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_____________________________________________________________________ 

Today it seems like fast fashion brands are affecting luxury brands. Have the fast fashion 
brands been ignored too long and have luxury brands failed at protecting their brand values? 
Luxury fashion brands make collaborations with fast fashion designers, something that would 
have been unthinkable a long time ago. Luxury brands have increased their number of 
seasons, some have diffusion lines and others sell online on their own websites. Luxury 
brands and fast fashion brands are sold on the same streets, worn by the same customers and 
can be found in the same magazines. Once fast fashion brands were irrelevant for the luxury 
brands and they ignored them, but time has changed. Fast fashion has affected the luxury 
industry in several ways. “Fast design turnover”, “Limited-edition products”, “brand 
communication”, “celebrity products and brand endorsement”, “prestige retail location” and 
“co-branding with luxury fashion designers” are just examples of tactics fast fashion brands 
use to imitate luxury brands (Okonkwo, 2007). But luxury brands have characteristics that 
fast fashion brands don’t such as high quality, exclusivity, high prices, status, and offer high 
levels of symbolic and emotional values (Tynan, McKechnie, & Chhuon, 2009). Common 
characteristics for fast fashion brands are trendy clothing, cheap, interpreted after fashion 
shows and the collections are delivered quickly (Plunkett, 2010).  

 
This study is of qualitative nature and the topic is under-researched academically, which 
makes it more interesting to explore. However, the fast fashion and luxury fashion has been 
examined by an extensive literature review. The fast fashion has been dominating the fashion 
industry in recent years. The purpose was to find out how fast fashion brands and luxury 
fashion brands were connected. Seven interviews were conducted with people working in the 
luxury industry. Luxury and fast fashion, consumers, e-commerce, seasons and collaborations 
will be explored in this paper. This dissertation will mainly focus on how the fast fashion 
already has affected luxury brands. The conclusion was that luxury brands have been affected 
by fast fashion brands in numerous ways, it seems to affect bigger luxury brands more than 
independent designers. Clearly, the luxury industry has been affected by the fast fashion 
industry.  
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1 Introduction 
 
This chapter aims to give a background to the current situation in the fast fashion and luxury 
fashion industry. This chapter discusses the problem luxury brands are facing today with the 
rise of fast fashion brands and how they affect their strategies and segmentation. This chapter 
focuses also on describing the purpose and research question.   
_____________________________________________________________________ 
 

1.1 Background 
 
”Nowadays people know the price of everything and the value of nothing.”- Oscar Wilde 
(Goodreads, N.D.a)	  
 
The size of the global apparel business is growing and is expected to generate a double-digit 
growth between now and 2020 (Keller, Magnus, Hedrich, Nava, Tochtermann, 2014). Today 
people spend more money on clothing like never before. People stroll along famous shopping 
streets everyday such as Via Monte Napoleone in Milan, Ginza in Tokyo, Rue du Faubourg 
Saint-Honoré in Paris, Bond Street in London and Fifth Avenue in New York. The fast 
fashion industry has been booming and taken the market by a storm. Fast fashion is 
affordable, fashionable and available only a few weeks after similar designs from runway 
shows. The leading fast fashion retailers have grown with 9.7 % per year over the last five 
years and the traditional-apparel counterparts have grown 6.8 % during the same time period 
(Cit, 2014). Some of the biggest brands in the world are both fast fashion and luxury 
companies: Louis Vuitton is the #14 most valuable brand, #33 H&M, #42 Gucci, #51 
Hermès, #58 Zara, #74 Prada #85 (Forbes, 2015).  

McKinsey has found that online luxury sales increased by 20 % in 2013 and general sales 
only rose 2 % during the same year. They estimate that the luxury e-commerce sales will 
reach close to $21 billion in the next five years. Bain consultants have said that around 40 % 
of brands still don’t sell online (Jones, 2015). Earlier it has been stated that luxury fashion 
brands have become affected by fast fashion brands (BoF, 2011). Today luxury brands can’t 
be ignored by fast fashion brands anymore. Some successful brands that are referred to as fast 
fashion are H&M, Uniqlo and Zara. They have managed to appeal fashion conscious 
consumers due to their strategy as a fast fashion company with fast time-to-market, affordable 
prices, good locations and design with inspiration from fashion shows. They also make 
collaborations to get more even more customers and attention, H&M have made famous 
collections with Comme des Garcons, Lanvin, Margiela, Balmain and Alexander Wang for an 
example (BoF, 2011). 

Zara has been nominated by editor-in-chief Anna Wintour for creating fashion without cycles, 
there is no longer spring, summer, autumn or winter collections. By using modern computer 
technology Zara can spot new trends and create around ten thousand new products every year. 
By doing this they also reduce the shelf time from six months to a few weeks. This is a way 
for Zara to consciously refresh their stock and make people interested in coming back to the 
stores more frequently (Roberts, 2010).  
 
Both luxury fashion brands Yohji Yamamoto and Comme Des Garcons (CDG) from Japan 
had their debut shows in Paris 1981. They are both seen as anti-fashion designers, they are 
against the mass market, cheap labor, marketing, using bad materials and looking at trends 
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(English, 2011b).  According to Yohji Yamamoto: “I want to achieve anti-fashion through 
fashion … That’s why I’m always heading in my own direction, in parallel to fashion. 
Because if you’re not waking up to what is asleep, you might as well stay on a beaten path” 
(English, 2011a). In 2009 Yohji had a debt of 67 million U.S dollars due to the economic 
downturn and was force to take in investors and went bankrupt (BBC, 2009). The finance 
managers partly caused this. A private equity firm called Intergral Corp, they reconstructed 
Yohji Yamamoto Inc. and 2010 they had cleared the debt. One might also wonder from the 
designer’s perspective what went wrong and here he stated his idea: "At least partly, it is my 
fault. I wasn’t able to change” (Independent, 2010a). On the other hand has Comme des 
Garcons managed to do quite well, at the moment they have 28 ongoing different Comme de 
Garcons lines and in 2010 they had over 200 franchises and an estimated worth of 180 million 
U.S dollars (Independent, 2010b). They founded the infamous fashion retail and concept store 
Dover Street Market, which is located in London, Ginza, Beijing and New York. The very 
key behind this concept is to try to be a leader and stay ahead, to push for what is new and 
still exciting in the luxury fashion world (BOF, 2004). Meanwhile Yohji Yamamoto has four 
ongoing brands (Yohjiyamamoto, N.D.). Comme des Garcons has even done collaboration 
with H&M 2008, which could seem like a contradiction because from the beginning Comme 
de Garcons was a brand that was against the fast fashion industry and strategies. Comme des 
Garcons also has for an example the brand Comme Des Garcons ”Play”, which is a more 
playful brand, it is cheaper, more easily accessible, sold online, unlike the main collection and 
the Play collection is also using a logo with a big red heart with eyes. How much is possible 
to change before you destroy your own business model and lose your brand value and 
identity? Is remaining strong in the fashion industry a matter of adaption to the market? This 
problem will be discussed further in the problem discussion.  
 
Scarcity, exclusivity, premium prices, handmade quality, exclusive locations, innovation, 
strong brand image and name and uniqueness are some key words for luxury products (Hines 
& Bruce, 2007, Okonkwo, 2007). Luxury brands are not only selling products, but their 
strategy is also to create and sell a dream that support their brand values (Dubois & 
Paternault, 1995; Kapferer & Bastein, 2009). On the contrary, fast fashion is trendy, cheap, 
disposable, targets a younger customer. Fast fashion is a business idea that focuses on 
reducing processes in the buying cycle as well as reducing lead times. Fast fashion is about 
producing new products quickly and follow trends (Plunkett, 2010). Luxury brands are today 
adapting to the fast fashion brands (Okonkwo, 2007). Today luxury brands have more 
collections, they have diffusion lines, sometimes produced on a higher scale and they have 
created new supply chain models. (Plunkett, 2010). 
 

1.2 Problem discussion  
 
Both fast fashion and luxury brands responsiveness to fast fashion are under-researched 
academically, although it has gotten much attention in fashion and business press (Barnes & 
Lea-Greenwood, 2006). Uche Okonkwo (2007) writes about luxury fashion and the rising 
offer and status of fast fashion. Today people mix their luxury brands with fast fashion 
brands. Fast fashion brands focuses on the global mass market, but are not only seen as low- 
or middle-end, but as elevated and emanating a high-end look (Okonkwo, 2007).  
 
Today luxury brands are making collaborations with fast fashion companies. Most luxury 
brands have online shops. Luxury brands have more seasons and deliveries, to attract new 
customers to their stores. Fast fashion brands can be found in the same shopping malls and 
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streets as luxury brands. Today it is possible to see people wearing both luxury brands and 
fast fashion brands mixed and in magazine fast fashion is mixed with luxury fashion. Some 
luxury brands are outsourcing to China, some have mid-seasons, pre-, capsule, cruise-
collections and diffusion lines. High-end brands are working with creating more effective 
supply-chain, inventory and logistics strategies (Okonkwo, 2007).  Most of the fast fashion 
companies labor is positioned in offshore companies in developing countries, employees get 
low wages, they are often young, poorly educated people. Sometimes this even results in 
forced labor and child labor (Viederman, 2013). Discrimination, bad treatment and long 
working hours are also common (Ichimura, 2011). Fast fashion is still on the rise; the growth 
rates are not slowing down (H&M, N.D.a). Fast fashion brands are effectively working with 
interpreting runaway shows and thereafter swiftly selling the products in their stores, the 
industry has provoked a changed among customer’s expectations (Okonkwo, 2007). Clearly 
the demand is high for fast fashion, but how much does it affect the luxury segment? How 
does luxury brands adapt and how do they work with protecting their brand value and 
identity? How much can they adapt until their business model becomes flawed? 
 

1.3 Purpose and research question  
	  
The purpose of this study is to discover, analyze and study how fast fashion brands and luxury 
brands are connected. From an economic standpoint it is rational to pay less for a t-shirt. But 
how can luxury brands differentiate themselves and make people buy their expensive 
products? Why do luxury brands today have online shops, collaborations and diffusion lines? 
It feels almost like luxury fashion brands have started to suffer, brands might lose their value 
and identity if they adapt too much. Against this background, the main goal is to provide 
insight into a subject with limited academical attention and to explain what both luxury and 
fast fashion is.	  With this background, problem discussion and purpose the research questions 
will be: “how does the fast fashion industry affect luxury fashion industry?”  
 
Expected outcomes will be that the study will be important for people working with branding. 
It will be interesting for people with a consumer behavior background. The thesis will be a 
good source for marketers or someone who managed a brand or wants to create a brand. The 
thesis will provide analyzes about strategies both for luxury brands and fast fashion brands. 
The thesis will help people to understand how the fast fashion industry affect the luxury 
fashion industry, how important brand building and brand identity is. 	  
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2 Methodology  
 
In this chapter the scientific methodology will be explained. In this part the research 
approach is presented as well as what research method is used. Information gathering, 
trustworthiness and the interview process are presented in the methodology chapter. 
_____________________________________________________________________ 

 

2.1 Method of research 
 
This thesis has a qualitative research approach. Quantitative research focuses on 
quantification in the collection and data analyses and qualitative study focus on creating a 
dialogue and using words. This thesis is of qualitative nature, due to the idea of asking and 
understanding how luxury brands are affected by fast fashion brands. Data was analyzed in a 
qualitative way, no statistics or numbers were used and therefore the quantitative method 
wasn’t used. The result is presented in a written text and therefore the method will be 
qualitative (Bouma & Atkinson, 1995).  
 

2.2 Information gathering 
 
The growth of the Internet has transformed information gathering as well as searching for 
literature. It offers resources that may be of use for literature review and secondary data. But 
these resources may be problematic to find and the content of the material is variable. It is 
important to analyze the literature in a critical way, as it will help you to develop an 
understanding about the research, objectives and relate it to your research question. The 
review will set the study in context by discussing, referencing, draw out key pounds and 
explain them in an understandable way. There is no correct way to make a critical review, but 
it is useful to think of it as a funnel in which you start at a general level before narrowing 
down to your exact research question. Literature sources can be divided as primary, secondary 
and tertiary (Saunders, Lewis & Tornhill, 2009). Data is coming from both primary and 
secondary data. Qualitative interviews were performed to collect the primary data and the 
secondary data comes from literature, articles and online sources. (Andersen, 1996)  
 

2.3 Literature review 
	  
The literature review has also been done by following up references in articles, scanning as 
well as scanning literature. Notes were made throughout the search process, in order to know 
what had been used. Used literature has been evaluated for its relevance to this study’s 
question and objectives. Care has also been taken in order not to plagiarize.  As part of the 
literature review books and journal articles have been used to find research to answer the 
research question. Throughout the thesis process references have been taken from books and 
articles. The main task for the literature review is to give the study a wider context and to 
show what studies already has been done on the topic. The literature review also serves the 
purpose of enlightening and enriching the conclusion in the study (Saunders et al., 2009).  
Emerald and Business Source Premier were mainly used to collect data and key words like 
fast fashion, luxury fashion, luxury marketing, fast fashion supply chain, fast fashion 
strategies, luxury fashion strategies, luxury branding, fast fashion branding.  
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2.4 Qualitative interview 
 
Since the purpose of this disorientation was to investigate how fast fashion brands and luxury 
fashion brands are connected, several luxury brands were contacted by e-mail and post. The 
brands contacted were the following: 
 
Table 1: Brands contacted  
 
Brands that answered  Brands that didn’t answer  
Geoffrey B. Small Hermès 
A luxury consultant - Marc Gucci 
Luxury brand A – anonymous  Louis Vuitton 
Misomber Nuan  Prada 
Andrew McDonald  Chanel 
Luxury brand B – anonymous Dior 
Luxury brand C – anonymous Salvatore Ferragamo  
 
Getting response from the big luxury brands was not easy. Hermès, Gucci, Dior and Chanel 
were firstly contacted by e-mail since they are among the biggest brands in the luxury 
industry; they wrote that I had to send a letter with the questions to their main office by post. 
Chanel replied me by e-mail saying they could not reply because it is a private company. In 
order to get access participants that responded to my interviews have some kind of connection 
to me, they are either friends or business connections, utilizing existing contacts is seen as 
positive and successful. Firstly E-mail was used because interviewees live outside Sweden. 
The interviewees were asked if they preferred to answer the questions via e-mail or via a 
telephone interview. Participants were asked if they wanted to be anonymous to protect their 
identity and participants were also told that the material would only be used for the purpose of 
the master study and not published or used elsewhere. Interviews were performed by E-mail 
and over telephone. Having interview by telephone have some advantages like access, speed 
and lower cost. This technique allows making contact with interviewees with whom it would 
be difficult to conduct an interview face-to-face due to the distance, costs and time required. 
Conducting interviews via telephone or email offers advantages like speed of data collection 
and lower cost, it is more convenient.  
 
Some disadvantages with this interview technique is that it may lead to reduced reliability, or 
participants refuse to take part or engage in exploratory discussions. With e-mail or telephone 
you lose the opportunity to witness the non-verbal behavior of an interviewee, which might 
affect the interpretation of how far to pursue a specific topic or line. An interviewee might 
want to spend less time with a telephone interview than a face-to-face interview. A telephone 
interview or e-mail interview is more appropriate in long distance, especially if you have 
already established your credibility through prior contact. E-mail interviews can be especially 
advantageous as it allows both interviewer and participants to reflect on the questions and 
responses prior to answering. It is also possible to follow up email interviews with series of 
emails containing small number of questions (Saunders et al., 2009).  
 
In some cases additional e-mails were sent for follow up questions. Geoffrey B. Small, brand 
C and Andrew McDonald interviews were conducted by only using e-mail. Luxury brand A, 
B, Misomber Nuan and Marc were first sent questions and later on discussed over phone. 
Questions were first sent by e-mail in order for the respondent to think about them 
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beforehand. Qualitative interviews are characterized by a high level of structure, but a low 
level of standardization since the questions can vary a bit. A quantitative study needs a high 
level of standardization, because they need to answer the same question to all respondents. On 
qualitative interviews it is important to keep focus on the subject (Trost, 2010). The 
interviews were conducted in a semi-structured way, meaning some questions may omit in 
some interviews, the order of the questions may vary depending on the conversation and some 
questions may also vary from interview to interview. Semi-structured interviews are open and 
allows for new ideas (Saunders et al., 2009). 

	  
2.5 Interview Questions 
 
Some questions included several questions; this is because they were follow up questions. 
The questions and follow-up questions can be found in appendix 1. The theme of the 
questions explored how their company has been working with e-commerce, their opinions 
about why other luxury brands chose to sell online. How they have felt affected by the 
number of growing seasons in the industry and how other brands have been affected. Other 
themes were diffusion lines, collaborations, brand value, copying and identity. The questions 
also took up how luxury brands distinguish themselves and how they are affected by the fast 
fashion industry.  
  

2.6 Trustworthiness 
 
Participants that responded to my interviews in this thesis have some kind of link to me, they 
are either friends or business connections. If you have already established prior contact it 
increases the trustworthiness (Saunders et al., 2009). Both reliability and validity are 
important for the quality of the dissertation. Some researchers have discussed how significant 
it actually is to include them both when conducting a qualitative study (Bryman, 2008). 
Reliability is about the degree of repetition. It would be impossible to repeat this research 
because it was conducted over a specific period of time and the result wouldn’t be the same. 
The reality that is studied is continuously changing. There are both internal validity and 
external. The internal validity is about the credibility of the research, do the result match 
reality? External validity is about how much the results can be generalized. When performing 
a qualitative research, the researching needs to focus on what degree the results are 
appropriate to other cases, because achieving statistical generalization is not possible (Memic 
& Minhas, 2011). The sources in this research has been critically reviewed, primary sourced 
has been used over secondary. Credibility has tried to been increased by being as transparent 
as possible throughout the process.  
 

2.7 Delimitations 
 
There are different luxury levels, but in this thesis luxury brands will be referred to brands 
that are working for creating value, building up an identity, working for creating uniqueness. 
This is due to luxury brands can be seen as rather subjective and the thesis would become too 
broad, it is outside the frame of this paper to explore the different levels of luxury. Luxury 
brands will also refer to independent brands that are owned privately such as Geoffrey B. 
Small and Misomber Nuan. For an example Hérmes is also an independent brand, but most 
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luxury brands are owned by a- cooperation.  
 
Supermarket fashion brands such Walmart, Tesco and Morrisons are not included in this 
thesis. The dissertation will focus on fast fashion companies such as H&M, Zara and Uniqlo. 
This thesis will focus on the operational impacts about how fast fashion companies have 
affected luxury brands use of e-commerce and strategies such as diffusion lines, supply chains 
and number of seasons and not focus on all the general aspects.  
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3 Theoretical framework 
 
In this chapter, theory will be presented: luxury, brands, seasons and customers. The 
following chapters are included to help the reader to understand what the different concepts 
mean. 
_____________________________________________________________________ 
 
Oscar Wilde — ‘Fashion is a form of ugliness so intolerable that we have to alter it every six 
months.’ (Goodreads, N.D.b) 
 

3.1 Fast fashion 
	  
Fast fashion is a business strategy, the fast fashion industry use comparative advantages of 
producing in developing countries and selling in industrialized countries (Hines & Bruce, 
2007). Companies try to satisfy consumers demand by reducing involved processes in the 
buying cycle and lead times for delivering the fashion goods. The newness is the driving force 
that creates demand among the consumers and retailers have implemented the fast fashion 
strategy in order to satisfy and work as efficiently and effectively. Retailers have moved from 
creating seasonal collections to make smaller collections more frequently (Barnes & Lea-
Greenwood, 2006). 

3.2 Luxury  
 
The word “luxury” comes from the Latin word “luxuria” that means “extra of life” 
(Danziger, 2005). According to the Oxford Latin Dictionary (1992) the word “luxus”, which 
is the root of “luxury” means “extravagant living”. Luxurious items are object of desire and 
provide pleasure (Wiedman, Hennigs, & Siebels, 2007). Luxury brands are the top category 
of prestigious brands (Vigneron & Johnson, 2004) and consumers gain prestige when buying 
a luxury item, this is called “conspicuous consumption” (O’Cass & McEwen, 2004). Wealth, 
exclusivity and power are other words luxury is associated with (Brun et al., 2008; Dubois & 
Gilles, 1994). Luxury brands are identified with high quality, exclusive, high prices, status 
and offers high levels of symbolic and emotional values (Tynan, McKechnie, & Chhuon, 
2009). Luxury brands have characteristics such as global recognition, core competence, high 
quality, innovation, powerful advertising, strong focus on in-store presentation and excellent 
service (Li, Li & Kambele, 2012).  
 

3.3 Brands 
 
Brands are today playing an important part in marketing strategies, due to constantly growing 
competition on the international market. Brands are not trademarks, they are complex 
intangibles. One definition of brands is that it is a set of unique, strong and positive mental 
association held by the customer that add to the perceived value of a product or service. 
Another definition is that brands suggest the best choice and further more some people see 
brands as something customer will recognize and react to (Kapferer, 2004). The brand image 
is important for a brand; consumers are buying a certain brand for various reasons. The brand 
image subjective and consumers attach certain emotional perception to specific brands (Dobni 
& Zinkhan, 1990).  
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3.4 Seasons 
 
Fashion is on a cyclical market, it is linked to traditional seasons such as autumn/winter and 
spring/summer. Designers, trend-prediction agencies, industry fairs like Pitti Filati, Premier 
Vision and fashion shows contribute to a melting pot of design, forecasting and trend 
prediction for a particular season (Birtwistle, Siddhiqui, & Fiorito, 2003). However, today 
there are not only two seasons for many companies. For an example Zara has as many as 20 
seasons per year. Zara creates 40,000 new designs and 300,000 stock keeping units per year 
(Ferdows, Lewis & Machuca, 2005). H&M is the largest fast fashion retailer and from the 
design to the store it takes about three weeks in lead-time. H&M doesn’t work with 
restocking, but they believe in buying now or never, which promotes visiting their store 
frequently for the latest fashion. Mango is another fast fashion brands and they are working 
with only displaying one item per size in their stores to create a sense of uniqueness and 
customers will wonder if their size will sell out. Mango has also created an interesting 
distribution system, which keeps their products and inventory updated. The system is dividing 
styles like casual and dressy, before shipping and thereafter shipping them to stores where 
they would be best at selling that category (Plunkett, 2010). Fast fashion is a new model and 
has emphasis on tight deadlines, order-processing mechanisms and speed of response 
(Christopher, Lowson & Peck, 2004).  
 
Today’s fashion market is extremely competitive and the endless need to ‘refresh’ 
the assortment has increased the number of seasons. Today it is possible to see that brands 
have small collections in order to encourage consumers to visit their stores more often with 
the idea that “here today, gone tomorrow” (Bhardwaj & Fairhurst, 2010). The products today 
have a shorter life cycle and higher profit margins (Sydney, 2008). Fashion is temporary and 
adapted by consumers for a particular time (Sproles, 1979). The life cycle is short for a 
fashion product. Since the 1980’s a typical life cycle for a fashion product consist of four 
stages: introduction and adoption by fashion leaders, secondly growth and increase in the 
public, thirdly maturity and finally the decline phase. During this time the fashion calendar 
were based on fabric exhibitions, fashion shows and trade fairs for spring/summer and 
autumn/winter. Towards the 90’s retailers expanded their product ranges and the fast 
responsiveness (quick response) to new fashion trends started (Barnes & Lea-Greenwood, 
2006; Hines, 2001; Hoffman, 2007).  
 

3.5 Consumers 
 
Vigneron & Johnson (2004) were first with defining the concept of luxury brand and then by 
Wiedmann et al. (2007) as the highest rank of prestigious brand that provide different kinds of 
physical and psychological values. An individual’s motives for purchasing luxury clothing are 
not simply tied to a set of social perspectives of displaying status, success and prestige, but 
also depend on the financial, functional and individual value dimensions. Wiedmann et al. 
(2007) created a model that explained why people consume luxury brands. This model has 
four different value dimensions with different individual values sub-dimensions connected to 
each of the dimensions. There is the financial dimension with price as the sub-dimension, the 
functionality dimension with usability, quality and uniqueness as the sub-dimensions. The 
individual dimension consists of self-identity, hedonic and materialistic sub-dimensions and 
finally the social-dimension that have conspicuousness, prestige and contextual as sub-
dimensions. The different values can help explaining why people consume luxury clothing. 
People have combinations of these values as motivation for consuming luxury goods, but it 



  

	   12	  

can also be one value that affect more like for an example the quality if you want something 
that truly last and has a unique and exclusive fabric. Some people might feel extra motivated 
buying a luxury product because of status, in order to feel more successful. Other people just 
get a kick and simply feel good consuming luxury clothing, this connects to the hedonic 
value. Some people are collectors and materialistic and like to just own certain luxury objects, 
for some people it is extremely important to not wear the same things as others and for others 
they just have to wear certain brands to fit in (Wiedmann et al., 2007).  
 
Before luxury consumers were easier to satisfy and understand. Today luxury consumers are 
not easy to put in the same box, in the past it was possible to segment the luxury consumers, 
but not today. Luxury consumers used to be very loyal and head-to-toe dressed in their 
favorite designer, but today they have their own style needs and focus less on the name. The 
people who consume luxury brands have more knowledge today about materials and about 
how and where the products are made. It is easier for today’s consumers to understand how 
different brands work with marketing and strengthening their brand identity in order to attract 
more people. Today it is easier to get information about product comparisons, reviews and 
publicity accessed information from the brand (Okonkwo, 2007). According to Okonkwo 
(2007) women stand for four out of five every luxury purchase. High net worth individuals 
are the target group for luxury brands, people with assets over one million U.S dollars and 
61% are more than 56 years old. Another group that buys luxury brands are “day trippers”, 
people who purchase luxury brands occasionally (Kapferer & Bastien 2009). 
 
Fast fashion consumers want to have a wide variety of choices with trendy clothing for a 
cheap price. They want current fashion, available quickly after the new trends, they want low 
price with matching quality and shop at attractive stores (Walters, 2006). The target group for 
fast fashion is between 16-24 years old and they are normally female customers. Female 
customers buy clothing more often and usually spend more. Fast fashion customers visit the 
stores frequently to not miss out the latest trends and this is because fast fashion is not mass-
produced, companies prefer having smaller stocks and not replenish the items in order to 
attract people and make their products more unique (Barnes & Lea-Greenwood, 2006). 
 
_____________________________________________________________________ 
 
The concepts described above are used in the interviews. The interviewees tell about their 
experiences and ideas between the relationships of these concepts. What is presented above 
are explanations of the concepts and in the next chapter the focus will be on the previous 
research of both fast- and luxury fashion. 
	  

 
	  
	  

	  
	  



  

	   13	  

4 Previous research  
	  
Previous research is the focus in this chapter, history of fast fashion and fast fashion products 
and brands, history of luxury fashion and luxury fashion products and brands. A comparison 
is also done between fast fashion and luxury fashion based on previous research. 
_____________________________________________________________________ 
	  
 

4.1 History of fast fashion 
 
Before the 1980’s the market was dominated by simple standardized sized (Doyle, Moore, & 
Morgan, 2006) but as consumers got more fashion conscious and the market changed (Bailey, 
2001). Before the 1980’s the fashion supply chain had been dominated by large retail stores 
(Barnes & Lea-Greenwood, 2006). Due to the changes in fashion the supply chain got 
quicker, the got lower and shorter lead times. (Tyler, Heeley, & Bhamra, 2006). This was 
possible due to the use of just-in-time strategies and fast supply chain strategies (Bruce, Daly, 
& Towers, 2004) and also information driven strategies, like quick-response organizations 
monitoring real-time data at sales points, as well as responding rapidly to current market 
information (Christopher, Lowson, Peck, 2004).  
 
During the late 1980’s the fashion industry consisted mainly of several large retailers that 
increased the competition levels in the market (Barnes and Lea- Greenwood 2006). In order to 
survive, companies switched from product-driven to buyer-driven chains, created alliances 
with suppliers and promoted their brands (Tyler, et. al., 2006). The profits increased due to 
combination of high-value research, design, sales and marketing that made it possible for 
them to work strategically with overseas factories (Gereffi, 1999).  The fashion apparel 
industry has developed considerably over the last 20 years, because of the boundaries in the 
industry has expanded (Djelic & Ainamo, 1999). The change of the fashion industry since 
then, like fading of mass production, increase in number of fashion seasons, change in the 
supply chain has forced retailers to desire low cost and flexibility in design, quality, delivery 
and speed to market (Doyle, Moore & Morgan, 2006). Before the 1980’s fashion apparel 
retailers forecasted consumer demand and trends long before time of consumption in order to 
compete (Guercini, 2001). Recently, fashion retailers are competing about speed to the 
market; they want to be as quick as possible to reveal their interpretations from the fashion 
shows (Bhardwaj & Fairhurst, 2010).  
 
Fast fashion is related to several marketing factors such as low predictability, high impulse 
purchase, shorter life cycle and high volatility of market demand (Fernie & Sparks 1998). 
H&M is the #33 biggest company in the world and Zara is #58 (Forbes, 2015). Zara belongs 
to the company Inditex, which also holds Massimo Dutti and seven other brands (Inditex, 
N.D.) and H&M holds COS, Monki, Weekday, & Other Stores and Cheap Monday (H&M, 
N.D.c). 
 

4.2 Fast fashion products and brands  
 
Globalization of sourcing and distribution has stimulated the fast fashion industry. Textiles 
production has moved to less developed countries in the last 30 years (MacCarthy & 
Jayarathne, 2010). In 2014, 42 % of the imports to the European Union’s clothing markets 
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were shipped from China, and Bangladesh and Turkey supplied 13% (EC, 2013). The 
outsourcing has led to complicated supply chains, because of geographic distances, 
inconsistency and variability in processes at both ends of the chains as well as difficult 
import/export procedures (Birtwistle, et. al., 2003; Bruce & Daly 2006). The relocation has 
affected European textiles and clothing industries (De Brito, Carbone, & Blanquart, 2008; 
Taplin, 2006). Shortened lead-times “speed to market”, faster inventory turnovers and high 
order fulfillment rates for customer demand at its peak points are strategies and special 
features for fast fashion companies (Barnes & Lea-Greenwood, 2006). The structure is highly 
competitive and the pressure is not only on cost, but also on offering the latest new trends to 
customers (Christopher et al., 2004).  
 
The fashion market nowadays is extremely competitive and there is an endless need to 
‘refresh’ the assortment, therefore many retailers increase the number of seasons. Today it is 
possible to see that brands have small collections in order to encourage consumers to visit 
their stores more often with the idea that something can be gone tomorrow, but here only 
today (Bhardwaj & Fairhurst, 2010). The fast fashion products have a shorter life cycle and 
higher profit margins (Sydney, 2008). In order to fast fashion companies need a high level of 
efficiency. Due to the high demand fast fashion companies adapt and use efficient supply 
chain strategies lie just-in-time sourcing (Bruce, et, al., 2004). Fast fashion companies need to 
stay responsive and in order to they need to work quickly, therefore ethical (Barnes & Lea-
Greenwood, 2006), employment (De Brito, et. al., 2008) and environmental matters 
(Saicheua, Knox, & Cooper, 2012) are being ignored. In return this creates an unsustainable 
structure. For an example due to the fast supply chain many shipments are delivered by air 
and this increases the CO2 emissions (Saicheua et al., 2012). Although fast fashion 
companies are powerful, but the power has shifted to the consumers (Barnes & Lea-
Greenwood, 2006), the consumers affect the fast fashion retailers by their demand. If they 
want sustainability, it will leave strong impact on industry practices.  
 
H&M, Zara and Uniqlo are some of the mass retailers and fashion brands utilizing the fast 
fashion business strategy. Common characteristics for these brands are trendy clothing, cheap, 
interpreted after fashion shows and the collections are delivered quickly. Fast fashion brands 
cane go from conception to delivery in two to four weeks (Plunkett, 2010). Fast fashion 
brands take their inspiration from luxury fashion brands before deciding what to produce 
(Okonkwo, 2007). Fast fashion companies tries to attract customers into the stores as often as 
possible in order to increase sale (Barnes & Lea-Greenwood, 2006). This is done by offering 
lower costs, frequent sales and the products remain shorter for a shorter time on the shelves 
than traditionally (Bhardwaj & Fairhurst, 2010). Therefore fast fashion has created shorter 
market cycles and more seasons (Barnes & Lea-Greenwood, 2006). The fast fashion industry 
is causing both environmental burdens and social. In the production they use chemical and 
non-renewable natural resources that are hazardous for the environment  (De Brito et al., 
2008). In the industry there is also employee abuse and unethical working environment at 
production sites (Barnes & Lea-Greenwood, 2006).  
 
Fast fashion products are distinguished by being disposable. Fast fashion is trendy; it is just 
for the moment. Fast fashion is affordable and customers need to update their wardrobe often 
due to the short-time frame, since the clothes get out of fashion (Hines & Bruce, 2007). Most 
of the fast fashion companies labor is positioned in offshore companies in developing 
countries due to the low wages and the employees are often women and children, young, 
poorly educated people since the manufacturing process doesn’t require a lot of skill. 
Sometimes this even results in forced labor in certain countries (Viederman, 2013). 
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Discrimination, bad treatment, low wages and long working hours are also common 
(Ichimura, 2011). It is possible to divide fast fashion companies in two groups, one that resist 
sustainability practices and the second that tries to improve the sustainability work such as the 
supply chain and work with eco-labeling, fair trade and clean transportation methods for an 
example (Brito et al., 2008). For an example H&M states on their websites that they work 
with implementing intensive sustainability practices in their management and strategies. They 
want to create better environmental conditions for the textile farmers at cotton fields as an 
example. They ship with boats, they are the biggest importer of organic cotton in the world, it 
is possible to bring back clothes to H&M stores for recycling and they work with restricting 
use of hazardous chemicals (H&M, N.D.b). 
 

4.3 History of luxury fashion 
 
The concept of luxury origins from ancient Egypt, royal Pharaos liked luxury dressing.  
Luxury later on spread to Crete and Greece during 700-1150 BC, the first real period of 
European civilization. Later on luxury spread to today’s Italy. The modern luxury fashion 
origins come the industrial revolution, when mass production techniques were invented and 
companies could start doing ready to wear.  During the industrialization when living 
standards got better, wealthy Americans and Asians travelled to Europe to buy luxury items, 
this boosted the international trade and global economy’s expansion. After the First World 
War the luxury fashion changed again because of social class systems, monarchies and 
aristocracy (influence) got weaker. The history link has always been important for fashion, 
because society, history, economy, politics, technology, psychology and religion influence 
fashion. Louis Vuitton, Gucci and Hermès are some of the most valuable and largest luxury 
brands, all with a history linking back to the 19th century (Okonkwo, 2007). 
 
Some of the biggest luxury brands are today owned by other companies or have bought more 
brands to their group. Louis Vuitton is the #14 most valuable brand and is owned by LVMH 
(Moët Hennessy Louis Vuitton), which owns 70 houses or luxury brands separated in six 
different categories. Some of the luxury fashion brands they own are Louis Vuitton, Berluti, 
Céline, Loro Piano, Fendi, Dior, Givenchy, Marc Jacobs and Kenzo (LVMH, N.D., Forbes, 
2015). The #42 biggest company in the world is Gucci, which is owned by Kering and some 
other luxury brands they own are Bottega Veneta, Yves Saint Laurent, Alexander McQueen, 
Balenciaga and Brioni (Kering, N.D.; Forbes, 2015).  
 

4.4 Luxury products and brands 
 
Scarcity, brand strength, exclusivity, premium prices, exceptional handmade craftsmanship, 
high quality and precisions are key words for luxury products. The stores and brands need to 
have excellent customer service as well as store presentation. Luxury products are sometimes 
characterized by an iconic design or logo, usually the founder’s name or the brands’ symbols. 
A brand or logo name is important for a brand, it is their identity and it creates a relationship 
between the brand and the consumer. Fashion is always in a change, brands always need to 
work with innovation, appeal and differentiation, without branding the luxury products would 
lose value. Therefore the luxury fashion brands are working effectively with branding, it is 
one of their most important business strategies (Hines & Bruce, 2007; Okonkwo, 2007). A 
luxury product is loaded with meaning and purpose, it is meant to be able to last due to high 
quality and good design, but also to increase in value over time. It is also crucial for luxury 
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fashion brands to spread brand awareness, because it is essential for luxury brands to be 
recognized by others who are not wearing the brand, otherwise it loses its brand value. 
Luxury brands are therefore working with but luxury for oneself and for others (Kapferer & 
Bastien, 2009). There are different categories of luxury and Okonkwo (2007) has made the 
following categorizations. Firstly, expensive luxury product: jewelry, leather goods, apparel, 
wristwatches and special-edition goods. Secondly, medium-priced luxury products: eyewear 
and finally lower-priced luxury products: cosmetics, perfumes and writing material. 
 
It is also important for luxury brands to position themselves in prime locations, usually there 
are different streets where luxury brands cluster such as Via Monte Napoleone in Milan, 
Ginza area in Tokyo, Rue du Faubourg Saint-Honore in Paris, Bond street in London and 
Fifth Avenue in New York. The brand’s history is important for the brand building; it creates 
uniqueness and is important for the heritage of the brand (Hines & Bruce, 2007). Most luxury 
brands are also striving work with communicating their brands and make it easy for people to 
see what brands they are wearing. It is important for luxury brands that people know about 
their brands, even though they can’t afford it. Because if someone is watching a person 
wearing a luxury label but can’t recognize it part of the value is lost (Kapferer & Bastien, 
2009).  
 
Top luxury fashion brands are setting the trends during their fashion weeks in especially 
Paris, but also other cities like Milan and New York for an example. It used to be haute 
couture designers like Chanel and Dior setting the trends, but due to branding there is a wider 
variety of brands and more choices. The luxury brands tell people what to wear and not to 
wear during their show presentations, and the fast fashion brands make interpretations of 
these collections. The people and fast fashion companies follow the luxury brands and top 
designers (Okonkwo 2007). There has been a problem with copied fashion goods for a long 
time. Copying was done with sketches from fashion shows and the fakes would reach the 
market earlier than the authentic products. Today copying has changed, not speed wise but the 
low cost and large scale of how much copies are made (Hemphill & Suk, 2009). Fast fashion 
brands are copying at different levels, some fast fashion brands like Forever 21 is a notable 
copyist and has had fifty three lawsuits due to copying, while H&M has had three and Zara 
none. Copying is not a mandatory part of the fast fashion industry, however their trendy 
products are often interpretations from runaway show (Hemphill & Suk, 2009). 
 
Luxury brands are not only selling products, but their strategy is also to create and sell a 
dream that support their brand values (Dubois & Paternault, 1995; Kapferer & Bastein, 2009). 
Therefore, brand positioning and advertising are crucial for keeping consistency. To create 
credibility, authority, power and value luxury brands need to create global positioning (Aaker, 
1991; Kapferer, 1992). Fast fashion brands on the other hand make their strategies and 
advertising on cost efficiency considerations (Cleveland, Papadopoulos & Laroche, 2011; 
Fastoso & Whitelock, 2007). The brand name and identity means everything for a luxury 
brand, the name creates a relationship with the consumer. When a consumer wears a luxury 
brand, he or she can relate to the brand’s identity and this therefore branding is something 
luxury brands are working efficiently with. Without branding luxury brands would lose 
strength dramatically, branding is such a core strategy of their business model. With this 
background it is therefore important for luxury brands to strive to work for innovation, 
creativity, differentiation and appeal (Okonkwo, 2007).  
 



  

	   17	  

4.5 How does fast fashion affect luxury fashion 
 
President of Gucci, Robert Polet said in 2005 that the luxury brands are being educated by the 
fast fashion brands, which offers products very quickly creating a quick shopping rhythm 
(Hines & Bruce, 2007). Fast fashion brands industry has developed retail tactics and 
eliminated the luxurious appeal, they have had a high expansion and rapid growth in recent 
years with high turnover sales and a good profitability. One might ask why, but it is because 
of the fast fashion brand asset value. The supply chain and having production sometimes 
closer to locations and the individual consumer’s styling and fashion interest have both 
contributed to the success of fast fashion brands (Okonkwo, 2007).  
 
The strategies or tactics fast fashion brands have used are “fast design turnover”, this is a 
business model that emphasizes on creating new designs that reaches the stores every few 
weeks instead of during the traditional fashion seasons. This strategy also helps companies to 
sell their products quickly and not having to put them on sale and this helps increasing the 
turnover and revenues. “Limited-edition products” is another strategy fast fashion brands use 
to not get overstocked, but also in order to offer something unique, individual, customized 
and fashionable. The “brand communication” is also important for fast fashion companies; 
many companies do advertising in magazines like Vogue. The idea with using fashion 
magazines is to create a luxurious feel. When customers see fast fashion next to luxury 
fashion it affects them, it helps customers to accept the fast fashion brands. Before only 
luxury brands had “celebrity products and brand endorsement”, but today fast fashion brands 
use celebrities in order to create a trickle-down effect (the trend starts from the famous people 
and moves down). Today it is possible for an example seeing celebrates posting wearing Zara 
and H&M, which they of course get paid for. Before luxury brands had their own expensive 
prime locations in cities, but today it is hard to find a place where fast fashion brands aren’t 
mixed together with luxury brands, this is called “prestige retail location”. Finally there’s 
also “co-branding with luxury fashion designers”, today it is possible to buy collaborations 
between luxury brands and fast fashion brands, to increase their brand status and image fast 
fashion brands try to do collaborations with known and respected brands, this is a recent 
strategy because a couple of years back this was an unthinkable tactic (Okonkwo, 2007). 
 
There have been shifts in the luxury industry. Today, brands like Chanel, Prada and Versace 
work with pre-collections before the main collections to adapt customers demand. Gucci and 
Dior have created capsule-collections and cruise collections that are launched before main 
collections. Shelf life of luxury products are getting shorter, before luxury products lasted a 
lifetime, but since the 20th century luxury products have started to become disposable, this is 
due to the fast fashion industry. The lifetime cycle has become shorter for luxury products 
while the turnover is higher (Okonkwo, 2007).  
 
Escada has introduced mini-collections that are inspired by trends. Salvatore Ferragamo uses 
a computer technology in order to reduce the time-to-market for designs with around 20% and 
they also use a centralized inventory management production system that has made 
inventories lower and more rapid stock-turns. The brand Etro works with separating their 
products in colors and themes and change the style and colors monthly (Walters, 2006). Some 
luxury brands are today outsourcing their production, everything is not produced in Italy and 
France for an example anymore, but more commonly in China (Plunkett, 2010). According to 
Plunkett (2010) and Okonkwo (2007) some luxury brands try to make a combination of both 
haute couture with lower prices and ready to wear. Luxury brands today have diffusion lines, 
which are a cheaper sub-brand. Compared to the main brand, diffusion lines are often mass-
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produced and designed for a younger customer. They cost around half as much as the main 
line, the profit margins are twenty percent compared to forty-five percent of the main lines 
(Plunkett, 2010). 
 

4.6 Summary  
 

4.6.1 Luxury fashion 
 
Scarcity, exclusivity, premium prices, exceptional handmade craftsmanship, high quality, 
exclusive locations, innovation, strong brand image and name, uniqueness and precisions are 
key words for luxury products (Hines & Bruce, 2007; Okonkwo, 2007). Top luxury fashion 
brands are setting the trends during their fashion weeks in especially Paris (Okonkwo, 2007). 
Luxury products are loaded with meaning and the value increases by time.  Luxury products 
are handmade. Luxury brands are not only selling products, but their strategy is also to create 
and sell a dream that support their brand values (Dubois & Paternault, 1995; Kapferer & 
Bastein, 2009). Today luxury consumers mix luxury with fast fashion. The customers today 
are more knowledgeable, confident and critical (Okonkwo, 2007). 
 

4.6.2 Fast fashion 
 
Fast fashion is a business idea, which focuses on reducing involved processes in the buying 
cycle and reducing lead times with the purpose of deliver new products quickly to the stores 
and to meet consumers demand. Fast fashion is trendy, disposable, targets a younger 
generation usually female, cheap and offers trendy and often interpreted designs after luxury 
brands. Clothes are sold in smaller values in order to keep low stock and to attract customers 
to the stores. From design to selling the product in the store it usually only takes two to four 
weeks (Plunkett, 2010). Today fast fashion brands have gained more status due to their 
strategies and today fast fashion brands and luxury brands are side by side, on streets, in 
magazines and customers are mixing them both. Fast fashion brands are no longer though of 
as low-end, but middle-end mass brand. The fast fashion brands have effectively worked with 
tactics in order to create the current industry, but also changed people into being their own 
stylists and getting more confidence (Okonkwo, 2007). 
 

4.6.3 How do the fast fashion industry affect the luxury industry? 
 
Luxury brands have responded to fast fashion and are adapting their own strategies in order to 
remain attractive for customers and not lose sales. Fast fashion brands are today more 
acceptable and are today emanating a luxurious appeal (Okonkwo, 2007). Some luxury brands 
today have pre-collections, they have diffusion lines that are mass-produced, sometimes made 
in China and they are creating new supply chain models (Plunkett, 2010). 
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5. Empirical study 
	  
In this chapter the result of this study will be presented in forms of interviews. The first part 
”primary” is my own interviews and the ”secondary” is collected interviews from various 
Internet sources.  
_____________________________________________________________________ 
 

5.1 Primary interviews 
5.1.1 Interview 1  

Misomber Nuan is an independent luxury brand from Hong Kong that sells in Paris during 
fashion weeks. When brand owner Fuanco from Misomber Nuan was asked about e-
commerce he said: “We think that e-commerce has grown rapidly stronger with many luxury 
brands overs the years. Regarding seasons Fuanco said: “Our company is not affected. We 
even thought of just presenting one collection a year, it becomes more unique and we have 
more time to create something really interesting.  

When asked about collaborations and brand value Fuanco said: “ It could be good and bad at 
the same time. Based on sales they are positive. Sale volume is often high during 
collaborations and it just enhances the brand awareness to a wider audience. Collaborations 
reach out to a bigger market. The problem is that it does affect the brand positioning. We 
think some loyal clients would not want to be associated with the kind of customer that buy 
fast fashion. Being copied is a problem for many designers and Fuanco said: “We aren’t 
worried about being copied because we think our clients wouldn’t buy that. Copying is just 
sad”. According to Fuanco about creating value for a brand and distinguishing yourself: “We 
think the quality, fabrics, constructions and exclusivity matters a lot. We try to create a 
different mood or story with a meaning for each collection with a meaning behind. Most of 
the garments are made no more than 15 pieces per design.”  

Concerning the future and how fast fashion affect the luxury market Fuanco said: “ H&M and 
Zara plays an important role in the fast fashion industry. The fast fashion brands have 
changed the mass market into becoming more accepted. Surely some of the luxury brands are 
negatively affected by the rise of fast fashion. The quality and fabrics of some luxury brands 
have decreased and this is not only my opinion, but many of my clients too. We are not that 
affected by the fast fashion industry, I think it is mainly bigger luxury brands. Fast fashion 
brands will continue to dominate the global market, but I also think in the future people will 
become more aware of how unsustainable the fast fashion industry is. A big fast fashion 
company can never become sustainable or ethical, it is just marketing tricks they use.  

5.1.2 Interview 2  
 
Marc is a consultant in the clothing industry since close to 20 years. He is working with 
consulting different independent designers and owns his own company. A few of these brands 
are very successful and have fashion shows in Paris. He helps them with design, promotion, 
communication with buyers and selling their collections during fashion weeks.  
 
Concerning brands selling online he said: ”In general I think that buying online should only 
be for people trying to save money, trying to find rare items or people who live in places 
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where they cannot buy these labels. Otherwise buying clothes should be all about discovering 
them in real life and trying them on. I do not think that people who can afford luxury clothes 
really need to buy them online. So I do not think it’s a great idea for anyone. It makes them 
too common” Regarding diffusion lines Marc said: “Initially it was trying to exploit their own 
name and popularity by making cheaper clothes for people who cannot afford main-line. Now 
it’s more about trying to compete with fast fashion I guess” Marc thinks collaborations are a 
win-win situation for both brands, he said: “but eventually it helps the fast fashion more than 
the luxury. I think it devalues the luxury once since people realize there is not really so much 
difference between the very expensive and the very basic stuff.”  
 
When Marc is asked about how brands distinguish themselves he said: “they stress the 
artisanal thing. Use more expensive, rare, special and new fabrics. They rely on their name, 
fame, legacy and history.” Marc thinks that fast fashion brands have attacked mid-end brands 
rather than the real luxury, because rich people still buy luxury brands. Marc said: “but I think 
fast fashion has devalued the fashion industry in general by promoting the idea that clothing 
is disposable and worthless. It has already become much harder for independent designers to 
survive and become successful, only the very best survives. Helping brands to create identity 
is something that I’ve been working with for a long time and I think it will be as important in 
the future for luxury brands, but it will be harder to survive or make something successful 
since there are already many luxury brands that have difficult times.   
 

5.1.3 Interview 3  
 
Anonymous (A), about five years experience from the luxury industry and is working with 
haute couture. Regarding luxury brands selling online A said: ”In my opinion and as a matter 
of fact many customers may find it easier to buy this way and it may be cheaper and faster for 
a luxury company to do. If one luxury brand adopted this strategy, it goes that the others had 
to adapt to stay competitive.” When asked about diffusion lines A said: “I think this is a trend 
in decrease as we speak, brands are turning back to cutting their lines to focus on the 
signature more exclusive ones from what I see.” 
 
About collaborations A said: “It is good to make the product accessible to more people and 
widening the target and to give a new life to the image of a brand. Concerning copying A 
said: ”the only effective work that can be done is keeping a close eye on its factories and 
employees to make sure key skills or assets are not being shared.” The questions about how 
luxury brands differentiate themselves and create value A answered: “In theory luxury is 
something that can be achieved only by true craftsmanship, however the industry has changed 
and has become more industrial. To remain exclusive some brands focus on marketing 
strategies.  
 

5.1.4 Interview 4 
 
Andrew McDonald is handcrafting bespoke and ready-to-wear footwear. He has over 20 years 
of experience in the industry and has worked under John Lobb in London and Hermès in 
Paris. When asked about e-commerce McDonald said: “I have replaced my wholesale model 
with my e commerce platform. This is due to my location in Australia, being remote from the 
market means that it is inefficient to travel to Paris to show, import materials and export back 
to market. Selling directly from my website means I can sell at full retail price, no sale agent 
fees or reduced margin on the sale. The most important aspect is that I have a personal 
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relationship with the customer. I cut out the middleman being the retailer. Luxury brands like 
to sell on their website for all the same reasons I do.” Considering seasons, “Increased 
seasons make no difference to me. My shoes are a discretionary spend, people like to take 
time as it is a bigger investment but they also want to know they can still buy the same style 
one year later. Luxury brands are creating new seasons because cost of manufacture is so 
cheap and they need to compete with fast fashion brands.” Regarding diffusion lines “like all 
companies diffusion lines offer cost effective product to a wider market thus creating a 
stepping stones to the mainline more expensive product” 
 
About collaborations, McDonald answered: “It is another marketing tool bringing different 
design philosophies together can broaden market or brand appeal introduce new customers 
to a brand they would not consider. In my experience collaborations should be a one off. 
Collaborations are a dilution of two design philosophies.” McDonald said he doesn’t have a 
strategy for not being copied, but “I discontinue a style once I realize it is being copied.” 
Regarding creating value and how luxury brands distinguish themselves McDonald said, 
”every pair we make is unique. This is the brand value, you can see, touch and smell the 
hands making the product.” 
 
 Regarding how fast fashion brands have affected the luxury industry and the future 
McDonald answered: “fast fashion brands are feeding the desire for quick disposable 
fashion. Luxury brands have to retaliate by communicating greater differentiation 
(manufacturing desire) from fast fashion and defending brand value through elaborate 
marketing spends passing on these costs to customers. Creating an illusion of greater value 
when in fact the product is probably made in the same factory as the fast fashion product. In 
the future we will see only fast fashion brands and luxury brands no middle market local 
brands. Fashion will be dominated by global brands and a handful of fashion brands that are 
design driven, experiential, handmade, like my brand selling online to the world.”  

 
5.1.5 Interview 5 
 
Geoffrey B. Small, his career started 1979-1980, by 1991 he had become Boston’s leading 
bespoke made-to-measure designer and in 1992 he showed in Paris for the first time. In 1994, 
Geoffrey B. Small became the third American designer in history to be publically known and 
listed on the official calendar of the Chambre Syndicale, France’s legendary governing body 
of fashion. In 1996 he made the first recycled collection in the world. In 1999 the fashion 
scene changed, many designers formed licenses with large industrial companies and after 
showing the most collections in Paris out of all American based designers and producing and 
distributing over 30.000 handmade recycled pieces B. Small entered into a license agreement 
with producing, financing and distributing in Veneto region of Italy. However this agreement 
worked poorly and only after about a year B. Small restarted his new business in Italy, close 
to Venice where everything is produced by his team. B. Small is still showing in Paris, he was 
the first designer at Paris design level to addressing global warming and climate change in his 
design. ”Combined with a social, political and environmental message, the designer is now 
creating one of the most sustainable, personal, and environmentally-sound luxury wardrobe 
concepts in the world-that offers very cool and personal style as well as long-lasting value for 
money.” (GBS, N.D.a)   
 
When asked about e-commerce and how it has changed and why luxury brands are selling 
online today B. Small answered: “We have maintained a policy to avoid all e-commerce 
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selling in recent years. Along with the most profitable companies in the sector, Chanel, 
Paul Harnden and Celine, B. Small limits all sales to in-store retail. We do not feel that a 
successful model exists for the proper and adequate experience and learning information 
necessary to handle our level of product, service and customer. There is also extreme risk to 
damaging image and valuation of the collection if any single e-retailer presents a poor image 
or discounts or otherwise prices products lower than other dealer partners. Internet selling is 
a global sales point and so is able to set a global market value on a collection, as we do not 
do any direct selling or retail yet, we must not allow any unnecessary risks to be placed on 
our world dealers who as such, are free to set their as they see fit in their market spheres and 
circles. As for firms going to their own website sales, this is obviously for the same reason in 
that it allows them to retail to a world market with a retail profit margin potential. However, 
it does pose other risks on existing wholesale business and clients, so each company needs to 
weigh their own situations and strategies accordingly. Generally though nothing cheapens a 
brand quicker than dumping it on those incredibly ugly e-commerce pages.  We will do it 
when we are ready and in a very different and very beautiful way.” 
  
Concerning seasons B. Small said: “because their existing seasonal system does not sell 
enough and they cannot face the reality that their business model is flawed.” And why brands 
have diffusion lines today is according to B. Small “because their main brand does not sell 
enough and they cannot face the reality that their business model is flawed.” Regarding 
collaborations B. Small thinks, “it clearly cheapens and negates value to any brand that is 
serious about being the best in the world at what it does. For all others, it may be a way to get 
some quick money and a PR boost. It all depends on what you want to do and what you want 
to stand for.” About copying B. Small answered: ”We are copied but not very well.  It is very 
difficult to copy us now. To really copy us they must copy our process. To do that they need 
about 40 years of learning and redevelopment from the ground up to even get close to where 
we are today. What that means simply is they have the wrong business model all around.”  
 
Regarding how exclusive brand create value and differentiate themselves B. Small said, “Our 
customer likes human beings and thinks their errors are more perfect than machinery 
perfection. It is all about valuation. If you are a scientist and really analyze the system behind 
most machines and what they make, including global warming, mass unemployment, 
incessant waste of resources and energy, and their extremely negative effect on our species’ 
chances to survive even to the end of this century. I think you would begin to argue that what 
they make is a very, very long way from perfection. We are the Ferrari of the clothing 
industry, everything we do distinguishes us from mass production, the more what you want to 
call human error in our product, the more easily we can sell it.  How our customer sees the 
world and values things, is different than the rest, that is one way to make sure we are 
distinguished from mass production.“  
 
About how the fast fashion industry is affected the luxury industry and the future B. Small 
answered: “Both fast fashion corporations and luxury fashion corporations are failed 
business models, and they are in the process of destroying each other and at the same time, 
everything else that gets to close to either of them. Any company that can make something 
unique in the world that is the best in the world for what it does, is doing fine, and will do fine 
in the years ahead. There are more super rich people in the world than ever before and they 
will buy if the value is there. Generally, this will be to the advantage of the smaller company 
that is able to focus on excellence instead of size and growth, quality over quantity. The 
larger the corporation, the more difficult it will be to achieve that. Nature goes against 
them.” 
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5.1.6 Interview 6 
 
Anonymous (B), has about 10 years experience from owning a luxury brand and showing it in 
Paris during fashion weeks. Regarding e-commerce B answered: “We don’t work with e-
commerce as we want to keep a close relation to our customers and protect the creative value 
where we prefer to have our clients trying the clothes to feel textures and see the final shape. 
Luxury brands prefer to have easy access to their products to be able to reach a wider 
audience. E-commerce became much more popular. The access to Internet has changed the 
way everyone works. The number of brands has increased and so has the competition. 
Everyone wants to be seen. When using Internet to purchase new things it is very easy, but if 
something is not offered online it makes the product more limited and valuable. A product 
becomes more exclusive by not selling it online. Luxury is a lifestyle where every part is 
connected, it is not only the garment itself but the whole experience that makes something 
valuable.” When questioned about seasons B answered: “Today a lot of people have access 
to Internet and a lot of shopping is done through there. Maybe this could be a reason why 
many brands have increased their number of seasons. People want new things all the time, 
they grow tired quickly. I think fast fashion has affected the market in this sense, but also 
technology.” About diffusion lines B said, “to make even more money and reach an even 
wider audience. This line is a little bit cheaper, but has a usually a good concept and you can 
make more money on your diffusion lines than main lines. Usually you can produce a lot of 
the become successful, but of course this affects brand value and might be an adaption to the 
fast fashion industry.”  
 
On the next question about collaboration B answered: “Collaborations are bad for the value 
of a luxury brand. It is a way to make some money and to let anyone have a chance to buy the 
product due to the low price. It shows that the brand is not really surviving and is forced to 
make a collaborations with a fast fashion company like H&M or Zara.” When asked being 
copied B answered: “We don’t work against being copied, we believe in the natural way of 
working by focusing on our design and nothing else. If someone copies you, it just shows how 
strong you are on the creative side”. B believes they differentiate themselves from fast 
fashion by using limited quantities and not selling online, customers need to travel to one of 
their store. B also thinks that luxury clothing is unique, everything is not created identically, 
but can differ a little bit because it is not made by robots. B also said, “good quality and 
something you value is meant to last a long time. A product that last a long time can have a 
higher price tag than a cheap since it will stay with you for a long time.” 
 
 The last question about how fast fashion brands affect luxury brands B answered: “by coping 
and making collaborations fast fashion brands have affected luxury brands. Several brands 
are today scared of being copied by fast fashion; it lowers their brand value to some extent. 
Fast fashion brands are not trying to copy the exact design, bur rather the style or structure. 
For an example maybe if a brand uses certain iconic design techniques or details, sometimes 
these can be copied. Fast fashion has affected the number of seasons, it has increased the 
speed in the industry overall. Technology also plays an important part in today’s industry. 
Consumers want to be able to buy online, they care much about trends and it seems like they 
care less about quality. They are used to throw away their clothes when they are not trendy 
anymore, they don’t repair stuff. I wonder if people don't care about their clothes anymore? 
The environment is taking serious damage caused by the fast fashion brands. If we don’t take 
this seriously it will end really badly in the future.” 
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5.1.7 Interview 7 
 
Anonymous (C), has about 20 years experience from being commercial director over a luxury 
brand. Regarding e-commerce C said: “Generally we do not actively search e-commerce 
business however in recent years we appreciate the importance for certain sectors of the 
market. Therefore, we have started working with our own e-commerce distribution and with 
selected clients.”  Regarding seasons C said: “We have not changed our seasonal 
organization according to the general trend on the industry in recent years.” When asked 
about diffusion lines C said: ”We do not have diffusion lines. We have many lines that each 
have their own strategy and identity. For an example when many luxury companies started 
reducing prices after 2008, we created a new cheaper line with best sellers from archive 
collections. Rather than creating diffusion lines, we create extensions”. The question about 
how luxury brands differentiate themselves C said: “Hopefully they show the creative spirit of 
their designs. Creativity, the materials and the unique technique used should hopefully justify 
prices.” C said that the luxury brands have been affected by the luxury industry; they have 
over 10 different lines today with different identity and strategy. C said that their brand 
previously has done a collaboration with one of the major fast fashion companies. C said, 
“before we didn’t sell anything online and we are slowly adapting. We have problem with 
brands copying our designs, it is hard to stop it but that’s just reality.” 
	  

5.2 Secondary interviews 
 

5.2.1 About fast fashion 
	  

According to Raf Simons previous head designer for Dior “The situation is not so easy for 
buyers and editors either, also trying to keep up with a punishing schedule. The pressure on 
retailing, aggravated by on-line sales and the speed of the digital world, has exacerbated the 
situation. People talk of "fast fashion" as though it is applied only to H&M or Uniqlo. In fact 
it is equally present in stores from New York’s Bergdorf Goodman to Paris’ Bon Marché. 
New lines are put up constantly, while the rest is marked down. Then there is social media, as 
the voracious demands of Twitter, Instagram, Snapchat and Facebook eat into time and 
designers fight for attention and links to celebrities. The people who suffer most from high-
speed fashion are undoubtedly the creatives, who are the heart and soul of our industry. 
Without them, there is no fashion - just an echo chamber of ideas; nothing truly new, just 
repetition dressed up as invention” (Vogue, 2015). 

According to Yohji Yamamoto “it is all about fast fashion. In a word, it is about how cheap 
you can go. A very consumptive fashion is overrunning the markets, while designers’ fashion 
gradually declines. Department stores are also having difficult times. (Madsen, 2014) 
Fast fashion ruined everything. People waste clothing. They buy and buy, sometimes without 
even wearing it, and ultimately end up swinging it in the trash. It is pollution. Even some 
products that are used to make the clothes are toxic. There is already so much unnecessary 
waste in the world. How many planes are flying in the sky right now? The earth is becoming 
warmer. She is angry. We should really think about how to better manage our industry. I am 
not an environmentalist, but for some time I have felt very strongly that the earth is angry. We 
need everyone to calm down. Do not rush. It’s tiring -- those people who always want more. 
Money is a boring thing, don’t you think? Something that is meant to bring comfort is making 
people uncomfortable” (I-d.vice, 2015). 
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According to B. Small. “In the UK last year, people threw away over two million tones of 
fast-fashion clothing that was worn an average of just six times.  The mountains of plastic and 
polyester synthetic throwaway apparel are ending up in African landfills where they do not 
break down, water tables are disrupted and deadly new forms of malaria grow in the still 
ponds they create. Slave labor is rampant.  The average factory-worker wage in the largest 
producing country for famous brand-name sport shoes is US $59 (£36) a month. Strikes are 
put down by soldiers.  The use of cotton pesticides is huge, and water consumption is 
enormous. More and more cancerous diseases are being attributed to our constant exposure 
to petrochemical-based products like plastic and polyester.  Hazardous chemicals are now 
found in the bodies of all newborn babies. Bad for the customer, bad for the worker, bad for 
society and bad for the environment, fashion today is one of the industrial age’s biggest 
human failures. Dominated by large global corporate groups and their sponsored media who 
encourage a dream lifestyle of selfishness, apathy, superficiality, greed, sex and drugs to a 
growing worldwide audience of billions, fashion has been sold to the rafters, leaving its 
consumers and producers poorer, dumber and more ill-equipped than ever to face, combat or 
survive the doomsday scenarios that everyone from religious fanatics to Nobel laureates 
predict will take place within a lifetime.  Fashion is indeed a massive human, social and 
environmental disgrace in need of a paradigm shift” (GBS, N.D.b) 

According to previous artistic director for Hermès Christpher Lemaire: “Today is very much 
about a lot of media and information, everything going too fast, everybody can sense there is 
something wrong about that and I think Hermès marries the values of something a bit slower 
and authentic, "old-fashioned" when it comes to social media and even emails. Hermès is 
different from other luxury brands in the sense that there’s not really one head designer. It’s 
very much us talking together, an exchange, and there is not a parameter of organization. 
When you come to Hermès, you have to understand the beauty of it. It’s a different process 
and a different result but I like that" (Vogue, 2013). 

5.2.2 E-commerce and online  

According to Ashley Painstil, editorial director at FashInvest, a business platform and 
research firm for growing fashion, retail and consumer companies. “E-commerce has sped up 
the fashion industry. From production to reaching the audience, one streamlined approach 
from the brand is important. Not to mention brand identity is important, and diffusions were 
watering those down. Diffusion lines were a good idea for their time, but social media and e-
commerce took over millennial shopping habits. A luxury brand has to recruit talent that 
knows those habits to keep it alive online.” According to Rony Zeigan founder of the agency 
Ro New York, contributor at the publication Luxury Society said “In the 1990s, diffusion 
brands had much less competition than they do today. There’s no sexiness or luxuriousness 
around them anymore; the market is too diversified, and shoppers have too many options. The 
visibility of fashion and runway shows online has changed fashion in a way we haven’t seen 
before. Everyone is seeing runway shows online six months before the product is in-store, and 
the aspect of being in touch with the fashion world online has subconsciously caused a rift 
between what consumers want and what they’re offered” (Milnes, 2015). 

According to Chanel’s president of global fashion Bruno Pavlovsky “Fashion is about 
clothing, and clothing you need to see, to feel, to understand.” According to Céline’s CEO 
Marco Gobbetti: “Céline prefers to engage with customers directly” According to Sucharita 
Mulpuru-Kodali an analyst at Forrester  “a brand’s goals aren’t always to increase sales. It 
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may be to preserve the quality of the brand so that it stays in business for another 100 years. 
If somebody really wants that item, there are plenty of ways [to get it]” (Dhani, 2014).  

5.2.3 Collaborations 
 
According to Eugene Rabkin, founder of StyleZeitgeist magazine wrote: "Fashion,’ in the 
sense now being co-opted by the high street, used to mean designer fashion; that is, 
something made by a creator who puts care and thought into what he or she is creating. It 
means carefully crafted designs made with attention to detail and aesthetic sensibility" (Lutz, 
2012). Margiela has always been a mysterious designer who haven’t been fond of getting too 
much attention and has said “we were conscious about not creating a ‘commercial’ 
collection” (Davis, 2013). Rabkin is especially disappointed by the Margiela collaboration 
with H&M, because the designer is considered to be more like an artist, not simply a designer. 
The problem according to Rabkin is not making affordable fashion, but rather people don’t 
value the things they consume. They don’t know the value, but only the cost. The cost of 
fashion is getting lower due to the fast fashion industry. "Irresponsible consumer behavior 
has transformed the act of shopping into a leisure activity”, according to Rabkin. He thinks 
that it is a terrible idea for designers to work with fast-fashion companies, because it hurts the 
brand’s identity and value, it results in cheaply made clothes with the designer’s name 
attached to them. Finally Rabkin also said that “If you are willing to buy into this 
collaboration, please do, just don’t think that you are buying ‘fashion’ or a part of Margiela’s 
legacy — what you are buying are assembly-line knockoffs that you will discard by next year” 
(Lutz, 2012). 
 

5.2.4 Geoffrey B. Small’s business model 
 
B. Small has a limited production with 500 unique pieces for the world per season and 1-25 
per model. They are working with customized reparations, artisanal techniques, fabrics, 
textile treatments and vintage recycle design. They fill in all the tags by hand since 1991, the 
numbered series and production of the article. For B. Small the perfection lies in the imperfect 
and due to the extensive copying in the industry, B. Small don’t show most of their 
collections and designs online (GBS, N.D.a). “Corporate advertising has made people 
unaware of what they are really spending their money on, and what things are really costing 
them”. B. Small also said clothes made with cheap fabrics, bad construction and not enough 
attention to detail will add up to a low cost price and almost disposable garments, in the long 
run consumers lose money. According to Small consumers need to be re-educated, “cheap is 
not cheap at all”.  
 
By ordering clothes from B. Small consumers need to wait for months. Small has stated: 
“Fifty years ago, machine-made products were perfect, new and exciting”. B. Small doesn’t 
care about his products will cost a lot nor take a long time to produce, he only wants to do his 
very best with his team. The customers can view his collections at Paris during fashion week 
and make orders or at exclusive retail stores. They can even communicate directly to himself. 
According to Small: “Customers are screaming for something personal and special. 
Something that has a bond between one human being and another”. He believes when a 
product takes ownership, they should have a piece they may be able to call art. His pieces also 
have signatures and production number. Small is an active activist for environmental 
sustainability and customers know how devoted he is for selecting the best fabrics and that’s 
one reason why they choose him. B. Small doesn’t only produce clothes, but also have an 
active role in the community (Boone & Kurtz, 2013, p. 32). 
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According to B. Small about how to work in the fashion industry. “As a designer and an 
artist, I am trying to create a working model at the world level that can provide the very best 
in sustainable, ecological and ethical design, production and distribution practices available 
at the moment for a client that believes strongly in these principles and has the means, the 
vision, and the will to back them up financially in his or her wardrobe decisions.  I am only 
able to do this because I have remained completely independent as a business operator and 
artist. I have limits on what we can do in regards to price and product volume and 
distribution, as an independent art business and micro-manufacturer, and I know myself at 
this stage of the game and my life too. I can provide the research & development model for 
the industry and I can limit our own production of our idea, and build it to the very best 
standards for a small group of market leaders in the world, who together can offer the 
maximum exposure in the proper framework at this time for our idea. And I can do it well, 
and hopefully, keep it working well for many years to come. Taking care of all my working 
suppliers, associates, partners and community, all along the way. And in this business, that is 
not at all an easy thing to do. Believe me. That is my limit though. If you wish me to try and 
take that concept and offer it at "drastically lower prices to millions of consumers around the 
world" tomorrow - I think we are facing a whole new can of worms. In many ways, the very 
premise goes fundamentally against all of the principles behind what we have been able to do 
so successfully so far. First, you cannot escape the need for slavery and the lowering of 
ecological sustainability the minute you start going in this direction. Second, (and this has 
been fundamental for me in my reflection over many years on this subject), is who is going to 
operate and manage it? If you wish me to enter into a deal with H&M or Target or some sort 
of licensing arrangement or other with a large-volume low-price player - you are going to 
have to show me one of these players who would have even a sliver of the human, social and 
political commitment to be able to understand and execute the project, and even have a 
prayer to maintain what it is about, without turning it into just another lie and ploy to keep 
selling the same nightmare we are already stuck in in clothing, textiles and fashion today in 
the world. I for one, see none at this time. I hope you can understand my point. In the end, my 
work is also my art. And unlike many esteemed colleagues in the field have already done, I 
have no interest in being represented as an H&M, Target or Wal Mart "artist" or designer. 
And that also goes for the upper-end traditional big-name designer fashion retail, media and 
production company mafia with whom I have had the pleasure of dealing with for over 2 
decades as well” (Stylezeitgeist, 2011). 
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6 Analysis 
	  
In this chapter the focus is on bringing together the findings from the theory and putting them 
into context with the findings from the empirical study. The structure will follow how the 
interview questions were made and asked: E-commerce, seasons, diffusion lines, 
collaborations, copying, what makes your brand unique and finally how fast fashion brands 
have affected luxury brands. 
_____________________________________________________________________ 
 

6.1 E-commerce 
 
“E-commerce has sped up the fashion industry”- according to Ashley Painstil (Milnes, 2015). 
 
Today you can buy many luxury brands online, while some have chosen to not sell online. 
Some luxury brands even against showing their collections online and customers are forced to 
go to the store to see the collections. Fuanco said that e-commerce has grown rapidly stronger 
with many luxury brands over the years. He also meant it is too easy to access information 
today and buy online, he still want their customers to come to the store. Marc, McDonald and 
person A said it is good for people living far away to be able to buy luxury brands, also 
McDonald said this helped his business, since he is located in Australia. Person B said e-
commerce has changed the way many companies work, but as a luxury company they still 
want their customers to go to their store and feel the garment, this also makes the product 
more unique and exclusive according to person B. Person C said they recently started working 
with e-commerce for certain sectors and with selected clients. Marc emphasizes on that 
buying clothes should be about discovering them in real life. According to Chanel’s president 
Pavlovsky, “Fashion is about clothing, and clothing you need to see, to feel, to understand.” 
According to Céline’s CEO Marco Gobbetti,“Céline prefers to engage with customers 
directly” (Dhani, 2014). This is something Céline would also agree to. B. Small avoids e-
commerce selling and limits all sales to in-store retail, along with some of the most profitable 
companies such as Chanel and Céline according to B. Small. He also means there is a big risk 
of selling online such as devaluation and damaging the brand image, “Generally though 
nothing cheapens a brand quicker than dumping it on those incredibly ugly e-commerce 
pages”.  

6.2 Seasons 
 
“In the UK last year, people threw away over two million tones of fast-fashion clothing that 
was worn an average of just six times.” According to B. Small (GBS, N.D.b) 
 
Fast fashion companies tries to attract customers into the stores as often as possible in order to 
increase sale (Barnes & Lea-Greenwood, 2006). This is done by offering lower costs, frequent 
sales and the products remain shorter for a shorter time on the shelves than traditionally 
(Bhardwaj & Fairhurst, 2010). Therefore fast fashion has created shorter market cycles and 
more seasons (Barnes & Lea-Greenwood, 2006). Zara have 20 seasons per year out of the 
main fast fashion companies (Ferdows et al., 2005). Zara gets two deliveries with new designs 
every month (Lopez	  &	  Fan,	  2009). H&M gets a new delivery every 45 days (Plunkett, 2010). 
Fashion retailers are competing about speed to the market, they want to be as quick as 
possible to reveal their interpretations from the fashion shows (Bhardwaj & Fairhurst, 2010). 
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Today brands like Chanel, Prada and Versace works with pre-collections before the main 
collections to adapt customers demand. Gucci and Dior have created capsule-collections and 
cruise collections that are launched before main collections. (Okonkwo, 2007). Escada has 
introduced mini-collections that are inspired by trends. Salvatore Ferragamo uses a computer 
technology in order to reduce the time-to-market (Walters, 2006). The participants come from 
smaller luxury brands and are therefore not as affected to the same extinct as the biggest 
luxury brands. Fuanco even thought having too much seasons per year might perhaps confuse 
the final consumer. Person B said that fast fashion has affected the industry and created more 
seasons, but also technology. B. Small said the number of seasons have increased is “because 
their existing seasonal system does not sell enough and they cannot face the reality that their 
business model is flawed”  
 

6.3 Diffusion lines 
 
Luxury brands today have diffusion lines, which are a cheaper sub-brand. Compared to the 
main brand, diffusion lines are often mass-produced and designed for a younger customer 
(Plunkett, 2010). Fuanco thought there might come a right time for a brand to create a 
diffusion line but it needs to be well planned. Marc thinks that diffusion lines today exist, in 
order to compete with fast fashion brands, but initially they were made for people who 
couldn’t afford the main lines. Person A think diffusion lines are decreasing, luxury brands 
are going back and focus on their main lines to make them more exclusive. McDonald thinks 
diffusion lines exist because the products are cost-effective. Person B said diffusion lines 
exist because companies want to make more money. Sometimes they even make money from 
their diffusion lines than main brands. Person B further said that with a good concept 
diffusion lines can become successful, but it also comes with a price since these lines affect 
the brand value. Person C said their company doesn’t have any diffusion lines, but they have 
different lines with different identities. B. Small said, “because their main brand does not sell 
enough and they cannot face the reality that their business model is flawed.” 
 

6.4 Collaborations 
 
“If you are willing to buy into this collaboration, please do, just don’t think that you are 
buying ‘fashion’ or a part of Margiela’s legacy — what you are buying are assembly-line 
knockoffs that you will discard by next year”- According to Rabkin (Lutz, 2012). 
Today many luxury brands have done collaborations with fast fashion brands. Fuanco said it 
is on good and bad, it creates value for both and revenue but it hurts the brand image and 
value. “A” said it makes the brand more accessible and available to a wider target group. 
McDonald said collaborations are a marketing tool and a “dilution of two design 
philosophies.” Person C said that their brand had done a collaboration earlier with a major 
fast fashion brand. Rabkin thinks consumers know the cost but not the value of products. 
Rabkin, person B and B. Small think collaborations between fast fashion brands and luxury 
brands are terrible because the luxury brands lose brand value and identity. It is also quick 
money and a PR boost according to B.Small.  
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6.5 Copying 
 
There has been a problem with copied fashion goods for a long time. Copying is not a 
mandatory part of the fast fashion industry, however their trendy products are often 
interpretations from runaway show (Hemphill & Suk, 2009). Fuanco isn’t too worried about 
being copied, he trusts his customers still would chose to buy from his brand Misomber Nuan. 
“A” said it is not easy to control copying, but it is good to keep a close eye and protect and 
value skills of co-workers. McDonald stops producing models that are being copied. If 
someone copies you it just shows how good you are according to person B. Person C said 
their brand have problems with being copied. B. Small doesn’t show all of their work online 
because of the extensive copying in the industry (GBS, N.D.a). B. Small also said that the 
people who copy their brand can’t do it very well, because they don’t have the skill for it. He 
also said, “what that means simply is they have the wrong business model all around.”.  
 

6.6 Brand value, what makes you unique?  
 
The luxury fashion brands are working effectively with branding, it is one of their most 
important business strategies. Without branding luxury brands would lose their value. Luxury 
brands need to work with differentiate themselves, being unique and innovative (Hines and 
Bruce, 2007; Okonkwo, 2007). Luxury brands are not only selling products, but their strategy 
is also to create and sell a dream that support their brand values (Dubois & Paternault, 1995; 
Kapferer & Bastein, 2009). The brand name and identity means everything for a luxury brand, 
the name creates a relationship with the consumer. When a consumer wears a luxury brand, 
he or she can relate to the brand’s identity (Okonkwo, 2007). Scarcity, brand strength, 
exclusivity, premium prices, exceptional handmade craftsmanship, high quality, exclusive 
locations, innovation, strong brand image and name, uniqueness and precisions are key words 
for luxury products (Hines & Bruce, 2007, Okonkwo, 2007).  
 
Two important components for Fuanco are the construction and the design aesthetic. Fuanco 
also emphasis the uniqueness and working with small productions and not producing more 
than 15 pieces per design. Marc thinks brands use more expensive, rare, special and new 
fabrics. They rely on their name, fame, legacy and history. Person A and C said that 
craftsmanship and quality are important. Uniqueness is the true brand value for McDonald. 
Person B thinks that a luxury product should stay with you for a long time, not just because it 
has good quality, but also has an emotional value. For B. Small the perfection lies in the 
imperfect, the uniqueness, the fabrics, the handcraft, the attention to details and also how you 
treat employees and work with ecofriendly materials. He said, “everything we 
do distinguishes us from mass production, the more what you want to call human error in our 
product, the more easily we can sell it.” Person B also thinks uniqueness is important; it is the 
imperfections that makes something unique. “Good quality and something you value is meant 
to last a long time. A product that last a long time can have a higher price tag than a cheap 
since it will stay with you for a long time.” 
 

6.7 How have fast fashion brands affected the luxury industry?  
 
“Today is very much about a lot of media and information, everything going too fast, 
everybody can sense there is something wrong about that”, according to Christopher Lemaire 
(Vogue, 2013). 
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Luxury brands have responded to fast fashion and are adapting their own strategies in order to 
remain attractive for customers and not lose sales. Fast fashion brands are today more 
acceptable and are today emanating a luxurious appeal (Okonkwo, 2007). Some luxury brands 
today have pre-collections, they have diffusion lines that are mass-produced, sometimes made 
in China and they are creating new supply chain models (Plunkett, 2010). Rather than 
thinking about how negative the fast fashion industry is, Fuanco rather see it as a challenge 
and motivation to do an even better job. Marc thinks that fast fashion brands have affected 
mid-end brand rather than luxury brands; he also thinks that the fast fashion brands have 
devalued the industry and promoted the idea that “clothing is disposable and worthless”.  
 
McDonald stated: “fast fashion brands are feeding the desire for quick disposable fashion”. 
In the future McDonald thinks there won’t be any local brands but rather global fast fashion 
and a few luxury brands that focus on making unique, handmade products like himself. 
Person B said that the fast fashion has affected luxury brands in numerous ways, with 
copying, e-commerce, seasons and collaborations, but it’s also affected the environment and 
people’s philosophies about clothing. It has become cheaper according to person B and more 
disposable. Person C said that fast fashion brands have affected the market in several ways, 
with copying, collaborations and e-commerce. B. Small said, “Well, it is really not about 
fast fashion versus luxury industry. It is about corporations versus the human being. Both fast 
fashion corporations and luxury fashion corporations are failed business models, and they 
are in the process of destroying each other and at the same time, everything else that gets to 
close to either of them”. He also talked about how important it is for a company to focus on 
what they do best. There are a lot of rich people in this world and they want uniqueness, 
according to B. Small this would benefit smaller companies that is able to focus more on 
quality over quantity. “The larger the corporation, the more difficult it will be to achieve 
that. Nature goes against them.” 
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7 Discussion  
	  
This chapter will discuss the findings of the analysis.	  
_____________________________________________________________________ 
 
My conclusion conducted from this thesis is that the fast fashion industry has increased the 
speed in the luxury industry. Today most luxury brands sell online, because they earn more 
money and get more easily accessible. However most of the interviewees stated that by not 
offering their products online they become more luxurious, exclusive and unique. But if you 
live far away, it might still be a good idea to sell online if you can’t reach most of the market. 
For most interviewees it is important that the customers go to the store in order to feel the 
quality and see the garment in reality. Also by doing the effort to go to the store, it becomes 
sort of an experience itself and this value is something you lose when buying online. 
Technology has affected the industry in several ways, with speed, information and 
accessibility. E-commerce has changed the way many luxury companies work. E-commerce 
can also make a brand become cheaper or devalued, if for an example if a store puts your 
brand on sale. The fast fashion industry has increased the number of seasons. Fast fashion 
brands are producing their collections in in smaller quantities in order to sell them out and 
trick people into thinking they are unique. In this way fast fashion brands change their stocks 
frequently and therefore people go back to the store more often than just twice a year, during 
fall/winter or spring/summer collections (Barnes & Lea-Greenwood, 2006; Bhardwaj & 
Fairhurst, 2010; Doyle, Moore & Morgan, 2006; Milnes, 2015; Okonkwo, 2007; Roberts, 
2010; Walters, 2006).  
 
Based on my interviews it seems like bigger luxury brands have been more affected by the 
increased number of seasons than smaller luxury brands. Bigger luxury brands might be more 
affected by this because they are not selling enough from their main collections. Fast fashion 
brands make collaborations with high-end brands, something unthinkable a few years ago. 
Collaborations help fast fashion brands to get status and become more acceptable by high-end 
consumers. Collaborations help luxury brands to get better revenues, but it also affects their 
brand value and identity negatively. Collaborations can be used in PR and marketing 
purposes, but even though it is a strategy it feels like why would luxury brands do 
collaborations if they were still surviving. Copying is major problem for the luxury industry. 
Although the copying might not be done very well, luxury brands are still facing issues with 
being copied, since it most likely can affect their brand value and identity.  
 
Further conclusions drawn from making this thesis is that luxury fashion brands are working 
effectively and efficiently with trying to increase their brand value (Dubois & Paternault, 
1995; Kapferer & Bastein, 2009). Without their value, name and identity, what would be left 
of them? Luxury brands are simply not only selling products, but also dreams. Working with 
limited production is clearly increasing the uniqueness, as some of the interviewees mention. 
The interviewees also mention price, quality, fabrics, exclusivity and design techniques as 
something that increases their value. But it it’s not only the quality that matter, it is also the 
emotional value. Luxury brands want consumers to relate to their brand with an emotional 
value (Tynan, McKechnie, & Chhuon, 2009). They don’t want their products become 
disposable, like fast fashion (Hines & Bruce, 2007; Okonkwo, 2007; Plunkett, 2010). Luxury 
brands try to create stories with their brands and create something that really speaks to the 
consumers, luxury products need to become part of them, something they care about. It is 
important to see craftsmanship as well in luxury products (Hines & Bruce, 2007; Okonkwo, 
2007). Perfection lies in the imperfect, the real beauty and luxury can be found in something 
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that isn’t mass-produced by machines or in outsourced factories. A luxury product needs to be 
unique, consumers don’t want to own something other people have, and they want to feel it 
was made exclusively for them (Barnes & Lea-Greenwood, 2006; Hines & Bruce, 2007; 
Kapferer, 2004; Okonkwo, 2007; Plunkett, 2010; Wiedmann et al., 2007).  
 
Additional conclusions are that the fast fashion brands are using strategies to increase and 
speed up all parts of the business model from design, production, logistics and selling the 
product in the store (Barnes & Lea-Greenwood, 2006; Bhardwaj & Fairhurst, 2010; Doyle, 
Moore & Morgan, 2006; Okonkwo, 2007). They have been working effectively and 
efficiently with trying to make their products more unique. Fast fashion is harming the 
environment and people in the production process (De Brito et al., 2008; GBS, N.D.b; 
Saicheua, Knox, & Cooper, 2012). Maybe local brands will disappear in the future like 
McDonald stated and maybe global brands will dominate the world. There are still 
independent brands and designers fighting against these big and global corporations, their 
products will always have something fast fashion brands won’t, uniqueness. The brand value 
and identity is crucial for luxury brands and independent designers, without it they would lose 
everything (Dubois & Paternault, 1995; Kapferer & Bastein, 2009). Today luxury brands have 
more seasons and more collections and it seems like bigger luxury brands have become more 
affected than smaller ones. Some luxury brands have created diffusion lines and some brands 
just want to call it new lines, although they resemble a diffusion line closely with cheaper 
prices and sometimes higher production (Bhardwaj & Fairhurst, 2010; Christopher, Lowson 
& Peck, 2004; Doyle, Moore & Morgan, 2006; Ferdows, Lewis & Machuca, 2005; Milnes, 
2015; Okonkwo, 2007; Plunkett, 2010).  
 
Some of the brands interviewed argue luxury is about uniqueness and that the beauty lies in 
products that are not look a like. Person B and C said that fast fashion has affected the luxury 
industry with copying, e-commerce, seasons and collaborations, but it’s also affected the 
environment and people’s philosophies about clothing. Globalization of sourcing and 
distribution has stimulated the fast fashion industry. The outsourcing has led to complicated 
supply chains (Birtwistle, et. al., 2003; Bruce & Daly, 2006), affected European textiles and 
clothing industries negatively (De Brito et al., 2008; Taplin, 2006) as well as the environment 
and people working in the production (Barnes & Lea-Greenwood, 2006). Marc said that the 
fast fashion industry has devalued the whole fashion industry. Fuanco mentioned how 
important it is to remain strong, and rather seeing fast fashion as a threat it can also become a 
motivation and be used as a challenge to make an even better job. Person B also said fashion 
has become more disposable and cheap. Maybe it is not fast fashion against the luxury 
industry, bur rather “corporations versus human being” as B. Small states. He thinks both fast 
fashion and luxury fashion corporations are “failed business models”. He thinks that they are 
in a process of destroying each other. The people with money want something unique; they 
want something limited and exclusive, “quality over quantity”.  
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8 Conclusion  
 
This chapter will summarize the discussion. Further studies will also be presented.  
_____________________________________________________________________ 
 
The purpose was to discover, analyze and study how fast fashion brands and luxury fashion 
brands are connected. Have luxury brands just adapted to the current situation in the fashion 
industry were fast fashion brands have started to dominate more and more? A qualitative 
research approach was used in order to understand in what ways luxury fashion brand have 
responded and adapted to fast fashion. Seven different people working in the luxury industry 
were asked about their opinions and thoughts about how the fast fashion industry has affected 
the luxury industry. Every luxury brand or independent brand might not be affected by the 
fast fashion industry, but the luxury industry as a whole has been affected.  
 
The research question of this thesis was: “How does the fast fashion industry affect luxury 
fashion brands?” Clearly luxury brands and independent designers have adapted and have 
been affected by the rise of fast fashion. It has forced many luxury brands to change their 
business models, but how much is possible to change before you destroy your own business 
model and lose your brand value and identity? It’s not easy to answer, but it seems like bigger 
and traditional luxury brands have been affected more and had to adapt more than 
independent luxury brands and designers. Luxury brands have adapted to the fast fashion 
industry. The fast fashion model has changed luxury companies. The luxury industry as a 
whole has been affected by the fast fashion industry; some luxury brands are affected less 
than others. It’s very difficult for fast fashion brands to create uniqueness, identity and value 
for their products, but it is also a threat for the luxury industry if they could. Therefore it is 
important for luxury brands and independent designers to continue to protect and focus on 
creating uniqueness, identity and value. Beauty lies in the imperfection.  
 
There isn’t much research that has been conducted concerning fast fashion and on the 
acceptance of it. Therefore it is of value to conduct further research. Motivations for 
consumers’ purchase intention like exclusivity, price-consciousness, consumers’ perceived 
risks due to trade-off between quality and price, consumer expectation and satisfaction after 
the consumption process, and consumers’ efficiency in terms of cost-benefit analysis. The fast 
fashion industry is affecting the environment and giving rise to conscious consumers and 
studying fair trade, the green market and organic clothing. Additionally pricing strategies 
used for fast fashion as well as luxury fashion along with an analysis of consumers’ 
willingness to pay for environmentally friendly and sustainable fashion products (Bhardwaj & 
Fairhurst, 2010). Maybe analyzing counterfeit fashion would also be interesting, due to lower 
prices and quality, how do consumers react and are they willing to buy it? Should it be 
allowed to interpret from luxury fashion brands and to what extension?   
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Appendix  
 
Appendix 1  
1. How is your company working with e-commerce and has it changed in recent years and 
why? Why do you think many luxury brands sell online today on their own website?  
  
2. Have you been affected by the number of increasing seasons in the industry? Why do you 
think some luxury brands have created new seasons?  
  
3. Why do you think many luxury brands have diffusion lines today? 
  
4. What is your idea about collaborations between fast fashion companies and luxury 
companies? Is it good or bad? How does it affect the brand value? 
  
5. How are you as a brand working against being copied by fast fashion designers and 
companies? 
  
6. What does exclusive brands do to distinguish themselves from mass production? How do 
you create value for your brand? A human being can make errors, while machines make 
things perfectly.  
 
7. How do you think fast fashion brands like H&M and Zara have affected the luxury industry 
and what do you think will happen in the future? 
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