones,  or 
body types.

The result? A harmonious dual ity of digital  
and physical  l iving,  fast and slow thinking:  
Less guessing,  less stress - and more 
confidence.

B e yon d  A e st h e t icMa c ro Tre n d  0 1



Take-away:
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Empower consumers with digital  tools that guide,  
personal ize,  and reduce decision fatigue – making 
every interaction feel  effortless,  thoughtful ,  and 
human.

A R  T r y - Ons A I  R e co mme nd a t i o nPe r s o na l i z a t i o n a t  Sca le Ef f o r t le s s  G ui d a nce

Less thinking,
more living.

0 4
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A l t a  AI  St yl i st  t ake s t he  gue sswor k out  of  dr e ssi ng.  Your  
war dr obe ,  anal yse d and st yl e d i nst ant l y .

N o l i  AI  Be aut y Mat chmake r  make s ski ncar e  s i mpl e .  AR-
powe r e d pe r sonal i zat i on de l i ve r s t a i l or e d 
r e comme ndat i ons,  so your  r out i ne  wor ks f or  you.

WA N N A  AR Shoe  T r y- On App l e t s you v i r t ual l y  t r y  be f or e  
you buy.  I nst ant ,  i nt ui t i ve  shoe  f i t t i ng t hat  make s shoppi ng 
e f f or t l e ss.

N K M AI  Pe r sonal i ze d Ski n Anal ysi s  t r ansl at e s your  ski n’ s  
ne e ds i nt o a cl e ar ,  act i onabl e  car e  pl an.  Smar t  anal ysi s ,  
t a i l or e d r e comme ndat i ons.
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your

Let technology
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become

new assistant.



Planet-friendly.
Ego-approved.

Don’t make consumers choose between 
style,  function,  and values. Make the r ight 
choice,  the easy one.

Long gone are the days of 50 shades of 
green options wrapped in beige cl ichés. 
Today,  sustainable design is sharp,  bold,  and 
effortless - blending in seamlessly,  not 
screaming for attention. From refi l lable 
systems and reusable glass to impact-
driven prints and premium textures,  the 
conscious choice now looks just as good - 
and works just as wel l  -  as any other. 

It ’s not about looking “eco,”  it ’s about being smart,  
styl ish,  and sustainable by default .  

0 5
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Sma r t  Sus t a i na b i l i t y

Planet-friendly.
Ego-approved.

0 5
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Kankan Refi l lable Body Care makes eco-friendly feel  fun.  
Refi l lable,  colourful ,  playful—good for the planet,  and even 
better for your vibe.

Cal vi n Kl ei n One Essence keeps it clean and conscious.  
Moulded pulp packaging that’s simple,  smart,  and total ly ego-
approved.

Space of  Ti me turns everyday objects into smal l  r i tuals.  
Thoughtful ,  sustainable,  and easy to love,  because caring can 
look this good.

Vyr ao proves with “Mamajuju” Fragrance bold can be green.  
Sculptural  packaging,  sustainable materials,  and a fragrance that 
makes a statement without saying too much.
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Pr e mi um T e x t ur e sR e us a b le  G la s sR e f i l l  Sy s t e ms

Take-away:
Design with clarity and conviction,  reduce choice 
paralysis by making your most responsible 
option the most appeal ing and obvious one.



the future                  will

If you’re still
  making                  excuses

B e yon d  A e st h e t icMa c ro Tre n d  0 1

leave you behind.
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Joy as 
Resistance.

M a c r o  T r e n d  0 2 :

A mi d un cer t a i n t y ,  co n s umer s  a r e 
r ecla i mi n g o pt i mi s m by es ca pi n g i n t o  
wo r lds  o f  jo yful  pla y ,  bo ld ma x i ma l i s m,  a n d 
r ea l i t i es  beyo n d t h e a n a lo gue —  a ddi n g a  
t o uch  o f  g l i t t er  t o  t h e da i ly  gr i n d.

B e yon d  A e st h e t ic



Go fun
or go home.

Instead of fading into minimal monotony, brands 
create experiences that are bold,  fun and messy.

0 6

Permacrisis has got us craving for every 
spark of joy we can get. And fashion,  l i festyle 
and beauty brands are ready to turn it  up.

By stepping boldly into a world of playful  
colour and striking detai l ,  Korean brands 
already paved the way one year ago. And 
today more European brands now also 
radiate this energy:  Cheerful  colours,  daring 
typography,  extraordinary art direction,  
unconventional  col laborations,  unexpected 
patterns and shapes turn every product into 
a statement piece.

B e yon d  A e st h e t icMa c ro Tre n d  0 2
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Push design towards creative transformation — 
draw inspiration from other categories and 
col laborate to spark fresh energy.

C r e a t i v e  Ex pe r i me nt a t i o nEx t r a o r d i na r y  A r t  D i r e ct i o n Jo y f ul  M a x i ma l i s m

Go fun
or go home.

0 6
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B e n e f i t  t ur ns j oy up—bol d col our s ,  dynami c gr aphi cs,  and 
a di gi t a l - f i r st  i de nt i t y  bui l t  f or  t he  T i kT ok ge ne r at i on.

N i k e  X  L E G O  t ur ns pl ay i nt o pr oduct —a mul t i - ye ar  gl obal  
col l ab r ol l i ng out  Dunk se t s and Ai r  Max  DN dr ops wi t h,  
mi ni f i gur e - i nspi r e d de t ai l s  t o ge t  k i ds movi ng.

B a n a n a  V a s e  ce l e br at e s t r e at  cul t ur e —hype r - r e al ,  
nos t al gi c de si gn t hat  spar ks,  st r e ss- r e l i e f  j oy and pl ayf ul  
i ndul ge nce  at  home .

P l e a s i n g  unve i l s  t he i r  f r agr ance  Happy Acci de nt  wi t h 
st r i k i ng v i sual  di r e ct i on i n a dr e amy e nvi r onme nt .
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Take-away:



Subtlety is forgettable. 
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opportunity

Playfulness creates

imagination.& sparks



Back to
the future.

Past styles meet al ien-esque aesthetics,  
fuel ing consumers` love for both the retro 
and the forward-looking.

80s beats,  dystopian stories or a good old 
70s blow-out:  The past is currently 
undergoing a retro-revival .  So,  let ’s go back 
to the future! Sculptural  shapes chal lenge 
traditional  si lhouettes,  creating a sense of 
depth and otherworldly intr igue. Metal l ic 
shimmer and ir idescent surfaces l ift  highly 
scientif ic formulas and transformative 
innovation to the next level ,  reflecting the 
precision and complexity of cutting-edge 
beauty. The perfect playground to craft bold,  
immersive branding that feels l ike a portal  to 
another dimension. 

As Newstalgia surges in pop culture,  retro and 
futurism merge. 

0 7
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Take-away:

03
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Enrich storytel l ing and embrace ‘nerdiness’—
generate new ways to connect and reach new 
audiences. 

A l i e n- e s que  A e s t he t i csM e t a l l i c  Shi mme rSci - F i  St o r y t e l l i ng

0 7
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GODMODE fuses retro-futurism with sci-f i  packaging – anime 
storytel l ing from another dimension.  

r . e . m.  beaut y by Ariana Grande embraces astro-chic with 
space-age packaging and sci-f i  glam.

Rabanne Beaut y Mirrored packaging with high-gloss gold and 
si lver f inishes channels Rabanne’s futuristic metalcraft heritage.
 
Fut ur e dusk The trend colour enters runways,  dark blue-violet 
with moody,  otherworldly appeal  across fashion shows.
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I mme r s i v e  Pa ck a g i ng

Back to
the future.



Design reaches
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meets clarity.
when                  mystery

frontiersnew



The more,
the merrier.

Less is more is dead. It ’s not about the need, but the 
want of consumers.  

0 8

In a world that feels heavy,  we f i l l  our every-
day l ife with wants,  not needs. Beauty and 
fashion are stepping beyond function – 
becoming something to wear,  col lect,  and 
cherish.

Lip gloss you can wear on your r ing f inger,  
purses decorated with plushies,  charms and 
perfume flacons. Pieces l ike that speak to 
kidults who crave wonder in the everyday. 

When packaging becomes an accessory,  it  
connects function and beauty,  it  carries 
emotion – a spark of personal ity.  A 
statement piece to col lect and share.

B e yon d  A e st h e t icMa c ro Tre n d  0 2



Take-away:

04

Don’t focus only on uti l ity — create products 
people can’t keep their hands off .

C ha r m & Pla y f ulne s s C o l le ct i b le  B e a ut yEx ci t e me nt  o v e r  Ne e dKi d ult  C ult ur e

The more,
the merrier.

0 8

B e yon d  A e st h e t icMa c ro Tre n d  0 2

A mu s e  T he  kor e an be aut y l abe l  i s  sayi ng ye s t o r i ng-
f i nge r  l i p- gl oss and t ur n t he i r  pr oduct  i nt o a pl ayf ul  
acce ssor y.

He r mè s  x  L o u i s  Vu i t t o n L abubu me e t s Bi r k i n—pl ush 
char m t ur ns a t i me l e ss cl assi c i nt o a pl ayf ul  col l e ct or  
st at us pi e ce .  

Cr o c s  t ur ns i t s  cul t  cl og i nt o a cust omi zabl e  phone  case  
and st at e me nt  pi e ce  f or  pl ayf ul  col l e ct or s .

e . l . f .  x  S t a n l e y  make s hydr at i on col l e ct i bl e ,  mat chi ng 
t umbl e r s and l i p o i l s  wi t h a cl i p- on hol de r .
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Desire drives
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consum               ers                

and defines
the moment.

excitement



Stand for all. 
Or stand alone.

A brand that wants to thrive and grow in the mass 
market must not only produce and communicate 
for the masses. It  must communicate for al l  no 
matter gender,  skin color,  sex,  age or abil it ies.

And we don’t mean turning your logo rainbow-
colored in July,  because this has become a farce. 
Communities of every culture want brands to be 
an honest and supportive al ly that l istens,  
understands and is wil l ing to share their  platform 
& connect with them.

On a visual  level  design & communication must 
be truly barrier-free:  adaptive shapes that make it  
possible to use products with one hand, bold 
contrast,  and tacti le guides that al low 
engagement with ease and confidence.

Growth comes from truly understanding audiences, 
not from trying to please everyone.

0 9
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Take-away:

03

Actively l isten and integrate people’s voices into 
shaping your brand — don’t rely on stereotyped 
personas. That’s how you build real  connections,  
stronger than any loyalty program.

0 9

A ppr o a cha b i l i t y  o v e r  A e s t he t i cs

B e yon d  A e st h e t icMa c ro Tre n d  0 2

Amer i can Eagl e x Sydney Sweeney goes viral  for controversy 
over excluding diverse beauty standards.  

Gap x Kat seye goes viral  for the r ight reasons – with an 
inclusive denim choreography celebrating individual ity and unity.

Ti l t  Beaut y introduces barrier-free packaging that fuses bold 
shapes with inclusive usabi l i ty.  

Bar bi e is making minority inclusion part of everyday play by 
introducing a diabetes dol l .
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Stand for all. 
Or stand alone.

A ut he nt i c St o r y t e l l i ngB e lo ng i ng  a s  B r a nd  Va lueB a r r i e r - F r e e  D e s i g n



Approach                  ability

attention.

builds loyalty.

Ma c ro Tre n d  0 2 B e yon d  A e st h e t ic

Scandal grabs

       

                                          
                                          



Steal. Don’t
copy.

The l ine between what’s real  and what’s not is 
getting thinner,  the sea of sameness deeper – 
and imagination becomes imitation.

1 0

AI is f looding our social  media feeds every day. 
Brands are increasingly turning to technology 
to reimagine their  visual  identity or developing 
digital  model twins,  individual  creators use off-
the-shelf AI-software to generate content 
r ival l ing campaigns. Why? It ’s cheaper,  faster 
and – of course – because everybody is doing 
it .
But that’s nothing new – l iteral ly.  It ’s not doing it  
better,  only faster,  reproducing stereotypes,  
biased and unreal istic standards. 

Purely by the fact,  that al l  the output AI creates 
is recycled and extremely standardized,  the 
overuse of it  is fostering dupeculture and ki l l ing 
authenticity.

B e yon d  A e st h e t icMa c ro Tre n d  0 2



Take-away:

04

Jump off the inescapable hype trAIn.
Celebrate craft and imperfection,  because it  is 
the secret to uniqueness. And start treating AI 
with intentional ,  not as an unquestioned source 
of original ity.

Va lue  C he ck C o py - Pa s t e  C r e a t i v i t ySe le ct i v e  A d o pt i o n A ut he nt i c i t y  B a t t le

1 0
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Steal. Don’t
copy.

G u e s s  f e at ur e s an AI - ge ne r at e d mode l ,  r e pr oduci ng t he  
most  unr e al i st i c be aut y st andar ds e ve n supe r mode l s can’ t  
sust ai n.

Do v e  chal l e nge s AI ’ s  be aut y bi as wi t h #Ke e pBe aut yRe al  and 
shows i n a pl aybook how t o pr ompt  r e al  & di ve r se  be aut y.

L O E WE  me r ge s cr af t smanshi p and AI - ge ne r at e d bl ooms i n 
t he i r  SS2025 campai gn,  cr af t i ng sur r e al  t e x t ur e s t hat  bl ur  
di gi t a l  and r e al .

O t r i u m gi ve s unsol d f ashi on a di gi t a l  come back wi t h AI  
mode l s cal l e d Ovat ar s ,  t ur ni ng l e f t ove r s i nt o ne w de si r abl e s.
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B e yon d  A e st h e t icMa c ro Tre n d  0 2

Hype fades fast.
Authenticity

&

Productivity endure. 

creative
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Take-aways
B e yon d  A e st h e t ic

Define your brand’s stance — and maintain i t  
consistently across every touchpoint .

0 1

Prior it ize textures,  tones,  and ingredients that 
evoke calm, care and continuity.  

0 2

Create a brand environment that feels l ike a 
thoughtful ,  car ing world.

0 3

Empower consumers with digital  tools that 
guide,  personal ize,  and reduce decision fat igue.  

0 4

Reduce choice paralysis by making your most 
responsible option the most appeal ing and 
obvious one.

0 5

Enrich storytel l ing to make your brand more 
approachable to connect and reach new audiences.  

0 7

Don’t  focus only on ut i l i ty — create products people 
can’t  keep their  hands off .

0 8

Don’t  rely on stereotyped personas.  Actively l isten and 
integrate people’s voices into shaping your brand.  

0 9

Jump off the inescapable hype train.  
Celebrate craft  and imperfection,  because it ’s  the 
secret to uniqueness.

1 0

Push design towards creative transformation — 
inspired by other categories and col laboration.  

0 6

No noise, just meaning. Joy as resistance.



38

Our report shows: 
Contradiction is the 
new normal. 

B e yon d  A e st h e t ic
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B e yon d  A e st h e t ic

The future belongs to brands 
brave enough to embrace 
tension – turning it into 
creative and cultural energy 
rather than resolving it.

B e yon d  A e st h e t ic
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We are one of Europe’s 
leading brand consultancies. 

B e yon d  A e st h e t ic



Get in touch.
“Brands thrive where relevance 
meets emotion – fused with purpose 
and powered by meaning, they can 
win hearts, move culture and create 
value that endures.”

B e yon d  A e st h e t ic

Yara

Yara Sol iman
D e s i g n  D i r e c t o r

y a r a . s o l i m a n @ o m c . c o m



Get in touch.

Eva Krämer
C r e a t i v e  D i r e c t o r

e v a . k r a e m e r @ o m c . c o m

“In a world of constant noise, design 
speaks through intention. Real 
impact doesn’t shout – it resonates.”
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Our Offices:
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B o t t e g a  V e n e t a  –  S m a l l  D u s t b a g  w i t h  s i g n a t u r e  w o v e n  s t r u c t u r e
L o e w e  x  O n –  T h e  c r a f t  o f  m o v e m e n t  c a m p a i g n  2 0 2 5  w i t h  e f f o r t l e s s  s p o r t y  l u x u r y
H e r m è s  –  E a u  d e  M a n d a r i n e  A m b r é e ,  M i n i m a l i s t  &   n o - l o g o  p e r f u m e  b o t t l e  d e s i g n
T h e  R o w  –  S p r i n g  2 0 2 6  c a m p a i g n  i m a g e r y

T e x t u r e s :  R a f f i a  a n d  w o v e n  d e s i g n s  b y  P r o n o u n c e  F W 2 5 ,  A l e x a n d r e  V a u t h i e r  H a u t e  C o u t u r e  
S S 2 5 ,  a n d  F e d e r i c o  C i n a  S S 2 5
C é c r e d ,  s c u l p t u r e d  h a i r c a r e  p r o d u c t s ,  l a u n c h e d  b y  B e y o n c é .
K l e o s + K l e a  n u t r i e n t - o n l y  s k i n c a r e  i n  o r g a n i c  s h a p e s  f o r  G e n  X
R A A I E  S k i n c a r e  —  A M / P M  M i n i s  S e t

M U J I  —  G l o b a l  B r a n d i n g  S t r a t e g y ,  c u r a t e d  m i n i m a l i s m  a n d  e v e r y d a y  e s s e n t i a l s
B y r e d o  —  M i n i m a l i s t  Y u z u  T r e e  H a n d  C a r e  C o l l e c t i o n
F e n t y  S k i n  —  E f f o r t l e s s  C a r e  w i t h  B o l d  I d e n t i t y
m i l k  —  B l u s h ,  e y e s h a d o w ,  b r o n z e r :  I t ’ s  a l l  i n  o n e  a n d  e a s y  t o  u s e .

A l t a  A I  s t y l i s t  -  p e r s o n a l i z a t i o n  t o o l  t h a t  a n a l y z e  p e o p l e ’ s  w a r d r o b e  t o  s u g g e s t  a n d  r e c o m m e n d   
t a i l o r e d  o u t f i t  c o m b i n a t i o n s
N o l i  –  A I  b e a u t y  m a t c h m a k e r  a p p  u s i n g  A R  a n d  p e r s o n a l i z a t i o n  t o o l s  t o  d e l i v e r  t a i l o r e d  s k i n c a r e  
r e c o m m e n d a t i o n s
W A N N A  –  A R - p o w e r e d  a p p  e n a b l i n g  v i r t u a l  s h o e  t r y - o n s  f o r  m o r e  i n t u i t i v e  s h o p p i n g  e x p e r i e n c e s
N K M  A I  –  P e r s o n a l i z e d  s k i n  a n a l y s i s  g e n e r a t i n g  t a i l o r e d  c a r e  r e p o r t s  v i a  s m a r t p h o n e

K a n k a n  –  R e f i l l a b l e  b o d y  c a r e  w i t h  p l a y f u l ,  c o l o r f u l  p a c k a g i n g  d e s i g n
C a l v i n  K l e i n  –  O n e  E s s e n c e  m o l d e d  p u l p  p a c k a g i n g  b y  T w e l v e N Y C
S p a c e  o f  T i m e  —  M i n d f u l  d e s i g n  o b j e c t  c o m b i n i n g  f o r m ,  r i t u a l ,  a n d  s u s t a i n a b i l i t y
V y r a o  —  “ M a m a j u j u ”  f r a g r a n c e  w i t h  b o l d ,  s c u l p t u r a l  p a c k a g i n g  m a d e  f r o m  s u s t a i n a b l e  
m a t e r i a l s

In the publication we show images of brands and products in order to substantiate design trends 
through best practices. The image rights remain with the respective brands quoted.

The examples, shown in the different trends, read from left to right and top to bottom.
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T e x t u r e s :  R a f f i a  a n d  w o v e n  d e s i g n s  b y  P r o n o u n c e  F W 2 5 ,  A l e x a n d r e  
V a u t h i e r  H a u t e  C o u t u r e  S S 2 5 ,  a n d  F e d e r i c o  C i n a  S S 2 5
C é c r e d ,  s c u l p t u r e d  h a i r c a r e  p r o d u c t s ,  l a u n c h e d  b y  B e y o n c é .
F a k e  F o o d  –  R e t h i n k i n g  s h a p e s ,  g e t t i n g  u n c o n v e n t i o n a l ,  g o i n g  b a n a n a s .
P l e a s i n g  –  H a p p y  A c c i d e n t  F r a g r a n c e  i n  d r e a m y  e n v i r o n m e n t .

r . e . m .  b e a u t y  –  A r i a n a  G r a n d e  e m b r a c i n g  a s t r o - c h i c . .
G O D M O D E  –  S c i - F i  b e a u t y  p a c k a g i n g  w i t h  a n i m e - s t o r y t e l l i n g  f r o m  
a n o t h e r  d i m e n s i o n .
F u t u r e  d u s t  –  N o t  o n l y  t r e n d - c o l o u r ,  b u t  s t a r d u s t  t u r n e d  f a s h i o n  r i g h t  
f r o m  t h e  r u n w a y .  
H e r m é s  –  T a k i n g  o f f  w i t h  d i v e r s e  a r t i s t  f o r  t h e  2 0 2 5  m o t i o n  s o c i a l
m e d i a  c a m p a i g n .

B i r k i n  b a g  m e e t s  L V - L a b u b u  –  t h e  I T - p i e c e  d e c o r a t i n g  a  t i m e l e s s  
c l a s s i c s .  
A m u s e  –  T h e  k o r e a n  b e a u t y  l a b e l  i s  s a y i n g  y e s  t o  r i n g - f i n g e r  l i p - g l o s s .
C r o g s  –  T u r n i n g  t h e  i c o n i c  s h o e s  i n  a n  i n d i v i d u a l  p h o n e  c a s e  &             
s t a t e m e n t  p i e c e .
e . l . f .  x  S t a n l e y  –  N e v e r  n o t  h a v i n g  j u i c y  l i p s  o n  a  l o n g  w a l k  w i t h  t h e    
S t a n l e y .

A m e r i c a n  E a g l e  x  S y d n e y  S w e e n e y  –  G o i n  v i r a l  t h a n k s  t o  p r o v o k i n g    
c o n t r o v e r s y .
G a p  x  K a t s e y e  –  G o i n g  v i r a l  f o r  a l l  t h e  r i g h t  r e a s o n s .
B a r b i e  w i t h  D i a b e t e s  C a r e  A c c e s s o r i e s ,  2 0 2 5
T i l t  B e a u t y  –  B a r r i e r - f r e e  p a c k a g i n g  d e s i g n  c o m b i n i n g  b o l d  s h a p e s  a n d  
i n c l u s i v e  u s a b i l i t y

D o v e ’ s  # K e e p B e a u t y R e a l  c a m p a i g n  ( 2 0 2 5 )  c r e a t e d  a  p l a y b o o k  o n  h o w  
t o  p r o m p t  r e a l  &  d i v e r s e  b e a u t y .
G u e s s  –  F e a t u r i n g  A I - g e n e r a t e d  m o d e l ,  r e p r o d u c i n g  t h e  m o s t  
u n r e a l i s t i c  b e a u t y  s t a n d a r d s  e v e n  s u p e r m o d e l s  c a n ’ t  s u s t a i n .
L O E W E  ( S S  2 0 2 5 )  e l e v a t e d  p h o t o s h o o t s  w i t h  A I  f l o w e r s  &  t e x t u r e s  f o r  a  
s u r r e a l  a e s t h e t i c
Y S L  B e a u t y  —  R o u g e  S u r  M e s u r e  “ S h a d e  S t y l i s t ”  a p p :  A I  t o n e - d e t e c t i o n  
m a t c h e s  l i p s t i c k  t o  h a i r  &  o u t f i t . .
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