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Summary of Brand

Named Collective are an independent, community led London, alternative streetwear brand with the purpose of speaking to a new generation through ‘unapologetic designs, rhinestones and bold graphics that embrace the spirit of rebellion’ (Named Collective, 2025). Through co-creating ‘unapologetic’ and ‘rebellious’ clothing with their highly engaged, predominantly Gen Z audience; Named where been able to produce £14,527,279 in Revenue and £3,576,096 in net profit, during 2024 (NC LDN LTD FINANCIAL STATEMENT, 2024).

Product

Named offer a limited product range and state to focus on design, quality and sustainability. Named’s core product is their GOTS CERTIFIED, bold and creative tracksuits, with over 40+ variations available on their website, with an average of 3 colours per tracksuit. Named also offer Bikinis & swimsuits, tops, shorts and underwear, featuring rhinestones, screenprints, bows and various lace and accessorized designs, appealing to gothic, kawaii and y2k design themes that reflect their edgy consumer personas.

Price

Named Collective sit in the contemporary modern luxury brand market, with a mid-range market price strategy to appeal and be accessible but still premium to their Gen Z, budget conscious audience. Products range from £16 (G-STING)  - £250 (Reversible Faux Fur Coat), offering their consumers both entry and investment pieces into the brand.

Place

Named’s products are accessible exclusively on their website, with worldwide shipping and no brick and mortar presence. However, the brand occasionally hosts pop-up events within the UK, their last one being 26th October 2024 in collaboration with Afflecks in Manchester, to celebrate halloween with their community. 


Promotion

Named focus on Direct to consumer (DTC) models and social media channels to promote and sell their products to their digitally native Gen Z audience. Named uses organic marketing in the form of User Generated Content (UGC) to resonate with their target audience, as well as paid meta ad campaigns to push their content to their targeted demographics.

Overview of the NEW market
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· The U.S. apparel market is expected to reach $365.7 billion in 2025, with a compound annual growth rate (CAGR) of 1.84% from 2025 to 2029, reflecting a healthy, growing, opportunity filled market, that Named can take advantage of to grow their global audience and sale volumes (Statista, 2025). Globally, the apparel market is projected to grow from $1.77 trillion in 2024 to $2.26 trillion by 2030 at a CAGR of 4.2%. This reflects a healthy, growing industry sector and opportunity for brands like Named Collective  (Grand View Research, 2025).

· The U.S  pop-up industry is projected to reach $15.6 billion by 2025, experiencing a 1.2% incline in 2024 alone, with 40,000 pop-up shops operating in the U.S in 2023, reflecting the growing popularity of pop-up culture (IBIS World, 2023). This growth represents a viable opportunity to resonate with the US market.
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· The U.S. apparel market is highly fragmented, with “Other” brands representing 86% of total market share, With most notable individual brands, Old Navy (4%) and SHEIN (2%) only holding a relatively modest market share. Indicating a landscape saturated by thousands of small brands, rather than market monopolies, indicating a highly competitive market and consumer culture of openness to a wide range of new and emerging brands, lowering the barrier to entry and increasing likelihood of market penetration into the market.


Push & Pull Factors


	Push
	Pull
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· A key push factor for Named Collectives international expansion into the U.S. would be the 10% global tariff on all international imports. Higher import costs could either reduce Named’s profit margins or force them to raise prices, potentially making their products less competitive in a price-sensitive, saturated market, as 81% of U.S. consumers now state they spend time comparing prices before making an important purchase, up from 67% from 2022 (WARC, 2025).

· The U.S apparel market is heavily saturated with both domestic and international brands across every price segment. Although market fragmentation creates opportunity, it also creates hyper-competition between brands, making it difficult for new entrants to secure market share without significant marketing expenditure or aggressive differentiation.


· Operating within the US is expensive, with warehouse rents in major cities exceeding $9.12 per square foot per year, labor averaging $36.67 per hour and shipping carriers charging $9.45–$75 per parcel for 2–3 day delivery (UPS, Red Stag, 2025). For Named Collective, meeting U.S. consumer expectations for fast delivery requires multiple warehouses, and staff, driving operational costs that may reduce profit margins and force higher retail prices.
	
· In 2025, 73% of U.S. consumers were willing to pay more for sustainable products (Nielsen), aligning with Named’s sustainable ethos (PwC, 2025).  This trend provides a certain level of certainty that Named’s products will be accepted in the US market, due to alignment with  growing consumer values.

· The U.S. has a strong demand for British fashion, with Burberry's U.S sales rising by 3% and Alexander McQueen by 13% in 2025 (Retail Gazette, 2025, Kering, 2025). This demand for UK fashion is further supported by the growing U.S. E-commerce market, which is projected to reach $1.3-$1.47 trillion in sales in 2025, making it easier for British brands to tap into a digitally native consumer market (Click Post, 2025). 

· The global Y2K fashion market was valued at $8.7 billion in 2024, and projected to grow to $19.3 billion by 2033, at a CAGR of 9.2% (HTF Market Insights, 2025). North America currently dominates the Y2k market, accounting for approximately 35% market share in 2024 (Market Intelo, 2025).




Porter 5 Forces

[bookmark: _r3sva36f39qs]Bargaining Power of Customers (Low)

Named Collective’s established brand identity, digital presence and existing brand loyalty keep customer bargaining power low, even in the US, as 68% of U.S shoppers say they would stick with their preferred brand even if prices rise, indicating reduced price sensitivity, allowing Named to navigate price increases without losing customer loyalty in the U.S (SAP, 2025). 

[bookmark: _f9g6r55ujde8]Bargaining Power of Suppliers (Low)
Named Collective’s supply chain will be impacted by the 30% import trade tariffs when entering the US, due to the ongoing ‘trade war’ (World Collective, 2025). However, as Named are an established brand, and many Chinese manufacturers are willing to offer highly competitive pricing to secure contracts with brands that place consistent, year-round orders. For Named Collective, having a wide pool of global manufacturing options significantly limits any supplier’s ability to use tariffs as leverage and keep manufacturing prices competitive.
	 
[bookmark: _4wozx1a2j83q]Threat of Substitutes (Moderate-high)

In 2025, the U.S. apparel market generated $365.7 billion in revenue, reflecting both its scale and an intense competitive landscape (Statista, 2025). For Named Collective, this signals a moderate–high threat of substitutes, as consumers will have a wide selection of alternatives due to high market saturation. To remain competitive, Named must elevate their unique value proposition, marketing and cultural relevance, to prevent being substituted and stand out within a saturated market.
[bookmark: _hugq8b8qo7zb]
[bookmark: _kulmziqmm6xh]Threat of New Entrants (Moderate-High)
Whilst the U.S. apparel market is projected to grow to $389.31 billion by 2028, a $23.67 Billion increase from 2025 the market can be expected to attract new entrants and become more competitive due to its high Market Attractiveness (Statista, 2025).
However, through Named Collective’s iconic brand identity  and strong existing UK and international reputation, Named has a high probability to stand out and utilize their existing reputation against new competitors, whilst  leveraging digital strategies like E-commerce and pop-up stores, that have been proven to be effective within the U.S.

P.E.S.T.L.E Analysis

Political
Since Trump’s 2024 re-election, the U.S. has imposed a 10% baseline tariff on international imports, but for China (where Named Collective manufactures their products) the US has a stationary 30% tax on all imports, which has  induced a reciprocal tariff from China, of 34% on US imports (China Briefing, 2025). This tariff environment creates a politically volatile  landscape as there may be sudden fluctuations in import costs, which can directly threaten profit margins and increase operational uncertainty. Consumers may also feel this impact, as Named Collective may need to increase prices to maintain viable margins during fluctuating production and import expenses.

Economic
In 2025 the US economy was valued over $30 trillion, with an expected annual growth rate of 2.5% from 2025 to 2029 (Trading Economics, 2025 Goldmansach, 2025). 
For Named Collective, this reflects an attractive market opportunity as the US economy is expected to grow and therefore consumers can be expected to continue to contribute to the growth of the US fashion market due to the US’s strong, expanding economy.


Social 
In 2025, 71% of Gen Zers were influenced by social media influencers when looking for fashion inspiration online, shaping and consumer purchasing habits and trends (Marketing Dive, 2025).  However, Named Collective can leverage this Gen Z trend to help optimize their marketing content by using geo-specific influencers who resonate with their target audience in the US. This in turn will help Named further resonate and appeal to their target audience.

Technology 
In 2025, the market for AI is expected to reach around $757.6 billion and over $1.8 billion by 2030 (Shopify, 2025). This growth indicates how fast the AI industry is growing, with over 77% of e‑commerce brands in the US using AI in daily business operations during 2025 (WNS, 2025). Named must therefore utilize AI to remain competitive when competing against other US e-commerce bands otherwise they will be at a technological disadvantage.

Legal
Named Collective must be aware of laws such as the ‘Algorithmic Pricing Disclosure Act’, which was passed on the 5th of November 2025. This new US specific law requires businesses that use AI or data driven pricing to state that “THIS PRICE WAS SET BY AN ALGORITHM USING YOUR PERSONAL DATA.” when using AI or data driven prices, otherwise, they can be subject to penalties of up to US $1,000 per violation (Jones day, 2025).

For Named Collective, this new law will influence their use of personalized, or any dynamic pricing strategies. Although this may enhance consumer transparency and foster brand loyalty due to fair, transparent pricing it may in turn reduce the effectiveness of Named’s promotional content and therefore profits.

Environmental[image: ]
In 2025, over 66% of consumers in the US prioritized sustainability when looking to purchase new products, with 58% of US consumers also stating that they were willing to make more environmentally conscious purchasing decisions (McKinsey, 2025). This consumer trend displays the rise of environmentally conscious consumer values within the US and therefore an expected rise in demand for environmentally sourced products in the future. 
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