
UvA-DARE is a service provided by the library of the University of Amsterdam (https://dare.uva.nl)

UvA-DARE (Digital Academic Repository)

Dutch identity in fashion: Co-evolution between brands and consumers

Freiherr von Maltzahn, C.-F.

Publication date
2013

Link to publication

Citation for published version (APA):
Freiherr von Maltzahn, C-F. (2013). Dutch identity in fashion: Co-evolution between brands
and consumers. [Thesis, externally prepared, Universiteit van Amsterdam].

General rights
It is not permitted to download or to forward/distribute the text or part of it without the consent of the author(s)
and/or copyright holder(s), other than for strictly personal, individual use, unless the work is under an open
content license (like Creative Commons).

Disclaimer/Complaints regulations
If you believe that digital publication of certain material infringes any of your rights or (privacy) interests, please
let the Library know, stating your reasons. In case of a legitimate complaint, the Library will make the material
inaccessible and/or remove it from the website. Please Ask the Library: https://uba.uva.nl/en/contact, or a letter
to: Library of the University of Amsterdam, Secretariat, Singel 425, 1012 WP Amsterdam, The Netherlands. You
will be contacted as soon as possible.

Download date:24 May 2023

https://dare.uva.nl/personal/pure/en/publications/dutch-identity-in-fashion-coevolution-between-brands-and-consumers(a692647a-eb99-4994-989a-c6c0f20831eb).html


C
h

a
Pt

er
 6

 •
 c

o
r

a
k

em
pe

r
m

a
n

: a
 c

la
ss

 o
F 

It
s 

o
w

n

55



took her post as head of buying womenswear. Pair-
ing a distinguished vision of the brand’s identity with 
business acumen, she positioned mac & maggie as 
a vanguard fashion enterprise with an attractive price 
proposition. at the time, the concept was inspired and 
innovative: to make catwalk fashion from Paris, lon-
don, and tokyo accessible to the wider public, both in 
terms of wearability and pricing policy (meeuwissen in 
Bakker 2010: 77). the look – fashionable extravaganza 
mixed with ethnic elements – took its cues from high-
ticket designer fashion as well as from kemperman’s 
own penchant for india and the traditional garments 
of rajasthan.
 during the 1980s mac & maggie turned into an 
enormously successful concept. in its heyday the brand 
boasted 38 shops in four countries (the netherlands, 
belgium, england, and germany), 244 employees, and 
an annual turnover of 38 million guilders – 25 per cent 
of Peek & Cloppenburg’s annual turnover at the time 
(van den brand 1995). in the early 1990s, however, the 
firm’s star began to wane. threatened by international 
players like hennes & mauritz or miss selfridges, 
which followed a similar business strategy, the compa-
ny’s direction decided to alter its course, introducing a 
different product philosophy and hiring a host of young 
designers to realise that ambition (schenk 1995). bloat-
ed with different ideas about the brand’s visual identity, 
the result was a mishmash of conflicting voices that 
did not bear kemperman’s stamp anymore and failed 

to meet the demands of consumers. held accountable 
for the increasing losses, kemperman eventually left 
the firm in 1994. P & C closed mac & maggie down 
one year later.
 interestingly, the main constituents of the brand’s 
business model were all transferred to her new venture 
with gloria kok. the style, the concept of ‘borrowing’ 
from international trends from the catwalks, as well as 
a certain ‘team spirit’, which constituted an important 
driver in mac & maggie’s success story, are also the 
founding pillars of Corakemperman. at the same time, 
the designer also learned from some mistakes. mac & 
maggie’s downfall was partly owed to the fact that the 
firm had become the victim of its own success. with 
more and more stores opening, the business had be-
come harder to control and eventually lost its competi-
tive edge. the following sections will analyse each of 
these aspects more in depth and explain in what way 
they have influenced the firm’s business profile.

6.� traDemark style

marked by a consistently individual style, Corakemper-
man’s product range is sold under one name and in 
one single clothing line: ¯coraKemperman. including 
basics like longsleeves, leggings, and scarves, as well 
as more complex garments like skirts, dresses, blazers, 
and coats, the product style is characterised by a com-
bination of neutral (black/white) and dashing colours, 

6.1 IntroDuctIon

somewhat surprisingly, Corakemperman turned out 
to be a rather special case. for one thing, the research 
shows that the company capitalises on a comparatively 
large number of very loyal consumers who worship 
the firm’s strong visual identity. for another, the sales 
approach inside the retail outlets proved to be a key 
aspect of the value proposition. seemingly effortlessly, 
the firm has developed a set of practices and organisa-
tional routines that guarantee an individualised sales 
pitch that extends the point of value exchange from a 
purely material to a personal level.
 established in 1995 by designer Cora kemperman1 
and businesswoman gloria kok, Corakemperman is 
a dutch high-street firm with a distinct value proposi-
tion and range of products. the business is medium-
sized in scale and consumer approach, and caters to 
a specific share of the dutch and international fashion 
market. although the brand attracts women from a 
variety of backgrounds there is a surprising degree of 
uniformity concerning the type of consumer and the 
demands for clothing products. somewhat peculiarly, 
while the firm barely engages in any kind of marketing 
activities, the majority of consumers have been loyal to 

1 due to the fact that company and founder go by the same 
name, it is written in one word when i am referring to the 
brand and written in two words when the designer is meant.

the company for many years, worshipping the durabil-
ity of the clothes as well as their unique style.
 based on a three-month period of research, this 
chapter analyses Corakemperman’s relation with con-
sumers and looks into the way the firm is profiled in 
the dutch fashion market. as the results suggest, the 
firm attracts a rather special audience, whose relation-
ship with the brand is based on product uniqueness, 
exclusivity, and individuality. the fact that it is a com-
paratively affordable high-street firm, the manufactur-
ing quality and the products’ price-performance ratio 
constitute crucial aspects in this respect as well. in or-
der to make sense of the firm’s relevance within its par-
ticular consumption context the following paragraphs 
are devoted to the brand’s structural set-up that is built 
around three key aspects: a personalised consumer 
pitch, an exclusive value proposition, and a distinct 
product identity.

6.� voIces From the past

before delving into Corakemperman more specifically, 
we need to take one step back to the period before the 
business was established, which is essential to under-
stand some of the defining features of Corakemper-
man’s business approach. from 1976 till 1994 Cora 
kemperman worked as a buyer and designer for the 
Peek & Cloppenburg offshoot mac & maggie. when P 
& C started the new fashion line in 1976 kemperman 
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 responsibility. based on one of its founding pillars 
– ‘people, planet, profit’, as is claimed on the website 
– the ambition is to provide proper treatment to all 
people involved in the company, minimise the envi-
ronmental impact during the production process, and 
dedicate part of the profit to support social projects in 
their countries of production. in keeping with the claim 
to provide ‘responsible quality’, the brand’s straightfor-
ward business model allows ensuring quality control 
in the production facilities concerning, for instance, 
the type of yarns that are being used or the conditions 
under which the brand’s products are being manufac-
tured.
 according to frans ankoné (interview Cki), the 
decision to keep full control over the firm’s product de-
velopment and build the entire business in-house has 
also a strong impact on the firm’s strategic positioning 
in the dutch fashion market. first, the close connection 
between supply and demand guarantees that the actual 
product matches consumer needs. second, a medium-
sized business set-up allows for a high degree of flexi-
bility and makes it possible for the company to respond 
to the market quickly and make rapid changes to the 
current collection. third, the fact that the whole firm 
is built by people with a similar mentality has helped 
to reinforce Corakemperman’s strong brand identity. 
while these positions should be analysed with a grain 
of salt, they appear generally valid. my own observa-
tions concur with ankoné’s view insomuch as there is 
an exceptional degree of internal coherence through-
out the firm that also affects the people who work for 
the brand. from my observations and interviews it 
became apparent that across the different functions 
there is a similar mindset and sense of commitment 
to the firm, translating into the way Corakemperman is 
distinguished in the market, as well as into the actual 
sales performance on the shop floor. through careful 
choice of staff and socially responsible conduct within 
the company Corakemperman capitalises on a strong 
team spirit and long-term relations with employees.

6.5 up close anD personal

inasmuch as the firm keeps a low profile on the high 
street it also maintains a low-key presence in on- and 
off-line media. following no actual marketing strat-
egy, the company neither takes out advertisements, 
nor uses other classic branding tools to create a high 
profile or attract public attention. the main channels 
to showcase the clothes are the shops as well as the 
brand’s website. the latter is regularly updated with 
the latest looks of the season. it contains information 
about the company’s history and mission but does not 
feature merchandise or a webshop. instigated by sas-
kia kemperman, Cora kemperman’s niece and succes-
sor, the brand has recently joined the new-media band-
wagon with a facebook fan page and twitter account. 

Counting a mere 1600 ‘fans’ (status: october 2012), 
the facebook page is regularly updated with photos 
and posts and features lively interaction between the 
firm’s followers. the account is used to make status 
updates and keep consumers informed about the lat-
est collections, news around the brand, or extended 
opening hours on certain days. the twitter account, by 
contrast, is updated only sporadically and, with merely 
174 followers (status: october 2012), fails to deliver in 
promotional terms.
 website and new-media channels aside, the main 
point of value exchange is the actual retail setting. 
 during my period of observation it became apparent 
that Corakemperman has developed a specific, highly 
personalised sales approach that is based on identifi-
cation and interaction with the staff. the service pro-
vided in the shops is a key variable in the relationship 
between brand and consumers, personalising the com-
pany and guiding consumers throughout the purchase 
decision-making process. while the firm’s primary or-
der winner is the product, the time and attention as-
sistants spend on consumers is integral to the value 
proposition and represents an important aspect in 
Corakemperman’s retail strategy. as rotterdam store 
manager boy van der hout (interview Ckiv) explains, 
‘eventually our main sales argument is service. i mean, 
that’s what they [the consumers] mainly come for’.
 in the retail environment the majority of consum-
ers rely heavily on the judgement and opinion of the 
sales staff. stronger even, the individual assistants 
represent a role model/yardstick for consumers when 
it comes to clothing choices and advising or disadvis-
ing certain items. the firm’s sales approach is based 
on honest judgment and assistants are trained to 
choose pieces carefully according to the body type and 
personality of consumers. in addition, all of the brand’s 
salespeople are required to have a complete overview 
of the product catalogue, which allows for an informed 
opinion when it comes to finding the right item and/or 
suitable alternative choices. a peculiar effect produced 
by this level of service is that in many instances the as-
sistants successfully sell head-to-toe outfits rather than 
single items.
 apart from well-informed service Corakemperman 
offers a personalised sales approach that is valued by 
consumers. strongly capitalising on patronage, the 
sales pitch is individual and includes knowledge about 
the purchase history and preferences of consumers, 
as well as more personal data like birthdays, new-born 
children, the professions of the consumers, or even 
personal problems. says amsterdam assistant kim de 
graaf:
 ‘[What is important] when it comes to our loyal cus-

tomers [is] certainly that little bit of extra attention, 
our service and, indeed, our knowledge. But most of 
all [it’s] that little bit of friendliness and the social 
component. By asking about their personal concerns 

versatile shapes and wide-cut silhouettes. with the 
ambition to offer unique garments that are artful and 
wearable, affordable and adaptable, Corakemperman’s 
price proposition is fairly moderate. dresses cost be-
tween 50 and 100 euro, coats range from about 100 to 
250 euro, blouses cost between 30 and 70 euro, and 
basics like leggings or scarves have a price tag of about 
20 euro. the result is a type of product with a distin-
guished visual identity at a rather attractive price. as 
claimed in the brand’s mission statement, ‘[w]e want 
to dress women in a distinguishing, unique, creative 
way. to achieve this, we translate the most outstanding 
fashion trends into reasonably priced fashion, while we 
bring in our own perspective on fashion. this results in 
an “individual style”’ (Corakemperman 2002: 1).
 Just like mac & maggie, the firm’s signature style 
takes cues from two main sources. on the one hand, 
Cora kemperman’s aesthetic universe is largely autobio-
graphical. designing ‘for herself and friends’, the prod-
uct catalogue is inspired by the designer’s own lifestyle 
and experience world. in addition, travels, foreign cul-
tures, and local paraphernalia influence her work (in-
terview Ckii). draped layers of fabric and the vibrant 
colours of india or morocco loom large. on the other 
hand, high-end designer clothes are a main source of 
inspiration. first and foremost, it is the work by off-
the-beaten-path designers like Comme des garçons’ 
rei kawakubo, rick owens, or yohji yamamoto that 
provides a template for kemperman’s own ideas (in-
terview Cki). by her own account, Cora kemperman’s 
collections are a translation of global fashion trends, 
marrying other designers’ creative vision to her own. 
referencing a plurality of influences, the result is an 
unconventional and individual product that bears the 
stamp of global and local style.

while the company admits to continuous change 
and is considered a fashion rather than a clothing en-
terprise, its product philosophy is underscored by an 
agenda that promotes durability and sustainability. 
rather than creating of-the-moment pieces that look 
outdated after a collection or two, the firm develops 
‘complementary fashion products’ with a smooth tran-
sition from one collection to the next. as frans ankoné, 
the firm’s stylist and creative advisor, states:
 ‘The clothes come in regular time intervals, so they 

always fit together. (…) It’s a special characteristic of 
our brand that every week new clothes arrive at our 
shops and it just never happens that new garments 
are delivered only once or twice a season. We have 
a continuous flow of items that arrive every week.’ 
(interview Cki)

Continuously developing the collections in the firm’s 
trademark style, the clothes are decidedly anti throw-
away. each collection is an extension of the one before, 
many of them variegating signature themes like stripes 

and polka dots in different colours, pleats and the bias 
cut. the tension between the well-known and the new 
and unseen, produces an interesting style, encouraging 
consumers to mix and match and build up a wardrobe 
comprised of various collections.
 one peculiarity is the clothes’ versatility. by ad-
justing straps or turning the clothes inside out many 
garments can be worn in a variety of ways. during the 
period of observation in the firm’s rotterdam outlet i 
became witness to a scene where a man filmed with 
his mobile phone a dialogue between his wife and one 
of the sales assistants who demonstrated the different 
ways the garments could be worn. when questioned 
he explained to me that he took the video ‘in order to 
document how it [the garment] can be put together. 
otherwise, we’ll just forget. i mean, there are so many 
possibilities, you know’.
 furthermore, Corakemperman’s clothes are rec-
ognised for their feminine silhouette. with reference 
to her own body shape, kemperman argues that her 
clothes are directed at the dutch market in the first 
place. dutch women are often tall and (tend to) have 
a slightly more robust shape, an aspect the designer 
unreservedly addresses. that, however, does not mean 
that the firm actually promotes baggy or shapeless 
clothes. following ankoné, the brand embraces more 
voluminous shapes as far as the market calls for it, 
but it is not the actual point of departure for the col-
lections. as he states, ‘[W]e also do not shy away from 
offering certain pieces in small sizes only’. (interview Cki)

6.� a meDIum-sIZeD busIness

boasting merely nine retail outlets – 6 in the neth-
erlands and 3 in belgium – the firm operates from a 
medium-sized basis and oversees the entire lifecycle 
of its garments from start to finish. the products and 
patterns are designed in a section of the designer’s pri-
vate residence in amsterdam, while the manufacturing 
is based on long-term collaborations with a number of 
sa8000-certified factories in india, as well as with sup-
pliers from Portugal, belgium, and italy (Ciliberti et al. 
2009; köppchen forthcoming).
 the decision to keep a low business profile and 
minimise the number of outlets to an amount that is 
overseeable and easily manageable, was one of the 
starting points of the business. based on past experi-
ences at mac & maggie, kok and kemperman wanted 
to grow the company only to a point that guarantees 
sustainability and sufficient leverage for developing in 
creative terms. keeping the business overseeable, the 
entire creative process – from conception to realisa-
tion of the collections, from the styling of the shops 
to the seasonal campaigns for the website – is han-
dled in-house. another reason to not build the com-
pany beyond the benelux border is that Corakemper-
man has always been firmly rooted in corporate social 

D
u

tc
h

 ID
en

tI
ty

 In
 F

a
sh

Io
n

 •
 C

o
-e

v
o

lu
ti

o
n

 b
et

w
ee

n
 b

r
a

n
d

s 
a

n
d

 C
o

n
su

m
er

s

C
h

a
Pt

er
 6

 •
 c

o
r

a
k

em
pe

r
m

a
n

: a
 c

la
ss

 o
F 

It
s 

o
w

n

58 59



and the company’s different consumer types. as mrs 
van der hout told me during a trial with a candidate,
 ‘We really need to see whether customers can identi-

fy with her. That’s really, really important. You can’t 
hire someone just because she is nice – the way 
consumers respond to her is crucial. That’s why we 
usually have more than one day [of trial-runs] with 
each  new candidate.’ (ibid.)

working with a strategy designed to deliver good and 
intimate service in the shops, Corakemperman seeks 
to create an atmosphere of personal relevance for its 
consumers. apart from product-specific attributes, 
which play an important role in the relationship with 
the firm, its customised sales pitch helps to forge 
bonds beyond the product proposition.

6.7 exclusIvIty

to a great extent Corakemperman capitalises on long-
term relations with consumers. these are partly based 
on the service provided in the shops, partly related to 
the products’ unique appearance, and partly have to do 
with a number of policies endorsed by the firm to re-
tain an exclusive edge.
 as explained in section 6.4 Cora kemperman and 
gloria kok decided to open just a small number of 
outlets and to keep a low business profile on the high 
street. keeping control over the product cycle, the de-
cision to minimise the number of outlets was also a 
strategic move in order to retain a certain degree of ex-
clusivity. with the goal to devise individual and outgo-
ing products that appeal to a rather specific clientele, 
the firm nurtures a non-mainstream attitude and seeks 
distinction through both a limited number of sales 
points as well as limited order numbers (i.e., few items 
per size and colour). according to the direction, there 
are ‘weekly requests’ to expand the business and open 
retail destinations in places ‘like new york or israel’, 
which are consistently turned down. as Cora kemper-
man explains,
 ‘You really have to like our style. And – fortunately 

– there are quite a few people who don’tlike what 
we do. And that’s what I like. I certainly wouldn’t 
feel comfortable with my clothes being available in 
many places. For me it’s just fine to have nine out-
lets. Once people have discovered us they also have 
to make some effort to get the clothes. In return, we 
give them the opportunity to wear somewhat exclu-
sive pieces.’ (interview Ckii)

the way kemperman presents the case might be exag-
gerated to some extent. for one thing, there are nine 
shops and not just one, so the company is exclusive 
only to a certain extent. for another, it is debatable 
whether the interest from other countries is really as 
big as the brand claims. nevertheless, we can assume 

that the general argument actually holds. the fact that 
the firm receives much attention from other countries, 
in spite of its relatively small size and reach, is prob-
ably owed to the fact that a.) Corakemperman offers a 
one-of-a-kind product with a strong visual identity, and 
b.) the firm consistently refuses to broaden its scope of 
retail channels. with no webshop or external merchan-
dising, the product is the exclusive privilege of those 
living in, or travelling to, the netherlands or belgium. 
in addition, the strategic decision to keep the supply 
down leads to a certain covetousness of the products. 
as us expat Jemitra hairstom explained to me, 
 ‘My friends are just as mad about the stuff as I am. 

Sadly for them, I’m the only one who can buy it. I 
mean, they live in the States…’ (interview CkCiii).

when it comes to the visual merchandise inside the 
shops, every product is displayed in only one size per 
colour in order to have better control over which items 
sell well and which ones need further attention from 
the assistants. as indicated in section 6.3 the com-
pany has a steady supply of new items every week, 
which keeps the collection up to date and the face of 
the shops fresh and interesting. receiving new arrivals 
on a regular basis actually requires keeping down the 
order numbers in order to avoid overstocking. a side 
effect of that system is that it produces a ‘first come, 
first serve’ mentality. due to the fact that only a limited 
number of pieces is available per shop, size, and col-
our, many of the firm’s patrons have developed almost 
a ‘collector’s attitude’, as marjolein van rooy describes 
it, treating the pieces like hard-to-get and must-have 
items. as she states,
 ‘Every week we get new items in our shops. So, if 

you’re really crazy about clothes (…) you can actual-
ly buy a new piece every week. We really have clients 
who we need to disadvise on certain garments and 
say “You really don’t need this anymore because you 
have five others in the same style already”. It’s al-
most like they’re afraid to miss something.’ 

 (interview Ckiii)

Closely connected to this, the brand keeps a ‘log book’ 
featuring every piece of the current collection, complete 
with descriptions of available colours, fabrics, washing 
instructions and the week or date in which they will ar-
rive in the shops. although officially open to all con-
sumers, the log book is mainly used as a strategic de-
vice directed at patrons. as rotterdam shop assistant 
denise nieuwenhout told me, ‘[t]he book is great to 
keep them busy, you know’. during the period of ob-
servation either regulars themselves requested to leaf 
through the book or they were referred to it with refer-
ence to specific pieces that were expected to arrive in 
a certain week. the effect of this strategy is that many 
regulars shortlist products and place (non-binding) or-
ders. by giving regulars the opportunity to ‘cherry-pick’ 

or simply remembering their birthdays you really 
can build a strong tie with consumers, so that – in 
the end – they might appreciate that even more 
than my advice. We really do our best here to create 
a certain feeling, a kind of mentality if you will.’ 

 (interview Ckv)

by combining fashion preferences with more personal 
information, Corakemperman’s staff create a bond 
with consumers, which in a wide number of instances 
reaches beyond the material properties of the clothes. 
the result is a homey and welcoming atmosphere that 
connects assistants and consumers on a personal lev-
el. as one consumer explained to me,
 ‘It’s quite like spending time with your friends. You 

come here and it just feels right. In the end it really 
doesn’t matter whether I buy a piece or not. I mean, 
in the majority of cases I do (…) but that’s not actu-
ally the point.’ (informal conversation on the shop floor)

the orientation towards the salespeople is crucial when 
it comes to the relationship many consumers maintain 
with brand and products. although perhaps a slightly 
exaggerated term, Corakemperman’s staff members 
create some kind of ‘family feel’ that elevates the retail 
experience from an individual to a social or even collec-
tive activity. Consumers and assistants chat and laugh 
or talk about any subject, from the economic crisis to 
their family situation or their plans for the evening. the 
brand profits from this type of individual sales pitch 
in that they provide an extra incentive in the purchase 
decision-making process and foster long-term buying 
relations. asked about her relationship with the brand, 
46 year-old Judith arts states:
 ‘Very close. Very close, really. (…) What is truly im-

portant to me is that I know the girls in the shop 
very well. In the majority of cases one and the same 
assistant helps me since she knows what I already 
have in my closet. And I find that quite convenient. 
I have to say that I am always advised very well and 
in a nice way. They know my taste and I find that 
important. For me, that’s the primary reason to 
come here, really.’ (interview CkCv)

it is important to note that the personal bonds between 
consumers and staff are not actually a by-product of 
the retail process but a condition both desired and 
endorsed by the company founder, Cora kemperman, 
and her general manager marjolein van rooy. kemper-
man herself takes a very clear position in this respect. 
according to her, creating a welcoming and familiar 
environment that promotes some kind of emotional 
relationship between consumers and salespeople is ac-
tually an integral part of the value proposition. as she 
states:
 ‘I always used to say “I design for me and my 

friends”, and that’s also what I tell my assistants in 

the shop. You have to help your customers as though 
they were friends or peers.’ (interview Ckii)

6.6 It’s a system

the sales approach constitutes a stronghold in the 
firm’s strategic positioning. during the period of ob-
servation and supported by internal documents (e.g. 
guidelines explaining the desired sales pitch) it became 
apparent that brand image, retail environment, and 
the experiences provided for consumers are subject to 
rigid systematisation and a whole apparatus that guar-
antees their well-functioning. the sales assistants are 
trained on the materials used in every collection and 
how to maintain them in order to provide accurate 
service and advice on the proper maintenance of prod-
ucts. these specifications are summed up in a 12-page 
manual each employee is asked to study carefully and 
sign after completion at the beginning of every new 
season. moreover, the company’s approach involves 
a number of policies concerning the corporate look of 
the shops and presentation of items. for example, in 
the downstairs common room of the rotterdam shop 
several sheets of paper are pinned to the walls detailing 
‘codes of conduct’, a checklist concerning the look of 
the personnel, and a task list. the aspects included in 
the list range from outward appearance (‘neat haircut’, 
‘proper manicure’, ‘neat outfit’), to the shop’s organi-
sation (e.g. each of the shop girls has one specific task, 
like cleaning or administration, she needs to carry out 
every day/week/month), to the actual sales approach 
(‘greet every consumer with a smile, be attentive and 
guide her through the purchasing process’).
 ensuring that salespeople and consumers connect 
and that staff members are actually ‘on brand’, candi-
dates need to undergo a rather rigorous selection pro-
cedure. first, a letter of motivation is requested next to 
the Cv. after that, an interview with the store manager 
and a colleague takes place in order to get an idea of the 
candidate’s personality and character. in the next step 
candidates have to prove themselves during a one-day 
acceptance trial, followed by a debriefing by the store 
manager. if a candidate shows promise two or three 
more trial days will ensue ‘so we can see whether they 
really fit into our team’ (b. van der hout). by the same 
token, a lot of attention is paid to what applicants make 
of the clothes when they are asked to assemble an out-
fit for themselves for the first time. as rotterdam store 
manager boy van der hout explained to me,
 ‘If that doesn’t work, we really have a problem and 

can’t take her in. I mean, you can’t train them. 
Either you have that feel for Cora’s clothes or you 
don’t.’ (informal conversation on the shop floor)

the brand devotes a lot of attention to these details 
to ensure a coherent brand image and guarantee a 
‘match’ between the different characters in the shop 
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clothes and their durability. during the interviews con-
sumers also stated variously that the collections can be 
combined effortlessly across different seasons and that 
the items come in a reliable and lasting quality.
 these attributes are also reflected by the results 
of item 15 (‘which three of the following attributes are 
most suited to describe Corakemperman as a brand?’). 
whereas item 14 sought to tap into the mental con-
cepts of consumers, item 15 was designed as a multi-
ple-choice question with 15 default response options. 
in order to identify similarities/differences between the 
variables tested by item 14 and a number of standard 
brand values, consumers were asked to pick 3 out of 15 
options presented to them.
 as FIg 6.1 shows, in both locations the items are 
distributed rather evenly. in amsterdam we find peaks 
(i.e., more than 30%) for the attributes recognisable 
(47.04%) and special (61.76%). in rotterdam we can 
identify peaks for the attributes authentic (45.78%), 
stylish (31.32%), recognisable (46.98%), and special 
(47.37%). regardless of location, all those aspects are 
in different ways linked to the brand’s outspoken and 
distinguishable signature style. describing the firm as 
recognisable, stylish and special, consumers put em-
phasis on the fact that the clothes have a fairly unique 
look. authenticity probably refers more to the integrity 
of brand and product, and points to the fact that the 
firm has not changed in any major way throughout the 
17 years of its existence. a straightforward and unpre-
tentious company, Corakemperman offers an honest, 
no-frills product. starting out by more or less the same 
premises the brand still adheres to nowadays, 46 year-
old monique states,
 ‘Well, perhaps that’s quite a strange thing to say but 

“congruent” [might be the best way to describe the 
brand]. She [Cora Kemperman] keeps on doing what 
she has always done, you know.’ (interview CkCiv)

Juxtaposing the results from the questionnaires with 
the consumer approach discussed in section 6.3 and 
the way the brand is positioned in the market, product 
uniqueness and exclusivity are two of the main drivers 
in the purchase decision-making process. first, con-
sumers relate to the product based on an aesthetic 
register that is hard to find anywhere else. second, 
the skilfully orchestrated sales pitch of the firm helps 
to establish a feeling of belonging and personal iden-
tification, foregrounding the consumer and her needs. 
third, by keeping a low supply of items and outlets a 
sense of exclusivity is created or even augmented. in 
different ways all these aspects actually cross-fertilise 
each other, with each of them adding to a feeling of 
desirability and individuality.

6.9 purchase behavIour anD 
 branD Involvement

in the preceding sections it was said that Corakem-
perman is positioned in the dutch fashion market as 
a low-profile business, capitalising on a personalised 
sales approach and a unique product proposition. fur-
thermore, we have seen that product uniqueness and 
exclusivity are two of the main drivers in the purchase 
decision-making process, thereby connecting the firm’s 
value proposition to a desire for differentiation. this 
section broadens the scope towards analysing the level 
of consumer involvement as well as their purchase be-
haviour.
 the firm claims to neither make a difference be-
tween consumers nor to have a specific clientele in 
terms of age or body size. while Corakemperman tries 
to make the brand attractive for a younger clientele as 
well, at present the main consumer group is in the age 
bracket of 40 to 60 years. the firm’s audience is hetero-
geneous to the extent that consumers come from a va-
riety of backgrounds. at the same time, the actual type 

and reserve favourite pieces from the collections before 
they go on regular sale, Corakemperman offers a cer-
tain privilege to its more spend-active consumers and, 
albeit unintentionally, creates in- and out-groups. as 
52-year old patron tine krebsburg told me,
 ‘Why Cora? When I come to the shop there is al-

ways something that I like and that immediately fits 
well. But the salespeople also know what I like and 
what suits me and they keep me informed about... 
you know, “In week X or week Y this and that new 
item will arrive and I think that will look very good 
on you”. So I do take that into account.’ 

 (interview CkCii)

to some extent exclusivity is a property that is simulat-
ed and actively sold to consumers. for patrons it feels 
like they receive a special treatment and obtain some-
thing extra that others do not have access to. for all the 
other consumers, the margin of available items is rela-
tively small, so that many designs come in an edition 
of only one or two per size. in that way, an ‘early-bird’ 
mentality is created that adds a boost to the purchase 
behaviour of consumers. extending the point of value 
exchange from the material properties of the clothing 
to charging them with emotional relevance, Corakem-
perman employs a number of strategies that augment 
and nourish this effect.

6.8 proDuct unIQueness

exclusivity is a property that is stimulated by keeping 
a small stock and minimising availability of the prod-
ucts on the one hand. on the other hand, it is an at-
tribute that hinges on the product proposition itself. 
as described in section 6.2 Corakemperman offers a 
clothing style that is unique in a number of ways. first, 
the garments are cut in a special way that gives them 
a flowing, organic shape. second, the choice of colour 
is peculiar. using a range of bright blues, reds, greens, 
yellows, and purples that are contrasted with blacks 
and whites, the clothes have a strong visual appeal and 
high recognition value. third, the clothing is given an 
interesting twist by the use of special types of buttons, 
belts, or other kinds of subtle unexpected additions. as 
marjolein van rooy describes the product philosophy,
 ‘You certainly have to like our style. We sell a type 

of clothing that is different from what you generally 
see around you. The garments really have their own 
“swing”, their own twist, their own... you know, a 
“Cora thingy” attached to it: a fold, a buckle, a dif-
ferent type of ethnic border.’ (interview Ckiii)

when we look at the way consumers perceive the 
brand, the majority of respondents claimed to appre-
ciate that ‘extra something special’. this observation 
is supported by the results of questionnaire item 14 
(‘Please try to name three characteristics you associate 

with the clothing of Cora kemperman’) that sought 
to identify the primary value connections of consum-
ers. based on three response options the item was 
designed to measure attributes consumers spontane-
ously associate with Corakemperman’s range of prod-
ucts. after typing out the full amount of responses the 
results were coded, clustered, and analysed according 
to table 6.1.

proDuct unIQueness unique; expressive; origi-
nal; special; different; surprising; extravagant; distinct; 
creative; recognisable • use oF colour (beautiful) 
colours; colourful • comFort (good/perfect) fit; fits 
nicely; beautiful and comfortable fabrics; correct fit; 
ease of wear; wearable • QualIty (good) quality; fab-
ric quality; durable; fine materials • others easy to 
combine; feminine; affordable

table 6.1 Coding sCheme for item 14
value ConneCtion followed by attributes

following table 6.�, the mental concepts and atti-
tudes consumers develop towards the brand are de-
fined by four variables: product uniqueness (i), use of 
colour (ii), comfort (iii), product quality (iv).

responDents 34 • proDuct unIQueness 
94.11% • use oF colour 38.23% • comFort 
29.41% • QualIty 26.47% • others 26.47% • re-
sponDents 83 • proDuct unIQueness 87.95% 
• use oF colour 43.73% • comFort 49.39% • 
QualIty 38.55% • others 40.96%

table 6.� ‘Please try to name three 
CharaCteristiCs you assoCiate with 

the Clothing of CorakemPerman’ (item 14) 
amsterDam rotterDam

following these characteristics, the primary driver in 
the relationship between brand and consumers is the 
actual appearance of the product. Product uniqueness 
is a more general term characterising the clothes ac-
cording to a number of distinguishing features (as 
discussed in section 6.3). Use of colour, by contrast, 
specifically refers to the firm’s stark use of vivid and lu-
minescent hues. the style is characterised by juxtapos-
ing plains with graphic patterns, which gives the pieces 
an appearance that is playful and matter-of-fact at the 
same time. both attributes relate to product unique-
ness and a desire for differentiation, highlighting the 
fact that Corakemperman’s products allow consumers 
to dress ‘different from the rest’. Comfort relates to the 
wearability of the clothing as well as to Cora kemper-
man’s ability to create an interesting and flattering sil-
houette for more voluminous body types. Product qual-
ity is connected to the price/performance ratio of the 
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of consumer is largely similar. the majority has a simi-
lar attitude towards clothing consumption and looks 
for similar features when it comes to clothing purchas-
es. with a desire to express themselves through their 
clothes, the product is understood as an extension of 
personal identity and a means of self-expression. says 
Jemitra hairstom,
 ‘Of course, it’s not really my identity, but this is the 

way that I like to look. [Points to her dress] This dress 
is an extension of how I feel about myself. And it just 
so happened that Cora Kemperman’s stuff matches 
up with how I feel about me.’ (interview CkCiii)

when we now look at the interaction between individu-
als and the company, consumers relate to the brand 
based on an out-of-the-ordinary type of product that 
they use to ‘dress’ their identity. says 33 year-old va-
nessa van berkum,
 ‘All in all, I find it very... “different” from all the oth-

ers. It’s just different from what you generally see on 
the streets, you know. I always look for something 
that’s one step ahead of the average stuff [and] I find 
it very nice to wear the clothing from Cora because 
then I feel special myself.’ (interview CkCi)

identification and interaction with the brand, then, 
hinges on the product proposition and the extent to 
which it reflects the consumers’ self-perception and 
desire for self-expression. the products provide a stage 
that embodies meanings or ideas that consumers wish 
to communicate about themselves. Clothing certainly 
is no identity fix but it helps to transmit a certain image 
that consumers wish to express.
 when we look at the firm’s audience in a more 
global way the high degree of patronage and repeat 
buying is striking. during the period of observation, 
as well as during the interviews it became apparent 
that many consumers have been loyal for many years, 
sometimes even decades (since the days of mac & 

maggie), growing together with the brand and sharing 
a strong sense of attachment to the firm. this tendency 
is also reflected in consumers’ average purchase fre-
quency. item 13 (‘on average, how many items do you 
purchase per visit?’) was constructed in an attempt to 
gain insight into the average purchase behaviour of 
consumers and get an idea of how consumers inter-
act with the brand in a consumption context. when we 
look at FIg 6.� we can see that the average number of 
items purchased per visit is comparatively high. in am-
sterdam 41.17% of the respondents indicated to buy one 
item at a time while in rotterdam it was 49.39%. strik-
ingly, in each of the locations almost half of the sample 
stated to buy two items per visit (amsterdam: 47.04% / 
rotterdam: 45.78%). in amsterdam 11.76% claimed to 
purchase three or more items per visit while in rotter-
dam it was a mere 6.02%. 
 when we compare these results with the visiting 
frequency a similar picture emerges. item 12 (‘how 
often do you visit one of Corakemperman’s stores?’) 
sought to determine the average number of visits con-
sumers pay to the shops. as FIg 6.� demonstrates, 
there is a rather equal distribution in both locations. in 
amsterdam about one third (29,41%) of the respond-
ents and almost half (48.19%) of the sample in rot-
terdam visit one of Corakemperman’s retail outlets on 
a monthly basis, while 11.76% resp. 13.25% even come 
every week.

as these results show, Corakemperman capitalises on 
repeat purchases to a large extent, with many of the 
respondents visiting the shops regularly and purchas-
ing between one and two items. these findings are 
also significant in order to determine to what extent 
the level of brand identification has an impact on the 
purchase decision-making process. item 8 (‘i like to 
purchase clothes from brands i can identify with’) was 
conceived in an effort to specify in what way purchase 
behaviour is related to brand-specific aspects, like 

D
u

tc
h

 ID
en

tI
ty

 In
 F

a
sh

Io
n

 •
 C

o
-e

v
o

lu
ti

o
n

 b
et

w
ee

n
 b

r
a

n
d

s 
a

n
d

 C
o

n
su

m
er

s

C
h

a
Pt

er
 6

 •
 c

o
r

a
k

em
pe

r
m

a
n

: a
 c

la
ss

 o
F 

It
s 

o
w

n

6� 65

10 20 30

FIg 6.5 ‘i like to dress aCCording to 
the latest fashion trends’ 

(item 2)
 
•
 
amsterDam rotterDam

no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

%

10 20 30 40

FIg 6.6 ‘i am among the first in my 
CirCle of friends to buy a new fashion 

items when it aPPears’ 
(item 3)

 
•
 
amsterDam rotterDam

no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

% 10 20 30 40

FIg 6.7 ‘i regularly buy 
fashion-related magaZines’ 

(item 5)
 
•
 
amsterDam rotterDam

no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

%

FIg 6.� ‘on average, how many items 
do you PurChase Per visit?’ 

(item 13) amsterdam / rotterdam 
one Item two Items three or more Items

a r

FIg 6.� ‘how often do you visit 
one of CorakemPerman’s stores?’ 
(item 12) amsterdam / rotterdam

once a week once a month less oFten

a r

10 20 30 40

FIg 6.� ‘i like to PurChase Clothes from 
brands i Can identify with’ 

(item 8)
 
•
 
amsterDam rotterDam

no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

%

10 20 30 40 50

FIg 6.8 ‘i regularly CheCk the internet 
for the latest Clothing trends’ 
(item 6)

 
•
 
amsterDam rotterDam

no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

% 10 20 30 40 50

FIg 6.9 ‘i like to buy Clothes 
with an outsPoken look’ (item 7) 

amsterDam rotterDam

no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

%



temporary and changeable face of apparel products, 
clothing involvement has more to do with a certain 
style or a general interest in clothing products.2 rather 
unsurprisingly, FIg 6.9 shows that Corakemperman’s 
consumers put a premium on an outspoken and iden-
tifiable look, thus bearing further witness to the fact 
that the brand’s trademark style constitutes a key com-
ponent in the relationship between consumers and the 
brand. in amsterdam, almost 95% of the sample agreed 
with the statement while in rotterdam it was 86.74%.

when we look at item 4 (‘Compared to my friends i buy 
few new clothing items’), a reverse item constructed to 
test the involvement construct from a different angle, 
this tendency is further supported. in FIg 6.10 we can 
see that Corakemperman’s consumers estimate their 
clothing-consumption behaviour as rather high in com-
parison to their direct social environment. in amster-
dam, the majority of respondents (61.75%) objected to 
the statement. in rotterdam we find a similar result, 
with 59.03% disagreeing with it.

Juxtaposing clothing involvement (item 7) with the 
level of brand involvement (item 8), we can identify a 
slight irregularity. FIg 6.11 shows the two items with 
the summarised scores of both locations next to each 
other. while the results suggest that consumers iden-
tify with clothing products based on their expressive-
ness, the degree of brand involvement is somewhat 
lower. one explanation for this asymmetry might be 
that the company is not actually strongly branded or 
marketed and that the product takes precedence over 
the firm’s brand name or value. brand identity in that 
sense would be less important than product identity. 

2 one of the most obvious examples of in this context is the tra-
ditional menswear market. many men are actually interested 
in well-tailored clothes and an accurate wardrobe. while the 
items of classical men’s tailoring may be subject to fashion 
they certainly do not have to be.

another factor might be that consumers are gener-
ally interested in clothing products with a strong visual 
identity, irrespective of the actual brand name.

6.1� Dutch, actually?

the question remains to what extent Corakemperman 
is actually perceived as a dutch brand by consumers, 
or whether there are attributes we might call typical for 
the dutch cultural landscape. item 11a (‘Corakemper-
man is typically dutch’) sought to develop an under-
standing of these aspects by confronting the respond-
ents with a statement-based item. as FIg 6.1� shows, 
in both locations we can identify a slightly negative ten-
dency. in amsterdam, 47.05% disagreed while 26.46% 
agreed. in rotterdam, 28.90% agreed with the state-
ment compared to 33.68% who opposed it. although 
the overall distribution is fairly mixed and does not 
allow for a final answer, we can at least conclude that 
for the majority Corakemperman does not represent a 
typically dutch clothing brand.

item 11b (‘why is/isn’t Corakemperman typically 
dutch? Please explain your opinion in a few words’) 
sought to deepen the scope of analysis, and give con-
sumers the opportunity to substantiate their opin-
ion and reflect on their views. sadly, the majority of 
respondents left the question open, indicating they 
had troubles to pinpoint what ‘typically dutch’ actu-
ally means. from the few respondents who actually 
completed the item, the most common explanations 
referred to the firm’s product style and use of colour. 
says 53 year-old Jacintha hessels,
 ‘Yes, I think it’s quite [a] Dutch [brand]. The colours… 

I really don’t know why, but certainly the colours. I 
mean, I can’t remember that I’ve even seen this 
kind of style when going on vacation, for instance. 
(…) Simply because I know it I’d say it’s Dutch, but 
it’s hard to explain.’ (interview CkCvi)

brand persona or congruencies between brand- and 
product-related attributes. FIg 6.� shows that the ma-
jority of consumers agrees with the statement.

both the results from the questionnaires as well as the 
in-depth interviews indicate that the level of involve-
ment with the firm is comparatively high. from the in-
terviews i learned that in particular the brand’s regulars 
show high levels of awareness and emotional attach-
ment to the brand, with many of them hardly sourcing 
their clothes from any other brand than Corakemper-
man. the reasons they gave were connected to two 
main points. first, the value proposition (i.e., product, 
service, brand values) represents a warrantor in the re-
lationship between brand and consumers, connecting 
the consumers’ self-concept and identity constructs 
with the brand’s identity. second, based on the fact 
that the firm’s signature style has been very consistent 
throughout the years and because items from older 
and newer collections can be easily combined, con-
sumers enjoy the possibility to complement their exist-
ing stock of clothes.

6.10 FashIon Involvement

with a strong visual identity, the question is whether 
the firm’s fashion cachet actually represents a signifi-
cant driver in the purchase decision-making process. 
in this section i will look into these aspects with re-
spect to the variables fashion and media involvement. 
with the first my purpose is to test to what extent the 
purchase behaviour of consumers is subject to fashion 
trends. the latter looks into these questions more from 
an information-based angle, exploring whether con-
sumers make use of different media channels to stay 
abreast of developments in fashion.
 item 2 (‘i like to dress according to the latest fash-
ion trends’) was designed to measure the level of fash-
ion involvement and define the degree to which current 
trends have an impact on the purchase behaviour of 
consumers. as FIg 6.5 demonstrates, we can identify 
a negative tendency. in amsterdam, 49.88% disagreed 
with the statement. in comparison, 23.52% responded 
in a neutral way while 26.47% agreed. in rotterdam 
we find an almost identical distribution, with 45.78% 
objecting to the statement compared to 24.09% tak-
ing a neutral stance and 26.50% agreeing. according 
to these results, the actual fashion value of the clothes 
is not of paramount relevance for Corakemperman’s 
consumers.

this finding is further supported by the results from 
item 3 (‘i am among the first in my circle of friends 
to buy a new fashion items when it appears’) which 
sought to determine to what extent consumers are 
early adopters of new fashion trends, and whether their 
purchase behaviour is actually trend-driven. following 

FIg 6.6, Corakemperman’s consumers do not have a 
pronounced interest in adapting their wardrobe to the 
latest fashion trends and neither does early adoption of 
fashion trends have a strong influence on their choice. 
in amsterdam, 38.23% disagreed with the statement 
while the same number of people adopted a neutral at-
titude and 17.64% agreed. in rotterdam we can identify 
a slightly more balanced distribution. 33.73% disagreed 
whereas 30.12% indicated to neither agree nor disagree 
and 31.31% agreed. remarkable in this context is the 
rather large number of people taking a neutral stance. 
following my own observations in the shops and the 
in-depth interviews with consumer, the most probable 
explanation is that fashion in general is not actually rel-
evant for the brand’s audience. trend consciousness 
or the adoption of new fashions, then, play a rather 
secondary role in their life-worlds and consumption 
behaviour.

Comparing these insights with the results from item 
5 (‘i regularly buy fashion-related magazines’), which 
was constructed to measure the level of media involve-
ment and interest in current developments in fashion, 
this tendency becomes even more pronounced. as FIg 
6.7 makes clear, Corakemperman’s audience does not 
have a vested interest in keeping up to date with fash-
ion trends through fashion magazines. in amsterdam, 
almost 75% disagreed with the statement while only 
20.59% agreed with it. in rotterdam a similar picture 
emerged, with 71.07% disagreeing with the statement 
compared to 18.06% who agreed.
item 6 (‘i regularly check the internet for the latest 
clothing trends’) was designed to determine to what 
extent consumption behaviour and fashion involve-
ment are connected to new media channels. again, 
Corakemperman’s consumers showed a consider-
ably low interest in following recent fashion trends on 
the internet. as we can see in FIg 6.8, in amsterdam 
61.70% disagreed with the statement, compared to 
20.58% who agreed. in rotterdam 15.65% agreed with 
the statement, whereas 73.52% disagreed.

6.11 clothIng anD proDuct Involvement

as the results demonstrate, Corakemperman’s cli-
entele does not exhibit high levels of involvement in 
fashion or media. at the same time, we saw in section 
6.9 that brand involvement, visiting frequency, and the 
number of items purchased per visit are comparatively 
high. with product uniqueness as a main driver in the 
relationship between consumers and brand, this sec-
tion looks into the question how clothing consumption 
is defined in relation to Corakemperman’s product 
proposition.
 item 7 (‘i like to buy clothes with an outspoken 
look’) was conceived to measure the level of clothing 
involvement. while fashion involvement relates to the 
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meant to appear casual and natural, it was shown that 
its well-functioning depends on a set of well-designed 
strategies to retain loyalty, and build a relationship 
based on personal ties between consumers and sales-
people. 
 in the analysis we saw that the audience puts a 
premium on the brand’s distinguished avant-garde 
style. use of colour and signature look constitute key 
drivers in the relationship, as do attention to detail, du-
rable quality, and ease of wear. throughout, the firm’s 
clients emphasised uniqueness and recognition value 
as critical aspects, thereby linking their own desire for 
differentiation to primary product attributes. the rela-
tion between consumers and the brand is defined by a 
shared kind of ‘mindset’. the message to consumers 
is that the firm offers a special product for a particular 
type of people, and this creates a group mentality and 
nurtures the feeling of purchasing an ‘insider tip’. Con-
sumers buy into the value proposition based on the 
fact that they are given the opportunity to be part of a 
rather small and somewhat exclusive group of people: 
it is a non-mainstream type of clothing that is actively 
sold to consumers as ‘not for everyone’. in doing so, 
(perhaps unwittingly) in- and out-groups are created 
that help build identification with brand and product.
 with a narrow scope of consumers, Corakemper-
man is geared towards a rather specific share of the 
fashion market. largely capitalising on patronage and 
long-term buying relations, the level of consumer in-
volvement is comparatively high. Consumers frequent 
the shops regularly and purchase rather large quanti-
ties. identification and interaction with the brand large-
ly depends on the way the brand’s clothes are used to 
communicate a certain image or identity. the garments 
provide a stage for consumers to convey how they see 
themselves and feel about themselves. greatly in line 
with that finding, we have seen that the connecting 
variable is not actually the clothes’ fashion value but 
their unique and expressive appearance. in that way, 
Corakemperman’s consumers are conscious of prod-
uct and style rather than drawn to trendy or up-to-the-
minute fashion products. 
 while no clear picture emerged with respect to the 
question whether consumers rate the firm as typically 
dutch, there are a number of aspects that seem more 
resonant with the dutch cultural background than with 
certain others. first, the product proposition refers 
to the country’s tradition of colourful dress (‘streek-
dracht’) and ethno-inspired clothes from the 1970s and 
80s. second, the brand takes the more robust build 
of dutch women into account by offering clothes in a 
wider, flattering cut. third, the way the firm is distin-
guished in the fashion market is somewhat peculiar. 
on the one hand it defies global expansion, while on 
the other hand the company is highly entrepreneurial 
and well organised – perhaps a quality the dutch have 
cultivated in more than one respect. Corakemperman 

is small and powerful, stylish and creative, and those 
are precisely the qualities consumers identify with. the 
firm sells a special kind of product that is distinguished 
by appearance rather than price: it is expressive, acces-
sible, and exclusive – all at the same time. it is a brand 
and product style we find in different variations across 
the dutch fashion landscape, summed up in what i 
called ‘wild design’ in chapter 5.

ironically perhaps, the very same reasons were given by 
those stating Corakemperman is not representative for 
dutch (fashion) culture. as Judith arts explained to me,
 ‘Well, as far as I’m concerned [the brand is] not [typi-

cally Dutch] at all. (…) Dutch, for me, is usually… 
simple… boring colours… quite basic, you know.’ 

 (interview CkCv)

in some way, this outcome reflects a more general ten-
dency that kept coming back in virtually all responses 
across the different case studies. as it appears, it is 
hard for people to determine what attributes reflect 
‘dutchness’. either the respondents had difficulties 
to answer the question at all, or they were troubled 
by articulating what effectively made the firms dutch, 
other than being their country of origin. one possible 
explanation for that might be that cultural identity is 
a too complex and multidimensional phenomenon to 
boil down to a sheer number of attributes – perhaps 
even more so in a fashion context, as the majority of 
consumers does not care where their clothes actually 
come from. another important aspect is that it is gen-
erally hard to recognise country-specific attributes from 
the inside, i.e., when people are confronted with their 
own culture on a daily basis. as we saw in chapter �, 
it is mostly when people go abroad that they recognise 
certain characteristics they had never paid attention to 
specifically because they had been taken for granted.
 when we leave the opinion of consumers out of 
consideration and look more at the general characteris-
tics of Corakemperman’s brand and value proposition, 
i believe the firm actually qualifies as typically dutch 
in a number of respects. first, the product proposition 
can certainly be considered dutch. what i called ‘wild 
design’ in chapter 5 entails a rather unconventional 
and expressive edge, meaning that many products in 
this category are playful and colourful, multi-referential 
and unique in their integration of unexpected elements. 
Corakemperman plays with different parameters 

and eventually offers a kind of product that is barely 
matched in the fashion world. second, the way the firm 
integrates the local clientele’s slightly bigger body size 
could be considered dutch somehow. it goes without 
saying that as such the very fact is not actually dutch. 
rather, the shape of the garments reflects, and takes 
into account, a body type (tall, slightly more curvy) that 
is more dutch than french, for instance. last, the way 
the company is positioned in the fashion market is 
somewhat dutch. there is a sense of ‘stubbornness’, 
as it were, that distinguishes Corakemperman from 
many other brands. resisting expansion, franchising, 
and merchandising on the internet, the company holds 
its own very well by carving out a distinct brand and 
product identity. thanks to a coherent and professional 
organisational set-up Corakemperman maintains a 
competitive edge in spite of its rather small size.

6.1� conclusIon

the chapter started out by describing that the basic 
concept and product philosophy of Corakemperman 
are rooted in the designer’s earlier career as a buyer and 
designer for mac & maggie. in the following section i 
described Corakemperman’s signature style based on 
these insights. we learned that the firm has developed 
a unique aesthetic vocabulary, defined by the use of 
vibrant colours, flowing shapes, and the juxtaposition 
between graphic elements and plains. furthermore, it 
was said that Corakemperman has become well known 
for a rather sustainable approach towards clothing pro-
duction and consumption that allows combining items 
across several seasons and complementing an existing 
wardrobe.
 next, we looked into the firm’s set-up and position 
in the fashion market. we saw that Corakemperman 
is a medium-sized enterprise with a limited number 
of outlets and no retail channel other than the actual 
shops. keeping full control over the production cycle, 
the company capitalises on long-term relations with 
manufacturers and employees and is distinguished 
by handling the entire value-creation chain in-house. 
by holding down the number of outlets, as well as the 
supply inside the shops, the clothes are given an exclu-
sive edge that makes them more covetous and attrac-
tive for its clientele. Promoting exclusivity as an asset, 
Corakemperman successfully creates a ‘buzz’ around 
its products, thereby augmenting their desirability.
 the relation with the company, however, not only 
depends on product-intrinsic aspects but is also con-
nected to personalised and individual interaction 
between consumers and staff. instead of traditional 
promotion strategies (e.g. advertisements, billboards, 
product placement, or push marketing) the company 
works with a well-orchestrated, consumer-centric sales 
pitch that produces an atmosphere of belonging and 
individuality for its consumers. while the effort is 
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