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WHAT HAPPENS WHEN 
YOU OVERUSE A WORD?
The term "bespoke" has 
become devalued through 
its wide, cautionless usage. 
Nothing and everything is 
bespoke! 

"BESPOKE" 

Words are sometimes arbitrarily 
reincarnated and usually, the new 
usage debases them through either 
overuse or inappropriate use, causing 
the word to wear out its welcome. 
Linguistic aberration is particularly 
apparent in fashion retail copyrighting. 
What is the psychological potency 
of reducing a term down to 
something downright ordinary?

Language degradation is a direct 
result of overuse and a symptom of 
lacking cultural awareness. There 
are words that sound good, initially. 
They're words that make you sound 
bigger, faster, smarter, more appealing 
to your customers, clients, and 
consumers. The problem is, 
everyone has the same idea!

  "Bespoke" is a term, 
generally more prevalent in 
British English, used to describe 

something "custom made", "made 
to order", or "made to measure".  
This specialized meaning was 
narrowly intended to describe 
made-to-order suits from tailors 
such as those on London's Saville 
Row 1. “Bespoke” has now gone 
into mass production, and is now 
crossing the pond to the US.   

In NYC, there are now over two 
dozen "bespoke" businesses, 
including Bespoke Barber Shop, 
Bespoke Books, and Bespoke 
Surgical. Another offers 
"bespoke" cardboard boxes. 2

The solution isn't to ever use 
these words again, but to use 
them sparingly and correctly.  
We should communicate with a 
precision that preserves and 
enhances our credibility.

At what point is a word robbed of its meaning and 
become an overused, misused buzzword? 

BUZZWORDS   »  "BESPOKE"

1 www.savilerowbespoke.com
2 Wall Street Journal, "Perfect Fit: to some outfits, Nothing Speaks Like 'Bespoke'", 2012

"Bespoke has started seeping into our 
consciousness as a term for our gold standard, 
as a male equivalent of couture."
 — Mark-Evan Blackman, Professor of Design at New York FIT
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