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AGENDA

• Guest lecture: Namkyu Chun, 
Aalto ARTS

• Overview of  contemporary 
business models in fashion

• Guest lecture: CEO of  
Vaatepuu



HAUTE COUTURE I PRÊT-À-PORTER





Haute Couture
• Tailored production
• Selective customer base
• Day/evening wear
• Limited promotion
• Exclusive retailing
• Premium pricing
• 6 month lead time
• Fashion show as artistic 

spectacle and brand charisma
• Primacy on brand leadership

Prêt-à-Porter
• Standardized factory production
• Mass audiences
• Summer/winter collections
• Mass promotion
• Multi-channel retail
• Varied pricing and selection
• 12 month lead time
• Fashion show as promotional 

event showcasing selection
• Primacy on profitability



NEW BUSINESS MODELS

• What are the general 
drivers for new business 
models in fashion?
• What are the key 

elements of  new business 
models in fashion?



NEW BUSINESS MODELS

• Consumer awareness
• Circular economy
• CSR
• Sharing economy
• Technological innovation
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NEW BUSINESS MODELS

• Fast fashion
• Slow fashion
• (Extreme) Luxury 

fashion
• “The reverse value 

chain” (recycling, 
upcycling…)







SLOW FASHION

• Reduction of  intermediaries between consumers 
and producers and highlight 
collaborative/cooperative work between them
• Local production and sourcing, challenge existing 

hierarchies in supply chains
• Sustainability at the core—empowering producers, 

especially women 
• Sensorial and tactile products—challenge fashion’s 

obsession with image and especially newness
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• Remember: GAP case!!

1. Please read the 
entire article

1. These two are 
recommended 
reading. We will 
discuss Burberry’s 
branding based on 
these two articles


