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10.1 IntroDuctIon

throughout this research i sought to explore the rela-
tionship between a number of dutch fashion brands 
and their consumer groups. studying the aspects that 
define each of these relationships, the goal was to 
present an idea of the value connections that govern 
purchase behaviour and consumer loyalty, and put 
forth an understanding of what a dutch fashion identity 
– within the confines of my frame of research – might 
look like. this foray is in no way meant to be conclusive 
– nor could it ever be. it is a first attempt to define the 
field; a basis for future research, perhaps; a possibility 
to see what distinguishes the dutch fashion landscape 
from other countries, in terms of buying patterns and 
product preferences. with a focus on consumption be-
haviour, my research tried to gain insight into the relays 
between supply and demand.
 the goal of this chapter is to synthesise the findings 
of the study and respond to the main questions it was 
meant to explore. studying the relationship between 
different kinds of dutch fashion brands and their con-
sumer groups, the three central questions guiding my 
research were:
1. what are the different value systems that govern 

the brand-consumer relationship and is there 
something typically dutch about them?

2. what level holds strongest when it comes to the 
purchase behaviour of dutch consumers: individ-
ual identities, group identities, national or interna-
tional sites of identification?

3. how do different audiences relate to their preferred 
brands? do those ties have an impact on the buy-
ing behaviour of dutch consumers?

structurally speaking, in this chapter i will move from 
concrete to more abstracts results. i will first discuss 
the concept of consumer involvement introduced in 
chapter �. by facilitating an understanding of the 
different types of relationships between brands and 
consumers, the goal is to provide insight into the pre-
dominant value connections and to develop an under-
standing of the purchase behaviour of different dutch 
consumer groups. after that, i will look into the notion 
of identity discussed in chapter �. here, the focus is 
on individual and group identities with respect to the 
concept of style groups and national identity.

10.� the Four Faces oF Dutch FashIon

the expert panel discussed in chapter 5 produced 
four dimensions of dutch fashion, each of which rep-
resented a combination of a certain style of fashion 
and a business approach. the panel was intended as 
an attempt to structure and define the local fashion 
landscape in its diversity and stimulate critical debate 
about the different factors that play a role across the 

spectrum. as a reminder, the four dimensions were:
1. modernist design with a twist
2. wild design 
3. sophisticated Casual
4. stylish mid-market

Modernist Design with a Twist covers the high or higher 
segment of the dutch fashion industry, with a focus on 
brands like orson+bodil, spijkers en spijkers, saskia 
van drimmelen’s ‘Painted’ or the now-defunct klav-
ers van engelen. the emphasis is on a conceptual and 
no-frills type of product that usually comes in limited 
editions and is retailed in select, exclusive boutiques. 
the dutch top-end market is characterised by a high 
degree of creative freedom and experimentation, so 
the addition ‘with a twist’ refers to the fact that it is 
a type of product that usually incorporates unexpect-
ed, and sometimes contradictory, elements. although 
dutch high fashion does not have significant leverage 
in economic terms, it is an important part of the dutch 
fashion industry. on the one hand, it spearheads a type 
of fashion that – in mitigated form, to be sure – per-
colates also into the dutch high street. on the other 
hand, the labels in this category are largely responsible 
for putting the netherlands on the international fash-
ion map and garner interest from press and buyers 
abroad.
 Wild Design refers to the more outgoing and rebel-
lious strand of dutch fashion. taking its cues from a 
wide variety of sources, in this category brands like bas 
kosters, Corakemperman, People of the labyrinths or 
oilily loom large. the result is a type of product that is 
colourful and slightly irreverent, sometimes even frivo-
lous and daunting. the attribute ‘wild’ consequently 
refers to a casual mix and match of inspirations that 
range from pop culture to comics and from paisley 
prints to indian folklore. while the netherlands, until 
now, has been primarily associated with a more re-
strained and conceptual approach to fashion, it is a 
common goal of the research project ‘dutch fashion 
in a globalised world’ to recognise this alternative tra-
dition as well.
 Sophisticated Casual targets street-style brands like 
g-star or gsus, which are characterised by the combi-
nation of commercial and cutting-edge fashion styles 
as well as a marketing-savvy business approach. the 
word ‘sophisticated’ relates to the way these brands are 
positioned in the market: although firmly established 
on the high street they offer that extra bit of fashion 
cachet that distinguishes them from many competitors 
in the segment. with their innovative marketing strat-
egies and a well-defined trademark style, these firms 
usually have a reach beyond the national borders and 
target a rather diverse consumer base.
 Stylish Mid-Market represents the large number of 
dutch womenswear brands that operate in the crev-
ices between inspired fashion design and more stately 
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and business-oriented looks. Characterised by a rather 
broad range of clothing styles, brands like Just b., vanil-
ia, Claudia sträter or aaiko are geared for a compara-
tively large target market and seek to satisfy a plurality 
of consumption interests. more generalists than spe-
cialists, companies in this group are defined by a high 
degree of business acumen, and they produce clothing 
styles that are right on message between casual and 
formal, stylish and sporty, outgoing and understated.
 none of the categories exists in isolation. in fact, 
to a greater or lesser extent there are overlaps and junc-
tions, clashes of different elements, and even collabora-
tions between, for instance, more minimalist high-end 
designers and high-street firms (e.g. spijkers en spijk-
ers for Claudia sträter or antoine Peters for gsus). in 
their diversity, all brands have one element in common: 
the bicycle factor. by this i mean that clothing in the 
netherlands needs to be practical, so it can be worn 
throughout the day and function effortlessly in differ-
ent social or professional settings. taking your child to 
school on a bike, doing groceries, going to work, and 
having dinner with friends at a restaurant – all that has 
to be manageable with just one set of clothes. as a re-
sult, dutch fashion design is not only stylish, but it also 
tries to take practical matters into account. Perhaps a 
more general template of the dutch fashion industry 
is that garments need to wear comfortably and allow 
for maximum movement, they need to look good and 
should be easy to maintain. they need to be stylish and 
suited for everyday use, versatile enough to move from 
the market to a restaurant and from work to a pub.
 the expert panel provided the basis for the case 
studies. each of them was selected to represent one 
of the four dimensions in order to explore the dutch 
fashion landscape in its diversity, and develop and un-
derstanding of the value constructs that define the rela-
tionship between supply and demand. in the following 

section i will look in detail into this relationship, based 
on a synthesis of the quantitative analysis of the three 
most empirical cases. for each dimension, my re-
search sought to examine the determining factors af-
fecting consumer involvement and, if possible, identify 
a connection with dutch identity or a country-specific 
style of fashion.

10.� consumer Involvement

in chapter �, the distinction between ‘looking good’ 
and ‘being fashionable’ was introduced. each of them 
corresponds to a different motivational scheme and 
involves different factors that impact on the purchase 
decision-making process. as a reminder, FIg 10.1 re-
introduces the different dimensions with the three axes 
‘fashion’, ‘functionality’, and ‘brands’. in turn, these di-
mensions have an impact on the type of involvement 
that consumers develop towards a clothing brand.
 as i explained in chapter �, we can distinguish 
between three different types of involvement: clothing 
involvement, fashion involvement, and brand involve-
ment. Clothing involvement relates to the functional-
ity of clothes or to a specific signature style that may 
or may not be fashionable. the more stylish a firm’s 
clothes are perceived, the closer it is to the centre line. 
the more functional the attitude towards firm and 
product, the further it will shift to the upper left in the 
figure. by contrast, fashion involvement corresponds 
to the degree to which trends and a firm’s fashion ca-
chet have an influence on the purchase decision-mak-
ing process. the more consumers wish to look fash-
ionable, the less their purchase behaviour is motivated 
by functional or practical concerns. the axis of brands 
cuts right across these two dimensions. brand involve-
ment corresponds to the degree consumers make a 
company’s identity part of their considerations. but 
when purchases are purely driven by practical consid-
erations (e.g. a private-label white t-shirt) or when a 
fashion aficionado buys products from an innovative 
but completely unknown designer, the brand identity 
may be of hardly any importance. while these extremes 
certainly exist, it is more common that either dimen-
sion is to a greater or lesser degree connected to a cer-
tain brand.
 in the following sections i will deal with each of 
these dimensions with respect to my own research and 
look at points of connection and divergence between 
the individual cases.

 10.3.1 fashion involvement
when we look at the quantitative results of the research 
on g-star, vanilia, and Corakemperman it appears that 
the fashion value of clothes is not an overly strong 
driver in the purchase decision-making process. the 
results indicate that only for g-star’s consumers the 
fashion cachet of their clothes has relevance, whereas 

for Corakemperman’s and vanilia’s audience it seems 
to be an aspect of lesser importance. FIg 10.� shows 
the summarised results of item 21 (‘i like to dress ac-
cording to the latest fashion trends’) that sought to 
explore the level of fashion involvement. 54.09% of 
g-star’s consumers agreed with the statement, while 
14.15% disagreed, and 28.33% took a neutral stand. in 
vanilia’s audience, 30.63% agreed, while 33.98% disa-
greed, and 35.22% neither agreed nor disagreed. with 
46.58% disagreeing, 26.25% agreeing, and 23.71% tak-
ing a neutral stand, for Corakemperman’s consumers 
the fashion value of clothes has the least importance.
item 3 (‘i am among the first in my circle of friends to 
buy a new fashion item when it appears’) sought to ex-
plore fashion involvement from a different angle. in this 
case, the aim was to find out to what extent consum-
ers are early adopters of new trends, and whether their 
purchase behaviour is motivated by upcoming fash-
ions. as we can see in FIg 10.�, in none of the three 
cases the respondents indicated a pronounced interest 
in picking up new trends or adapt their wardrobe to 
the latest fashions. in g-star’s audience, 35.00% disa-
greed, while 25.83% agreed, and 38.32% neither agreed 
nor disagreed. in vanilia’s audience, 56.60% disagreed, 
while only 17.28% agreed, and 29.16% took a neutral 
stand. among Corakemperman’s consumers, 42.64% 
disagreed, 25.09% agreed and 31.19% were neutral to-
wards the statement. in sum, while at least in g-star’s 
audience we could identify a moderately high level of 
fashion involvement, the results indicate that the con-
sumers of all three brands are not early adopters of 
new fashion trends.

 10.3.2 Clothing involvement
in the previous section, we learned that the fashion 

1 the consecutive numbering of the items differs in the case of 
g-star, due to an adapted research approach which included 
a shortened questionnaire.

involvement in all three audiences is not overly pro-
nounced. while g-star’s consumers showed at least 
moderate levels of involvement, for vanilia’s and 
Corakemperman’s consumers the fashion value of 
clothes does not appear to play a significant role. inter-
estingly, when we compare these findings with the re-
sults of item 7 (‘i like to buy clothes with an outspoken 
look’), which tested the level of clothing involvement in 
relation to a well-defined product style, a different pic-
ture emerges. in section 10.3 it was said that clothing 
involvement can either relate to purely functional quali-
ties or to what Jacobs (2010: 587) calls ‘looking good’, 
i.e., a style of fashion that makes the wearer look good 
but that is not necessarily connected to fashion trends. 
as FIg 10.� demonstrates, a recognisable product 
style is a critical driver in the purchase decision-making 
process of each audience. in g-star’s audience 59.15% 
agreed and only 14.99% disagreed, while 69.66% of 
vanilia’s consumers agreed and 13.23% disagreed. in 
Corakemperman’s audience we find the most pro-
nounced distribution, with 88.10% agreeing and less 
than 1% disagreeing.
 when we look at the results of 14 (‘Please try to 
name three characteristics you associate with the 
clothing of g-star/vanilia/Corakemperman’), which 
sought to facilitate an understanding of the product-
related mental concepts consumers develop towards 
a brand, this tendency is further corroborated. table 
10.1 shows the coding scheme including the product 
attributes for each firm. rather than looking at the full 
set of responses, i tried to focus on attributes that are 
connected to the firms’ product proposition and distil 
elements that mark their distinctive style.
 FIg 10.5 shows the results, according to the prod-
uct attributes indicated in table 10.1. in the case of 
g-star 72.50% of the respondents indicated product 
style as a product characteristic, within Corakemper-
man’s audience this was 88.98%, and for vanilia it was 
64.96%. following these results, consumers connect 
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FIg 10.1 Consumer attitudes 
towards Clothing (JaCobs 2010: 587)
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fashion trends’ (summarised results of item 2)

corakemperman vanIlIa g-star
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with each of the firms, based on a well-defined and 
individual product proposition that is distinguished in 
terms of appearance and a recognisable product style.

corakemperman unique; expressive; original; 
special; different; surprising; extravagant; distinct; 
recognisable • vanIlIa neat; classy; stylish; original; 
fashionable • g-star tough; masculine; distinctive; 
recognisable identity; innovative; own style; special; 
new; original

table 10.1 Coding sCheme for Consumer 
resPonses (item 14) brand followed by values

rather unsurprisingly, for each audience the style con-
cept had a slightly different meaning, which is interest-
ing with respect to the fact that each of the case stud-
ies was meant to explore a different dimension of the 
dutch fashion landscape. when comparing the above 
observation with the results of item 15 , which was for-
mulated as a multiple-choice question with 15 pre-con-
ceived response options to identify similarities and/or 
differences between the variables tested through item 
14 and a number of standardised brand values, this 
aspect becomes even more apparent. as FIg 10.6 
shows, each audience associated different values with 
their preferred firm, which facilitates an understanding 
of the relation between the respective brands and the 
predominant product preferences within each audi-
ence group.
 for consumers of Corakemperman, an example 
of what i called ‘wild design’, product style manifests 
itself in terms of product uniqueness. as FIg 10.6 
shows, the primary value connections (i.e., more than 
30%) are authentic (38.97%), stylish (30.50%), recog-
nisable (46.58%), and special (48.29%). by and large, 
consumers aspire to a type of product with a distinct 
and recognisable identity, which in this case probably 

pertains to the trademark layered cut of the clothes, the 
use of bright and vibrant colours, and the versatility of 
the garments (e.g. tops can be worn inside out; straps 
can be adjusted in multiple ways etc.).
 vanilia is a case of what i named ‘stylish mid-
market’. as FIg 10.6 demonstrates, consumers see 
vanilia as a brand that is stylish (81.43%) and fashion-
able (50.65%). interestingly, the latter of these values 
clashes with the rather low level of fashion involvement 
discussed in section 10.3.1. one possible explanation 
for this discrepancy might be that the brand tries to as-
similate global fashion trends and customise them for 
the dutch market. to a certain extent, then, the clothes 
do probably impart fashion qualities. as explained in 
chapter 7, however, these are not the main drivers 
for purchases. more important for the relationship are 
the company’s signature patterned fabrics and a versa-
tile and feminine silhouette, which render the products 
all-rounders that work well for business and leisure oc-
casions alike.
 in the case of g-star, an example of what was 
called ‘sophisticated Casual’, consumers associate 
a stylish product proposition in the firm’s signature 
look with the brand. as FIg 10.6 demonstrates, the 
values consumers connect with the firm are reliable 
(30.83%), stylish (38.33%), fashionable (38.50%), cool/
hip (31.66%), and recognisable (37.50%). Consumers 
associate a type of clothing with the brand that is up-
to-the-minute and identified by a combination of basic 
casual-wear items (frequently with big logo prints) and 
more cutting-edge denim pieces. when we look at the 
way consumers describe the firm’s products (table 
10.1/item 14), the most common characteristics are 
‘tough’ (‘stoer’), ‘innovative’, and ‘denim’. following 
those descriptions, style relates to the firm’s history in 
(more or less innovative) denim designs and its rather 
broad selection of street-wear products. we might also 
say that the word ‘tough’ is a rather peculiar choice to 
describe clothes. the attribute presupposes something 

masculine and coarse, perhaps. taking g-star’s market-
ing strategy into account, which centres on its so-called 
‘raw’ image (modelled on the firm’s signature use of 
untreated denim), we can assume that, to a certain 
extent, consumers have actually assimilated the firm’s 
marketing messages.
 for the analysis of spijkers en spijkers, a case of 
what i described as ‘modernist design with a twist’, i 
was not able to collect statistical data since the firm does 
not have any outlets of their own. still, it is possible to 
offer a description of the company’s signature style and 
the way it is recognised in the dutch fashion market. 
the firm’s aesthetic is defined by a dialogue between 
playfulness and restraint, thereby presenting a fusion of 
different elements: on the one hand, we can identify the 
sober and pared-down style that dutch (fashion) design 
is well known for, while, on the other hand, the design-
ers integrate exotic prints and bold chrome-like hues 
in the collections, which to a certain extent make them 
akin to ‘wild design’. with an emphasis on the cut and 
graphic composition of garments, and the use of fab-
rics like silk or lace, their designs combine edgy looks 

with contemporary elegance and cutting-edge fashion 
with nonchalant sophistication. according to Coming 
soon store manager, Chananja baars, in her shop the 
main target group for spijkers en spijkers clothes are 
consumers who appreciate what she calls a ‘special 
type of fashion’. while she admits that for many dutch 
consumers the clothes are too outspoken, they attract a 
following among women who enjoy the combination of 
playfulness and sharp cuts, and who can afford to buy 
fashion products that are out of the ordinary.
 as these results make clear, the level of clothing 
involvement across the different consumer groups 
i studied is relatively high, while in the previous sec-
tion we saw that the level of fashion involvement is 
moderate in the case of g-star and low in the other 
two cases. we can conclude, therefore, that for each of 
these audiences a product proposition with a distinct 
visual identity is crucial, whereas the fashion qualities 
of the clothes are far less significant. what does this 
tell us when it comes to the difference between ‘look-
ing good’ and ‘being fashionable’? following the re-
sults, for the audiences i studied at least the former is 
far more significant than the latter. the consumers of 
g-star, vanilia, and Corakemperman have a far more 
pronounced interest to look good than to look fashion-
able. one weakness of my study is that i was not able 
to do research on the consumers of spijkers en spijk-
ers or any other brand in this segment. a true fashion 
brand that is not present in the high street would have 
been a valuable addition to my study to examine this 
audience more in-depth as well.

 10.3.3 brand involvement
the question remains to what extent brand identity 
plays a role in the relationship between the firms i 
studied and their audience groups. item 8 (‘i like to 
purchase clothes from brands i can identify with’) 
sought to explore to what extent brand identity has an 
effect on the relation between supply and demand. FIg 
10.7 indicates a rather mixed distribution across the 
different case studies. with 78.10% agreeing and only 
21.65% disagreeing with the statement, we can con-
clude that for g-star’s consumers the identity of the 
brand is an important driver of purchases. in vanilia’s 
audience, 50.72% agreed and 33.70% disagreed, while 
in Corakemperman’s consumer group 49.04% agreed 
and 26.25% disagreed. as we can see, for g-star’s con-
sumers brand identity plays an important role in terms 
of purchase behaviour, whereas in the other two audi-
ences consumers appear to relate more to the product 
than to the actual brand.
  when we compare this result with the average vis-
iting frequency (item 12), FIg 10.8 shows that for g-
star and Corakemperman the results are evenly divid-
ed between visits on a monthly basis (g-star: 42.48% / 
Corakemperman: 42.36%) and visits on a less frequent 
basis (g-star: 49.16% / Corakemperman: 44.04%). in 
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FIg 10.5 summarised results of item 14, 
Coded aCCording to ProduCt style
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vanilia’s audience, only 32.56% come to the shops on 
a monthly basis, compared to 61.35% who visit the out-
lets less often. if we now take into account the average 
purchase behaviour (item 13), FIg 10.9 demonstrates 
that on the whole vanilia’s consumers buy about one 
item at a time (73.47%), while Corakemperman’s 
consumers purchase between one (44.58%) and two 
items (45.75%). in FIg 10.10 we can see that 74.16% of 
g-star’s consumers purchase between one and three 
items at a time compared to 24.16% who do not buy a 
single item per visit.
 as the results clarify, the purchase behaviour in 
the case of Corakemperman and g-star is compara-
tively high, whereas in the case of vanilia the general 
visiting frequency and consumption pattern are rather 
moderate. notwithstanding the differences, the study 
demonstrates that the average number of visits is fairly 
regular and the number of purchases per visit respect-
able, so we can say that the consumers of each indi-
vidual brand invest in their wardrobe on a regular basis 
and spend substantial amounts of money on clothing 
products. one of the interesting findings of my study is 
that, contrary to popular belief that likes to portray the 
dutch as price-conscious and rather unfashionable2, 
the audiences i studied spend relatively large amounts 
of money on clothing products. it might be true that 
the dutch have a rather economical attitude towards 
consumption in general. that, however, does not take 
away the fact that the average level of expenditures on 
fashion products is considerable in all three cases.

another conclusion we can draw from this study is that 
the level of brand involvement does not necessarily 
have an impact on purchase behaviour or involvement 
with a certain product. in the previous section we saw 
that Corakemperman’s audience showed the highest 

2 for further reference see Jacobs (2012).

level of clothing involvement whereas in g-star’s audi-
ence group it was the lowest. the most likely explana-
tion for the asymmetry between brand and product in-
volvement is the different branding strategy and target 
market of each firm. in chapter 9 it was explained 
that g-star’s brand and product proposition are sub-
ject to a rigorously organised and high-profile brand-
ing strategy. many of the products are heavily branded 
with big logo prints, so we can assume that at least a 
passive identification with the brand takes place prior 
to the act of purchase. furthermore, my study showed 
that the firm’s audience comprises many teenagers 
and young adolescents – after all, an age group in 
which peer pressure is relatively high and brand-spe-
cific consumption behaviour no exception. by compari-
son, Corakemperman’s consumers are highly involved 
with the product but not so much with the brand. 
while the product itself is highly recognisable, it is not 
branded in any specific way. in fact, in chapter 6 
we saw that Corakemperman does not work with any 
real marketing strategy but largely relies on the prod-
uct proposition and the in-store performance of staff 
to distinguish the firm in the market. when we look at 
vanilia’s audience, the level of brand involvement is 
almost identical, yet the relationship is slightly differ-
ent: the firm’s consumers aspire to a type of product 
that is fashionable but not actually brand-oriented. the 
discrepancy in purchase behaviour is explained by the 
fact that Corakemperman’s audience is largely owned 
by the brand whereas vanilia’s is not.
 if we now place the different brands in the figure 
introduced in section 10.3, we can get an idea how 
each of them is distinguished in the fashion market 
with respect to the dimensions outlined earlier.

going clockwise from left to right, FIg 10.11 shows 
that Corakemperman is positioned to the upper left 
between product and brand involvement. although 
not a fashionable type of product, we have seen that 

the firm’s clothes are marked by a characteristic sig-
nature style. in other words, while the brand persona 
does not play a prominent role, there is an awareness 
that few other companies offer a comparable type of 
product. also, the clothes allow women with a slightly 
bigger body size to ‘look good’ in a chic and special 
way. g-star is positioned right on the centre line in the 
spectrum of ‘brands’. with a casual and fashion-ori-
ented product style, and a distinct trademark style, the 
firm capitalises on its recognisable design identity, as 
well as on its ability to marry street style with up-to-the-
minute fashion pieces. as we have seen, consumers 
relate to the product but also to the firm’s strong brand 
identity. spijkers en spijkers is clearly situated in the 
spectrum of ‘being fashionable’. focusing on product 
development rather than on marketing and branding 
activities, innovative and cutting-edge fashion pieces 
are the company’s main selling point. Correspond-
ingly, it can be assumed that people who purchase the 
products are more interested in the design value of 
the clothes than in the firm’s brand image. with a less 

 explicit brand identity, vanilia is situated right on the 
edge between ‘looking good’ and ‘being fashionable’. 
as the analysis showed, vanilia’s consumers are pri-
marily interested in a stylish and good-looking product 
proposition. still, the firm’s collections are modelled on 
global fashion trends and adapted to the local market, 
so the fashion value of the clothes, although perhaps 
not that explicitly, is not unimportant. with a rather 
unimposing brand persona, the focus is on functional, 
good-looking clothes of which the visual identity is 
more important than the actual brand.
 in section 4 we will further investigate the relation-
ship between the individual brands and their audience 
groups.

 10.3.4 PraCtiCality: 
 the right ChoiCe for every oCCasion
one product value that does not significantly appear 
from the results of the questionnaires, but that was 
strongly emphasised during the in-depth interviews 
with consumers, is practicality. the term, as it is under-
stood here, describes two different aspects. on the one 
hand, it refers to a type of clothing that is easy-wearing 
and low-maintenance, so it does not require intensive 
care or a great deal of attention. on the other hand, 
practicality refers to clothing products that are suited 
to a wide variety of occasions and can be worn all day 
long without major adjustments. as one of vanilia’s pa-
trons, 42 year-old renske hogness, told me,
 ‘When you look at aspects like… a rather simple 

but also fashionable and stylish look, something a 
bit more sturdy… these [attributes] also characterise 
Dutch women more in general. You know, you need 
to be able to cycle in it. It’s that simple. The clothes 
need to look good and be wearable but they also 
need to be practical. You need to be able to bring 
your kids to school and cycle to work. And if [the 
clothes] get wet once in a while that should not be a 
problem either.’ (interview vCii)
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FIg 10.11 PurChase motivations and tyPes of 
involvement in the Case studies

FIg 10.10 ‘on average, how many 
items do you PurChase Per visit?’

(summarised results of item 9)
none between one anD three more than three

FIg 10.8 ‘how often do you visit one of the 
stores of corakemperman vanIlIa g-star?’ 

(summarised results of item 12)
once a week once a month leSS often

c v g

FIg 10.9 ‘on average, how many items 
do you PurChase Per visit?’

(summarised results of item 13) 
one item two itemS three or more itemS

c v

no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

FIg 10.7 ‘i like to PurChase Clothes 
from brands i Can identify with’

(summarised results of item 8)
corakemperman vanIlIa g-star

10 20 30 40 50 %

g

looking good

being fashionable

VANILIA

G-STAR

spIjkers 
en spIjkers

CORAKEMPERMAN



that demand for practicality is not exclusively con-
nected to product-inherent aspects, but has its roots in 
the rather informal and broad-minded dutch culture. 
in the netherlands it is possible to visit the opera in a 
pair of jeans and a t-shirt, an act that would be consid-
ered inappropriate in many other countries. although 
rather obvious, the example demonstrates that local 
clothing culture is rather tolerant compared to other 
national contexts. in a country like france, which is 
more institutionalised and traditional, it is not uncom-
mon to change clothes several times a day according 
to different occasions and activities. dutch culture, by 
contrast, is fairly liberal when it comes to corporate or 
festive clothing, so garments are designed and used as 
all-round performers, suited for work and leisure time, 
grocery shopping or dinner at a restaurant. 
 in section 10.3.2 we saw that each of the brands i 
studied has a different product style and their own well-
defined aesthetic register. g-star’s clothes range from 
basic to more cutting-edge designs, vanilia’s clothing is 
rather universal, while the clothing by Corakemperman 
is fairly outspoken. what all the cases have in common 
is that their products casually balance functionality with 
aesthetics. in the introduction of this chapter i hinted 
at the results of the expert panel in chapter 5 that 
produced the ‘bicycle factor’ as one of the defining fea-
tures of dutch fashion culture. Practicality, we might 
say, is a variation on that theme and confirms the as-
sumption that local fashion consumers put a premium 
on a product proposition that is simultaneously stylish 
and practical.

10.� Dress anD IDentIty 
  at DIFFerent levels

in the previous sections i discussed different types of 
involvement and analysed the question to what extent 
these correspond to (or conflict with) the purchase be-
haviour and visiting frequency of consumers. we saw 
that style proves a crucial connector in the relationship 
of each audience with their preferred brand, while the 
fashion value of clothes is of lesser significance. fur-
thermore, i demonstrated that consumer involvement 
can be more connected to the brand proposition (g-
star) or to the product proposition (Corakemperman), 
without having a significantly different impact on con-
sumption behaviour. while the discussion to this point 
has primarily focused on product-related aspects, this 
section focuses on the intersection of dress and iden-
tity discussed in chapter �.

 10.4.1 marketing and brand image
this section is meant to broaden the scope of findings 
towards marketing approaches and retention strate-
gies. while most companies want to bind consumers 
in the long run, the question is to what extent buying 
behaviour is actually connected to a shared identity 

 between brand and consumers, and whether that 
identity is actively produced. the results suggest that 
across the four cases i studied each firm uses a differ-
ent strategy to retain the loyalty of their audience: some 
opt for a more explicit marketing strategy including loy-
alty programmes and a customer club, whereas others 
rely on more implicit approaches.
 the relationship between Corakemperman and 
its consumers on the one hand depends on a unique 
product style that produces a kindred spirit in the 
brand-consumer relation. on the other hand, the re-
lationship hinges on a personalised sales pitch and 
the in-store performance of staff. above was shown 
that one of the primary drivers in the relationship is a 
unique product proposition. the fact that Corakem-
perman offers a type of clothing that, at least in this 
specific form, is found nowhere else, makes the brand 
covetable and a desirable retail destination for a cer-
tain type of consumer. a contributing factor is that the 
firm’s retail strategy is built around low order numbers 
and a restricted number of outlets. by keeping the 
brand exclusive, not in terms of price but of availability, 
the product is cherished by consumers for the fact that 
they are able to buy ‘something special’.
 in chapter 6 was shown that the selection of 
staff constitutes a key component in the relationship 
between brand and consumers. every staff member 
has to be ‘on brand’ and needs to reflect the firm’s 
values. by selecting a spectrum of characters for every 
outlet, the shop assistants not only cater carefully to 
the needs of consumers by, for example, keeping track 
of their purchase portfolios or remembering personal 
details, but they also represent an important site of 
identification. many of the firm’s patrons have one spe-
cific assistant they have established a relation with over 
many years and whom they entrust with the task to 
guide them through the fitting and buying process. in 
turn, the individual approach creates a strong emotion-
al bond between consumers and staff that is rewarded 
by high levels of patronage. in the absence of any real 
branding activity or a strong presence on the internet, 
the firm relies more on an implicit marketing strategy 
by offering a unique service and product proposition.
 vanilia is a different concept in that the brand’s 
efforts to create a common link are more outspoken 
and involve a greater number of dimensions. by means 
of lifestyle events and personalised sales promotions, 
collaborations with magazines and a combined per-
formance across different media channels, the brands 
intends to reposition itself in the market and create a 
basis for multiple points of connection. while the re-
search showed that all of these aspects are in some 
way important, the firm’s success in retaining consum-
er loyalty is not owed to these efforts alone, specifically 
when it comes to reaching a younger clientele. above 
all, the shift towards a fresh and up-to-the-minute im-
age and product style has made the brand attractive 

also to younger consumers. the results suggest that, 
similar to Corakemperman, the actual product propo-
sition and service variable inside the shops are critical 
building blocks for repeat buying and consumer sat-
isfaction. unlike Corakemperman, however, vanilia’s 
target market is bigger and addresses a less particular 
type of consumers, which leads to a looser and less in-
timate connection. the results indicate that with a fairly 
explicit and elaborate marketing strategy, the relation-
ship primarily hinges on product-specific attributes, 
while most of the branding-driven efforts are actually 
additional drivers that support this value connection.
 g-star is an interesting case with respect to the 
fact that the brand presents a somewhat contradic-
tory image concerning its promotional efforts. g-star’s 
spokespeople claim that the firm is not about any kind 
of lifestyle concept, so it can firmly concentrate on 
product development. having said that, we learned in 
chapter 9 that a.) the firm engages in a wide variety 
of activities that contradict the self-proclaimed prod-
uct-centric strategy (e.g. product placements, art and 
lifestyle events), and b.) that g-star maintains a fairly 
active presence on the internet. therefore in effect part 
of the value proposition extends the focus from prod-
uct-specific aspects to external sites of identification. 
added to that, g-star’s advertising strategy is a case in 
point. with recognisable signature aesthetics, created 
by dutch photographer anton Corbijn, and a distinct 
choice of models, the firm does create a specific im-
age and communicates a certain mentality to consum-
ers. for the most part, g-star’s promotional efforts are 
geared towards sustaining and increasing awareness of 
the brand. still, it would be incorrect to conclude that 
the marketing strategy is exclusively product oriented. 
the firm’s determination to create a coherent visual 
identity, for instance, has produced a brand profile that 
dutch consumers associate with an innovative, ‘raw’, 
and cool product. the same holds true for g-star’s 
shows at new york fashion week or the collaborations 
with the designers marc newson and michiel keuper, 
which further contribute to the image of an edgy high-
street brand. in short: contradicting its rather under-
stated consumer approach, the firm capitalises on its 
distinct image that, in turn, produces a set of common 
associations that resonate with its audience groups.
 spijkers en spijkers represents a case in its own 
right because, on the one hand, the firm does not use 
any explicit forms of consumer marketing and, on the 
other hand, because the research set-up was different 
in the sense that the situation did not allow me to carry 
out consumer research in shops. as the analysis of 
the firm’s development over the past 12 years shows, 
spijkers en spijkers has gradually developed a more 
consumer-centric approach, in the sense that the fo-
cus has been increasingly directed towards the firm’s 
actual target market by incorporating the demands of 
their niche clientele in the value proposition. in this 

case it is hard to speak of an actual branding concept 
because the designers work with an exceptionally small 
team and invest most of their resources in the develop-
ment of upcoming collections. having said that, truus 
and riet spijkers do take advantage of their own public 
identity: by capitalising on an increased interest in their 
work and their somewhat peculiar status as identical 
twins, the two sisters lead by example. by lending their 
name and aesthetic signature to different ventures, 
they promote a certain style and attitude, which broad-
ens the scope towards a greater number of points of 
connection between brand and consumers and opens 
up their brand profile to different consumer types.

 10.4.2 individual or grouP identities?
above i discussed the strategies of each brand to retain 
the loyalty of their consumers. looking at the question 
from a consumer point of view and trying to identify in 
which way or to what extent individual and group iden-
tities are connected to purchase behaviour, i was struck 
by the fact that throughout the research consumers 
claimed to make their choices based exclusively on in-
dividual preference and independent of larger groups. 
in a way, this outcome is not altogether surprising, 
because most people wish to view themselves as indi-
viduals who express their identity in a unique way. still, 
it is one of fashion’s peculiarities that no one is totally 
free in their choices. be it the dress code at work, or the 
style of an adolescent’s peer group or family – we are 
bound up by certain dynamics that relate our purchas-
es to one or more reference groups. while this princi-
ple applies to all kinds of purchases, it is probably more 
strongly pronounced in a fashion context, because that 
is such an obvious and potent social signifier. so, even 
if we deliberately choose to buy ‘out of range’ and thus 
take the conscious decision not to conform to a certain 
standard, we implicitly refer to some sort of reference 
point. Consequently, in essence there is no such thing 
as buying according to our own standards because 
whatever that standard looks like, it will always be sub-
ject to a set of external influences.
 one of the critical findings of this study is that 
some audiences are connected, not only by a common 
style of dress, but also by a number of aspects that 
are related to shared lifestyles and experience worlds. 
Consciously or not, the consumer groups i studied 
source their clothing within a specific range with largely 
similar stylistic attributes. that collective context made 
it possible to examine the dynamics from an alterna-
tive point of view as well, i.e., with a focus on different 
‘consumers types’. the concept of style groups that i 
introduced in chapter � proved a very useful tool 
in this context, because it allowed me to look into the 
connection between brands and consumers in a more 
encompassing and inclusive way. the results show 
that different consumer groups can be identified by a 
number of common features that help to develop an 
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understanding for the way brand and product choices 
are related to purchase behaviour.
 as i pointed out in chapter �, style groups are 
formed by a segment of consumers and a number of 
clothing brands that show a certain level of stylistic 
congruence. the term defines mostly imagined com-
munities that are not actually based on real-life en-
counters and interaction within a group of people. Just 
like benedict anderson’s concept, which i introduced 
in chapter �, it is an approach that looks at social 
structures and their cohesiveness from an alternative 
point of view. the concept is a theoretical tool that 
allows studying consumer behaviour with the aim to 
find out if, and to what extent, we can identify collec-
tive patterns in a firm’s audience group. belonging to 
a style group, then, is not actually a conscious decision 
or process, but a method to find out which addition-
al aspects play a role in the relation between certain 
consumer types and their preferred brands. the con-
nection between the two positions is never static but 
continuously redefined by supply and demand. brands 
try to get as close as possible to the needs of their 
audience group and consumers reward the manner 
in which a firm seeks to distinguish itself, by identifi-
cation and loyalty. in that way, brands and audiences 
co-evolve: the higher the degree of identification with a 
firm and the stronger the congruence in the life-worlds 
of consumers is, the more coherent and ‘tight’ the style 
group.

 10.4.3 style grouPs
Corakemperman’s consumer group is a relatively tight 
style group with a fairly consistent look. the group’s 
visual coherence is owed to the firm’s product portfolio 
that is not only highly recognisable, but also encour-
ages a ‘complete look’. with high degrees of product 
identification, many of the firm’s committed consum-
ers actually hardly source their wardrobe from any 
other brand. following the interviews, consumers use 
and understand the clothes as an extension of their 
identity, so we can conclude that the specificity of the 
product coincides with the consumers’ self-image. 
section 10.3.3 showed the average visiting frequency 
and purchase behaviour: with an average of monthly 
or near-monthly visits and regular purchases of one or 
two pieces at a time, the firm capitalises on long-term 
relations with consumers rather than on passers-by 
and casual consumers.
 the study demonstrates that Corakemperman’s 
audience has grown together with the brand over many 
years. on average, the firm attracts women in the age 
range between 35 and 60 years old, who can be de-
scribed as artistic (artsy), educated, and expressive. 
the interviews suggest a general awareness and recog-
nition of fellow consumers of the brand. Priding them-
selves with being part of a niche, or at least small-scale, 
group, the consumers have a fairly precise idea of what 

the audience looks like and who the ‘Corakemperman 
consumer’ is. as a result, consumers treat the firm like 
some kind of insider tip – made for a market of only a 
chosen few. they see their clothing as an expression 
of individuality and a means to define their persona, 
which materialises in the way consumers respond to, 
and interact with, the brand.
 when we look at vanilia’s audience a different 
picture emerges. here, too, it is possible to identify a 
certain level of uniformity in terms of appearance and 
shared life-worlds. however, compared to Corakemper-
man vanilia is more of an all-round brand: while its vis-
ual identity is well pronounced, the range of products 
is broader in scope and more universal. with moder-
ate levels of brand involvement and little emotional 
commitment, vanilia’s audience is a rather light style 
group that is not ‘owned’ by the brand. by this i mean 
that the audience is not closely connected to only one 
firm (like in the case of Corakemperman, for instance), 
but divided between a number of firms that operate in 
the same segment and according to similar stylistic 
properties. section 10.3.3 showed that consumers visit 
the firm’s outlets less than once a month on average, 
and purchase about one item at a time. in contrast to 
Corakemperman’s clientele, the purchase decision-
making process is less driven by a desire to express a 
unique personality. rather, identification and commit-
ment with the brand are connected to an understated 
and versatile product proposition.
 the typical vanilia consumer can be characterised 
as modern and mainstream, established and interest-
ed in offerings suited to that lifestyle. when it comes to 
consumers’ life-worlds, we can speak of awareness in 
terms of age or professional background. apart from 
that, however, it would be more appropriate to speak 
of a collective agenda concerning a specific choice of 
product: consumers share a similar background and 
seek to express a certain attitude with their clothing. 
in other words, despite the audience’s relative hetero-
geneity it is unified by a common mode of expression. 
offering a versatile and adaptive type of clothing, the 
product proposition and collective identity are connect-
ed to the extent that the appearance and composition 
of the clothing promote a certain lifestyle that is shared 
by members of the clientele.
 as a jeans and casual-wear brand, with internation-
al market orientation, g-star’s offerings encompass a 
large number of clothing lines, styles (from casual to 
fashion-forward), and sizes. Covering a spectrum, from 
sporty and casual to fashionable and trend-savvy, the 
firm caters to men’s and women’s markets across dif-
ferent segments. due to the fact that the firm offers 
multiple points of connection and accommodates 
a rather large number of consumption interests, it is 
hard to pinpoint whether specific consumer types are 
more strongly represented than others. by the same to-
ken, it is hardly possible to speak of a group identity or 

a shared set of features that connect the audience as a 
whole. for some, the brand name and recognisable ap-
pearance of the products are the decisive factors in the 
purchase decision-making process, for others fashion-
able appeal and innovative details are the determining 
variables.
 Judging by the plurality of consumer types attract-
ed by the company, g-star’s audience is a light style 
group. with a frequency of monthly or near-monthly 
visits, consumers tend to purchase one or more items 
at a time. at the same time, the study shows that the 
association between firm and audience is primarily 
product-specific and not so much based on high emo-
tional commitment. one explanation for this asymme-
try could be that the firm offers a product with a high 
recognition value and relevance for different interest 
groups, while, at the same time, the market it caters 
to is rather non-specific. g-star is distributed across 
the globe and caters to a number of segments that are 
all subject to different demands. in comparison with 
vanilia and Corakemperman, g-star’s product port-
folio is less individual, addresses a global market and 
seeks to appeal to a less specific type of consumer.
 one aspect my research was not able to study suf-
ficiently is the connection between style groups and 
self-concept. in chapter �, the term was introduced 
as a variable of purchase behaviour. targeting the in-
tersection between certain brands or products, and 
individuals and their reference group or groups, the 
concept is meant to illustrate the dynamics between 
individual and collective structures and the role con-
sumer goods play in moderating that relationship. to 
my dismay, ultimately the framework of my study did 
not allow me to make conclusive inferences about the 
nature of this relationship. the questionnaire-based in-
terviews provided little explanation in that regard and 
also the in-depth interviews with consumers did not 
produce the necessary data to study this aspect more 
thoroughly. i hope that this dissertation will stimulate 
future research on the topic and address the question 
to what extent self-concept can produce interesting in-
sights in the context of buying behaviour in the fashion 
industry.

 10.4.4 dutCh or international?
from the level of group identification we are finally 
moving to the question to what extent national or in-
ternational sites of identification are important in a 
clothing-consumption context, and to what extent the 
brands i studied reflect characteristics that are typically 
dutch. item 11a (‘g-star/vanilia/Corakemperman is 
typically dutch’) intended to determine if consumers 
connected their preferred clothing firms to attributes 
that are related to the dutch cultural landscape as 
well. as FIg 10.1� demonstrates, no clear picture 
emerged in that regard. for the most global brand 
g-star, 43.32% of its consumers agreed while 38.30% 

 disagreed with the statement. in vanilia’s audience 
22.08% of the respondents agreed while 28.75% disa-
greed. in Corakemperman’s consumer group, 27.94% 
agreed and 36.26% disagreed with the statement.
 according to this distribution, part of the sample 
connects the firms to country-specific aspects, while at 
least as many consumers contradict that idea. item 11b 
(‘why is/isn’t g-star/vanilia/Corakemperman typically 
dutch. Please explain your opinion in a few words’) 
was constructed in an effort to further explore the ques-
tion of national identification and allow respondents to 
explain their view. unfortunately, the vast majority left 
the question unanswered, which made it difficult to re-
late their opinions to an attitude or a certain degree of 
specificity. when questioned about their problems to 
answer the question, the respondents usually told me 
that they were unsure what aspects actually qualify as 
typical for local culture or how to define dutch identity.
 in some way, this result is not altogether surpris-
ing. ever since we started the project ‘dutch fashion 
identity in a globalised world’, one of the central ques-
tions that kept coming back in the discussions within 
our research group has been what actually qualifies 
as ‘typically dutch’, and how to extend characteristics 
that are pertinent to local culture in general to a fash-
ion context. is there anything like ‘dutchness’? what 
distinguishes dutch identity from other countries’ 
identities and how to get a grip on that question? while 
my research did not find a definitive answer to these 
questions, i was able to identify a number of character-
istics pertinent to local dress culture and the way that 
the local fashion landscape is defined. to start with, we 
can certainly speak of something like a dutch national 
style of dress in the sense that the way the dutch like 
to dress differs from the way people in other countries 
like to dress. as journalist santje kramer (cited in de 
vogelvrije fietser 2012: 36; my translation) states,
 ‘We are women who brave the elements on our bicy-

cles. Fortunately, many people from abroad believe 
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no oPinion

strongly disagree

disagree

neutral

agree

strongly agree

FIg 10.1� ‘corakemperman vanIlIa g-star
is tyPiCally dutCh’ 

(summarised results of item 11a)
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that the beauty of Dutch women shows best on a 
bike. Still, tight skirts you need to pull up across your 
derrière, woollen dresses irritate the skin on a wom-
en’s saddle (…). And rain does not go well together 
with high heels or panties and skirts made from deli-
cate fabric.’

while kramer’s description is pointed and oversimpli-
fied, the fact remains that the dutch cannot actually lay 
claim to elegance or nonchalant chic. the netherlands 
is often considered a ‘jeans country’ (feitsma 2012a) 
with a predilection for denim products and generally 
a more casual and informal style. applied to the local 
fashion culture that means that clothes are usually a 
bit more sturdy and made from hardwearing fabrics: 
they need to be practical, comfortable, and preferably 
require little maintenance. as i pointed out earlier, that 
does not necessarily mean that the dutch are unstyl-
ish or staid when it comes to their clothing choices. 
rather, the general template is more casual and less 
focused on details. a simple cotton dress is preferred 
to one made of silk, simply because the former can 
be worn effortlessly while the latter requires intensive 
care and does not present itself as the first choice for a 
variety of activities. for the same reason, in the men’s 
market a suit made from simple wool fares better than 
one made from super 250s pure wool (i.e., the high-
est grade of cloth used for men’s suits). the former is 
good value for money, low-maintenance, and crease-
resistant, whereas the latter is pricey, delicate, and re-
quires special care to keep in a good state. the dutch 
like their fashion products to be simple but expressive, 
neither extravagant and overstated nor drab and mean-
ingless. adaptable and stylish, they go for the middle 
ground, a compromise that marries style with practi-
cality.

10.5 conclusIon

we saw that across the different case studies a different 
picture emerged with respect to the question how the 
relationship between supply and demand is defined, 
and what aspects of the brand or product proposition 
drive purchase behaviour. my study is special in that 
regard, because it is not limited to a specific detail of 
the local fashion landscape, but focuses on the bigger 
picture instead, in order to stimulate critical debate 
and future research activities. the cases i studied are 
based on the ‘four faces of dutch fashion’ discussed 
in chapter 5. until now, the discussion was mainly 
concentrated on certain historic moments whereas no 
attempt has been made to define the field as a whole. 
i do not claim that in that regard my foray is final or 
exhaustive. rather, it is a first attempt to develop an 
understanding for the field of dutch fashion in its di-
versity, and provide a perspective on certain currents 
that are noteworthy in the discussion about the dutch 

fashion identity. it is arguably possible that the catego-
ries produced by the expert panel do not exclusively ap-
ply to the dutch context. Pundits might say that similar 
categories could be found in many other fashion indus-
tries in the west. as this point has yet to be proven, 
my argument is that it is the combination of these ele-
ments – rather than its individual components – that 
makes it unique. in other words, it is the mix that is 
typically dutch.
 synthesising the findings, we saw that many 
of the values consumers connect to their preferred 
fashion brands coincide with the four dimensions of 
dutch fashion. g-star’s consumers relate to the brand 
based on the firm’s ‘raw’ signature style and a prod-
uct proposition that is down to earth yet a smattering 
more innovative than competing brands in the same 
segment. vanilia’s audience connects to the firm based 
on a product proposition that is chic and understated, 
stylish and versatile. Corakemperman’s consumers 
build loyalty mainly based on the uniqueness of the 
products. we can conclude, therefore, that the different 
categories are relevant to describe, or at least approxi-
mate, what the local fashion landscape looks like and 
what different criteria influence the purchase behav-
iour of the respective audiences. moreover, within the 
confines of my study the results contradict the general 
conception that the dutch are careless and unrefined 
when it comes to clothing choices. instead, they are 
interested in a type of product that is affordable and 
stylish, practical and easy to maintain.
 in the analysis we saw that consumer involvement 
relates to a number of different dimensions. none of 
the audiences i studied showed prominent levels of 
fashion involvement and neither are they early adop-
ters of new trends. more important than the fashion 
value of clothes seems to be a distinct signature style: 
when following the dimensions ‘looking good’ and 
‘being fashionable’, it appears that dutch consumers 
(at least in the audiences i studied) have a vested in-
terest to look good but not so much to look fashion-
able. for each individual case, the value connections 
governing the relationship are based on a different 
set of attributes, which have an impact on the type of 
involvement. g-star’s consumers show high levels of 
brand involvement but lower levels of clothing involve-
ment. Corakemperman’s audience, by contrast, mainly 
focuses on product-inherent characteristics whereas 
brand identity plays a rather subordinate role. as we 
have seen, both types of involvement produced similar 
types of consumption behaviour.
 when it comes to the interplay between supply 
and demand, my study shows that g-star, vanilia, 
Corakemperman, and spijkers en spijkers all employ 
different strategies to address the demands of their 
consumers and retain their loyalty. each of these ap-
proaches is successful in its own right. more important 
than the question to what extent they are implicit or 

explicit, seems to be that the approaches are authentic 
and in-sync with the overall brand proposition. Contrib-
uting to an alternative understanding of the life- and 
experience-worlds that define purchase behaviour, the 
analysis made clear that the concept of style groups is 
a relevant and appropriate method to study the dynam-
ics between consumers and brands. i demonstrated 
that certain characteristics can be seen as extensions of 
product categories and clothing preferences as a theo-
retical tool to cluster audiences according to different 
consumption profiles. in turn, these make allowances 
for certain inferences about an audience in terms of 
consumer backgrounds and experience worlds.
 as a last point, i tried to define a number of char-
acteristics that are typical for the dutch fashion culture. 
as we have seen, the research did not actually present 
a clear picture when it comes to the question what as-
pects are considered typically dutch. in chapter �, 
four different levels of identification were discussed: 
cognitive, evaluative, affective, and conative. from the 
research it appears that neither consumers nor brands 
are even aware of a dutch style of dress. Consumers 
do not consciously buy ‘dutch clothes’ – in fact, more 
often than not they are unaware of the national ori-
gins of their purchases. local fashion brands, for their 
part, do not devise a ‘dutch product’, but they mostly 
respond to certain preferences (e.g. a more informal 
cultural climate; local weather conditions; a taller and 
slightly sturdier body type), and consumers are attract-
ed to these products because they reflect their needs 
or fit with a specific requirement profile and lifestyle. 
as such, the concept of a national fashion identity is 
anything but straightforward. it should be seen and 
treated as an implicit notion that neither brands nor 
consumers are particularly conscious of.
 some of the issues presented in this research 
might appear to be rather universal, while other points 
are more directly linked to the dutch national culture. 
at the end of the day, all insights produced by this 
study should be seen as tendencies rather than hard 
facts that pertain to dutch fashion culture exclusively. 
all the firms under scrutiny are relatively accessible 
and boast a product proposition that is slightly differ-
ent from what is generally offered on the high street. 
at the same time, none of them takes this ambition to 
an extreme. nothing is overly fashionable or minimal, 
over the top or demure. in fact, all the brands in this 
study seek to achieve a balance between certain values: 
merging fashion cachet with comfort, colour and pat-
tern with basics and plains, elegant fabrics with easy-
maintenance materials. typically dutch is, perhaps, 
a compromise between seemingly opposite poles; a 
sense of individualism that surfaces in details; an inno-
vative and progressive spirit that is kept in balance with 
humour and a grain of salt. or, to turn the old dutch 
adage on its head: ‘doe maar een beetje gek, dan ben 
je gewoon genoeg’.
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