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Invest in a more interesting shirt like this,
inspired by ‘The Talented Mr. Ripley’ D3

CHEAP TRICKS
14 thrifty but rather thrilling décor
strategies from interior designers D7
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Heat Wave
A curvaceous
outdoor chair
that’s wired to
warm you up at

night D6

nothing.” Ultimately, she turned to Rachel Pally, a
standby for plus-sizes, for a white gown. Looking
at the cover photo of a radiant, stylish woman
standing in her garden, you’d never guess how
painful it was for her to get dressed.

Although Ms. Blakeney has often been obliged
to shop in plus-size departments, she fits squarely
within the average for American women, which is
approximately a size 16 to 18 at 5 feet 3 inches
tall. Only 7% of womenswear stocked at multi-
brand retailers is a size 14 or above, according to
retail analytics firm Edited, suggesting a deep dis-
connect between women’s actual sizes and the
clothing available to them. This failure to ac-
knowledge the reality of women’s bodies is one of
fashion’s weirdest, most stubborn blind spots.

While it’s true the industry has long made cloth-
ing for what’s known as plus, petite and tall sizes,
the selection has just been kind of bad, and stuck
on random floors of department stores if not in en-

tirely different shops. On the new Hulu show
“Shrill,” starring “Saturday Night Live” star Aidy
Bryant as a journalist navigating sizeism, the main
character describes her options thus: “Everything
is like a big Indiana Walmart sack or it’s like some
cutesy shit covered in Eiffel Tower postage
stamps.” Added Ms. Blakeney, “It’s either hoochie
or grandma. There’s not much in between.”

That’s changing. Whereas once petites sections
were full of patronizingly dainty sailor outfits and
plus sections were rife with floral caftans, a new
movement, spurred by social media, is taking
shape around fashionable clothing in inclusive, or
extended, sizes (generally defined as anything be-
yond the 0-12 range). Direct-to-consumer brands
like Eloquii and Universal Standard are built
around extended sizing; new labels like athleisure
brand Adam Selman Sport and shirt company
Même Chose are launching with extended sizing
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J
USTINA BLAKENEY IS NOT the type to
compromise. The 40-year-old Los Ange-
les interior designer, known for her ex-
travagantly bohemian “Jungalow” aes-
thetic, has staked her career on the

power of design and an inspiring lifestyle. So
when, three years ago, she found herself poised to
appear on the cover of a glossy magazine for a
feature on her work, it should have been an occa-
sion to revel in dressing fabulously. The problem?
Ms. Blakeney, who wavers between a size 14 and
16, couldn’t find anything cover-worthy to wear.

Her day of shopping went from exciting to ex-
cruciating. At a department store, she was pre-
sented with two steeply priced muumuus. “I was
just like, ‘This is not the look I’m going for,’” she
recalled. “I wanted to look very chic and pulled
together. There was literally nothing, absolutely
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Audi Be
Not Proud
Its new electric
crossover—years
in the making—
falls short D11OFF DUTY

FASHION | FOOD | DESIGN | TRAVEL | GEAR

42 Sizes
Fit All

F.
M
A
RT

IN
RA

M
IN
/T
H
E
W
A
LL

ST
RE

ET
JO

U
RN

A
L
(J
A
CK

ET
);
PH

O
TO

IL
LU

ST
RA

TO
IN

BY
JO

H
N
KU

CZ
A
LA

The typical
sample size for a
runway model

When Amy Schumer
appeared on the 2016 ‘plus-
size’ issue of ‘Glamour,’ she
wore between a size

6 and 8.
The biggest

size most fashion
brands sell

The dress size of the
average American

woman falls between a
size 16 and 18.

The top size
for ‘inclusive sizing’
brand Universal

Standard

High fashion has long ignored women outside the standard 012 range. But as the radical idea of ‘inclusive
sizing’ takes hold, even upscale brands are dramatically extending the limits of chic

GREAT DANES
Two variations on the breakfast Danish—

both decidedly above-average D8
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thetic, she said, “It’s hyper adorn-
ment. It’s like a little bit too much,
and we all deserve to be a little bit
too much sometimes.”

As a stylist committed to work-
ing with women of all sizes, Ms.
Karefa-Johnson has all sorts of
tricks for finding workable clothes
for shoots (like custom pieces), but
she said she’s grown tired of treat-
ing bodies as problems to be solved.
That hallmark of women’s maga-
zines is going out of style as rapidly
as the word “flattering.”

Which is all to say: The tradi-
tional advice given to women of dif-
ferent sizes is being rethought. Jes-
sica Joffe, who along with her co-
founder Alison Bergen recently
debuted the inclusively sized New
York shirt brand Même Chose, said
that, so far, customer feedback has
confirmed their instincts to reject
the tired formulas for dressing be-
yond a sample size: “There’s a need
for classic, pared-down clothing
that is neither an explosion of color
and print nor anonymous, hide-
away, ‘flattering’ clothing.” Once, an
elevated staple like the label’s light-
blue, pointed-collar tuxedo shirt

STYLE & FASHION

IF PETITE SIZES are part of
the inclusive-size movement,
it’s been kept a well-hidden
secret from me, because I’m
finding fewer, not more, pe-
tite sizes. Every time I ask a
store manager why they
phased out the petites, or
why there are only a couple
of petites mixed in with the
regular sizes, the answer I’m
always given is: “We weren’t
selling enough of them.”
Though sometimes 00

means you’re very skinny, pe-
tite isn’t just how skinny
someone is. Petite sizing
means it’s correctly propor-
tioned. If something is a reg-
ular size, the waist is going to
go all the way up to the top
of my chest and the crotch
will be at my knees. I’m exag-
gerating, but not much.

Most of my sweaters are
boys’ or girls’ sweaters. The
problem with the girls’ de-
partment is that there are
usually hearts and lollipops
and cute little animals on the
sweaters, whereas in the
boys’ department you can
just get a nice V-neck
sweater. I bought a boy’s
tuxedo jacket for one event
but ended up not wearing it
because I realized the shoul-
ders were much too padded
and I looked like a boy for-
mally dressed to play foot-
ball. I finally got a decent-
looking silk pantsuit, which I
didn’t love, but it fit me.
It’s frustrating because I

think clothes are great. I’d
like to have some.
—Edited from an interview

by Rory Satran

would have been tough to find in a
size 24.

Regardless of their size, women
lust after the same styles, whether
that’s a cheeky Prabal Gurung tux-
edo-style minidress or a metallic
Zero + Maria Cornejo wrap blouse.
Both are available in a size 20 on
the multibrand e-commerce site 11
Honoré, which features extended
size runs from high-end designers.
The two-year-old 11 Honoré offers
resources like sizing charts, fit
models and pattern development to
designers that may have been de-
terred by the expense of inclusive
sizing. During its February show for
New York Fashion Week, actress La-
verne Cox and a bevy of plus-size
models strutted ferociously down
the runway. The crowd went wild.

Social media is fueling the inclu-
sive sizing movement. Last year, en-
trepreneur and influencer Katie
Sturino launched her #MakeMySize
campaign on Instagram after being
disappointed that a Diane von
Furstenberg skirt didn’t fit. The
hashtag now appears on over 3,000
posts, most beseeching brands to be
more inclusive. Some, such as New
York label Veronica Beard, have lis-
tened, extending their sizing. When
Ms. Sturino first put on a Veronica
Beard look that fit—jeans and a
blazer—she cried.

Inclusive sizing isn’t all about
identity; it can also be good busi-
ness. Tricia Smith, the executive
vice president of women’s at Nord-
strom, pushed the department
store’s designers to add smaller and
larger sizes. According to Ms.
Smith, the first 30 stores that
added the broader range “per-
formed considerably better than the
stores that didn’t have those ex-
tended sizes.”

These days Ms. Blakeney, the
print-loving interior designer, has
more options than when she de-
spaired over her cover shoot in
2016, including patterned separates
from the brand Ace and Jig. But
she’s shocked that fashion is only
now catching up with her: “I can’t
believe how long it has taken to get
to a place where women of all sizes
can walk into a store and find stuff
that fits, especially when most
women in this country are of a simi-
lar size to mine.”

 See page A2 for how women’s
sizes have changed over time. KA
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Inclusivity often focuses on plus sizes.Terry
Gross, host of NPR’s ‘Fresh Air,’ shares the
equallymarginalized XXS perspective

Don’t Forget Petites!

as a matter of course; and estab-
lished outfitters from Veronica
Beard to Prabal Gurung to Nord-
strom are modifying their strategies
to meet demand. On Instagram,
model/influencers like Ashley Gra-
ham and Tess Holliday are glamor-
izing the message of inclusivity. Can
this new wave avoid the ghettoizing
aspects of previous extended-sizing
initiatives and truly democratize
fashion? And not just jeans and T-
shirts, but the kind of fashion that
inspires, excites, transforms?

One New York-based brand, Uni-
versal Standard, is embracing the
challenge. Polina Veksler and Alex-
andra Waldman launched it in 2015
after the friends tried to shop to-
gether and grappled with how lim-
ited the options were for Ms. Wald-
man, who wears a size 20. The
company offers all its garments to
fit sizes 00 to 40, with petite and
tall versions of everything in the
works (yes, the plan is to serve hun-
dreds of sizes). The partners envi-
sion a world where it’s a given that
everyone can find clothing they love.
Ms. Veksler said, “A lot of people
think it’s about size; it’s about style.
If you’re not going to make it for a
size 6, don’t make it for a size 26.”

Universal Standard is as buzzy as
a Beyoncé concert, with Gwyneth
Paltrow among its many investors.
Its hits have so far been the kind of
streamlined but unchallenging sepa-
rates that thrive on Instagram
among photos of succulents (think:
an olive twill jumpsuit). Last month,
however, it dipped its toes into cap-
ital-“F” fashion via a collaboration
with high-end label Rodarte. De-
signed by Los Angeles-based sisters
Kate and Laura Mulleavy, Rodarte
typically makes the sort of high-
concept/low-wearability gowns that
look at home on Elle Fanning or in
the Cooper Hewitt, Smithsonian De-
sign Museum, where the brand
staged an exhibition in 2010. For
Rodarte, it’s uncharted territory to
make pieces like the delicate pale
pink ruffled top and midi skirt from
the collaboration (which retail for
$150 each, much less than the
brand’s main line) in a size 30.

When Universal Standard reached
out to Gabriella Karefa-Johnson—
the style director at Garage maga-
zine in New York—to style the Ro-
darte collection campaign, her first
thought was, “F***ing finally.” The
27-year-old Ms. Karefa-Johnson,
herself a size 16, was excited by the
prospect of making an inclusive-
sized brand “part of the high-fash-
ion landscape, which is very rarely
the case.” Of the collaboration’s aes-
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About the
Sizes of It

Inclusive sizing isn’t all
about identity; it can
also be good business.

SHE’S EVERY WOMAN
Clockwise from above:
Rodarte & Universal

Standard Blouse, $150,
Skirt, $150,

universalstandard.com;
Karma El Khalil

Earrings, $11,000,
Roseark Los Angeles,

323-822-3600;
Shoes, $398,

stuartweitzman.com;
Jacket, $695,
Pants, $495,

veronicabeard.com;
Top, $325,

marahoffman.com;
Earrings, $5,600,

Pomellato, 212-879-
2118; Necklace, $6,300,
tiffany.com; Bracelet,

$125, marymacgill.com;
Derek Lam 10 Crosby
for 11 Honoré Blazer,
$575, Dress, $575,

11honore.com; Earrings,
$195, marymacgill.com;
Mules, $420, toteme-

studio.com.

MAXMARA.COM

ENJOY EVERY MOMENT
WITH EVERY LUXURY INCLUDED

Intimate, Luxurious Ships Visiting More
Than 450 Destinations Worldwide.

VISIT RSSC.COM TO REQUEST A FREE BROCHURE
CALL 1.844.4REGENT (1.844.473.4368) OR CONTACT YOUR TRAVEL ADVISOR
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