
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


7.1 IntroDuctIon

the dutch womenswear brand vanilia1 was originally a 
supplier of business clothing with a range of products 
focusing on twin sets, trouser suits, blouses, and a 
number of basics such as sheer tops in muted colours, 
belts, and vests. since the current owner, michel hulze-
bosch, took over the brand in 1991, it has undergone a 
transformation towards ever more stylish clothing styles 
and a broader target market. Covering all major dutch 
cities, vanilia boasts 17 mono-brand stores across the 
netherlands and is retailed in about 100 fashion bou-
tiques across the country (lampe 2011: 1).
 the development from business-wear to fashion 
brand has had important consequences for the firm’s 
market position and retail strategy. increasingly fo-
cusing on a younger and hipper audience, vanilia has 
made great efforts to distinguish the company as a life-
style brand with more serious fashion cachet in recent 
years. my research on the company started at a time 
when most of these developments were just starting 
to come into full effect. this chapter traces the different 
steps the brand has successively undertaken. Probably 
as a result of the recent shift, the company targets two 
different consumer groups at present: young and mid-
dle-aged (business) women and older consumers with 
a stake in fashion clothing and lifestyle activities. as the 
results suggest, the relationship between consumers 

1 there is also a german fashion label of the same name. how-
ever, no relation exists between the two.

and the brand is defined by a stylish and high-quality 
product proposition that effortlessly negotiates between 
classy business clothing and chic leisurewear.

7.� traDemark style

the brand boasts three different and seasonally chang-
ing clothing lines and one line of nos (i.e., never out 
of stock) items. the eponymous first line, Vanilia, 
features a large quantity of fashion-forward, loosely 
elegant pieces, suited for slightly less formal business 
contexts or as chic leisure clothing. although conceived 
as a flexible and compositional type of clothing, many 
of the pieces are inspired by vintage finds, rich with de-
tails such as ruffled appliqué, denim shirts, or lace.
 vanilia’s second line, VNL, is composed of casual 
and street style-oriented items, featuring more loose 
cuts and original combinations of fabrics, denim, 
leather, and knitwear. reintroducing, for example, bib 
trousers, flared legs, or compound fabrics like rexine 
and mesh, the collections take their cues from various 
sources and seek to cater to a type of woman that ef-
fortlessly combines work and casual wear, current fash-
ion pieces with a more classical wardrobe. according 
to the company board, the VNL trademark style – fash-
ionable but not too outspoken, sporty and chic, inno-
vative and retro-inspired – should become the brand’s 
projected new focus. slowly shifting the collection’s 
size and target group from Vanilia to VNL, the brand 
for the future seeks to embrace a different direction to 
add more diversity to its portfolio. 

pIcture 7.� vnl • sPring/summer 2013pIcture 7.1 vanilia (main line) • sPring/summer 2013
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the company’s third line, Vanilia Elements, is com-
posed of chic and business-oriented clothing. here, 
skirts, blouses, trouser suits, and belted dresses 
dominate, most of them combine muted colours with 
textured fabrics and detailed stitching. integrating ele-
ments of the two other collections, Vanilia and VNL, 
the emphasis is on eveningwear and fashion styles that 
blend understated chic with restrained trendy formality.
 the brand’s fourth collection, Business Basics, is 
a small selection of business evergreens like trouser 
suits, blazers, blouses, twin sets and ladies’ suits. 
these items undergo only marginal alterations (cut, 
colour, fabric) to adjust them to the brand’s current 
portfolio. all items are nos pieces that are sold year 
in year out, subject only to minor changes based on 
either summer or winter season.

7.� changIng Faces: towarDs 
 a new branD IDentIty

during the past few years, vanilia has increasingly 
sought to establish the image of a trend-oriented qual-
ity fashion brand, thereby extending its former focus 
on business wear to up-to-the-minute fashion cloth-
ing. the current separation between the different lines 
reflects this progression to the extent that Vanilia Ele-
ments and Business Basics are contemporary takes on 
business wear while the main lines, Vanilia and VNL, 
are focused on chic, comfortable leisure clothing. ac-
cording to an interview with the firm’s Pr manager, 
tatiana striekwold, vanilia tries to restructure and 

 reposition the brand at present, by introducing a new 
corporate identity to give the firm a more contemporary 
edge (interview viii). the goal is to further improve the 
firm’s retail profile and shift the brand identity from ‘a 
mere clothing firm to a lifestyle brand’ (interview vviii).
 restructuring the retail strategy under the guiding 
theme of ‘affordable luxury’, vanilia seeks to open the 
firm’s profile towards a wider audience (interview viii). 
in doing so, the brand intends to stimulate relations 
with a younger audience group and consumption men-
tality. according to striekwold, the aim is to try to loosen 
up the firm’s predominant image of a traditional fashion 
retailer and gradually turn it into a trendy fashion brand. 
as she states,
 ‘Just now, the women who come to the shops on av-

erage are older and “tuttiger” (roughly this translates 
into “frumpy” but doesn’t quite catch the meaning) 
than we would actually like. Alas. (…) So, my task is 
to change that by means of PR and the like. (…) We 
are now trying to make a conscious effort to connect 
Vanilia’s name and brand image to a different kind 
of audience group – so, basically all things the com-
pany stands for or is being associated with.’ 

 (interview viii) 

in spite of the projected changes, the aim is not to sev-
er the ties with the firm’s established clientele. origi-
nally targeted at women of 35 years and older, vanilia 
now likes to draw in a younger public as well, with a 
different consumption attitude – (business) women 
combining work and free time, family and social life 

(interview vi). the leap forward constitutes an exten-
sion of the existing product range, trying to emphasise 
more fashion-oriented aspects of the collection while 
sticking with the brand’s trademark assets of good fit, 
tailored yet comfortable proportions, quality materials, 
and original style.
 so much for the argument in general. still, there 
is a certain edge to the idea of ‘going younger’ when it 
comes to the appreciation of the firm’s current custom-
er profile. during interviews with a number of people at 
the firm’s hQ in wormerveer, my impression was that 
the firm’s elderly consumers are more than welcome to 
leave their money at the sales counter while the brand, 
if possible, would like to make a complete shift towards 
a young and hip public. as the head of vanilia’s visual 
merchandise team, birgit groot, states,
 ‘Our clientele is quite mixed, that’s true. We really 

have this “wallflower” type of consumer, but we also 
have a lot of younger ones (…) I certainly don’t want 
to lump them all together or generalise… also, I’d 
find it strange to say that older women cannot actu-
ally wear our clothes. Some look great, really. But 
then in Bergen, for example… Jesus, they seriously 
have walking frames and that’s just not nice, so eve-
rybody feels thoroughly ashamed of what’s going on 
there. Then again, those women will also walk into 
an even hipper shop next door, so they just terrorise 
the whole town actually.’ (interview viX)

 
this, to be sure, is just one of a few voices and my in-
tention is certainly not to paint a bleak picture of the 
way the firm perceives its consumers. rather, i mean to 
take a somewhat critical stance towards the rejuvena-
tion process the company has embarked on and, in its 
slipstream, the changing relation between brand and 
consumers.

7.� concentratIng strengths

trying to extend the brand’s portfolio to other areas, 
vanilia largely relies on a number of long-time assets in 
the brand proposition. most interesting about the de-
velopment, especially when it comes to attracting and 
establishing relations with a younger clientele, is the 
firm’s chosen approach. in the past vanilia has largely 
refrained from making active use of customer profiles 
or involving consumers as agents in the brand propo-
sition. according to the firm’s director, michel hulze-
bosch, the recent leap forward is motivated by the fact 
that the current market climate, specifically within the 
firm’s desired target group, calls for a different, more 
consumer-conscious approach (interview viv). to ac-
complish that goal, vanilia tries to make more efficient 
use of the internet as a tool for engaging with consum-
ers and get a better insight into their actual needs. 
furthermore, the firm’s new strategy seeks to augment 
extant properties of the brand proposition, such as 

the retail environment and socially-responsible, eco-
conscious production policies in the company-owned 
factory in turkey. with the aim to render these aspects 
integral parts of the marketing approach and corporate 
profile, a number of new developments have been set 
in motion.

 7.4.1 retail sPaCe and 
 Consumer eXPerienCe
the first assets in this regard are the firm’s retail outlets 
and staff. the company has a history of preserving and 
restoring monumental buildings. with the exception of 
one, all the firm’s retail destinations are located in ex-
quisite spaces, rich with period details and antique fur-
bishings, and decked out with vast groupings of plants 
and flowers. seeking to foreground a kind of ‘boutique 
atmosphere’, a number of shops are currently undergo-
ing restyling/refurbishment in order to create more con-
temporary and distinguished retail spaces. by doing so, 
the goal is to make the shops resemble concept stores, 
where the products are presented shoulder to shoulder 
with mid-century vintage furniture, art works, earthen-
ware, and objets d’art (interview vii).
 in an effort to highlight pertinent aspects of the re-
tail environment, vanilia opts for a highly systemised 
approach for presenting items in the shops, the deco-
ration of shop windows, and the outward appearance 
of the staff. the emphasis is on producing a coherent 
brand image across all stores, thus attempting to cre-
ate a recognisable store image and familiar atmos-
phere and to synchronise the season’s overall concept 
with the individual circumstances and spatial layout of 
each shop. to realise that ambition each shop receives 
a detailed brief from vanilia’s visual merchandise (vm) 
team on how to arrange the shop and window displays. 
these instructions include photographs of a model 
scenario, directions which flowers to buy, how to dress 
the windows – even to the point of which clothes will 
be hung in the display windows and shelves. in addi-
tion to that, the vm team visits each of the 16 outlets at 
the beginning of each season to fine-tune the seasonal 
theme and make adjustments if necessary. the ration-
ale behind this systematic approach is to create one 
particular feeling inside the shops that corresponds 
to a seasonal theme (e.g. ‘new year, new wardrobe’ 
for s/s 2011), complete with flowers, objects, and styl-
ing accessories that are arranged to complement the 
presentation of items in the shops. birgit groot further 
specifies this notion when she expounds on how serv-
ice and a homey feeling are meant to distinguish the 
brand from competitors. as she explains,
 ‘For some time now we have worked with the theme 

of cosiness and a homelike atmosphere. A place where 
people simply like to spend time. So, we have all 
kinds of paraphernalia like old trunks, huge planters, 
 ladders, sailing hawsers, and what not. Also, the cof-
fee corners we are now trying to install in all shops pIcture 7.� elements • sPring/summer 2013 pIcture 7.� business basiCs • sPring/summer 2013
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are part of that [approach]. Consumers can sit down, 
have a cup of decent coffee, take a rest. There’s no 
rush, no crowds, no pushy service. I believe that our 
consumers appreciate that a lot because it makes 
them feel welcome.’ (interview viX)

this concerted approach, however, is not limited to 
the presentation of products, but also pertains to the 
staff ’s outward appearance. following the styling of 
the retail environments, the vm team puts together a 
number of assemblies for each individual sales assist-
ant, in an attempt to a.) match the different types of 
assistants (i.e., hair colour, type, body size, body height 
etc.), and b.) creatively present the season’s different 
looks across all of vanilia’s lines. in addition, the fitting 
sessions are documented with photographic footage 
and later evaluated in consultation with the company’s 
two retail managers, the design team, and the director. 
the desired outcome of this effort is to endorse a ho-
listic strategy behind the styling of shop and staff. says 
groot (interview viX),
 ‘In a way, the assistants are a kind of advertisement 

inside the shops. And, ideally, they should be an in-
spiration for our consumers, so they get an idea how 
certain items can be combined, how to create an in-
teresting, maybe unexpected look.

 Our job is to make sure they all look proper and 
dress in a way that matches their personality and 
body shape. In some cities we hardly have any work 
because, quite intuitively, they do it very well. In 
others, we need to help them along. The girls then 
have to take pictures of each other every day for two 
weeks, so we can monitor if and how they progress.’

by means of this ‘role-model policy’ – dressing the 
salespeople in a specific manner; creating a specific, 
coherent atmosphere inside the shops – the firm seeks 
to address a particular kind of consumer identity. fol-
lowing interviews with four of vanilia’s store managers, 
atmosphere and service constitute a linchpin in the 
consumption act as they help contribute to a holistic 
retail experience, in which music, service, atmosphere, 
and product range all play their part.

 7.4.2 own faCtory / own mentality: 
 we’re one of a kind!
trying to translate the latest fashion trends into the 
company’s very own design vocabulary, the brand has 
an in-house design team, comprised of four people 
who are regularly sent to places like new york, london, 
Paris, or hong kong with the aim to find inspiration 
for their collections and model their own collections on 
the season’s latest clothing styles. moreover, the firm 
owns a factory in turkey where most of the garments 
are manufactured. the combination of these two fac-
tors allows vanilia to supply well-made fashion prod-
ucts at an affordable price.

in January 2011, vanilia introduced a new system to the 
overall work flow and design process. Practically speak-
ing, the company has departed from designing the col-
lections about a year in advance. instead, vanilia cur-
rently introduces 12 collections per year, with an almost 
weekly supply of new items in the shops (interview 
viX). in doing so, the brand seeks to establish a sys-
tem that responds more directly to upcoming trends 
and allows for a quick adaptation to the demands of 
consumers. says vanilia’s director, michel hulzebosch 
(cited in Lampe 2011: 3; my translation),
 ‘We are now able to respond to trends much quicker. 

Of course, I don’t mean to just copy trends – the 
fashion world is full of that anyway. At the same 
time, I don’t want to be stubborn and sell one and 
the same folklore print for over 20 years. I just have 
a keen eye on current developments.’

two key components of vanilia’s trademark style are the 
elaborate use of printed fabrics and the rich detailing of 
clothes. in this context, the firm’s Qa (Quality assur-
ance) labs, located at the headquarters in wormerveer, 
are a crucial component in the firm’s structural set-up. 
by means of labour-intensive testing and retesting the 
company tries to assure, for example, that the stitch-
ing inside the garments stands the test of time or that 
colours do not bleed in washing. in section 7.7.1 we will 
see that this aspect is crucial in the relationship be-
tween brand and consumers who put a premium on 
the manufacturing quality and durability of the clothes. 
it is even one more reason to justify retail prices that 
are slightly higher than other high-street brands like 
h&m, mango, or Zara. 
 more recently, vanilia started to turn its produc-
tion plant in turkey into a more integral part of the 
firm’s marketing approach. for example, the company 
added feature films about the brand’s production fa-
cilities in turkey to their website, thereby trying to make 
consumers aware of the fact that the firm’s clothing is 
produced under proper working conditions and with 
attention to detail. over a sequence of seven ‘chapters’ 
(i.e., seven short feature films) consumers can follow 
the different steps of how the firm’s products are being 
manufactured. from start to finish they get insight into 
the different stages involved in the creation of a garment 
and the conditions under which it is being created. seek-
ing to market the company image from different angles, 
the aim is to foreground what vanilia actually stands for: 
corporate social responsibility and quality clothing.

 7.4.3 the interaCtive relay: web 2.0
next to the efforts described in the previous sections, 
the restructuring also involved making better use of 
new media. Paying tribute to a changing consumption 
mentality, vanilia nowadays engages in social media 
like facebook and twitter. for the past few years, e-
mailing via the brand’s internal customer registry had 

been the primary channel to connect to consumers and 
keep them updated about the brand. Practically speak-
ing, every consumer who subscribes to the mailing list 
regularly receives information about projected events, 
pre-sales, sample sales, and other brand-related in-
formation (see section 7.5). due to the fact that such 
an approach is largely unidirectional – consumers re-
ceiving information without actively engaging with the 
brand themselves – vanilia’s latest forays seek to get 
the brand involved with web 2.0 technologies that al-
low for a different kind of interaction between supply 
and demand (interview viii).
 Certainly, employing web 2.0 technologies in a 
marketing context is not actually a new phenomenon. 
in fact, the majority of state-of-the-art (fashion) labels 
have made them an integral part of the brand propo-
sition years ago. in the case of vanilia, however, tap-
ping new media constitutes a break with tradition inso-
much as the firm had deliberately refrained from online 
marketing for years, in favour of retail-based offline 
concepts. according to the company’s former head of 
communications, eva beekhof, vanilia used to develop 
its image not so much from a consumer-centric point 
of view in the past, but by following the fashion circuit 
at large (e.g., advertisement campaigns, fashion shows, 
events). as she explains, the decision to exhaust the 
possibilities of new media was a recent move, resulting 
from the insight that to an extent the brand’s new di-
rection was out of tune with the demands of its desired 
target group (interview vi).
 Practically speaking, platforms à la facebook and 
twitter are now used as strategic tools to establish and 
nourish consumer ties. with the goal to make proper 
use of feedback relays and consumers’ opinions, the 
integration of state-of-the-art media portals is meant 
to personalise the brand and make it more accessible. 
within a year’s time vanilia has built up an audience of 
facebook followers and a smoothly working system of 
consumer response. the site is buzzing on a daily ba-
sis: news and links are posted, recommendations are 
given and questions answered. most of the time con-
sumers are addressed personally, responses are imme-
diate and in a casual friendly tone. recently, also other 
new-media technologies, such as Pinterest2, have been 
added to the list. here, photos with short accompany-
ing texts, lifestyle-related information, and links to web-
sites are posted, thus giving consumers the chance to 
get an idea of design inspirations and gain insight into 
the experience world that is created around the brand 
proposition.

2 Pinterest is a photo sharing website that allows users to cre-
ate theme-based collections of images and attach short refer-
ences and additional data to them.

7.5 welcome to the club! 
 are you In… or out?

‘It’s more like a party and what you do see happening is 
that other consumers also start filling in one of our cus-
tomer cards, so they can become “members of the club”.’ 
(eva bijwaard, regional manager)

while the developments i described above are fairly 
recent, vanilia does also have a longstanding tradition 
in organising special events for consumers. attempt-
ing to create an atmosphere of belonging and personal 
relevance, the brand has established a firm registry for 
sales promotions over the years. regulars are stimu-
lated with special events or promotions they receive 
information about via e-mail3 on an almost monthly 
basis (8-10 times per year).for example, they get invita-
tions to pre-sale days where they can purchase items 
at discount prices before they go on regular sale. the 
same goes for the sample sales where designs that did 
not end up in the final collection are sold for a bargain. 
also, patrons are regularly invited to so-called ‘15%-days’ 
where they can shop through the current collection at 
discount rates of 15 per cent off the regular retail price.
 in this way, the firm tries to create a kind of club 
mentality as all promotions are by invitation only. in 
effect, only members of the brand’s internal customer 
registry do receive information about the events and 
are allowed to participate in them. arguably, it does not 
take more than filling in a registration form to become 
part of the mailing list. that, however, does not alter the 
fact that both registry and events serve as platforms for 
interacting with consumers and binding them closer to 
the brand. the list constitutes an important tool in the 
relationship between brand and consumers because 
for the company it allows insight into consumer pro-
files and for consumers a kind of ‘members-only’ treat-
ment is being created.

vanilia also has a history of collaborating with other 
suppliers in the fashion circuit. for example, the firm 
has repeatedly offered its regulars subscriptions to 
fashion magazines at discount rates, which were com-
bined with branded give-aways. teaming up with the 
dutch fashion glossy glamour, for instance, the firm 
designed a leather bag that accompanied each sub-
scription to the magazine. the promotion became 
such a success that, according to arnhem store man-
ager eveline otten, consumers eventually got more in-
terested in the branded object than the actual subscrip-
tion. as she recounts, 
 ‘There was such a run to get one of the bags that 

a lot of customers even called in at the shop asking 

3 the notion of ‘patron’ vanilia employs is rather loose, consid-
ering that every consumer who fills in a registration form is 
eventually part of the registry.
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‘Would you be able to organise one for me? I really 
don’t need the subscription, but I want that bag!’ 
This way you see how [the sales promotions] really 
do live and how people are highly sensitive to them.’ 
(interview vvi)

the most interesting bit of this consumer-oriented 
model, however, are the firm’s special night-time events 
like the ‘vanilia friends night’ (‘vriendinnen avond’) or 
the ‘vanilia Champagne night’ (‘champagne avond’). 
during these sessions, a number of events are organ-
ised around the collection in order to involve consum-
ers more directly and thoroughly with the brand and its 
products. for example, during the ‘Champagne night’ 
a team of stylists and make-up artists were hired, so 
consumers could choose a full makeover, complete 
with make-up, image consulting, or professional styl-
ing in vanilia clothes. the results were photographed 
with a Polaroid camera and given to the consumers as 
give-aways. in another instance, the company teamed 
up with a producer of vodka. a special-edition bottle 
was designed with the vanilia logo that was handed to 
consumers as a gift after the sales act.
 the latest and, to date, biggest of these efforts took 
place in march 2011. during the second collaboration 
in a projected series with the dutch fashion and life-
style magazine Jan, vanilia designed a 12-piece limited-
edition collection that was promoted in the preceding 
magazine and that was sold during a one-off night-
time event in all 16 shops across the country. Complete 
with dJs, hair stylists, make-up artists, and tableaux 
vivants dressed in the collection, serving finger food 
and champagne, the event was designed to have a 
party-like playful atmosphere. special sales promotions 
were planned for the evening as well. each purchase, 
for example, was rewarded with a discount voucher of 
10 euros and goodie bags containing fashion gadgets 
from vanilia and Jan. also in march, the company cel-
ebrated the launch of a concept store located on the 
ground floor of the headquarters in wormerveer. the 
idea to turn the company’s work space into an open 
retail area, was an occasion to bring the environment 
where most of the clothing is designed closer to con-
sumers, and introduce the people who work for the 
firm (interview vv). each of these efforts was meant 
to connect the firm’s portfolio to a lifestyle context 
and allow consumers to experience the collection in 
an exclusive, socially stimulating setting. shifting the 
point of value exchange from product-centric to life-
style-related properties, it is an integrated approach 
to tap into the consumers’ life-worlds and facilitate a 
different experience of the brand. future collaborations 
include a subscription promotion with red magazine, 
the grazia wedding special, the Jackie shopping day 
(21% discount on all vanilia items) plus after-party, and 
a publication in the marie Claire shopping guide ‘think 
global, act eco’.

7.6 consumer IDentItIes

what with all the new developments, the interesting 
part of the development as a whole are the means by 
which vanilia tries to change its image and sales strat-
egy in order to reach and attract a different kind of au-
dience group. the fact worthy of attention here is how 
the company is making a conscious effort to integrate 
consumers’ opinions and profiles into the fashion cy-
cle/value creation chain. following a number of inter-
views at vanilia’s headquarters, the company used to 
develop its image not so much based on consumer 
needs in the past, but by trying to create an identity 
through advertising campaigns and fashion events. 
this approach was successful until the brand decided 
to address a different clientele (interview vi). gearing 
the brand identity to a younger and more fashion-con-
scious audience made it necessary to alter vanilia’s pub-
lic profile and think of alternative approaches concern-
ing the relation between brand image, sales people, and 
consumers.
 when we look at vanilia’s latest forays on their 
website, for instance, we can see how the firm tries 
to create the image of a fashion brand that is hip and 
modern, but also socially and environmentally respon-
sible. in other words, we can identify certain features 
that are supposed to tell a story about the brand and 
highlight distinct features of the brand identity. fur-
thermore, the decision to move the brand online and 
actively engage in web 2.0 technologies, like facebook 
or twitter, have as a goal to a.) make better use of the 
consumers’ opinions and feedback and b.) to person-
alise the company and make it more accessible. by the 
same token, the way the firm is working to create a 
kind of ‘members’ club’ can be regarded as a means to 
establish a more intimate relationship with consumers. 
when we look closely at the different steps, a certain 
pattern emerges: it becomes apparent that an exclusive 
reliance on a unidirectional, brand-driven business ap-
proach is insufficient to reach the desired target mar-
ket. vanilia’s embrace of a consumer-oriented model 
suggests not only a certain expedience but, perhaps, 
an exigency to make the audience a more integral part 
of the value creation chain.

7.7 consumer value connectIons

starting out as a supplier of business attire, over the 
years the product range has been extended towards 
more fashion-oriented styles. since 2008, in particu-
lar, the brand has been moving into a direction where 
casual chic has taken precedence over the firm’s earlier 
focus on fashion products with a trendy but less out-
spoken look (interview vvii). to an extent, this devel-
opment has produced different consumption interests 
and consumer types. at one end, we find women who 
source their businesswear from the firm and, at the 

other end, there is a growing number of consumers 
who are attracted to the brand for its versatile and un-
derstated fashion pieces. these interests are certainly 
not mutually exclusive. rather, they reflect the shift the 
company has undertaken throughout the years.
 the firm’s audience can be divided into two age 
groups. the first group is comprised of women be-
tween approximately 30 and 45 years of age (group 1), 
often with a business background, who look for a fash-
ionable pared-down type of clothing that is suited for a 
wide variety of contexts. the second group are women 
of over 45 years old (group 2) who can be categorised 
as chic, slender, upper middle-class women with a 
stake in fashion products and lifestyle activities. offer-
ing distinct fashion styles across the different clothing 
lines, the scale of consumption interests is also re-
flected in vanilia’s range of products. as anna-maartje 
van der veen (interview vX), designer of the firm’s VNL 
line, explains,
 ‘Certainly, we do have a certain target group. These 

are women between 30 and 40 [years], independent, 
with a working background and their own income. 
Still, the idea is to reach a rather large group of 
different people. That’s why we have the [ four] dif-
ferent labels. I mean, there is a reason behind that 
strategy.’

the accounts of the company’s area manager, eva bij-
waard, and the shop managers and sales staff i talked 
to all stated that vanilia has a rather nondescript con-
sumer profile, in the sense that it attracts a variety of 
different consumer types. this concurs with my own 
observations, the results of the questionnaires (that 
included enquiring after the participants’ age after 
completion of the forms), and my tally sheet (divided 
by categories of age and estimated body size). vanil-
ia’s audience is, indeed, fairly heterogeneous in terms 
of age distribution and consumption interests. to 
some extent, the current situation might be owed to 
the fact that vanilia has been in a transition phase dur-
ing the past couple of years. retaining old consumer 
groups, while seeking to attract new ones is, if done 

 successfully, a traditionally slow process that requires 
a careful balance between the different interest groups. 
time will tell whether the firm’s current efforts are suc-
cessful and in what way its audience will develop.

 7.7.1 style… on the safe side
despite its mixed clientele a rather straightforward pic-
ture emerged concerning the main value connections 
of vanilia’s consumers. Questionnaire item 14 (‘Please 
try to name three characteristics you associate with the 
clothing of vanilia’) sought to identify the primary val-
ue connections. the item was created based on three 
response options, measuring certain characteristics 
spontaneously associated with vanilia’s range of prod-
ucts. after typing out the full amount of responses the 
results were coded, clustered, and analysed according 
to table 7.1.

QualIty/prIce Quality; workmanship; durability; at-
tention to detail; good price-performance ratio; quality 
fabric(s) • style stylish; hip; fashionable; neat; classy; 
trendy; chic; original • comFort/wearabIlIty 
good fit; comfortable; wearable • others femininity; 
versatility; business-like; timeless; allows for multiple 
combinations

table 7.1 Coding sCheme for 
Consumer resPonses • value ConneCtion 

followed by attributes

from the full amount of responses, the results suggest 
a connection based on three variables: quality/price (i), 
style (ii), and comfort/wearability (iii). 

as table 7.� indicates, for vanilia’s younger consum-
ers the characteristics quality (in relation to purchase 
price) and style are the strongest value connections. 
following these results, the brand’s average consumer 
puts a premium on fashionable appearance and high 
quality of clothes. as a third variable comfort emerged. 

table 7.� ‘Please try to name three CharaCteristiCs you assoCiate 
with the Clothing of vanilia’ (item 14) grouP 1 / grouP 2 amsterDam arnhem rotterDam
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responDents QualIty/prIce style comFort/wearabIlIty others

g1 g� g1 g� g1 g� g1 g� g1 g�

81 37 34.56% 59.45% 67.90% 54.05% 16.04% 10.81% 39.50% 24.32%

52 27 30.76% 44.44% 69.23% 88.88% 17.31% 14.81% 17.30% 22.22%

65 32 44.61% 28.12% 83.07% 28.12% 16.92% 31.25% 29.23% 15.65%

198 96 36.87% 44.79% 73.23% 55.21% 16.67% 8.75% 30.30% 20.83%

�9� �9.�6% 67.�5% 17.�5% �7.�1%



although this aspect surfaced with some regularity, the 
overall results do not suggest a strong relationship. in 
group 2 we can identify all three values as well. in this 
case, however, they are distributed according to the in-
dividual locations. in arnhem style proved significant 
while product quality produced a moderate score and 
comfort proved largely insignificant. in amsterdam 
quality and style are distributed evenly, while comfort 
turns out to be largely insignificant. in rotterdam all 
three values are distributed evenly, with comfort be-
ing the strongest connection. at first glance, none of 
the three value connections is strongly pronounced. 
to better understand this outcome we need to take a 
relatively high number of abstentions in group 2 into 
account. in amsterdam 13.51% of consumers did not 
complete the item, in arnhem 25.92%, and in rotter-
dam even 31.25%. if we now apply absolute rather than 
relative values (i.e., the full number of actual responses 
minus abstentions), the items are distributed the fol-
lowing way: 39.13% for quality, 39.13% for style, and 
43.47% for comfort/wearability.

unlike item 14, which sought to extract spontaneous 
associations (or mental concepts) from consumers, 
item 15 (‘which three of the three following attributes 
are most suited to describe vanilia as a brand?’) pre-
sented them with a multiple-choice question compris-
ing 15 pre-conceived response options. in an effort to 
identify similarities/overlaps between the independ-
ent variables tested through item 14 and a number 
of standardised brand values, consumers were asked 
to pick three out of the 15 options to characterise the 
brand. interestingly, across all three locations an al-
most identical pattern emerged. as FIg 7.1 and FIg 
7.� demonstrate, consumers see vanilia as a supplier 
of fashionable and stylish clothing. in group 1 the varia-
bles stylish (amsterdam: 85.15%; arnhem: 95.65%; rot-
terdam: 93.84%) and fashionable (amsterdam: 54.32%; 
arnhem: 45.65%; rotterdam: 46.15%) proved strong-
est, while in amsterdam also reliability (amsterdam: 
34.56%; arnhem: 12.5%; rotterdam: 21.53%) proved 
important. in group 2, we can identify a more even 
distribution across the different items. nevertheless, 
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FIg 7.1 ‘whiCh three of the following 
attributes are most suited to desCribe 

vanilia as a brand?’ (item 15/grouP 1) 
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here style and fashionable appearance proved to be the 
strongest connectors too, while across the individual 
locations a number of different aspects appeared mod-
estly relevant (e.g. reliable in amsterdam: 31.57%; per-
sonal in arnhem: 28.57%, or recognisable in rotterdam: 
34.37%).
 these findings largely concur with the insights 
from the eight in-depth interviews that i conducted 
with the firm’s patrons. aimed at exploring the life-
worlds of consumers, the connection between aesthet-
ics, versatility, and price proved a critical theme in their 
individual relationships with the firm. many of vanilia’s 
consumers are working women whose clothes need to 
serve as leisurewear and business clothing alike. for 
many of them the outfits need to travel well across a 
variety of contexts, effortlessly combining professional 
and private life. says 27-year old nanda ruiter,
 ‘Well, I wear it a lot to work [because] I think it’s al-

ways a good option. I think that the type of clothing 
you wear to work makes a lot of difference… so I do 
take that into account. For me Vanilia is more busi-
ness-like. But I also think that certain items… just 
take a pair of jeans and slippers and it looks great 
too. You can combine the clothes in a number of 
ways.’ (interview vCiii)

the combination of chic and versatile clothing has 
particular relevance for consumers between 30 and 50 
years old, who search for understated products that im-
part feminine and sophisticated traits without overpow-
ering, or conflicting with, a professional appearance. 
Providing maximum flexibility, the possibility to mix 
and match the company’s products is an interesting 
option. vanilia’s products allow consistently for a wide 
variety of combinations across its own four lines, as 
well as with other fashion labels. alternately, the firm’s 
consumers search for a type of attire that supports or 
even enhances their performance of social roles, re-
gardless of the occasion. fashionable and professional 
attire are not considered disparate but complementary 
entities. as 31 year-old Jessica Jetten explains, 
 ‘It’s a nice brand because it fits both leisure and busi-

ness contexts. That suits me well because I’d rather 
have clothes that work well in both parts of life. I’m 
a lawyer and it’s just very handy. It’s a style that does 
not look dowdy but stylish and fashionable. I like this 
combination a lot because it allows me to express 
myself within a certain framework.’ (interview vCiv)

vanilia’s elderly consumers, too, look for a fashion-
able type of product. while their purchase behaviour 
is rather motivated by aesthetic concerns, we saw that 
the drivers in groups 1 and 2 are largely identical. in 
this case, the combination of stylish and restrained 
looks simply has a different function. the clothes allow 
them to dress in a chic and fashionable way without 
going down the slippery slope of overly fashionable 

looks (which at a higher age can easily be regarded as 
inappropriate or awkward). as a 58 year-old patron ex-
plained to me,
 ‘The thing is this: I like fashion and I like to dress in 

a feminine, trendy way. Nevertheless, I’m 58 years 
old now and there are limits to what I can wear. 
Certain pieces – however beautiful they might be 
– just don’t work. They would look ridiculous on me 
because they are made for people who are much 
younger. Vanilia is a great option because the clothes 
are trendy and understated. They look decent on me. 
You know, fashionable but not hip.’ (vCv)

the in-depth interviews and the results from the ques-
tionnaires suggest that vanilia’s consumers have a 
keen interest in clothing products with an articulate 
look. however, the type of garment they aspire to is 
defined more by subtlety and attention to detail than a 
committed fashion-forward message. in fact, the larg-
est part of vanilia’s collections are fashion products ‘in 
translation’: interpretations of international fashion 
trends for the dutch market. according to designer 
anna-maartje van der veen (interview vX), the clothing 
is ‘fashionable but surely not too extravagant because 
that is never going to work [in the netherlands]’. the 
interviews with the brand’s regional manager, stylist, 
public relations manager, and the store managers and 
sales personnel, reflect a similar attitude.

 7.7.2 style or fashion?
exploring to what extent the buying behaviour of vanil-
ia’s consumers is motivated by current fashion trends, 
item 2 (‘i like to dress according to the latest fashion 
trends’) sought to measure the level of fashion involve-
ment as a potential driver in the purchase decision-
making process. in group 1, we can identify a balanced 
distribution between trend-following consumers and 
trend-averse or neutral ones. as FIg 7.� demonstrates, 
one segment of the respondents (amsterdam: 32.09%; 
arnhem: 26.08%; rotterdam: 29.82%) exhibited con-
sistently modest to low levels of fashion involvement, 
while others appear more involved with the latest fash-
ion trends (amsterdam: 30.86%; arnhem: 36.89%; rot-
terdam: 26.30%). the most remarkable result, however, 
is the rather large number of people that took a neutral 
stand, which indicates that for many of the firm’s con-
sumers trends are largely irrelevant. in FIg 7.� we can 
identify a similar distribution. the number of respond-
ents taking a neutral stance is also rather pronounced 
in the second group. in amsterdam 26.31% disagreed 
while in arnhem it was 46.4% and in rotterdam 
32.25%. similarly, in amsterdam 42.04% agreed while 
in arnhem it was 17.84% and in rotterdam 12.90%.
 when we look at the connection between trend 
adoption and purchase behaviour the results of item 3 
(‘i am among the first in my circle of friends to buy 
a new fashion item when it appears’) support the 
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results indicate, identification with brands represents 
an important variable for vanilia’s younger consum-
ers, while for its older consumers it is a less significant 
driver for consumption behaviour.
 a similar pattern emerged for item 12 (‘how often 
do you visit one of vanilia’s stores?’), which sought to 
determine the average visiting frequency. in group 1, 
consumers in amsterdam visit vanilia’s shops less 
than once a month, while in the two other locations 
we can identify an almost balanced distribution across 
response options 2 and 3 that suggests an average 
frequency of near-monthly visits (FIg 7.15). in group 
2, by contrast, the results indicate that in all three lo-
cations consumers visit the stores less than once a 
month (FIg 7.16).
 while item 12 was constructed to determine the 
average visiting frequency, item 13 (‘on average, how 
many items do you purchase per visit?’) sought to 
identify the average number of purchases per visit. as 
FIg 7.17 and 7.18 demonstrate, consumers in both 
groups on average buy about one item per visit.

7.8 FunctIonal aesthetIcs

the interviews indicate that vanilia’s consumers see 
the brand as a supplier of affordable quality clothing 
they use to complement and enhance their existing 
wardrobe. with a rather diverse consumption attitude, 
the audience is not ‘owned’ by the brand, but sources 
clothes from a wide variety of brands with a stylistic 
repertoire ranging from sporty to elegant and from 
smart-casual to business-oriented. Considering the 
multiple contexts in which garments need to function 
and influence appearances, a very specific requirement 
profile emerges: largely irrespective of age, vanilia’s 
consumers aspire to a clothing style that is restrained 
and subtle, wearable and adequate across a wide va-
riety of different social and professional contexts. 
that combination of stylish and functional clothing is 

 important to understand the relationship consumers 
maintain with the brand. in the previous section we 
saw that the level of brand involvement is rather high 
among the firm’s younger consumers and somewhat 
lower in the second group. Purchases are made on a 
regular basis but on average not in high frequency or 
large quantities. with rather low levels of fashion in-
volvement, vanilia’s audience has a functional attitude 
towards clothing consumption. while this attitude 
does not lead to a very close or emotionally charged re-
lationship with the brand, loyalty is guaranteed through 
attributes like reliability, product quality, comfort, and 
versatility. in other words, the ties are relatively loose 
in terms of fashion and brand involvement but closely 
bound to functional qualities.
 functionality not only plays an important role in 
terms of product features but also in the way key com-
ponents of the brand’s trademark style attract con-
sumption interests. markedly modern in character, the 
majority of consumers can be classified as young or 
middle-aged (working) women with career ambitions 
and/or a family life, as well as an interest in lifestyle 
activities and cultural offerings. from the period of 
observation and the insights gained through the ques-
tionnaires and interviews it appears that vanilia’s audi-
ence tends to opt for a type of clothing that is chic and 
understated, flexible and discreetly distinctive in terms 
of details. at the same time, they appreciate design 
qualities: a signature style that is fashionable and edgy 
without unnecessary pomp or loud and conspicuous 
details. the firm’s structural set-up, encompassing four 
different fashion lines, and the recent shift towards 
introducing 14 individual collections per year seeks to 
take into account this demand from different angles. 
by establishing the company as a consummate sup-
plier of diversified and distinguished fashion products 
vanilia capitalises on a nuanced range of products, of-
fering ample choice and encouraging a wide variety of 
combinations.

FIg 7.17 + 7.18 ‘on average, how many items do you 
PurChase Per visit?’ (item 13) grouP 1 / grouP 2

one Item two Items three or more Items

amsterdam arnhem rotterdam1 � 1 � 1 �

 conclusion that fashion trends do not play a significant 
role for many of vanilia’s consumers. while FIg 7.5 
and FIg 7.6 show that some of the younger consum-
ers tend to connect their consumption choices to cur-
rent developments in fashion, the overall distribution 
suggests a neutral or a negative attitude towards trend-
motivated clothing purchases.

in line with the somewhat mixed distribution regard-
ing trend-driven purchase behaviour the average level 
of media involvement is comparatively low as well. the 
results from item 5 (‘i regularly buy fashion-related 
magazines’) indicate that vanilia’s consumers do not 
have an overly pronounced interest in following the lat-
est clothing trends on the basis of topical magazines. 
the results from amsterdam prove exceptional in this 
regard as the distribution is fairly uneven. here, we can 
identify a pattern where consumers, almost in equal 
measure, either confirm or contradict this tendency, 
with a relatively large number of respondents show-
ing a critical awareness of current developments in 
fashion (group 1: 27.16% / group 2: 28.94%). again, 
particularly with respect to the firm’s older consumers 
this finding is interesting and raises the question what 
caused the regional variation compared to the other 
two locations.

in a similar way, item 6 (‘i regularly check the internet 
for the latest clothing trends’) sought to look into me-
dia involvement with respect to the internet and web 
2.0 technologies (blogs, websites of magazines) as 
means to stay abreast of recent developments in fash-
ion. as FIg 7.9 indicates, in group 1 we can identify 
a split distribution. a rather large part of the sample 
(amsterdam: 60.48%; arnhem: 52.16%; rotterdam: 
42.10%) does not use the internet as a channel to keep 
informed about fashion trends, while a smaller number 
of people (amsterdam: 25.91%; arnhem: 41.29%; 
 rotterdam: 31.57%) does make use of the internet to 

keep in sync with developments in fashion. Perhaps 
not altogether surprisingly, amongst the elderly con-
sumers in group 2 the level of involvement in new me-
dia is comparatively low.

on the previous pages we saw that the level of fash-
ion involvement of vanilia’s consumers is not very 
pronounced. item 7 (‘i like buying clothes with an out-
spoken look’) sought to explore the level of clothing 
involvement that is distinguished from fashion involve-
ment insomuch as it relates to an interest in clothes 
or a specific style (which can, but does not have to be, 
connected to current fashion trends). as FIg 7.11 and 
FIg 7.1� demonstrate, the absence of an explicit inter-
est in cutting-edge products and fashion media does 
not actually rule out a strong interest in clothing more 
in general. Consumers in both groups have a critical 
awareness towards the clothing products they purchase 
and the degree to which they attach meaning to them. 
in group 1, in amsterdam 65.42% agreed, in arnhem 
it was 71.72% and in rotterdam 68.41%. in group 2, in 
amsterdam 63.15% agreed with the statement while in 
arnhem it was 69.22% and in rotterdam 70.95%.

 7.7.3 brand involvement 
 and PurChase freQuenCy
item 8 (‘i like to purchase clothes from brands i can 
identify with’) sought to explore the level of brand iden-
tification and the degree to which consumption behav-
iour responds to not only product-specific features but 
also company-specific attributes. as FIg 7.1� shows, 
in group 1 we can identify consistently high levels of 
brand involvement across the three locations. in group 
2, however, the distribution is not as clear. while in 
amsterdam we can identify a slightly positive relation-
ship (44.73% of consumers agreed with the statement, 
compared to 36.84% who disagreed), in arnhem and 
rotterdam purchase behaviour appears to relate to a 
lesser extent to the level of brand identification. as the 
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7.9 Dutch or InternatIonal?

to what extent can vanilia actually be considered typi-
cally dutch? the most interesting aspect in this context 
is the dichotomy between signature style and business 
model. in a way, the firm’s trademark style is not typi-
cally dutch. it neither ties in with a modernist, minimal 
aesthetics, nor does it run the gamut of the folklore-in-
spired, colourful, and more outgoing range. as regional 
manager eva bijwaard (interview vii) contends,
 ‘It’s not a typically Dutch brand. The sizes are typi-

cally Dutch in a way... but the look and feel really 
aren’t. It’s more a mixed bag of what the top brands 
show on the catwalk at a certain moment, infused 
with some personal inspiration from our designers.’

item 11a (‘vanilia is typically dutch’), which sought to 
explore the perception of consumers in that regard, 
reflects a similar tendency. as FIg 7.19 and FIg 7.�0 
demonstrate, a rather mixed pictured emerged. in 
group 1, in amsterdam 27.15% disagreed and the same 
number of people agreed. in arnhem, 32.60% disa-
greed and 21.72% agreed, while in rotterdam 33.32% 
disagreed and 15.78% agreed. in group 2, in amster-
dam 34.56% disagreed and 24.04% agreed. in arnhem 
21.42% disagreed and 14.24% agreed, while in rot-
terdam 12.89% disagreed and 19.35% agreed. with a 
rather mixed distribution, the most remarkable result 
is the rather large number of people that took a neutral 
stand or did not have an opinion. overall, we can con-
clude that the majority of respondents either does not 
perceive vanilia as typically dutch or does not have an 
opinion about it.
 item 11b (‘why is/isn’t vanilia typically dutch? 
Please explain your opinion in a few words’) sought 
to further explore the question of national identity 
and give the respondents the chance to explain their 
views. unfortunately, most of them felt unable to give a 
conclusive answer to this question. some argued that 

the brand had a more ‘international’ look while others 
related the rather practical style to the dutch identity. 
says 33 year-old iris otten,
 ‘Funny enough, I think [Vanilia] is almost a bit un-

Dutch. (…) The Dutch style is always a bit “well-
behaved” while I do think that Vanilia has quite a 
number of pieces that are a bit more outgoing… 
or at least more daring than a non-descript pair of 
trousers.’ (interview vCi)

chapter 5 tried to address the question of dutch 
fashion from different angles. as i argued, the dutch 
fashion industry is replete with womenswear brands 
that operate under a similar branding formula as vanil-
ia. with a design process that is structured around a 
swift and flexible assimilation of international fashion 
trends, companies like stills, turnover, Just b., or aaiko 
capitalise on quick response mechanisms. distinguish-
ing the brand through clever marketing puffery and at-
tractive merchandise, the aim is to offer accessible and 
democratic products at affordable prices. furthermore, 
the separation between basics or business wear and 
more fashion-inspired products is a crucial ingredient 
to the brand proposition: perhaps more pronounced 
than in other fashion economies, a substantial number 
of dutch fashion houses seeks to marry a mid-market 
business approach to an original and distinguished de-
sign identity.
 as it is mainly oriented towards international 
fashion trends, vanilia does not stand out as typically 
dutch when it comes to the actual product. in fact, the 
firm’s different ranges have a largely universal appeal. 
in business terms, however, the firm’s approach rep-
resents a blueprint for an economically powerful part 
of the national fashion industry. fresh and accessible, 
unique and modest, fashionable and subtle, vanilia’s 
brand proposition resonates with an all-round cultural 
spirit. with a product range and marketing strategy 
that both have a decidedly varied and accommodating 

cachet, the brand is typically dutch in the sense that 
it navigates between casual and more distinguished 
looks within a certain framework.

7.10 conclusIon

at the beginning of the chapter we saw that vanilia is 
in a transitory stage. striving towards a more refined 
brand proposition, the firm is currently adjusting its 
profile with new ideas and concepts in the pipeline. 
the branding strategy reflects the ambition to balance 
different consumption interests. making the transition 
towards a younger audience group, the current efforts 
seek to position or reposition the firm by augmenting 
existing parts of the brand proposition (e.g. production 
facilities in Cappadocia, turkey) and adding new ones 
(e.g. a new and improved website, interacting with con-
sumers on social media like facebook or twitter).
 in the ensuing analysis, we saw that the relation-
ship between consumers and brand is defined by val-
ues like functionality and stylishness, product quality 
and comfort. with rather moderate levels of fashion 
and brand involvement, consumers build a relation-
ship with the brand predominantly based on product-
intrinsic features, rather than on lifestyle concepts or 
on a shared outlook on the world. vanilia’s audience 
is not owned by the brand. many of the brand’s con-
sumers maintain a rather diverse consumption atti-
tude and source their clothing from a variety of brands 
with a similar aesthetic register. as such, the purchase 
act primarily satisfies functional and aesthetic inter-
ests rather than emotional ones. to some extent this 
is little surprising, because the firm’s more generalist 
consumer approach does not focus on a specific clien-
tele. Clothes need to look good but they also should be 
practical without requiring too much care to maintain. 
for many consumers the diversity of styles offered by 
the brand holds the promise to find products that they 
like and that look good on them without spending too 
much time in the retail outlets. vanilia is right on the 
money with a product that is fashionable and eclectic, 
affordable but not cheap or underpriced.
 when we look at the above value connections be-
tween consumers and brand, it is apparent that most 
of them are more universal than typically dutch. more 
pertinent to the dutch context is the brand’s market ap-
proach. vanilia is structured around a diverse and mul-
tilayered business model that is meant to target a var-
ied consumer base. with a market approach that seeks 
to integrate multiple consumption interests, vanilia in 
general stands more for many successful dutch fash-
ion enterprises. the combination of stylish and distin-
guished fashion products is crucial in this context. the 
dutch, arguably, are not in the vanguard of the inter-
national fashion. instead, they prefer a type of product 
that is a compromise between stylish and comfortable, 
casual and elegant. neither daring and avant-garde nor 

dowdy and old-fashioned, vanilia’s products are a safe 
bet in the best sense of the word: not ahead of fashion 
but not lagging behind either. or, in the words of fa-
mous dutch fashion journalist bregje lampe (2011: 3; 
my translation),
 ‘Vanilia certainly is not overly progressive. The 

clothes are modest, elegant, feminine and in some 
cases sporty or a bit coarse. In other words, it is a 
type of product that is eminently suited for the 
Dutch market.’ 

the brand’s recent expansion towards more fashion-
oriented styles is no contradiction in that regard. vanil-
ia consistently develops within a certain framework: 
with a view to the market, the firm carefully seeks to 
accommodate different consumption interests and 
adapts the brands proposition accordingly. in so doing, 
the company assumes a position that negotiates be-
tween stylish and understated, exclusive and accessible 
products. in short: just about right.
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