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Businesses are human systems, and you need to build
connections and trust quickly. [ am open and primarily
positive. [ enjoy hearing what people have to say and
bringing myself to work. That brings vulnerability, of
course, but it also builds loyalty and an environment
of psychological safety where people can be creative,
honest, and do not fear failure. Often overlooked in favor
of other traits, integrity is one that [ believe should be
placed higher on the list of priorities for all humankind
Seeing it as something that is often agreed upon in theory
but rarely exercised in practice, there is too much focus
on the end result and not enough on how you get there.
Entrepreneurs are thrust into leadership, where they
are looked to as a source of inspiration, ideas, strategy,
and exemplifier of culture. For this reason, presenting a
strong moral code of conduct is crucial to seeing these
reflected in your clients, employees, and your business.
What are key themes You Need to Lead a Successful
Fashion Brand.” Please share a story or example for
each?
Wise brands create niches. One of the fundamental
principles of effective branding is for fashion brands
ntly select a profitable segment that they can
then target through an enticing positioning. Although
ersally applicable, luxury

this general principle is u
brands are substantively different from other brands

For example, the Comme des Garcons brand is known
for embodying avant-garde fashion, with many of her

wildly creative outfits looking like dynamic sculptures.
Items include fringed blazers, mini dresses made of
black taffeta, and wool sweaters with the brand’s Play
logo, which is a heart with eyes. Although the brand
began by specifically targeting the ultra-high end,
mobile professionals that cared for a high-quality
product, over the years, it has gradually expanded
its brand architecture scope with different products and
slightly broader customer segments. Recently, Comme
des Garcons announced that it would launch ready-to-
wear items. You can find them in a handful of stores
worldwide or through other outlets, such as Nordstrom
and Net-a-Porter. As such, it becomes even more
important to an aspiring luxury brand

Positioning based on high levels of differentiation. As
fashion brands strategize their competitive moves, they

are likely to either follow a cost leadership strategy or
a differentiation strategy. Most fashion brands follow a
differentiation strategy. However, unlike differentiation
on mere product attributes, emerging brands should
aggressively differentiate their brand experience

For example, Bang & Olufsen, the iconic Danish
luxury brand in design and electronics, i
acknowledged as a leading luxury brand

as the bases of its differentiation highlight primarily the
symbolic value and appeal to customers’ psychological
need to associate themselves with brands that are high
on the social hierarchy. In this context, Bang & Olufsen
does not only compete with similar brands in the same
industry category, but they also compete with other
luxury brands

Emphasizing the symbolic value. The principal
element of creating a Fashion brand is the brand’s
ability to create and communicate symbolic value for its
customers. Brands usually offer two types of value —
functional value and symbolic value. Functional value
emanates from the features and the potential uses of the
brand. Functional value highlights the base line value
that customers expect when they buy a brand over a
commodity or a store brand because of its underlying
promise of quality, reliabi and trust. As such, it
directly reflects the tangible ability of the brand for the
customers

One particularly good example is the Ralph Lauren
brand. Starting out with making rags into ties, the
American label is truly the rags-to-riches American
Dream personified. As Ralph Lauren once said, “I don’t
design clothes, 1 design dreams.”

Generating perceptions of exclusivity. What makes
a fashion brand to be perceived as having symbolic
value? Among others, a key factor is the perception of
exclusivity. Most fashion brands, specifically luxury
brands strive to create a sense of exclusivity for their
consumers. Perceptions of exclusivity can be in terms
of unattainable price, limited geographic availability,
barriers to possession, or even limited supply. These
mechanisms of creating perceived exclusivity not
only create a pseudo sense of demand for the brand
in the eyes of the observer but also enables those who
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Every industry constantly evolves and seeks
improvement, How do you think the fashion industry
can improve itself? Can you give ample?
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