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Abstract  

 

This thesis intends to study the phenomenon of lowsumerismm in the field of fashion. Lowsumerism 

is an approach sprung out of the slow fashion movement, as one of many emerging trends within 

sustainable business model development in the fashion industry. Lowsumerism is however empirically 

understudied, although most research discuss producing less and consuming less as a fundamental 

prerequisite to reduce the impact the fashion industry has on people and planet. This contradiction, 

along with the paradox lowsumerism invokes; promoting less consumption while operating a for profit 

business motivates the topic of this thesis. An analysis of the assumed paradoxical relationship of 

lowsumerism principles and business is achieved by a case study of a company with a business model 

based on lowsumerism principles. The company is seen as an industry disruptor and offers a 

permanent collection. The thesis additionally intends to study the potentials of replicability of such a 

business model, meaning prospects of incorporating lowsumerism principles to current conventional 

business models in fashion. This additional approach is motivated to address the overall issue related 

to how no sustainable business models have yet managed to replace the dominant fast fashion model. 

 

The contributions of this thesis are intended to build on existing literature about sustainable business 

model innovation in fashion. The thesis also aims at rendering practical recommendations for 

entrepreneurs and other actors in the fashion industry, and eventually to fill a knowledge gap 

concerning lowsumerism principles in fashion. The study is limited to focusing on empirical evidence 

based on one single case, ASKET and their business model. The data is obtained by semi-structured 

interviews, document analysis and observations in line with triangulation of data. The theoretical 

framework sets off in the business model literature’s logic of lowering the environmental impact 

according to sustainable business model innovation, yet combined with critical aspects of sustainable 

business models. The framework is used to analyze the empirical data in order to answer the research 

questions. 

 

The analysis reveals that lowsumerism and business does not necessarily entail a paradox. 

Lowsumerism principles can be incorporated and operated together with for-profit business, as long as 

the business model is built to not be confined to underlying fashion principles. Meanwhile, because 

the majority of all business models in the fashion industry to some extent adhere to fast fashion 

principles there are challenges related to incorporating lowsumerism principles to a current business 

model. The analysis implies challenges related to how most brands need to make fundamental changes 

to their business models to incorporate transparency and traceability, which are operations related to 

ASKET’s lowsumerism principles. 
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Introduction and Background 

The fashion industry is in need of change  

Fashion plays a big part in all societies and in people’s lives. Whether related to fashion as simply 

clothes to cover and warm the body, seen as something essential, or as a means of expressing a 

personality, as described by Fletcher “the way in which our clothes reflect and communicate our 

individual vision within society, linking us to time and space” (2013). Regardless of the meaning of 

fashion, we are all consumers of the fashion industry. An industry which is greatly prosperous. In 

2016, the fashion industry generated €1.5 trillion in annual clothing and footwear revenues, and the 

industry employs around 60 million people along its value chain, making it one of the world’s largest 

consumer industries, according to the Global Fashion Agenda (GFA), and Boston Consulting Group’s 

(BCG) 2017th ‘Pulse Score’, an annual health measure of the fashion sector. The processes in which 

clothes are produced are however detrimental to nature, and the sustainability ‘pulse’ of the industry is 

weak (GFA and BCG Pulse Score, 2019). Each step of clothing production has an environmental 

impact, and causes an environmental footprint. The footprints are grand, due to the demand of large-

scale amounts of resources and raw materials, water consumption, energy and chemical use 

(Niinimäki, Peters, Dahlbo, Perry, Rissanen and Gwilt, 2020). Numbers, from GFA and BCG’s report, 

show how around 79 trillion litres of water is consumed by the fashion industry alone every year, 

enough to meet the water needs of five million people. The industry is also responsible for immense 

water pollution, as 190,000 tonnes of oceanic primary microplastic is being dumped into the ocean 

every year, corresponding to a discharge of 3 million barrels of oil (UNFCC, 2018;The UN 

Conference on Trade and Development, UNCTAD 2019).  

  

Furthermore, the industry is characterized by mass production, leading to vast quantities of textile 

waste. Textile which often ends up in landfill or is burnt. Not seldomly is even unsold and unused 

clothing products burnt (Ellen Macarthur Foundation, 2017). The manufacturing processes moreover 

causes an extensive carbon dioxide footprint, the industry is said to produce 10% of all humanities 

CO2 emissions. These emissions correspond to emissions caused by all international flights and 

maritime shipping combined and more, making the fashion industry the second most polluting 

industry in the world (UNCTAD, 2019), second to the oil-industry. Despite these shocking numbers, 

production and consumption of fashion is only increasing every year, the global consumption has risen 

to an estimated 62 million tonnes of apparel per year (GFA and BCG, 2017) and fashion brands are 

producing almost twice the amount of clothing today compared to their production in the year of 2000. 

This development can be partly explained by the fast fashion movement (Niinimäki et al, 2020). 
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Business Models of the Fashion Industry  

- Fast Fashion 

The industry is dominated by the fast fashion business model, sprung from the fast fashion movement, 

and has evolved since the 1980s (Gjerdrum Pedersen and Reitan Andersen, 2013). There are divided 

opinions on what defines a business model (Markides, 2015). A general definition most scholars agree 

upon however is the business model as a framework for explaining how an organization creates and 

delivers value (See Chesbrough and Rosenbloom, 2002;Zott & Amit, 2011;Baden-Fuller & 

Mangematin, 2015), which in simple terms can be understood as how organizations make profit. 

Nevertheless, further functions and characteristics can be attributed to the business model concept 

(Osterwalder & Pigneur, 2010), which will be accounted for in the theory section of this thesis. 

 

The fast fashion business model captures value through fast turnarounds, by offering seasonal 

collections of clothes increasing in frequency every year, as a result of clothing being sold at low 

prices (Pedersen & Andersen, 2013). The Raison d’etre in fast fashion is basically volume over quality 

(Clark, 2008). Thus, fast fashion has increased the material throughput in the system (Niinimäki et al, 

2020). Large quantities of clothes at a high turnaround foster unsustainable consumption levels and are 

contributing to the large amounts of waste previously mentioned. As a result, the model has been 

criticized by industry experts, saying that the fast fashion model is enhancing the industry’s negative 

impacts on people and planet (House of Commons Environmental Audit Committee, 2019;Niinimäki 

et al, 2020;Todeschini, Cortimiglia, Callegaro-de-Menezes and Ghezzi, 2017). 

”The fashion industry’s current business model is clearly unsustainable, 

especially with rising levels of consumption across the globe” 

(Environmental Audit Committee, UK House of Commons, 2019). 

  

Meanwhile, sales of fast fashion clothing is growing every year, fed by the fast fashion consumption 

philosophy of “here today, gone tomorrow”. The rising consumption levels, in combination with how 

production of fashion has developed and become more efficient, has driven down the prices of apparel 

(Speelman & Swartz, 2016). This can be explained by how initial low prices of fast fashion clothing 

has contributed to segmenting a consumer behaviour of buying more clothes and wearing them less 

frequently, leading to overconsumption. Hence, facilitating the fast-fashion model (Niinimäki et al, 

2020), which continues to grow stronger. As a response to the growth and expansion of the fast 

fashion model, the “buy cheap and throwaway” consumer behaviour leads to consumers demanding 

even lower prices, which in its turn puts pressure back on the fashion firms (Gjerdrum & Andersen, 

2013), thus contributing to creating a sort of vicious circle. The European Parliament stated last year 

(Sajn, 2019) how the average per person expenditure on apparel in the EU and UK has decreased 

dramatically,  from ~30% of the income in the 1950s, to 12% in 2009, and only 5% in 2020, at the 
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same time as the sales of fast fashion increases. Consequently, this vicious circle, and all of the 

previously mentioned problems emphasize the need to challenge the fast fashion model, in order to 

effectively make the industry less unsustainable (Gjerdrum & Pedersen, 2013). Challenging the fast 

fashion model, however, requires drastic and extensive change, which businesses, and consumers, are 

often opposed to for a multitude of reasons, first and foremost for economic ones (Niinimäki et al, 

2020). 

Sustainable development in the fashion industry 

The general and universal sustainability agenda has developed over the last four decades, so has 

sustainable development within the fashion industry. The term Sustainable fashion was already 

introduced in the 1960s (Fletcher, 2008) and was initially often associated with ethical fashion, 

concerning fair working conditions. While it has emerged to also including organic and 

environmentally friendly materials (Johnston, 2012), certifications, and traceability (Henninger, 2015), 

as well as so-called sustainable business models. As a result, a wide range of organizations have 

emerged, attempting to approach more sustainable alternative practices to the fast fashion model. 

However, no model has yet succeeded in replacing the dominating fast fashion model. One possible 

explanation to this could be how most sustainable alternative business models still adhere to some of 

the underlying principles of fashion in some way or another. The development process of 

incorporating new strategies into a current business model, in this case strategies for sustainability, 

often demands drastic changes to the current business model, as the business drivers are no longer the 

same (Schaltegger, Lüdeke-Freund & Hansen, 2012). Without these changes, the business model 

innovation processes are likely to fail.  

Research perspective:  

Slowing down Fashion 

From the “Sustainable Fashion” movement sprung the “Slow Fashion” movement, with intentions of 

slowing the industry down, and adding a long time perspective on fashion production and 

consumption, by designing systems of sharing fashion products, or explicitly designing apparel to 

increase its durability (Pal & Gander, 2018). Slow fashion businesses Raison d’etre is often focused on 

fever, more durable items, unlike the Fast fashion focus on volume over quality (Clark, 2008). Hazel 

Clark defines three goals of slow fashion as 1) valuing local resources and distributed economies, 2) 

transparent production systems and 3) creating sustainable and sensorial products. This movement 

rejects the large-scale, expedited models’ that are the standard for the industry today (Clark, 2008). 

Slow fashion urges consumers to reconnect with an old way of living, encouraging them to take a 

more active role in their purchasing decision. The movement has inspired several cultural and 

socioeconomic macrotrends which challenge traditional mass production paradigms (Todeschini et al, 
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2017). In common for these trends is how sustainability is considered as a crucial design element as 

opposed to an afterthought. The trends indicate the development of the sustainability agenda among 

fashion entrepreneurs, towards pursuing not only economic but also social and environmental value 

creation within their business models. One emerging, and scarcely studied macro-trend is 

Lowsumerism.  

 

Lowsumerism 

Lowsumerism entails promoting less consumption as the name implies, and is highly related to 

principles of consumer behavior, and expressing an intent of changing consumers’ preferences about 

consumption (Todeschini et al, 2017). Brands pursuing lowsumerism often promote practices of what 

is called capsule wardrobes, which indicates a commitment to owning and using limited amounts of 

clothes, often for a fixed period of time, during a specific season for example. Lowsumerism is also 

related to a general critical approach towards mass consumption and promoting more moderated 

consumption, and a long term perspective, often in terms of longevity and durability. The 

sustainability generated from lowsumerism lies in slowing down consumption and creating a more 

conscious consumer behavior. These values are however hard to measure, why the questions remains 

whether they can generate profit for a company or not. To incorporate lowsumerism principles to a 

business model requires extensive business model innovation in terms of customer relationship and 

value proposition, with potential implications for the revenue models. (Todeschini et al, 2017). Putting 

principles of promoting less consumption in relation to being a company selling a product, arises a 

paradox, can you promote less consumption while running a for profit business? It is this paradox that 

caught my attention as an author, and which sparked the direction for this research project.  

Introducing the Research Questions 

The fashion industry is in need of radical change, and although sustainable development has been a 

prominent field within fashion research and among entrepreneurship during the last decades, the 

situation nevertheless remains at an unsustainable status quo. Current so-called sustainable business 

models initiatives risk simply adding to the problem of unsustainability in fashion, as the majority of 

them still adhere to principles related to fast fashion, which is the number one reason why the Fashion 

industry is criticized for its unsustainability in the first place. This dilemma maintains a vicious circle. 

 

There are however business models that do not adhere to Fast fashion principles, but in fact goes 

against these principles. This thesis aims at exploring a company supposedly running such a business 

model, a business model based on lowsumerism principles. By empirically researching the 

phenomenon of lowsumerism in practice, through a unique case study, this thesis intends to answer the 
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following research questions: 

 

1.  What can a business model based on lowsumerism principles look like? And how does it 

differ from the fast fashion business model?  

 

Furthermore, as a fundamental problem in sustainable business model development in the Fashion 

Industry is how no current sustainable business model has managed to replace the dominant Fast 

Fashion model (Pal & Gander, 2017) why radical change has not been made possible. The thesis 

therefore additionally intends to explore potential challenges with lowsumerism principles. Forming a 

second research question: 

 

2.    What are the challenges related to incorporating lowsumerism principles in a business 

model? And what implications does this have for the prospects of slow fashion becoming 

the new industry norm? 

Delimitations 

The thesis is delimited to answering the above stated research questions based on empirical evidence 

from one specific case. The thesis takes a theoretical starting point in business model theory as a result 

of initial wonderings about lowsumerism related to business, and the assumed paradox invoked by this 

relation. The empirical evidence is therefore limited to being analyzed from a business model 

perspective, which can affect the research process in the sense that the case is put in the context of its 

business model from start. Nevertheless, as the underlying worldly problem this thesis reflects upon 

concerns the unsustainable business of fashion and how no sustainable initiatives has yet been able to 

replace fast fashion’s dominance, this suggests studying the underlying factors, which for the scope of 

this thesis is understood as the business models of fashion, and comparing a fast fashion model to a 

radically different one. Because of the broad nature of the concept of business models however, this 

thesis intends to limit the concept to considering the business model as a framework to understand a 

company’s values, in order to better understand how these values affect and sometimes limit a 

company to certain strategies and actions. This limitation and definition of business model will be 

further clarified in the theory section. 

 

Empirical setting:  

ASKET - “Ending the era of Fast Consumption” 

The selected case is the Swedish Men’s wear brand ASKET, which from Swedish to English is 

translated ascetic. Founded in 2015 in Stockholm, the company introduces itself as an industry 
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disruptor, with a main mission of ending the era of fast consumption (ASKET, 2020). With its bold 

mission, lowsumerism principles, and permanent collection of “essential garments”, ASKET stands 

out among other brands in the industry. ASKET wants to get “more people to buy less”, and pursues 

this by offering a permanent collection and by letting the consumer know what goes into making their 

clothes, traceability. In line with traceability the company puts great emphasis on “thought leadership” 

to teach consumers about the backsides of fast fashion. ASKET does not follow seasonal colors or 

trends, but adhere to an aesthetic of clothes characterized by garments proven to have stayed relevant 

during the last 100 years of apparel history. The garments ASKET introduces to the permanent 

collection are meant to remain in that collection forever, and to simply be improved and developed 

over time.  

 

ASKET’s activistic way of trying to rewrite the rules of the fashion system has resulted in plenty of 

public attention, especially in the last couple of years. ASKET was among other things mentioned as 

one of “top five sustainable brands in the world” by Financial Times (2019). August Bard Bringéus, 

CEO of ASKET, was furthermore interviewed in Forbes earlier this year where he gave the following 

statement about ASKET: 

 

“We’re not here to add to the fashion industry, we’re here to change it. It 

might sound paradoxical, after all we are in the business of selling clothes, 

but our definition of progress is reduced wardrobes.” (August Bard 

Bringéus, CEO of ASKET, Forbes, 2020)               
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Method Section 

Research Design - A case study 

The plan of this study, methods for purposefully answering the research questions, constitutes the 

research design. The purpose of the design is to connect the empirical data with the research questions 

in the analysis, and ultimately lead to a conclusion (Yin, 2014, cited in Saunders, Lewis, and Thornhill 

2016). This thesis intends to answer how a business model built on lowsumerism principles differs 

from a fast fashion business model, and the potential paradox related to lowsumerism and for profit 

business, taking on a descriptive approach (Saunders et al, 2016) Furthermore, the thesis also takes on 

a more explanatory approach on intending to account for what challenges the studied phenomenon 

lowsumerism is related to, and what implications that has for the prospects of a shift to happen in the 

fashion industry - from Fast to Slow fashion as the industry norm. Case studies particularly provide 

relevance in answering the ‘how’ and the ‘why’ in research questions (Yin, 2009, Saunders et al, 

2016) as well as when intending to study something which is poorly understood and complex 

(Saunders et al, 2007). Hence, the thesis purposefully takes the form of a case study design, applying 

qualitative research methodologies in order to answer the research questions (Saunders et al, 2007). 

The thesis constitutes an in-depth study of the topic of trends as well as challenges related to 

sustainable business model innovation in the fashion industry, within its real-life setting, which for 

this thesis project is a company operating a business model based on lowsumerism principles (Yin, 

2014, cited in Saunders et al, 2016). The strategic choice behind conducting a case study design is a 

natural consequence of my social constructivist epistemological and ontological approach as a 

researcher (Bryman, 2016). 

Epistemology and Ontology 

In the initial state of this research, as well as during the whole process, several questions have emerged 

such as what kind of knowledge the study will bring, what characteristics this knowledge has, as well 

as how readers should regard the outcomes of the study. These are all questions of an epistemological 

nature (Girod-Séville & Perret, 2001) and need to be reflected upon within a research project, as they 

underpin the research strategy, and influence the way the study is understood (Saunders et al, 2017). 

During the process of conducting the case study, the learnings this thesis is based upon emerged, while 

studying the case through the chosen methodological of data collection. The learnings happened while 

constructing meaningful representations and making sense of the world through the sequential 

findings. Thereof I adopt a constructivist approach to learning (Von Glasersfeld, 1996). 

Constructivism is well applicable when studying real-world problems, such as the historical failure of 

replacing the unsustainable fast fashion business model, as well as the potential problem and paradox 
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related to promoting less consumption while running a for profit business. With a constructivist 

epistemological approach, I as a researcher intend to focus on realistic ways to solve these real world 

problems (Jonassen, 1991, cited in Murphy, 1997). 

 

Ontology involves a researcher’s belief about reality and includes two aspects: objectivism and 

subjectivism (Saunders et al, 2017). Unlike believing in that there exists one objective truth, the 

subjectivist aspect of ontology suggests that there can be multiple truths. Reality is socially 

constructed and may therefore change over time and according to context (Eriksson and Kovalainen, 

2008). This aspect is relevant for qualitative research as human beings are being interviewed, and the 

empirical findings are followingly created through interpretation. Hence, my belief about reality is 

based on perceptions and experiences. This thesis intends to study the prospects of a phenomenon by 

looking at the actions taken by a case company through a deviating business model and the meaning it 

constructs. I will construct empirical content based on the perceptions and actions of social actors, 

namely employees of ASKET. Accordingly, I as a researcher take on an ontological consideration 

rooted in social constructivism (Bryman, 2016) -an extension of my epistemological approach.  

 

Social constructivism does not seek to find out if something is true or false, but to determine how 

knowledge is constructed and who the actor or medium of this construction is (Wenneberg, 2000). 

This aspect will be important to consider when analyzing the findings of this study. Social 

constructionism is proposed to be suitable for business cases often characterized by complexity 

(Eriksson & Kovalainen, 2008), and thus fits the purpose of this study. Again, the initial reason why 

ASKET as a case company was first contacted, was due to the paradoxical logics related to its 

business model built on lowsumerism principles, emphasizing the level of complexity related to the 

case. As a researcher my job is to seek to understand the subjective reality of the social actors. This in 

order to make sense of, and understand ASKET’s motive, actions and intentions in a meaningful way 

(Saunders et al, 2017). However the results will always be my interpretation of reality as is the case 

for all qualitative studies.  

 

A single case study 

The paradox related to selling clothes, yet promoting less consumption of clothes, was what caught my 

interest from the very beginning of this research process, and followingly initiated this project. 

ASKET had gotten a lot of media attention, both locally and globally, and been acknowledged for its 

novel approach and operations. ASKET’s approach indicates a sort of activistic underlying grounding 

pattern. This is emphasized by a disassociation with principals characterizing “how it is normally 

done” in the fashion industry. The uniqueness of the case motivates the choice of conducting a single 
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case study (Flyvbjerg, 2006). A brand selling fashion while dissociating with fashion principals and 

promoting less consumption, constitutes an unstudied phenomenon within sustainable business model 

innovation in fashion, and makes an interesting research project.  

Approach to Theory Development 

The research has been based on abductive logics as the process has gone through both inductive and 

deductive phases (Eriksson and Kovalainen, 2008). In the preliminary stages of the thesis the 

empirical data was analyzed without any theoretical lens (except from previous knowledge about the 

field of sustainable fashion), to later indicate the directions of forming a theory, which illustrates the 

inductive process. Followingly, with a broader research topic in mind, the data was analyzed anew, 

where some theoretical assumptions were tested and evaluated, which furthermore illustrates a 

deductive process (Saunders et al, 2017). Followingly proceeded a search for different voices in the 

literature to best help investigate the principal elements of this thesis and answer the research 

questions, which then laid ground for the theoretical framework to emerge, purposed for analyzing the 

data.  

 

The inductive approach was appropriate for the initial state of the thesis in order to be open to 

alterations and to generate meaning and identify patterns in the collected data (Gray, 2004). The 

inductive approach does not limit the process of theory selection to merely building your own theory. 

Nevertheless, as the research process from data collection to forming of the theoretical perspective 

was highly based on the new insights and assumptions acquired from data collections, deduction was 

needed. Although theories, other than literature on business model innovation was considered in the 

initial phases of the process, it did not make perfect sense to attach the research to a theoretical 

framework before collecting the data. Thus the thesis did not take on a deductive approach from the 

beginning. Furthermore, the choice was also motivated as a prevention towards the pitfall of looking 

for clues in the data to make fit with a pre-selected theory (Gray, 2004). 

Methods for answering the research questions 

In order to answer the research questions, qualitative research methodologies (Pookulangara and 

Shephard, 2013) have been conducted. The primary methodologies take the form of semi-structured 

interviews with key personnel at ASKET as well as archival analysis. Documents related to ASKET’s 

company principles have been analyzed (ASKET’s traceability reports). Moreover, some observations 

have been conducted. The observation involved following a purchase from orientation and information 

on the company website to delivery, as well as longitudinal observations of editorial coverage. Lastly, 

observations of direct communication from and towards the company has been included in the 

analysis. As multiple types of data collection methods has been applied, the research categorizes as a 
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multi-method qualitative study (Saunders et al 2016). Thus, findings not only rely on subjective 

interpretations of the case company, but also intend to investigate how Lowsumerism is 

communicated and pursued, within the boundaries of the selected case (Eisenhardt, 1989).  

Primary Data 

The majority of the primary data was collected through in-depth semi-structured interviews with 

employees of ASKET, as in-depth interviews are a valuable tool for studying complex situations 

(Kumar, 2011). Since the research questions are both of descriptive and explanatory character, 

interviews as a method contributes in explaining reasons or understanding a problem (Saunders et al, 

2007). ASKET is still a small company with only 12 full time employees. Interviewed with three key 

people from different departments of the firm was conducted, CEO and strategic operations, Head of 

Product, and Head of PR, which provided me with both broad and specific, as well as nuanced 

information about the company. Due to the small size of the company, the three interviews constituted 

one fourth of the company personnel, and saturation was noticed within some aspects already after the 

third interview, why additional interviews were decided not to fill a purpose (Saunders et al, 2007). 

The interviewees contributed with valuable perspectives on their specific focus areas as well as 

confirmed and therefore strengthened some of the more general perspectives related to the company, 

hence enhancing the credibility. Although, as is the case whenever data is collected through 

interviews, there is also a factor of bias risk in the information collected. To prevent information bias 

to occur to the best extent possible, the questions were not sent beforehand to the interviewees, and the 

questions were asked in a semi-structured manner, to both allow the respondent to elaborate freely, yet 

base the interview from an underlying structure (Kumar, 2011). 

Secondary data 

Before starting the project, the electronic press archive of ASKET was accessed, and numerous 

articles have been reviewed. Moreover, the two co-founders have participated as guests in different 

podcasts, which was also used as secondary data. The collection of secondary data has continued 

throughout the process of this thesis, and have thus made me, as an author, further involved with the 

case, leaving the findings at risk for confirmation bias. However, nuanced secondary data has 

simultaneously also been consumed, concerning the overall aspect of sustainable fashion and its 

challenges in general. Furthermore, I as a researcher have done my very best to let the primary data 

speak for itself. 
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Data Analysis 

Transcription and Coding 

Before starting the transcribing process of the interviews a decision was made of allowing myself to 

correct obvious mispronunciations, and language problems from the interviews (Miles, Huberman & 

Saldaña, 2014) to prevent any misinterpretation of the transcribed text. The interviews were thereafter 

transcribed and printed to prepare for the coding process, which was performed manually. Coding is 

the most prevalent form of qualitative analysis (Maxwell & Reybold, 2015) and the analysis was 

complemented with triangulation methods after several cycles of coding in an iterative manner 

(Eisenhardt, 1989). This in order to enhance the level of reliability of the evidence (Ward & Street, 

2010). In the first cycle of coding, the transcripts were analyzed, and analytical categories were 

identified, later generated into themes and narratives (Maxwell & Reybold, 2015). Before the first 

cycle coding an overall literature review over the field of sustainable fashion as well as slow fashion 

and lowsumerism had been performed but without a decision on theoretical direction. 

 

The themes and narratives from the first cycle coding motivated and guided me back to exploring the 

literature again, and a theoretical direction started to take place. Subsequently the transcripts were 

analyzed a second time, purposed to investigate assumptions collected from theory sprung from 

business model theory and challenges related to sustainable business models in fashion discussed by 

other researchers. Everything of interest was then marked in the transcripts, as additional themes. Data 

that provided relevance in line with the theoretical direction was included, as well as data not directly 

relevant in relation to the chosen theory but which provides a nuanced picture of the case.  

 

The triangulation later included analyzing the traceability reports, together with findings identified 

from observation, seeking for potential connections to the themes and narratives identified in the 

transcripts alone (Maxwell & Reybold, 2015). The triangulation reinforced several of the themes 

identified. The coding process was hence characterized as open coding (Strauss & Corbin, 1990), as an 

iterative process going back and forth between codes and existing theory, in order to validate the 

coding and at the same time respecting the data. During my coding process I aimed at being honest, 

reliable, valid and transparent. Below follows an illustration of the coding process. Firstly, some 

examples of interview transcripts together with chosen codes. Secondly, an extract of the structure of 

the coding process: 

 

 

“We would like to connect with the consumer but we would also like to impact and 

inspire the fashion industry to make a drastic change” (Interview, Dan).                 

Disrupting the industry 
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“If you had to label Asket in some way, how would you?”  

“An industry disrupter, rather than a sustainable fashion brand” (Interview, Sarah).                

Disrupting the industry/Disassociation 

 

“The second aspect that I really liked about it was how something so simple as 

introducing a permanent collection can actually completely change the way with which 

you operate in the fashion industry, particularly with the supply chain and being a lot 

more mindful as to how you operate and the impact that you are having with that supply 

chain” (Interview, Sarah)  

The permanent collection 

 

 

 

Reliability and Validity 

In order to minimize bias and error in collecting and analyzing the data, the reliability and validity of 

the research is crucial to consider (Saunders et al, 2007). While in the case of qualitative studies it can 

be complex to maintain total reliability and validity (Ward & Street, 2010), I as an author have done 

my best to account for how I throughout the research process have considered reliability and validity, 

in order to best clarify sequential steps and choices as much as possible. All wonderings, both the ones 

leading up to the chosen direction of the thesis, as well as wonderings that have emerged along the 

process have all been noted down in a journal document, along with obstacles and problems 

encountered along the way. Documenting the procedures of a study facilitates the possibilities of other 
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researchers to attempt the same study, and await a similar result, hence increases the level of reliability 

(Yin, 2009). Nevertheless, as the thesis takes the form of a case study design, where primary data is 

derived from in-depth interviews, as well as observation during a specific point in time, the studied 

situation may be subject to change (Saunders et al, 2007). This challenges the potential of replication. 

However, qualitative research is not necessarily meant to be replicated due to its interpretative nature, 

where findings are based on interpretations at a given point in time (Saunders et al, 2007). To increase 

the reliability level however, emphasis has been put on explaining the research design in detail, as well 

as accounting for the different steps of the research process in the methodology section, as well as in 

the journal document.  

 

Triangulation - credibility 

Multiple methods of data collection have been conducted in order to justify assumptions and findings 

from across several sources, which enhances the credibility as well as reduces potential bias which 

otherwise risk affecting single case studies (Patton, 1990). The triangulation process was important for 

this case study, as a guard against a single investigator’s bias. 

Bias 

As bias is impossible to completely eliminate in relation to preconceptions and theories interfering 

with the data collection (Saunders et al, 2007;Maxwell, 2008), it is important to further emphasize the 

potential ways this study can have been influenced by bias (Maxwell, 2008). Beside the potential bias 

already introduced, it can be argued that the overall objective of the thesis furthermore introduces a 

potential bias, invoked by the author’s approach towards the case selected. The research process set 

out to explore the paradoxical nature of lowsumerism principles related to a business model, studied 

on ASKET’s business model. These conditions leaves the thesis vulnerable to confirmation bias, as 

there is a risk of preconceptions to have been implied into the analysis, whereby data that confirms 

this paradox might then be favoured. To reduce the risk of confirmation bias, the analysis intends to 

provide for clear insights of the collected data, as well as to how the findings are extracted. The 

collected data has also been analyzed through relevant theory. However, the choice of theoretical 

direction could in fact also cause confirmation bias, as the case was put in a context of business model 

theory, which might have affected the qualifications of the findings.  

 

To further lower the risk of confirmation bias the transcripts have been allowed to speak for 

themselves in the analysis and results.  
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Theory Section 

Outline of the theory section  

In the following section, the theoretical focus will be presented. It will provide for a 

theoretical framework with a purpose to analyze the empirical data, and finally answer the 

research questions. The theory section is divided into three parts: 

 

Part (1) Presentation of the underlying principles of Fashion, identified from an extensive literature 

review: Fast Fashion, Newness, Trends, The meaning of clothes, Complex supply chains, and Growth. 

The principles will form the definition of what Fashion as well as Fast Fashion constitutes for the 

scope of this thesis. The principles will later on be applied to Osterwalder and Pigneur’s Business 

model Canvas (BMC) (2010), in order to illustrate a generic business model of a conventional Fast 

Fashion company, according to the identified principles from the literature review. The illustration 

will later on serve as a comparative tool, when ASKET’s business model will be illustrated again 

using Osterwalder and Pigneur’s BMC (2010). 

 

Part (2) A derivation of how the thesis related to literature on Sustainable business model 

development in the Fashion industry. The three logics of “sustainable fashion”: Narrowing, Slowing 

and Closing are accounted for and explained. The empirical data will be analyzed by the use of these 

logics, to understand how ASKET operates. 

 

Part (3) The third part of the theory section introduces critical voices directed towards the logics of 

Narrowing, Slowing, and Closing. Identified critiques related to the logics can be summarized into the 

following six categories: (1) Lack of Scalability, (2) Incompatibility with fashion customers’ value 

proposition,  (3) Supply Chain rigidity - Unwillingness to change (4) Revenue Streams (5) Design 

Phase Strategy (6) Meeting the needs of the informed consumer 
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Part 1. 

Principles of Fashion 

After having conducted an extensive literature review on different scholars discussions of what 

constitutes fashion (e.g Ninimääki et al, 2020;Fletcher, 2010; Pedersen & Andersen, 2013;Sproles, 

1981;Jackson and Shaw, 2004), several recurring principles have been identified and provides for a 

definition of Fashion for the scope of this thesis. The definition follows: Fashion is established firmly 

by the Fast Fashion movement, why Fast fashion is the first principle mentioned. As Fast Fashion has 

already been explained to a certain extent in the introduction of the thesis, the concept will simply be 

mentioned shortly in the theory section. Moreover, Fashion is built on newness, trends, complex 

supply chains, and an approach towards growth which presupposes the previously mentioned 

principles to continue to develop at a rapid speed. 

Fast Fashion 

Fast Fashion entails large quantities of clothing sold at low prices, often compensated by poor quality 

(Pedersen & Andersen, 2013). Speed is a key factor in fast fashion, fed by fast changing trends and 

leads to increased sales and economic growth as a result of fast turnarounds (Fletcher, 2010). As Fast 

Fashion is the dominating model in the Fashion industry, Fashion is dependent and defined by Fast 

Fashion principles, and Fast Fashion benefits from that power relationship, why the two go hand in 

hand. 

Newness 

Newness underlines an important aspect of fashion, founded in what has been called designed 

obsolescence, which entails how fully functional clothes are discarded and replaced for no logical 

reason but simply semiotic and symbolic ones in line with “in with the new and out with the old” 

(Fletcher, 2015). Effects of newness is a prerequisite for the survival of the fashion industry as it is 

built today, dependent on regular changes in trends. Newness affects consumers into freely choosing 

to replace older fashions, neither worn out nor functionally obsolete (Sproles, 1981), but with a 

purpose of feeding the need for new trends to emerge and create a customer demand. 

Trends 

An underpinning principle of fashion is the notion of trends. Clothing is commonly promoted through 

seasonal colors, styles, and shapes (Ellen Macarthur Foundation, 2017). A trend indicates something 

which comes and goes, related to newness, and is certainly a driver in fast fashion. “Historically the 

fashion industry has been ascribed a most powerful, almost dictatorial control over fashion trends” 

(Sproles, 1981). Consequently this also means having power over consumption habits. The overall 
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effect of trends is reduced life-cycles of fashion products, in line with design obsolescence (Fletcher, 

2015). Trends and its changeable nature is a driver of seasonal collections to increase in frequency 

every year in the fashion industry. 

The meaning of clothes 

Another principle crucial to consider when discussing something as subjective as clothes, is the 

different meanings which can be put into those garments (Entwistle, 2019;Bohn 2000). Clothing and 

fashion can be seen as a means of communication, as a way of expressing one's personality. For some 

cultures, consumerism and consumption of fashion in particular have even become a replacement for 

religion (Jackson & Shaw, 2004), where consumers shop to become happier. A semiotic approach 

towards fashion considers how actors produce, interpret, and use fashion (Aspers & Godart, 2013). 

Fashion sometimes marks as a symbol for identity and status in our societies, and consumption of 

fashion is then driven by a desire to be “in fashion”, by following trends (Entwistle, 2019). Aspers and 

Beckert (2011) reflect on how the act of purchasing clothes relates an individual to other people’s 

thoughts and consideration. “Individuals are not born with an innate interest in fashion and a 

propensity to make social distinctions, but they are born into a society in which fashion and social 

distinctions are taken for granted and valued” (Aspers & Beckert, 2011).  

Complex supply chains 

The fashion industry is characterized by long and complex supply chains (Niinimäki et al, 2020), some 

of them divided into so called “tiers”, where tier 3 covers farms and raw materials, tier 2 the mills 

where fabric is weaved or knitted, and tier 1 which is sewing. The very last step furthermore includes 

logistics and retail. The fashion supply chains are complex due to how time consuming the processes 

are, the amount of planning that goes into clothing production as mill production capacity is often 

booked months in advance, as well as the significant initial investments required for production lanes 

(Jackson & Shaw, 2004). The complexity is moreover caused by huge initial investments to for 

example set up new production lines, as well as due to its weak transparency, making it hard to know 

what is being produced and transported where (Niinimäki et al, 2020).  

Growth 

Principals of growth in the fashion sector is based on power and prosperity. Bigger is considered to 

also be better (Fletcher, 2010), the opposite of less is more. Not only is it a matter of growing as in 

expanding, but also growing at a rapid speed. Speed gives you power, and consumers often agree with 

the bigger the better -principle. Speed is, as mentioned, a driver in fast fashion, and the other 

principles have already been discussed. Thus design obsolescence and the demand for newness is a 

https://www.annualreviews.org/doi/full/10.1146/annurev-soc-071811-145526
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prerequisite for growth for most fashion companies (Fletcher, 2010). All of the above principles are in 

fact drivers of growth as they are interrelated. 

A Business Model perspective on the Fashion Industry 

The Business model canvas (Osterwalder & Pigneur, 2010)  

Beyond the definition of a business model as was presented in the introduction of the thesis, a business 

model’s functions in many ways as described by Osterwalder and Pigneur (2010). Their canvas 

illustrates nine functions of the business model through the following components: Customer segment, 

Value proposition, Delivery Channels, Customer relationships, Revenue Streams, Key resources, Key 

activities, Key Partnership/Value network and Cost structure. All businesses direct their product or 

service towards one or several customer segments. How a business seeks to solve problems that their 

customer segments may face to satisfy their needs entails the value propositions. Delivery Channels 

are the channels used to deliver those value propositions such as distribution, sales and 

communication. Customer Relationship involves factors you provide for you customers such as 

benefits in costs or quality. Revenue Streams is basically how the business makes it profits. Key 

resources are the assets required to offer and deliver value by performing the key activities of the 

business. Distribution of outsourcing and in house management, prominent partners and stakeholders 

entails Key partnerships, and finally Cost Structure is the result of all these business model elements. 

 
A business model describes the rationale of how an organization creates, delivers, and captures value 

(economic, social, cultural, or other forms of value). The process of business model construction is 

part of business strategy (Osterwalder & Pigneur, 2010). It is a way to represent core aspects of a 

business including purpose, offerings, strategies, infrastructure, organizational structures, operational 

processes and policies. The essence of a business model is that it defines the manner by which the 

business enterprise delivers value to customers, entices customers to pay for value, and converts those 

payments to profit: it thus reflects management’s hypothesis about what customers want, how they 

want it, and how an organization can organize to best meet those needs, get paid for doing so, and 

make a profit.  

 

By applying the fast fashion principles previously accounted for to the business model canvas, a 

generic illustration of a conventional fast fashion business model can be illustrated as follows: 
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Part 2. 

Sustainable business model innovation in the fashion industry 

Sustainable business models are attributed to firms that incorporate sustainability as an integral 

element of the firm’s value creation logic (Abdelkafi & Täuscher, 2016), and firms that go beyond 

simply adding sustainable practices to an otherwise unsustainable business model (Schaltegger Hansen 

& Lüdeke-Freund 2016a). The definition of a sustainable business model calls for questions such as 

what configurations that create environmental as well as firm and customer value within a business 

model, and to what degree the creation of value for a customer and company come at the expense of 

the environment (Pal & Gander, 2018). When discussing methods for integrating sustainability into 

the business model, three common logics are often used: Narrowing, Slowing, and Closing (e.g. Clark, 

2008 Niinimäki et al, 2020;Pal & Gander, 2018;Bocken et al, 2014 and 2016). They all explain 

different ways of managing resources within a business model, and will be accounted for below. 

Narrowing, Slowing, and Closing logics 

Narrowing the usage of resources 

By managing resources along the supply chain in a more efficient way the environmental impact of 

fashion production can be lowered (Pal & Gander, 2017;Niinimäki et al, 2020). Narrowing resources 

can be achieved by for example collaboration with low-impact organic farming, by increasing the 

efficiency in manufacturing and transportation, and by making use of renewable energy instead of 
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fossil fuels (Pal & Gander, 2018). Narrowing also concerns inventory management, supply chain 

streams, as well as to how companies handle and balance sales and production in general. As 

mentioned in the introduction, mass production and consumption leads to plenty of unsold garments 

and textile (Ellen Macarthur Foundation, 2017).  In conventional fashion supply chains nearly one-

third of the produced goods may end up unsold (Ellen Macarthur Foundation, 2017), and sometimes 

these waste textiles even get burned. Narrowing logic aims at counteracting such excesses, as 

managing production to demand is also a narrowing logic. The fashion industry is in general 

characterized by un-narrowed linear flows of resources, due to unpredictability of demand, and speed 

caused by fast fashion. Something which can be read from the business model canvas illustrated 

above, and the value propositions of a fast fashion business model. The constant need of keeping up 

with new trends also cause challenges in controlling and understanding an ever changing customer 

demand which can lead to problems in production and manufacturing planning.   

 

Narrowing also entails matching production to demand. One strategy which is often used by 

companies adhering to narrowing logics is so called On-demand production instead of mass-

production based on estimation, meaning letting the demand steer production instead of the other way 

around. While accuracy based narrowing certainly lessens resource usage per customer-demand order, 

it does not necessarily reduce overall resource usage, as customers may simply increase the number of 

items they buy (and throwaway). Adopting narrowing logics therefore risk speeding up consumption 

frequency and shortening of fashion product life cycles (Bocken, Short, Rana & Eveans, 2014). 

Slowing down consumption 

Slowing logics involves prolonging the life-cycle of garments by implementing principles of reuse and 

extension, as well as garment care. Moreover, slowing also includes producing durable clothing (Pal & 

Gander, 2018;Bocken et al, 2016;Laitala & Klepp, 2015). This logic entails extending the product’s 

life cycle and thereby the overall demand for a product. Such a slowing logic could be constituted by 

implementing systems enabling sharing of clothes, or designing clothes with a purpose to increase its 

durability, and ease of repair (Bocken et al, 2016). Lowsumerism is accordingly related to slowing 

logics.  

Closing the resource flow 

Closing logics concerns circularity aiming at creating a circular resource cycle between production 

and consumption (Pearce & Turner, 1989; Linder & Williander, 2015, as cited in Pal & Gander, 

2018). It concerns circularity instead of the more common linear production - consumption line, 

mentioned in relation to the narrowing logic. The objective is to create a closed circle, as this means 

more efficiency in resource usage, resulting in less damage caused to the environment (Pal & Gander, 
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2018). There is also a ‘socialized’ approach to circularity when it comes to fashion with principles 

from the sharing economy where you experiment with ownership in a collaborative set up, through a 

subscription model for example (Pedersen & Netter, 2015, In Pal & Gander, 2015). Furthermore, 

closing can also relate to prolonging a garment's life-time by connecting the beginning of the loop 

with the end, why it is interrelated to slowing logics. In fact slowing and closing logics are often used 

together (Pal & Gander, 2018).  

Part 3. 

Critical voices on Sustainable business model innovation in Fashion 

While many businesses in the field of “sustainable fashion” incorporate logics of managing resources 

through Narrowing, Slowing, and Closing, there are critical voices regarding the prospects of the 

effects of the actions (Pal & Gander, 2018, Niinimäki et al, 2020, Abdelkafi & Täuscher, 2016;Stubbs 

& Cocklin, 2008). Ambiguity prevails regarding whether organizations adopting narrowing, slowing 

and closing logics serve the potential of providing a model that could be adopted by, or replace 

conventional profit-focused organizations’ business models. For conventional for-profit organizations, 

significant organizational change as well as change in attitude is required to be able to adopt a fully 

sustainable business model based on Narrowing, Slowing, and Closing logics (Pal & Gander, 2018). 

Several changes to the conventional fast fashion business model would be needed in order to achieve 

actual effects of a sustainable business model and there exists many critical areas that need to be 

considered. Current sustainable business models are considered to be characterized by: a. Lack of 

scalability potential, b. Incompatibility with fashion customers’ value propositions, c. Obstacles in the 

supply chains due to rigidity and unwillingness to change, d. Limited Revenue streams, e. the need for 

design phase strategy, as well as f. Meeting the needs of the already informed consumer. These areas 

summarize the challenges current sustainable business models often face as an obstacle towards 

striving to replace the conventional fast fashion model in the fashion industry (Pal & Gander, 2018). 

The obstacles will be further explained below. 

a. Lack of scalability 

Most criticism concerns a lack of scalability of the sustainable business models (Todeschini et al, 

2017). Scalability here refers to the firm's ability to maintain, or improve profit margins while sales 

volume increases. Todeschini et al. (2017) moreover discusses an existing gap between incumbent 

fashion companies willing to innovate their business model toward sustainability and born-sustainable 

startups striving to make their business model replicable and scalable, reinforcing the challenge related 

to scalability for sustainable business models. Scalability can also be discussed in terms of what 

customer segments a business is limited to cater to, according to their offering of fashion. Some 
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sustainable fashion brands are limited to catering to niche segments, thus lacking potentials of scope 

and scale (Pal & Gander, 2018). Criticism is directed at how many of these brands will remain 

targeted towards niche segments and not reach a broader one. Brands adhering to slowing logics 

attempt to reduce consumption although many of them are confined to haute couture, luxury or other 

niche segments of fashion (Pal & Gander, 2018). Furthermore, narrowing logics can restrict 

sustainable business models to scale as there still are not many suppliers employing the methods 

required (Pal & Gander, 2018). Lastly, scalability also relates to potentials of the business model to 

continue to develop and grow, why a long term perspective is important.  

 

b. Incompatibility with fashion customers’ value propositions 

 

A grand and well debated challenge related to any sustainable business model in fashion is whether 

the needs of the actual customers are truly met (Fletcher, 2013;Todeschini et al, 2017;Joergens, 2006), 

as the environmental value cannot substitute the customer value in the end. According to Osterwalder 

and Pigneur (2010) value proposition creates value for a customer segment through a distinct mix of 

elements, such as pricing and cost reduction, elements of quantitative nature, or elements related to 

design and the customer experience, elements of qualitative nature. The following elements can 

contribute to customer value creation, according to Osterwalder and Pigneur (2010): Newness, 

performance, customization, design, price, brand/status, cost reduction, accessibility, and 

convenience/usability. Related to the element concerning brand/status and design lies the risk of not 

meeting customers' needs in terms of what meaning they intend the clothes to fill, the customers’ 

expectations. Different customers apply different meanings to clothes (Fletcher, 2015), from fashion 

as a means of communicating the individual image and personality (Fletcher, 2013), to fashion as an 

essential to provide for functionality and coverage. Brands that offer clothing created for longitudinal 

usage, applying slowing logics in relation to the design factor of fashion, can clearly create a 

contradiction in terms of meeting both of these customers’ needs. Moreover, if consumers are 

expecting fashion based on the meaning of its very definition, as something new and trendy, the 

slowing logic of promoting less consumption also hinders compatibility with customer’s value 

proposition (Pal & Gander, 2018). 

 

There are furthermore challenges relating to pricing and how there are different opinions about 

whether consumers are necessarily ready to pay a premium price for sustainable fashion or not 

(Joergens 2006). Some empirical research (Todeschini et al, 2017) suggest that defining principles of 

slow fashion, related to slowing logics, are simply not recognized as valuable by their consumers. 

They are mainly looking for other values. Possible strategies to even so seek to meet these consumer’s 

needs is, according to Todeschini et al, (2017), to invoke trust between the brands and the consumer 

by employing consumer education, also known as thought leadership. Scholars (Aspers & Godart, 

https://www.annualreviews.org/doi/full/10.1146/annurev-soc-071811-145526
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2013) have proven how consumers who have a good knowledge of a sustainable fashion brand’s 

practices, are more likely to be willing to pay a higher price for their fashion. Thought leadership can 

function as a catalyst by educating consumers about benefits related to sustainable practices and thus 

affecting consumption behaviors. Lastly, another challenge in relation to meeting customers’ value 

propositions regards the selling of sustainability in general, as the value is intangible and does not 

affect the appearance of a garment.  

c. Supply chain rigidity 

Described as one of the defining principles of Fashion, complexities surrounding supply chains in 

fashion are a consistent issue. This certainly goes for sustainable business models as well, as they are 

obliged to go through similar production processes and value chains as most conventional fast fashion 

brands. The supply chains can hinder many sustainable business models to scale and can be an 

obstacle for businesses striving to segment their sustainable business model. It does not necessarily lie 

in the factories and producers best interest to change their processes in a sustainable direction as this 

can be both costly and demanding (Pal & Gander, 2018). As long as most fashion companies adhere to 

fast fashion principles, this will affect processes offered by the majority of the factories along the 

supply chains of fashion production (Pal & Gander, 2018).  

d. Revenue Streams 

Studies show (e.g Abdelkafi & Täuscher, 2016;Stubbs & Cocklin, 2008) how more challenges await 

organizations pursuing both social, ecological, and economic objectives, than conventional for profit 

organizations. This can be explained by the numerous additional stakeholders that “sustainable 

businesses” need to consider. Also, multiple, sometimes conflicting objectives need to be balanced 

simultaneously. Thus, “sustainable businesses” often need to combine a narrowing, slowing and 

closing logic with conventional for profit logics. This can be explained as “doing good, and doing 

well” (Schneider & Clauß, 2019), in simple terms meaning being profitable AND sustainable. The 

challenge lies in maintaining a robust business model that stands strong against external factors 

(Täuscher and Abdelkafi, 2017). Similar to how the environmental value cannot substitute the 

customer value, the environmental value cannot substitute the economic value either (Schneider and 

Clauß, 2019), why a sustainable fashion brand also must maintain profitability. 

e. Design phase strategy 

Designing for sustainability 

This challenge relates to the issue of combining design and slowing logics (Pal & Gander, 2018). The 

challenge becomes relevant when discussing the slowing logic of designing for longevity and capsule 

wardrobes. How to design something that can both meet the contemporary consumers’ needs in terms 
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of their different meanings of clothes, while fulfilling slowing logics and not following trends and 

promoting newness? The design phase of sustainable fashion is critical as it can affect a business’ 

chances of scaling in terms of customer segments, by reaching beyond the niche customer segments. 

There is also the aspect of how the design process interacts with factories and suppliers, why slowing, 

narrowing, and closing logics need to be incorporated into all these different stages of the supply chain 

for the business model to reach its effects in terms of “sustainability” (Niinimäki et al, 

2020;Todeschini et al, 2017). 

f. Meeting the needs of the informed consumer 

Finally, the last critique directed towards sustainable business model innovation concerns the growing 

interest in sustainability that has been noticeable globally during the last decade and now as prevalent 

as ever. This has resulted in consumers becoming more and more informed and knowledgeable about 

sustainability, as well as seeking for sustainable alternatives in most industries and amongst them 

fashion (Stubbs & Cocklin, 2008). This maturity however leads to an emerging critical factor to 

consider, namely for sustainable brands to meet the already informed consumers’ needs in addition to 

potential new uninformed consumers (Todeschini et al, 2017). The brands need to also consider these 

consumers in their offerings and in their thought leadership. This aspect comes down to a common 

theme of challenges for sustainable business models, which is “keeping true to the core sustainability 

values”, while the industry changes and the business is growing (Todeschini et al, 2017). 

Consequences 

Potential consequences when these challenges are not considered and handled by brands operating 

sustainable business models is marginal sustainable fashion innovation (Pal & Gander, 2018) and 

followingly the negative impact on the environment caused by the fashion industry will continue or 

increase. 
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Summary Theory Section  

Theoretical framework 

 

The theoretical perspective and outline of this paper has now been accounted for, by firstly introducing 

the defining principles of Fashion identified for the scope of this thesis: Fast fashion, Newness, 

Trends, different meanings of fashion, complex supply chains and growth. These principals were then 

illustrated, by the use of Osterwalder ang Pigneur’s business model canvas, to illustrate a conventional 

fast fashion business model and all its components. This illustration will be used as a comparative tool 

to explicitly analyze the differences between a conventional fashion business model and a business 

model based on lowsumerism principles. 

 

Secondly, logics of sustainable business model innovation: Narrowing, Slowing, and Closing was 

introduced in order to provide a conceptual framework to help analyze the case’s operations. The 

empirical data will be analyzed and oriented based on these logics. 

 

Lastly, challenges and critique related to the prospects of sustainable business models to achieve its 

potentials of sustainability effects and hence possibly replacing the fast fashion norm in the fashion 

industry has been identified and discussed: a) Lack of scalability potential; b) Incompatibility with 

fashion customers’ value proposition; c) Obstacles in the supply chains due to rigidity and 

unwillingness to change; d)  Limited Revenue streams; e)  The need for design phase strategy and 

f)  Meeting the needs of the already informed consumer. The empirical data will be analyzed based on 

how the case operates in relation to these challenges and potential obstacles.  

 

The theoretical framework will be applied as an operational framework to guide the analysis in order 

to answer the research questions. 
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Analysis and Results 

 

The analysis is divided into four parts, serving different narratives and perspectives aiming at 

accounting for the results and finally answering the research questions in stages.  

 

Part 1.    

The history of ASKET 

How ASKET was founded, how their values was introduced and developed, beliefs and their 

journey to where they are today. 

 

Part 2.     

The business model  

In line with the operational approach, principles identified from the empirical material about ASKET 

will form the basis for another illustration by the use of the business model canvas (Osterwalder and 

Pigneur, 2010)  

Subsequently the two business models will be compared in order to answer the first research 

question. 

 

Part 3.  

Critical voices on sustainable business model innovation 

This part of the analysis intends to explore how ASKET relates to the six challenges presented 

in the operational approach and how their business model and lowsumerism principles affect 

their actions. ASKET’s operation will be analyzed from the adoption or non-adoption of 

Narrowing, Slowing, and Closing logics. Also presentation of the risks ASKET sees with 

adopting lowsumerism principles to a conventional fast fashion business model. 

 

Part 4.  

Findings 

This last section of the analysis accounts for the findings from the analysis and results in line with 

answering the research questions. 
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Part 1. 

The history of ASKET 

ASKET was founded in 2015 by the two co-founders August Bard Bringéus and Jakob Nilsson 

Dworsky. With solid business backgrounds yet with no previous experience in fashion, the two friends 

saw a lack of timeless garments for men on the market and critically reflected on the amounts of 

clothes in their own wardrobes that they did not use on a daily basis.  

 

“We started off from a pretty egoistic perspective where we wanted to produce the clothes me 

and my co-founding partner had a hard time finding on the market. We examined our 

wardrobes and realized that we had way too much clothes and that we actually just liked and 

used a fraction of them on a daily basis. We thought to ourselves that we wanted to maximize 

the utility of our wardrobes and only have stuff we actually like and use, so on a personal level 

minimizing the inefficiency.” (Interview, August) 

 

Back then, ASKET was much more product focused than they are today (Interview, August) they 

initially sold t-shirts, which they offered in 15 different sizes. ASKET showed information about their 

factories by showing where the t-shirts were made, providing consumers with transparency.  

 

“Transparency was with us from the start. As well as steering away from design obsolescence, 

which goes hand in hand with ”sustainability”. The single most effective metric in relation to 

sustainability is maximizing the lifetime of your garments, that’s the best thing you can do 

(Interview, August). “We needed to be transparent to explain our idea and pricing digitally, as 

we did not have any physical stores. We saw transparency as a possibility to better explain our 

product. But in line with us, coming into this industry as outsiders learning what it actually 

takes to produce clothes, realizing how bizarre it is that we take clothes for granted, as a wear 

and tear good, our direction and passion to disrupt this bizarre industry grew stronger” 

(Interview, August). 

 

Although, this was not yet what ASKET was most acknowledged for at this point in time, but mainly 

for other factors such as their many different sizes, fair pricing and timeless Scandinavian design. 

 

“We used pretty rational unique selling points (USPs); science of fit, quality price and 

timeless design and it was these USP’s that resulted in us attaining a loyal following. What 

people reacted to and the biggest difference in comparison to other fashion brands back in the 

days was the sizing. The first year all the press was about us making clothes with a radical 
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different sizing system. We got a great reception on the market and grew organically” 

(Interview, August). 

 

During the progress of developing the brand however, the co-founders experienced a learning curve 

and were introduced to the complex world of fashion production. “Once they started working with 

producing stuff, they realized the amount of resources that go into it, and the impact it has. The 

complications, and the complexities of the supply chain” (Interview, Sarah). The learning curve 

introduced the entrepreneurs to the reality of the unsustainability related to fashion production, and 

how wasteful and shocking the backside of fast fashion was. “We started questioning ourselves - is it 

reasonable to add more clothes to a world where we produce 100 million garments a year, and 

throwing away or burning 60% within just 12 months?” (Interview, August).  

 

Nevertheless, ASKET proceeded but refocused their mission a bit and added more clothes to the 

market yet in a reflective manner, driven by the will of changing the industry. It got clearer to the co-

founders how the fashion industry has been beholden to the same business model as it has been for the 

last seven decades, “one that was based on selling stuff in high streets seasonal collections that 

actually just become faster and faster over the last decades, more collections, more volume, more high 

street stores and more products to put in those. (Interview, Sarah). The co-founders then strived to turn 

these logics on its head, and saw an opportunity in proving that you do not have to be beholden to this 

constant cycle of production and consumption. “Forget that the retail environment capitalizes on e-

commerce, and digitalization. You can actually slow it down and have a permanent collection” 

(Interview, Sarah). The company’s value proposition, their ‘why’, has consequently evolved and been 

developed over time, and ASKET have gone from product focused to mission focused (Interview, 

August).  

 

“As general awareness rises about the current climate crisis we are facing, we have also 

understood the potential of the permanent wardrobe as our real why. It’s not about the 

individual products, that’s not what gets us excited, but how we’re actually changing people's 

lifestyles, and consumption habits for the better. So our real why, why we exist, has internally 

been identified as “ending the era of fast fashion” (Interview, August) 

 

ASKET principles  

The identified distinguishing principles which constitute ASKET are: Differentiation and Disruption, 

Lowsumerism, The permanent collection, Direct-to-Consumer, Transparency and traceability, The 

pursuit of less, and Thought leadership. These principles, together with some general introduction to 
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ASKET’s business model serve to give a nuanced image of ASKET as a company and provide with 

sufficient information in order to later on illustrate their business model in the form of the nine 

components of Osterwalder and Pigneur’s business model canvas. ASKET’s business model can in 

short terms be explained as follows: a primarily online, slow fashion brand, with a mission to “change 

the whole fundament of the fashion business model” (Interview, August), pursuing this through two 

pillars: the permanent collection, and the direct to consumer-model. The direct to consumer model 

entails how ASKET are vertically integrated, not in the sense of owning one’s own factories, but 

meaning that ASKET delivers straight to the customers, cutting out wholesale as a distribution 

channel. “We haven’t really made it easy for ourselves, with this business model” (Interview, August). 

 

Differentiation – Disruption 

A consistent narrative in the analysis of data is how ASKET discuss the ways they differ from other 

brands in the industry. The company operating as a disruptor is continuously emphasized and other 

fast fashion brands, mostly the giants such as H&M and ZARA are mentioned as “opponents”. 

 

“We have a permanent collection, we offer a lot more sizes than all of our competitors 

do, we are transparent. A day’s march for example, although they say they work with 

essentials they still have running collections, collections change in the shop and they 

don’t work as much intensively in looking into the impact of the garment as we do and 

focus on traceability. Also, Our 15 different sizes we provide, none of the mentioned 

brands do to the same extent. ” (Interview, Dan). 

 

“I think it’s two fold. One is that we have zero compromised garment. So at the end of 

the day, people will hold on to products for longer if they are good quality, they fit right 

and they pay a fair price for them. That’s one element. I think you can find other 

products that are probably the same quality and fit as ours, but they will be 

compromised in price, you probably will end up paying more for the label than you do 

for the product. If you purchase something that is more reasonably priced then maybe 

there might be a compromise in the quality and fit. So I think the fact that we have 

these zero compromised products at a good price point is really important. Then that 

coupled with our communications in being transparent into what goes into making them 

is a real key selling point. The fact that we go far from beyond the information that is 

available on other garments out there.” (Interview, Sarah). 
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The interviewees mentioned some brands with a “sustainable fashion” focus, with similar logics in 

their business models as ASKET, but at the same time criticized how they nevertheless either keep 

feeding fast consumption by offering seasonal collections, compromise on their garments in pricing or 

quality, or make use of concepts in a way not in line with ASKET’s values such as promoting “organic 

collections” or “sustainable collection”.   

 

ASKET considers its permanent collection to be its biggest differentiator, and a proof that they are 

doing something radically different in the fashion industry. The permanent collection entails that every 

garment ASKET produces has to have the potential of being fashionably relevant forever. “We do not 

follow trends, the collection does not change, but stays the same over seasons (Interview, Dan). Unlike 

most fashion brands, if not all, that are to some extent influenced by seasonal collections or trends. 

 

“The notion of a permanent collection as a business model is probably the single most 

disruptive approach.” (Interview, Sarah)  

 

“What we do that is radically different, maybe hiding it a bit in plain sight, is providing the 

permanent collection. That is what constitutes the fundamental of being able to do something 

different. The permanent collection breaks with the traditional concepts of design, how you 

market, sell and grow and that is groundbreaking. We don’t get that much credit for being 

innovative but this is groundbreaking.” (Interview, August) 

 

Key differentiators:  

Lowsumerism, the permanent collection, and direct-to-consumer 

ASKET pursue lowsumerism by offering their permanent collection and by trying to create added 

value in the product by cutting out wholesale and seasonal collections. This premise enables to 

minimize inventory risks as garments will never be categorized as “last season” as they are supposed 

to stay in the collection forever. The risk of keeping too much stock is followingly also eliminated. 

Because of the permanent collection, ASKET is moreover not bound to sell out previous collections at 

reduced prices, which provides for a more stabilized revenue flow, as the pricing remains the same. 

”We are cutting out the whole wholesale margin, and giving that back to the customer” (Interview, 

August). According to ASKET, this enables “providing higher quality, a better fit, and a better product 

to a more accessible price” (Interview, August). It is through these two pillars: the permanent 

collection, and the direct-to-consumer model the company is able to operate very differently from 

other actors in the fashion industry, claims co-founder August (Interview, August). 
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Transparency and Traceability 

Transparency according to ASKET stands for creating an understanding of what goes on behind the 

scenes. It is having an overall approach of being transparent in every operation. “Transparency is 

about not trying to hide anything and it’s in everything we do. From pricing, to providing information 

about and showing our factories” (Interview, August). Traceability on the other hand, involves taking 

responsibility for the whole value chain, and “owning” the processes from raw materials, to finished 

goods. ASKET implements traceability by collecting information about all the subprocesses of their 

value chain, so called sourcing. Moreover they visit all the factories to enhance the knowledge about 

their own and their partners’ operations and make sure their values goes in line with ASKET’s. 

ASKET has even formed their own traceability standard: 

 

“When we by a coincidence managed to identify our cotton farms in USA, which is used for 

our Oxford shirt, when we saw that this was possible, we segmented as a standard there and 

then to not introduce or launch any garment that has a traceability score below 90% or the 

potential of 100%” (Interview, August). 

 

The traceable information is fed into a traceability scoring system which organizes the value chain 

processes into four main areas or so called tiers: manufacturing – tier 1, milling – tier 2, raw material – 

tier 3 and trims, approximately tracing 400 subprocesses in their value chain. The information traced is 

later connected to transparency practices such as labelling each garment with a traceability label and 

hence giving the consumer a much more informed overview than the usual ”Made in” label. 

The pursuit of less and Thought leadership 

The pursuit of less is according to ASKET their people’s underlying philosophy of living, and the 

constant quest to live better with less resources. The principles characterizing the fast fashion industry 

that causes people to consume more than they need goes against this philosophy, as well as ASKET’s 

design aesthetic, product development and communications strategy (Interview, August;Interview, 

Sarah). 

 

“For us, in concrete terms, it is about minimizing people’s wardrobes, by providing the 

garments they actually need and in a sense guide them into buying clothes we know they will 

love over time and that have the potential of slowing down their consumption in the long run. 

In broader terms it’s about educating people about taking care of their clothes. In Sweden we 

live as if we have five planets and the pursuit of less would be to slow things down, like how 

it was back in the days, live with less resources and live a happier life free from 

overconsumption and short term material satisfaction”. (Interview, August). 
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The philosophy of pursuing less, and thought leadership, consumer and industry education, goes hand 

in hand. One of ASKET’s main missions is to educate consumers and the industry about the impact of 

consumption habits in general and the impact of clothing production in particular, striving to get 

people to pursue less. ASKET strives to have people appreciate clothing “such as our grandparents 

did” (Interview, August), to consider a purchase at ASKET as an investment, in the same category as 

investing in something bigger such as in furniture or even an apartment.  

 

“We aim at questioning consumers about how happy they really are with their current lifestyle 

and with their wardrobe. Most people relate to the issue of having collected too many things 

over the years, buying things with cognitive dissonance thinking how this might not be that 

fun at all plus it costs me lots of money. Yet again we are promoting a choice of living that 

people can actually support and be proud of by learning how to really love their clothes. We 

offer value in providing you with how 100% of your wardrobe contains things that you love 

...and it also costs you less” (Interview, August). 
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Part 2. 

The ASKET business model 

 
Based on the empirical data about ASKET applied to Osterwalder and Pigneur’s business model 

canvas, forms an illustration of ASKET’s business model. The models serves as illustrations to 

emphasize the differences between the two versions of a business model in order to answer the 

research questions of this thesis.  
  

 

 

Since ASKET offers a permanent collection and emphasize the importance of traceability, the 

factories are their key partners. That relationship needs to be maintained in order to keep developing 

their traceability standard and control the whole value chain. According to the interviews, ASKET 

sees their offering as being equally product as mission focused why sourcing and thought leadership 

are placed in the key activities component. In order to reach out with their mission through their 

thought leadership the distribution channels concerning marketing are of importance. ASKET offers a 

permanent collection with zero compromised garment to their customers and directs their offering 

towards a mass market. As ASKET is a direct-to-consumer business their main distribution channel is 

their webshop, and to some extent their single flagship store. The customer relationship component is 

of great importance to ASKET’s business model, this is where ASKET’s main mission of ending the 

era of fast consumption can be launched. ASKET’s main revenue streams stems from their clothes, 

although the permanent collection can be seen as a subscription service, something that will be 

accounted for later on in the analysis. 
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Many of the factors that are emphasized in the data analysis does not necessarily benefit from being 

confined to the nine components of the business model. As they concern another character, yet related 

to ASKET’s business model. That is an aspect to keep in mind, how the initial chosen perspective on 

the case can affect the analysis. 

 

 

Comparing the two business models 

 

When comparing the generic conventional fast fashion business model with ASKET’s, it becomes 

clear that due to the elimination of trends and newness, the two models components look very 

different. As a result of how ASKET has cut out wholesale and distribute their product direct-to-

consumer they face lower distribution costs than a fast fashion brand, yet due to ASKET’s intensive 

sourcing operations their costs are higher in production and sourcing. Again, as an effect of the 

permanent collection and hence reduction of trends, ASKET can put their key activities on thought 

leadership and development, where a fast fashion brand spends a lot of resources on trend spotting and 

planning of seasonal collection to stay relevant. As a fast fashion brand you can stay relevant by 

continuously introducing new trends, colors and collections, to keep consumers interested. This is a 

challenge with the permanent collection as you need to push for other factors in order to keep 

consumer in the loop. As both business models are catering to the mass market customer segment it is 

objectively clear how a fast fashion company would have an easier task in attracting new consumers 

with new products, colors and seasonal collection than a permanent one. 
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Part 3. 

Critical voices on Sustainable business model innovation in 

Fashion 

 

This section will account for the analysis of ASKET’s approach towards the critique directed at 

sustainable business models in fashion and the challenges many businesses face:  a. Lack of 

Scalability, b. Incompatibility with fashion customers’ value proposition,  c. Supply Chain rigidity d. 

Revenue Streams e. Design Phase Strategy, and f. Meeting the needs of the informed consumer. The 

purpose is to understand how ASKET with its business model face these critical areas and the 

implications it brings for the prospects of lowsumerism becoming industry norm. ASKET’s operations 

will again be analyzed in relation to the Sustainable business model innovation logics of Narrowing, 

Slowing, and Closing. 

a. Lack of Scalability 

As reflected by Lenssen et al. (2012), scalability refers to the firm's ability to maintain or improve 

profit margins while sales volume increases. ASKETs business model approaches profit margins as 

“cutting out the wholesale margin, and giving that back to the consumers” (Interview, August), and 

through the direct-to-consumer distribution. The permanent collection is in fact an enabling factor for 

ASKET’s profitability and not the other way around. Enabling as the permanent collection minimizes 

risks related to stock balance as well as entitles ASKET to maintain the same pricing over time as they 

are not limited to selling out previous collections at lower prices. It is through thes two pillars: direct-

to-consumer delivery, and the permanent collection that ASKET is able to operate very differently 

from other actors in the fashion industry (Interview, August).  

  

A debated area concerns how most sustainable business models do not manage to cater beyond niche 

customer segments, and hence are unable to reach scope and scale (Pal & Gander, 2018). Depending 

on how you interpret ASKET’s means derived from the data, ASKET supposedly targets both the 

niche and broad markets as they both target consumers who are not able to afford extreme luxury 

garments yet who are looking for the same high quality as is often available within that level 

(Interview, Dan). ASKET also caters to the informed consumer concerned about traceability and 

garment’s impact, which can be categorized as a more niche segment group. Thus, in relation to the 

risk of not reaching beyond niche customers segments, ASKET does not seem to be limited to scale in 

relation to customer segments.   
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Scalability furthermore relates to how the business model will continue to develop, thus the long term 

perspective is of importance to consider. As ASKET’s collection is permanent it is implied that the 

collection at some stage will be complete. “Then where the value will continue to be added is how we 

operate as an organization”, “The longer term vision is to balance growth of the organization and 

being able to make an impact but also measuring ourselves so that the growth is conscious” 

(Interview, Sarah). It could be interpreted that ASKET’s business model objectively is lacking 

potential of scale, but the data shows how they are overcoming this both by adjusting the offerings to a 

subscription model form and how management is viewing growth in a unconventional manner. “The 

company is driving growth through a permanent collection instead of driving growth through novelty” 

(Interview, August).  

 

The future prospects for ASKET is to work towards increasing their traceability and reaching 100% 

traceability for all garments. They will continue working towards this objective, although the current 

traceability standard is already set high. It is moreover visible within how management invests that 

ASKET aims at enhancing their standard and impacting the industry, “if you look at the investments 

and the business decisions that the guys (the co-founders) make, at its core it really is about 

progressing the industry” (Interview, Sarah), “We are investing in impact assessment, so to 

understanding the true impact. The core business decisions are truly to progress the industry and you 

have the marketing team on top of that to tell that story.” (Interview, Sarah). “Already we are doing a 

lot of work on traceability and we are doing our impact assessment. That thought leadership element 

will become more evident for us as an organization as we progress” (Interview, Sarah). ASKET’s 

thought leadership operations and visions will be discussed further below, in relation to 

incompatibility with fashion customers’ value propositions. 

 

b. Incompatibility with fashion customers’ value propositions 

Value propositions 

According to Osterwalder and Pigneur (2010) value proposition creates value for a customer segment 

through a distinct mix of elements, such as pricing and cost reduction, elements of quantitative nature, 

or elements related to design and the customer experience, of a qualitative nature. Furthermore, the 

following elements can contribute to customer value creation, according to Osterwalder and Pigneur 

(2010): Newness, performance, customization, design, price, brand/status, cost reduction, 

accessibility, and convenience/usability.  
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ASKET’s customer segment 

Looking into ASKET’s customer segment, which supposedly cater to people who “refrain from 

excessive material indulgence, and focus on inner values” (Interview, August), points towards a 

presumably niche customer segment. This in line with how most companies with an innovative 

business model initially adheres to a niche market of consumers (Pal & Gander, 2018). At the same 

time, ASKET also demonstrate intentions of catering to a broader target group: 

 

“ASKET’s mission is to give consumers an alternative option to what is offered in the fashion 

industry today. As we are a mid-premium brand we can offer the same or better quality to a 

better price, than extreme luxury garments. Also, since we care a lot about impact, we offer an 

alternative to all the fast fashion retailers as well” (Interview, Dan). 

  

Another aspect of ASKET’s offers which demonstrates the intent of adhering to a broad customer 

segment is in their elaborate sizing system, offering 15 different sizes for every garment (Interview, 

Dan). Parallelly, ASKET is aware of the complexities related to offering a permanent collection and 

promoting lowsumerism to consumers, while operating in a capitalist society. “Consumers in general 

do not want to compromise on their standards of living, as a result of how today, part of our life 

quality lies in consuming a lot (Interview, August). According to Head of Product, ASKET has not yet 

encountered it as an issue to reach beyond a niche customer segment with the permanent collection: 

  

“I guess we cannot cater to everyone. Although, with that being said, when it comes to men’s 

wear we do cater to quite a lot of people already. Our age groups are very different, we don’t 

have a set age group who follow us, because the clothes that we have can be worn by so many 

different people, depending on how they style it, since it is essential garments. However with 

that being said, of course there can be shifts in how pieces might not be perceived as being as 

exciting as they used to be, because people have been wearing them for too long, and have 

seen them too much. But since the company excelled we haven’t felt that yet. We are still a 

young company, so actually rather the opposite - the demand is high” (Interview, Dan)  

 

Hence, so far on their journey, the team behind ASKET does not express an issue in not being able to 

cater broadly with their permanent collection. Aspects which are inevitable to consider for any brand 

in the clothing industry though, are fashion principles of trends, and newness (Aspers and Godart, 

2013, Fletcher, 2015). These principles of trends and newness defining fashion has resulted in 

customers seeking value related to constant renewal and change (Pal & Gander, 2018). This creates a 

conflict related to ASKET’s business model, as slow fashion logics and lowsumerism principles are in 

direct opposition to constant renewal: 
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“We are rather an apparel brand than a fashion brand as what we do breaks with the basic 

rules that constitute the fashion industry, how you design, market and build a “reason to 

speak”, where everything is based on constant renewal, seasonal collections growing to 

become faster and faster as well as more and more” (Interview, August). 

 

However, either if consumers are seeking explicitly for sustainable values or simply seeking for good 

looking clothes, they can benefit from ASKET’s offer. “What we also realize is how people might 

come to us, not necessarily because they are looking to change their consumption habits but we hope 

that we sort of incidentally educate them.” (Interview, Sarah). “Whether you are interested in 

sustainability or not, you are going to get a great product. If you are interested in what goes on behind 

the scenes, you will be able to follow this thanks to the transparency” (Interview, August). This 

indicates how ASKET targets broadly, to get customers on board no matter the reason. Thereafter 

sharing the ASKET story with the customer and possibly educating them along the way. 

 

“The traceability label is physically sewn into every single one of our garments. So if someone 

buys our t-shirt just because of the color, when they turn it inside out to stick it in the washing 

machine, there is always that physical reminder of what goes into making that garment. I think 

it is a considered level of transparency and belief and hope that people are able to think 

critically and make their own decisions.” (Interview, Sarah).  

 

 

Thought leadership 

Telling the story of what goes on behind making the garments goes in line with ASKET’s thought 

leadership operations and visions. Returning to the potential issue of the consumers’ value proposition, 

many consumers simply do not find value in slow fashion principles (Todeschini et al, 2017;Shen et 

al, 2012), at least not enough value to accept paying a premium price (Joergens 2006). However, trust 

between the brand and the consumer can bridge this issue, as consumers are known to be willing to 

pay a higher price for sustainable fashion if the message about the practices and the offer is clear. With 

ASKET’s traceability standards, presented through transparency combined with the thought leadership 

they practise and emphasize, provides consumers with this necessary information. The traceability and 

how ASKET presents it, by visible labels in the clothing for example, can become a catalyst for at 

least getting consumers to reflect on the clothes production process and impact, no matter what their 

intentions are. They are switching the “Made in” label to a label accounting for the full traceable 

journey from farm to finish line” (ASKET, 2020). Beyond how ASKET’s traceability streategies can 

be seen as thought leadership tools and a catalyst for consumer education, ASKET also inspires their 

customers to actions of expanding the lifespan of garments in general. ASKET not only sells clothes 

https://www.annualreviews.org/doi/full/10.1146/annurev-soc-071811-145526
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on their website but also garment care (ASKET, 2020). Wang and Song (2010) proposes consumer 

education aiming at for example introducing different ways of washing clothing, to make garments 

last longer. In similar ways, ASKET draws focus on putting care back into apparel, by encouraging 

their customers to invest in clothes, to value and love them. Furthermore, when buying something 

from ASKET you receive a pamphlet congratulating you on your new wardrobe investment, with 

information about how to take care of the garment and how to maintain it over time to make it last for 

many years to come. 

 

Thought leadership becomes even more important when you are selling subjective values, values such 

as lowsumerism, traceability, and slow fashion. 

 

“When you talk to consumers about the permanent collection, what you are actually telling 

them is that you don’t need something new every single season. If you have a good quality t-

shirt, it will last you year after year. So it’s really showing the consumer that they should be 

satisfied with what they already have, so it’s far less exploited by consumer psychology as 

well” (Interview, Sarah). 

 

Alas, sales cannot simply rely on thought leadership. “The fact is we are in the business of selling 

clothes, and if we want to make a difference in the way people are buying clothes, and think about 

how they buy clothes, we do need to have some scale, we need to be a viable business” (Interview, 

Sarah). Yet by investing resources in thought leadership and incorporating it in their marketing, 

ASKET can attract consumers and thus get confirmation that their thought leadership is working, 

when getting new customers, as well as hearing back from existing ones. 

 

“We affect customers, by enlightening them about what it actually takes to produce clothing 

and we see how customers come back to us with feedback saying that they have made drastic 

changes in their lives thanks to what we do. We influence customers and we know that 

customers talk to each other, making them our most important ambassaders.” (Interview, 

August). 

 

Empowering the consumer 

A lot of ASKET’s thought leadership relies on empowering the consumer, “we really firmly believe 

that every individual has the ability to think critically and make informed choices and that is really 

reflected in our communications” (Interview, Sarah).  

 

“For us it is really about the belief that everyone has the ability to think critically. There are 

great organizations out there like fashion revolution who do really hard hitting campaigns, 
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fantastic documentaries as “the true cost” for example that talks about the harsh realities of the 

fashion industry. We want to adopt a much more measured tone. Being factual and 

informative and we hope that people proactively come and seek us out.” (Interview, Sarah) 

 

At the same time, the tone is not always that measured. It seems as if ASKET’s communication 

strategy is also built on a lot of frustration over having seen the backside of the fashion industry, and 

desperately trying to create awareness, and change it from inside out. In the fall of 2019, ASKET ran a 

campaign with the not so shy message “Fuck Fast Fashion”. ASKET explains the purpose of the 

campaign on its website: 

 

“In the fall of 2019 year we decided to paint to a 110 square mtr wall, on one of Stockholm’s 

busiest shopping streets, to reveal the message: FUCK FAST FASHION. There’s no denying 

our intention was to spark some controversy with that wall, but we didn’t just mindlessly stick 

our middle finger up, at fast fashion. We felt it was time to speak frankly about the far 

reaching impacts that fast fashion industry and our hyper-consumption habits have on the 

environment and those working in the supply chain” (ASKET, 2020). 

 

It seems as bold campaigns such as this one related to sustainable development in the fashion industry 

can be quite successful and welcomed. They have contributed to the maturity of the market for 

sustainable consumption in general, which ASKET explains could be one of the reasons to why the 

company has received plenty of attention during the last couple of years, as well as seen an increase in 

followers among new consumers (Interview, August). ASKET’s idea is that if you can combine a 

universally great product with a fair price and a timeless design with transparent and traceable 

production without any conflict, then there does not have to be a paradox related to Narrowing, 

slowing and closing logics and fashion business models. 

 

“Our frontline is still our product. But also building that product on total accountability. Then, 

whether you are interested in sustainability or not, you are at least going to get a great product 

out of it. If you are interested in what goes on behind the scenes, you will moreover be able to 

follow this thanks to the transparency” (Interview, August). 

 

c. Supply chain rigidity 

Supply chain rigidity and suppliers unwillingness to make the efforts necessary to enable narrowing 

logics in production as well as traceability, is something ASKET historically has struggled with and to 

some extent still do.  
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“One of the biggest struggles that I have had when I have been sourcing has been how, in the 

beginning, people did not want to tell us where things came from, it was extremely secretive 

and it still is, that is also a big issue that bigger organizations might face, because if you have 

so many different factories and suppliers it becomes more and more complex to keep track.” 

(Interview, Dan). 

 

However, as traceability forms an important function for ASKET’s business model, the company 

invests both money and time in intense sourcing operations to continuously develop its traceability 

standards. ASKET has seen proof of change among specific suppliers as well as in the industry in 

general. An example is from one occasion when the Head of product at ASKET attended the global 

fashion event “Première Vision” in Paris, and explored that surprisingly a lot of spinning mills had 

started to work towards offering traceability, to a greater extent (Interview, Dan).  

 

“This was not available at all just two years ago, so this is a completely new shift and a new 

trend, which is nice to see, as this is what you want. To start something and create this whole 

wave, and to see the whole industry finally wake up and make changes”. (Interview, Dan). 

 

ASKET emphasizes the importance of factories and suppliers to become more aware and enable and 

operate traceability. “Other fashion brands need help with this, and it needs to come from the factories 

and other suppliers to actually enable traceability by opening up the supply chains” (Interview, Dan). 

Dan explains how being a small and flat organization offering a permanent collection is an advantage, 

when it comes to the power relationship between the brand and the supplier: 

 

“Eventually they (the suppliers) all opened up, because I told them that if they would not, I 

would go with another supplier. That is how radical you have to be. But you need to be able to 

have choices as well, perhaps you do not have a choice because you do not have any 

alternative collaboration partners and you still need to keep your business running. I believe 

this is where other organizations really struggle where they do not have a choice. Since we are 

a small brand and there are not so many layers, in terms of management you need to go 

through, it is a lot easier to put new measures into place and work towards it as well.” 

(Interview, Dan). 

 

ASKET believes traceability is the way to go, and the company has seen proof of its potentials. Even 

if ASKET is a small company, it has made a difference, from the bottom to the top: 
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“We had one garment where we got misinformation at some point regarding traceability, and 

we have been working really hard to get the information from the fabric mill and have alerted 

some people in the management to get the information we needed. Unfortunately in the 

beginning they were not very open to that, but I actually by chance, during one of my trips, 

met the president of that particular fabric mill, and this is a very major mill, I spoke personally 

to him about the situation and they are actually working really strong towards traceability and 

reducing impact, they have been doing great work down in Egypt to improve people’s lives 

there. So he was extremely sad and shocked to hear about our situation. After this contact 

everything changed, they gave us the information quickly and later I met one of the employees 

at Premier Visage in Paris and he said that, since this situation happened with our brand, they 

actually changed the whole company structure when it comes to traceability. And as I said, 

this is a major fabric mill where you would think you have no impact as a smaller brand, but 

you can if you talk to the right people and show your commitment towards the cause. I hope to 

see more of this in the future, for us to really see the impact” (Interview, Dan). 

 

The two pillars: direct-to-consumer, and the permanent collection enables ASKET to operate very 

differently to other fashion brands. Because of these pillars the supply chain management is also done 

very differently, which has led to ASKET not facing the issue of supply chain rigidity to as great 

extent as it did in the beginning of its journey. Yet, the work to get to where ASKET is now has been 

long and they have gone through a huge learning curve along the way. An explanation to the success 

of ASKET could be how the permanent collection changes the conditions and the relationship between 

the brand and its suppliers. Since the collection is permanent, the processes can be allowed to have a 

longer outlook perspective over time, where the relationship between brand and supplier can be 

established and developed over time. Sarah, Head of PR reflects on this aspect:  

 

“how something so simple as introducing a permanent collection can actually completely 

change the way with which you operate in the fashion industry, particularly with the supply 

chain and being a lot more mindful as to how you operate and the impact that you are having 

with that supply chain.” (Interview, Sarah)  

 

“We’ve now gone on a massive shift with our collection to shift everything to organic. A lot of 

companies are introducing part of their collections that are organic, but we’re managing that whole 

shift through our supply chain.” (Interview, Sarah). Once you have this relationship in place, it can 

become a huge benefit in efficiency and flexibility. The opportunities of supply chain management 

development are many. Additionally, it is ASKET’s traceability standards which allows them to 

“owning” their supply chains, from farm to finished goods, and by the direct-to-consumer delivery, 

from finished goods all the way to the customer (Interview, August). 
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d. Revenue Streams 

Stabilizing revenue streams can be an issue for sustainable business models in fashion adhering to 

numerous conflicting objects and stakeholders (Abdelkafi & Täuscher, 2016). This relates to the 

underlying paradox which initially inspired this thesis project in the first place, namely promoting less 

consumption while pursuing a for profit business model. Seen from an outside perspective, ASKET 

has at least two conflicting objectives in their offering; selling clothes and wanting to get people to 

consume less clothes. PR Manager and Co-founder of ASKET explain how, despite contradictory 

aspects of its offering, revenue streams flow: 

 

“So what it comes down to is if you sell at a fair price, what you can actually have is the same 

share of the market, but you are only producing half of the volume in products. Whereas a fast 

fashion approach has been pushing down the prices, producing more stuff and getting an 

evelant increasing part of the pie. What we're saying is you can be just as profitable, but as 

long as you understand the value chain, and you understand that proper practise is being done. 

Then the business model in itself, in principle, can cut your production down by half” 

(Interview, Sarah).  

 

“During the last five years we have launched around 30 products and as our garments are 

designed to last forever, we haven’t taken any products out of the permanent collection, they 

are all still there. We still collaborate with all the factories we did from the beginning, except 

for some few that unfortunately have gone bankrupt. We have tweaked some materials and 

exchanged some components, but because of the long term perspective it does not matter to 

our profitability. The time and resources other brands have to put in introducing a new 

collection 3-12 times per year, we put into improving what we do to become even better. So 

financially it works out. Revenue streams flow. The development opportunities of our 

garments are never ending, as they are meant to exist forever.” (Interview, August). 

 

Subscription revenue stream 

“We have a long term approach, that is why we can maintain and work the way we do” (Interview, 

August). Part of ASKET’s long time approach involves viewing their offering as a subscription model, 

in line with closing logics (Pedersen and Netter, 2015, In Pal & Gander, 2015). 

 

“We frame it as a subscription service, financially. Our customers are loyal and to a huge 

extent return to us, in comparison to other more common brands. Suppose you theoretically 

buy a whole new wardrobe from ASKET. Suppose that year 10 you might have to replace that 

wardrobe, where you come back to ASKET. Clothing always has some sort of durability, 
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eventually they are worn out. So we see it as a recurring revenue stream or a subscription 

revenue stream. Our profitability lies in how we have loyal customers who return to us when 

they need it, not when we want them to buy more. And during this time we find growth in 

market expansion and penetration, finding more people who can commit to buying less 

garment, and obviously preferably from us” (Interview, August). 

e. Design Phase Strategy 

How design is combined with slowing logic (Pal & Gander, 2018) is highly relevant to consider in 

terms of designing a collection meant to last forever. Dan, Head of Products, explains how the 

designer of a permanent collection has to take the role as a researcher additionally to the designer role. 

“What I do, as a designer, is that I do research with my team to identify what is suitable in terms of the 

timelessness, as well as esthetically suitable for the company.” (Interview, Dan). The designer is 

following a slowing logic, and even though the objective is creating something timeless, inspiration is 

still needed. “As a designer you can choose where you want to get your inspiration from. Trend led 

companies look for trends and we at ASKET are not looking for trends per se but we still need some 

kind of aesthetic input to create a great design” (Interview, Dan). The underlying process of designing 

the permanent collection is followingly further elaborated by the Head of Product: 

 

“Generally, when it comes to style inspiration, I usually look into the styles that have been 

around for the last maybe 80-100 years. Key pieces that have been prevalent in history. For 

instance, if we take, the white t-shirt. It has been around since the 1950’s and it has been worn 

by every generation since. It has a strong indication of something that is very timeless. When 

it comes to inspiration for the actual fabric or color, we obviously have our own brand 

aesthetic that we follow, which is a scandinavian design that is very minimalistic and timeless, 

why it goes hand in hand with ASKET’s aesthetic. So from that point of view the style is 

already minimalistic, we would because of our aesthetic, as well as our vision, never go for 

any crazy colors, we try to avoid all trend led colors. And when it comes down to general 

inspiration, as a creative, I still take inspiration from all kinds of things, such as architecture” 

(Interview, Dan). 

 

Instead of designing something new every season, ASKET works with their collection in the form of 

improvements, built on customer feedback, observations and quality tests (Interview, Dan). Design 

processes are hence very different to other brands. “When it comes down to actually deciding the 

garment itself, the shape and the impact of the fabric, that is where we work differently to other 

brands. Especially when it comes to the process of the testing and making sure that the piece will stand 

the time of wearing.” (Interview, Dan). 
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Sourcing 

Design phase strategies also concern incorporating sustainability principles into the different stages of 

the supply chain (Niinimäki et al, 2020;Todeschini et al, 2017). For ASKET sourcing operations are 

crucial to incorporate along the supply chains in order to maintain the current, and keep develop their 

traceability standard. Sourcing in practice entails visiting factories especially in tier 1, which is 

sewing, tier 2, milling (where fabric is being weaved or knitted and where yarn is spinned), but also 

more and more in tier 3, which is raw material and farms (Interview, August). “The sourcing part is 

really intense. We dig into checking different mills out and doing lots of different tests. We do a lot of 

wear testing to see how the materials will behave over time, to really make sure that it’s high quality 

and that it can really last. That’s very intensive.” (Interview, Dan). ASKET’s sourcing efforts have 

developed over time, “We have gone deeper and deeper and more upstream throughout the years” 

(Interview, August). 

 

The sourcing combined with the permanent collection is also an aspect where ASKET acts very 

differently from other fashion brands. ASKET tries to turn things around from how they are 

traditionally done, from upstream sourcing to downstream: 

 

“It is very hard if you ought to work upstream in the value chain to map out which way to go. 

But much easier if you go directly to the suppliers, straight to the mills, spinning-and-weaving 

mills. You go straight to the component suppliers and work downstream with the resources 

you have, to see what you can do with those resources. This is similar to how it was done in 

the old days, the old time bazar where you came with what you had to offer to explore what 

you could get for that” (Interview, August). 

 

This type of intense sourcing demands large investments both in time and resources and the processes 

can be characterized by great complexity. A co-Founder of ASKET explain some complexities related 

to the sourcing: 

 

“It is in tier 3, raw material, where it gets really complex. If you buy a cotton sweater today it 

is very unlikely that all of the cotton comes from one single farm, that is almost never the 

case. To maintain a certain consistency in quality, a spinning mill will most likely buy cotton 

from different farms, on auctions where cotton is sold in bulks categorized by quality, and 

combine that. This causes a logistic challenge since you need to pass these auctions and find 

individual farms and later on spinning mills that can receive the cotton, set up direct supply 

chains with those farms and define supply chains for you. Due to this, you need to purchase 

certain minimum quantities to make sure it is worth the effort and investment for our Italian 

Merino yarn spinning mill. This all demands that a production line is set up for us only, which 
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requires huge machinery and maintenance of the machinery such as conversion, configuration 

and cleaning. So huge investments are required to attain our minimum quantities in order to 

maintain the leverage and set up dedicated production lines” (Interview, August).  

 

f. Meeting the needs of the already informed customers 

In line with a general broader consciousness and awareness about environmental issues, the market for 

sustainable fashion has grown more mature (Interview, August). Some consumers are hence becoming 

more and more informed about sustainable alternatives and a new demand thus emerges, that of 

meeting the need of the informed consumer (Todeschini et al, 2017). These consumers constitute 

another group of stakeholders to consider when operating a sustainable business model. This comes 

with a challenge of staying true to the core sustainability. To adhere to the informed consumer while 

striving to develop the business (Todeschini et al, 2017). ASKET’s core “sustainability” can be 

understood as their underlying philosophy of pursuing less as well as their transparency and 

traceability standards. Two examples from the empirical data confirms how ASKET stuck to their core 

philosophy of pursuing less, as well as their traceability standard during times of change: 

 

“For us it has been important from the very beginning to stay true to how less is more. To 

create the best possible products, that would outlast anything you have in your wardrobe. 

Setting a very clear direction. Every garment we have is hence not made of organic cotton as 

an effect of this. Because in the beginning, we primarily wanted to maximize the lifetime of 

our products, both in terms of design and quality, and five years ago the offer in terms of 

organic cotton wasn’t as strong as it is today. Now we are repositioning or reevaluating that. 

But it was really helpful for us to just set that out from the very beginning. Our goal was 

always to maximize the lifetime of our garments, that is going to exclude certain materials, 

certain designs and certain suppliers for you” (Interview, August).  

 

“August and Jacob have decided to invest in the traceability standard working with bulk 

buying. We did a merino wool campaign where we bulk bought wool to chase it through the 

whole supply chain. In order to be 100% traceable it required a big upfront investment, so that 

we could bulk buy the wool and follow it all the way up the supply chain. As a startup it could 

have put us in a vulnerable position, but we really stuck to our traceability principles.” 

(Interview, Sarah). 
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It can therefore be understood that according to ASKET they do not face a challenge in terms of 

meeting the needs of the informed customer, but rather the opposite. The informed consumer 

constitutes a loyal following. 

 

 

Replication of ASKET’s business model 

Obstacles and Challenges 

Relating back to the gap between incumbent fashion companies willing to innovate their business 

model toward sustainability and born-sustainable startups striving to make their business model 

replicable and scalable, as discussed in Todeschini et al, (2017), replicability remains to be reflected 

upon in relation to ASKET. The underlying issue and basis of the formation of the second research 

question of this thesis concerns the challenges related to incorporating lowsumerism principles to a 

conventional business model and the implications this has for the prospects of slow fashion becoming 

the new industry norm. Replicability is therefore relevant to consider as it can provide for an 

illustration of prospects for the bigger industry. Identified challenges and obstacles related to 

replication of ASKET’s business model will thus be accounted for in the following section. 

 

Traceability - Time and resource demanding 

 

As mentioned in the Theory section about Complex supply chains - sourcing is very time consuming 

(Jackson and Shaw, 2004). This is also reinforced by the interviews. “The more you grow and the 

longer you work on it, the harder it gets. It’s not easy to pivot an existing model or an existing brand 

into something it was not created for in the beginning (Interview, August). When the goal is 

traceability, the company is dependent on having relationships with its suppliers and factories, because 

fashion supply chains are not at all naturally transparent. 

 

“Due to pressures regarding pricing and competition as well as globalization there have 

been an increase in specialization as well. No factory makes garments from raw 

material to finish good, it’s not that vertically integrated. Everything has been 

fragmented which makes the sourcing much harder as well. If your foundational 

business model concerns replacing garments having new collections all the time you 

neither have the time or resources to actually invest in tracing your garments. If you are 

only planning on selling a t-shirt for a couple of months you won’t get a return on that 

investment and you don’t have the time or resources to spend on the sourcing. When 

dealing with huge volumes like the H&M group the sourcing gets almost impossible as 

you handle such large volumes with a fast turnover and your garments are being 
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replaced frequently. With these logistical barriers one t-shirt alone might come from 

three different sewing mills, three different weaving mills and so on and due to this the 

decision has simply been to ignore it.” (Interview, August). 

 

ASKET is basically saying that most fashion brands need to rebuild their whole business model in 

order to be able to adopt principles related to lowsumerism, with emphasize on the challenges of 

operating according to ASKET’s traceability standards. 

 

“Traceability and accountability has not been segmented as fundamental criterions in 

the fashion industry and therefore it gets extremely hard for brands to change. What 

you would need to do as a big fashion brand is to produce fewer garments and no one 

wants to take that first step as there would then be less to talk about, less to sell to your 

customers, you don’t have as much to fill out your store selection with. (Interview, 

August). 

 

ASKET is saying that if more brands dared to take the step out in reducing their production, adopting 

some lowsumerism principles, the prospects for segmenting traceability among suppliers and factories 

would increase. This relates to a narrative in the results regarding the possibilities of affecting 

suppliers and hence the industry, from a bottom up perspective. This narrative will be accounted for 

further in the analysis. 

 

“We have good connections with our fabric mills and our factories, so we know where 

our garment comes from. And not just the factory in itself but we are tracing back a lot 

further, so we have a better understanding of how the actual working conditions are and 

also we work in a fair manner, so we are not going to countries where we know that 

local regulations and laws are extremely bad to exploit people. But we make sure that 

places we work have good working conditions. We do a lot of research on it before we 

start producing a product to make sure that is all set in place. Whereas I would say that 

when it comes to fast fashion retailers, there is a lot that gets lost during the way, they 

do not have time for this. The really extreme ones, they can turn around a collection in 

six weeks, including production, which for me is like “I can’t even grasp it”. There are 

so many decisions you need to take in such a short period of time and of course 

someone will suffer at the end of the line” (Interview, Dan). 

 

“It is extremely hard, it is very hard for us to work as we do, even though we do not 

have many styles and we have a permanent collection, it has been a lot of work to 

implement the traceability and it will keep on growing. I think for other companies that 
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do not have the same concept, they would have to change their whole business model in 

order to achieve the standards we are working with. If you have like 300 styles and you 

have to source and go back to and trace every single component, I think a lot of fashion 

companies would need to change quite a lot.” (Interview, Dan). 

 

“First of all, it is extra work, if you never had to trace anything back before or maybe it 

was already a lot of extra work to simply source the item that you need in order to make 

a particular type of clothing. If you actually need to dig in further, it requires extra 

work. Either you need more resources, to hire more staff that can actually 100% focus 

on that or you just have to work more and that might not be possible for every company 

to do so. You also need to be very persistent because even when you speak to the fabric 

mills or the factories, they sometimes don’t know where stuff is coming from because 

they have never been forced to work like this before. So there is a lot of information 

missing in the link and you have to keep on digging, until you get what you need.” 

(Interview, Sarah). 

 

Traceability does evidently not just demand a lot of work for the company but from the other end of 

the supply chain as well. The industry is not set up for this yet, according to ASKET. “If everything 

would be in place and available with a database that you could access for example, then that would of 

course be a lot quicker and a lot easier.” (Interview, Dan). 

 

Traceability is costly as one product might have up to 20 different components that needs to be 

sourced to its origin for the garment to achieve 100% traceability. ASKET can manage these 

challenges thanks to the permanent collection, as they do not have as many products as most fast 

fashion brands with seasonal collections do. “Some brands, the bigger ones, have started with some 

traceability but focused it on a smaller collection for example, and these initiatives are of course good, 

they are starting somewhere and they have to do this.” (Interview, Sarah). 

 

“I think where the real opportunity lieas, is where younger businesses are coming in to 

have that approach built in from the start. Unfortunately we won't see the young 

companies thriving in that environment unless the bigger companies are regulated in 

terms of their business practises. So that it actually starts to pay to sort of invest in your 

supply chain. “(Interview, Sarah). 

 

ASKET stands critical towards brands that make use of claims such as “Organic”, as most of them do 

not live up to these standards. Because ASKET knows of the complex and intense processes of 

actually getting to the state where you live up to an “organic cotton” label, as a result from their years 
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of intense research and sourcing, they see through these initiatives. The problem is that ASKET is also 

aware of that the average consumer does not see through these initiatives. This creates frustration and 

feeds the urgency for thought leadership. 

 

“Before greater and clearer restrictions and guidelines come out from the EU or 

national governments about certificates and what is actually ok to claim and say, 

opportunism about how to promote sustainability will keep growing. Take BCI cotton 

for instance, it has nothing to do with the product itself, it means that the company that 

has produced the garment invests a small amount in actions, which could be anything, it 

doesn’t reach the individual farm where the cotton comes from. Ergo, it doesn’t say 

anything about the production. While H&M greatly promotes how their cotton comes 

from sustainable sources and where BCI is the big thing. There is a great risk in us 

increasing our consumption without it causing a lower impact, until clear guidelines 

regarding what you can claim as well as a scorecard of what is bad, less bad and 

somewhat good are universally formed” (Interview, August). 

 

Summary 

 

Obstacles and challenges related to lowsumerism and traceability  

 

• Time Consuming 

• Hard work - sourcing, tracing 

• Costly, huge investments needed 

• Fundamental changes needed to conventional fashion business models, they are not 

built up for lowsumerism and traceability 

• The capitalist society, incompatibility with consumers’ value proposition, stuck in the 

wheel 
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Part 4. 

Findings 

 
The following section of the analysis contains findings derived from the empirical data, in order to 

answer the research questions. 

 

Lowsumerism and business 

-The paradox 

The analysis reveals that lowsumerism and business does not necessarily entail a paradox. 

Lowsumerism principles can be incorporated and operated together with for-profit business, as long as 

the business model is built to not be confined by underlying fashion principles and that management 

dares to take that risk. Meanwhile, because the majority of all business models in the fashion industry 

to some extent adhere to fashion principles, there are challenges related to incorporating lowsumerism 

principles to a current business model. The analysis implies challenges related to how most brands 

need to make fundamental changes to their business models to incorporate transparency and 

traceability, which are operations related to lowsumerism principles. Sourcing processes are costly and 

time demanding, in order to achieve traceability standards similar to ASKET. When operating in the 

fashion industry and adhering to trends and newness, you are already in the wheel of the capitalist 

society and the risk of not adhering to consumer’s value propositions if drastic changes are made to 

the offering are high.  

 

Nevertheless, the analysis reveals that the relationship between lowsumerism and business does in fact 

not have to invoke paradox, but can go hand in hand, but in the context of slowing logic and the 

permanent collection, as these aspects changes the prerequisites in which a business can operate. 

Although the thesis initially intended to study the case due to its lowsumerism practises, the analysis 

showed how the company’s other practises served for interesting aspects in relation to sustainable 

business model innovation in fashion as well. These practises include ASKET’s traceability and 

transparency operations, as well as their prominent thought leadership. The analysis shows that these 

practises in combination with the underlying lowsumerism principles serve as an example of when 

mission (sustainability) and business can be balanced, although still related to challenges.  

 

Scalability and replicability 

According to the empirical evidence, ASKET does not appear to face challenges related to lack of 

scalability, as they define their offering as a subscription revenue stream and claim how their products 
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have endless potentials of simply becoming better and better, until all of their garments are 100% 

traceable. The permanent collections is a prerequisite of ASKET’s operations and aspirations. Because 

of the different structure the permanent collections brings, it affects the relationship to suppliers and 

enables a closer management of processes along the supply chain. Nevertheless, there is also the detail 

of how a permanent collection by its very definition someday will be complete.  

 

The analysis shows how what ASKET does radically different from other brands is in fact their 

permanent collection, as it causes their whole operation to shift from conventional ways of producing 

and selling clothes, apart from fashion principles. Moreover ASKET’s extensive focus on thought 

leadership derives the company as rather a mission driven company than a regular for profit business. 

This as they are selling an intangible value combined with a message, through a tangible product. 

 

The analysis shows how most emphasis is in fact not put on lowsumerism by the employees of 

ASKET, as they themselves does not see the relationship between business and pursuing less as 

paradoxical. According to ASKET you can run a profitable business and still educate your customers, 

and the industry you operate in, about the value of clothes, and the benefits of consuming less. 

However, the effects of thought leadership is hard to measure, especially in this study as it does not 

take a consumer perspective but a business model perspective. 

 

Beyond the business model 

Throughout the analysis of the empirical data, findings have tended to pivot towards factors that go 

beyond ASKET’s business model. What stands out the most is ASKET’s widespread focus on thought 

leadership and how they through that mission are trying to not only change consumer behaviours, but 

also change the industry. The thought leadership is sometimes seen as ASKET acting as role models 

or disruptors, as they call it. This is visible in how they are trying to rewrite the rules by introducing 

new standards and even new terminology. Furthermore, dissociation in different situations has been 

identified in the analysis of data, how ASKET promptly is not another sustainable brand. Statements 

derived from the data suggest a shift in the form of redefining fashion and redefining growth, as well 

as emphasis put on the need for established regulation within the area of sustainable fashion.  

ASKET as a mission driven company 

ASKET has developed from being a product focused company, selling t-shirts with a competitive 

sizing system, to a mission driven company, acting as industry disruptors, where the product simply 

becomes a gateway towards that mission. Thus, letting the clothes be a means for the real pursuit, the 

real purpose.  
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“We operate to not only change consumer behaviour but also the whole industry, so one could 

look at it like us delivering a tangible value in our products but built around a fundament and a 

brand which is much more mission driven where we try to educate customers” (Interview, 

August). 

ASKET Co-founder August states “We haven’t really made it easy for ourselves, with this business 

model”, indicating the awareness of not having chosen the easiest path, and shows tendencies of 

purposefully taking on a role as industry role models. The guiding principles established when the two 

Co-founders first found their path within fashion production would also become the guidelines for 

how ASKET acts as par finders and informants for consumers looking to make more considered 

shopping decisions, as well as fashion brands looking to operate with less impact on people and the 

planet. 

Rewriting the rules 

Notions on terminology usage has been very noticeable throughout this research project. Recurrent 

terms have been: Accountability, Responsibility, Durability, Traceability and several more of the 

“bilities”. ASKET is aiming at rewriting the lexicon for the sustainable fashion scene as a reaction to 

how terms such as Sustainability, Conscious collections, and Organic have been used in greenwashing 

manners and therefore characterized this terminology with confusing association. By introducing other 

type of terminology, ASKET is dissociating the brand from other brands, that use terms as 

sustainability without critical reflection. “We do not call ourselves sustainable but if you speak in 

terms of durability instead, how a garment ought to last for a long time, that is our basic fundament” 

(Interview, August). “Responsibility is a much more clear concept, what it stands for, we are 

responsible or accountable, meaning that we are actually taking responsibility and stand accountable 

for our products as a whole”. (Interview, August). 

 

Dissociation - Not a sustainable brand 

Furthermore, the dissociation towards the concept of sustainability becomes loud and clear when 

talking to the interviewees at ASKET. They all have a complex relationship to the word sustainable, 

and sustainability, and deliberately disassociate the company from the concept. The messaging appears 

clear, ASKET does not consider themselves a sustainable brand. 

 

“We do not call ourselves sustainable but if you speak in terms of durability instead, how a 

garment ought to last for a long time, that is our basic fundamental...I would say we are a 

brand and a company that operate mission-and purpose-driven with a minimal impact on 

people and planet” (Interview, August) “We’re an industry disrupter, rather than a sustainable 
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fashion brand. With a main mission of Ending the era of fast consumption” (Interview, Sarah). 

“To work sustainably means working at a level we can maintain, which we can not in the 

fashion industry in general. There are too many clothes, causing too much impact” (Interview, 

August). 

 

“Let's face it, we’re not sustainable, we are still consuming stuff and still encouraging people 

to buy stuff, we are just encouraging them to do it at a level that is kinder to people and the 

planet.” (Interview, Sarah). “Because reality is that if you want to be sustainable, you should 

either be naked or you should be using what you have in your cupboard already.” (Interview, 

Sarah). 

 

“I have a bit of an issue with if you were to say that ASKET is a sustainable brand. I mean 

slow fashion, I do understand. But there are no sustainable brands, we are all making products 

or clothing and the industry is extremely complex and extremely polluting. Even if you find 

new solutions or new fabrics it is not perfect. We are not perfect as a brand so I do not like to 

put that label on it as it does not feel true. But what we can stand behind is making garments 

that people will hopefully wear for an extremely long period of time and love those pieces in 

their wardrobe” (Interview, Dan). 

Taking a stand against greenwashing initiatives 

The analysis shows how ASKET recurrently dissociates, as well as dismisses greenwashing initiatives.  

 

“There is a risk related to how “trends” have been surrounding the fashion industry 

during the last couple of years leading to a lot of greenwashing. This makes it 

extremely hard to separate what actually makes a difference and what doesn't. At a 

conference I attended with ‘konsumentverket’ and the Environmental Protection 

Agency, about chemicals, they presented how there are over 70 environmental 

statements within the clothing and textile industry in Sweden alone, both claims 

companies have come up with themselves but also certificates like ‘Ökotex’ and 

‘Svanen’. Even though the thoughts behind these certificates might be well intended 

they are very simplistic because no certificate takes a holistic view and therefore this 

can lead us to consume in the same pace as always” (Interview, August). 

 

“if you are trying to be a voice of reason, you can also start seeing, the amount of 

greenwashing that does happen in the industry and not to name any names, but I think 

that a lot of brands are realizing that consumers do want to be a lot more conscious in 
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their decision, so they are creating these collections, let’s call them “guilt free shopping 

collections”, with a percentage of the garment made out of recycled materials and 

calling it conscience but actually it is such a small proportion of it that is recycled that it 

has zero impact in even mitigating the rate at which the industry is growing. So they are 

not really empowering the consumer to make considered decisions.” (Interview, Sarah). 

 

“Everyone is starting to make progress, which is great, but also everyone is trying to 

pitch that narrative. We don’t want to get caught up in that cloud of greenwashing 

either and that’s where you will find that we don’t use the word sustainable. You won't 

find it anywhere on our website and that is why we really stick to being actual and not 

using confusing terms as conscious instead we put on our traceability label and you can 

see percentages and you can go in and find our more information.” (Interview, Sarah).  

 

Redefining fashion 

ASKET strives to bring care back to garments and redefine the purpose, definition and meaning of 

clothes. Redefining fashion as a means to educate consumers to understand the value related to 

pursuing less, also when it comes to clothing, because the fashion industry is too unsustainable, it has 

gone too far. What ASKET does through their thought leadership is inviting the consumer to a 

conversation about clothes as an investment and not just about something superficial that brings 

temporary joy. 

 

“Fashion and clothing has been a lot about status and identity. For us it’s about teaching 

people about the journey of their clothes to create more meaning to a garment.” Instead 

of a short material satisfaction, it’s an investment to also make you feel better about 

yourself. You have made an informed decision after having done the research. To 

invest as much thought and research to buying clothes as you do with generally bigger 

investments such as furniture or an apartment. To love thy garments” (Interview, 

August). 

 

By proving to other brands that you can promote less consumption and still run a successful business 

is ASKET’s way of inviting the industry on board, illustrating their role modelling position. By 

rethinking the fashion part of the fashion industry, they are positioning themselves in a different 

category or even building a new one.  
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Redefining growth 

Coherently in the analysis the aspect of growth is discussed, whether you can grow and scale with a 

permanent collection, if the purpose for companies in general is to keep in growing endlessly how 

does that go with pursuing less and slow fashion principles. ASKET shows tendencies of wanting to 

redefine these terms of endless growth as a business. 

 

“It’s about disengaging from the current view on growth, where growth today is a 

proxy for success. The definition of growth that characterizes the industry and business 

in general is not feasible or sustainable. We can’t just keep growing and growing either 

in population or in our economies because we already consume over our standards 

(Interview, August). 

Activism 

fuck fast fashion 

ASKET shows many tendencies of activism and one example is the fuck fast fashion-campaign. Sarah 

Arts, Head of PR explains and reflects about their side of the story. 

 

“As much as we see ourselves as being very level handed, informative, not wanting to 

point any fingers, simply being in a position to empower the consumer, at the same 

time we continue to grow very frustrated about the amount of greenwashing. So we 

literally decided to take paint to a wall and highlight to people the true issues that are 

underlining their shopping habits. It was also opportunistic, we collaborated with 

another startup company in Sweden, who offered wall space and these artists who could 

create paintings at that scale. When you have that communication channel you need to 

have a bold message, otherwise it gets lost. We’re really glad we did it, on the whole 

the response has been very positive. But by some people we have been seen as a little 

bit brazen or aggressive. What we really want to do now is to go back to being that 

voice of reason. We haven’t been recognized for that but we want to continue telling 

the stories behind that, the facts behind that. Essentially why fast fashion is fucked, but 

maybe with the less f-words in the future.” (Interview, Sarah). 

 

ASKET created controversy with the campaign and not all reaction were positive.  

 

“it was really interesting to see, the fuck fast fashion-campaign performed best on 

social media. It’s visually very striking. We found it being reshared a lot in 

communities that were already aware of the impacts of the fashion industry so lots of 
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other independent small designers conscious consumers were sharing it. We tried to get 

some more press coverage on it to amplify that messaging or to get press to interview 

our co-founders to provide more detail behind our reasoning. We actually found that the 

press were hesitant to cover it and our feeling is that, because there are a lot of fast 

fashion brands that invest in advertising, the media do have to play a very careful 

balance.” (Interview, Sarah). 

 

“No sort of media would, I think, confirm that, but we have our suspicions. I have 

spoken to a lot of press afterwards who are familiar with what we did and they have 

said “yes, we absolutely know you from that activity”, but haven’t specifically covered 

that campaign. But hopefully that opens the door for us to do more in depth interviews 

going forward.” (Interview, Sarah). 

 

As ASKET explains how they intend to take on a rather more measured tone, it could be seen as if 

they tried a more bold approach to communication at first as an outlet for the frustration, but realized 

how this was not in line with the company values of empowering the consumer, and putting trust in 

the consumer to make informed decisions.  

 

 

The need for established regulations 

“There is a great risk in, before greater restrictions and guidelines come out from the 

EU or the government about certificates and what is actually ok to claim and say, 

emerging opportunism about how to promote sustainability. Take BCI cotton for 

instance, it has nothing to do with the product itself, it means that the company that has 

produced the garment invests a small amount in actions, which could be anything, it 

doesn’t reach the individual farm where the cotton comes from. Ergo, it doesn’t say 

anything about the production. While H&M greatly promotes how their cotton comes 

from sustainable sources and where BCI is the big thing. There is a great risk in us 

increasing our consumption without it causing a lower impact, until clear guidelines 

regarding what you can claim as well as a scorecard of what is bad, less bad and 

somewhat good are universally formed” (August) 

Changing the industry  

Prospects of ASKET’s business model 
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“To change the industry we have to collaborate. I meet with different CEOs and 

founders and people in different companies and everybody is conscious about what we 

do and they want to get to where we are but need help and to take radical measures to 

adjust. So we are very aware about what we do is being discussed and get a lot of 

attention on a high level at big leading companies in the industry. We also get a lot of 

publicity by participating in panel discussion and key notes, in contexts where we can 

actually address our mission and our purpose to an audience that has a lot of influence. 

(Interview, August). 

 

“because we are a rather small player, we might not be able to be the ones to actually 

do the shift, but we hope to be able to inspire the rest of the industry to take some of the 

steps that we have already taken, and implement into their processes as well.” 

(Interview, Dan). 

The analysis shows how a mature market for “sustainability” is continuously explained as an enabling 

factor for change and how a shift is visible during the last years among consumers and companies 

towards taking serious sustainability actions. Could it be that the market is finally mature for drastic 

measures, hence more well suited for a lowsumerism business model? 

 

“Another factor steering us in the perspective we have today, is how we personally 

experience climate change and that a broader consciousness has been developed during 

the past five years at a quick pace. We have also noticed a maturity in the market which 

has laid ground for our bold approach in our communication. In the beginning we saw 

the product as the driving force, the means to slow down consumption and to some 

sense we still see it as that. If you introduce a product that will last 10 times longer than 

other products, and which is produced in a more responsible manner, you will slow 

down someone’s consumption” (Interview, August) 

 

“The different factors which makes us “more sustainable”, which has resulted in us 

causing a lower footprint, are factors we historically haven’t put much emphasis on in 

our promotions, partly due to the stigma related to “sustainable clothing. We have been 

aiming at building ASKET on a good fundament from the beginning but as a 

surrounding urge for a better alternative has grown, these factors that actually make us 

a better, more responsible and accountable business have gotten to take the center stage 

in a greater extent” (Interview, August). 
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“The focus was, five years ago, very much on the wardrobe essentials, the permanent 

collection, quality basics, minimalist living. But really in this last year, we are seeing 

the narrative and people’s understanding on what we stand for to be focused a lot more 

on, let’s call it sustainability for a lack of a better word. Today when we ask people 

what they associate ASKET with, it is much more about traceability, reducing 

consumption and people understand that we look into work within better ways in the 

industry. ” (Interview, Sarah). 

 

“you have to tap into the zeitgeist of what people want to read about, what people are 

interested in and of course, climate impact and climate anxiety and the impact the 

fashion industry is having on that is a huge current.” (Sarah) 
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Discussion 

Outline 

 

a. Business versus Activism 

b. Bottom up change, factories and suppliers in power 

c. Just another sustainable brand? 

d. Growth 

e. Estimating added value of thought leadership 

f. COVID-19, a fashion brand during a pandemic 

g. The paradox of Sustainable Fashion 

  

Business versus Activism 

Tendencies of the mission driven approach ASKET has developed permeates the analysis, through 

several means of thought leadership and acting as role models in an industry faced by plenty of critical 

challenges and slow progress to change. As it was ASKET’s business model that sparked the idea for 

the direction of this thesis and the related paradox of selling clothes yet promoting lowsumerism in 

particular, it could be argued that this initial perspective has colored the process. As the results show, 

it could be argued that ASKET is in fact a mission driven company, part of a movement, with 

activistic tendencies. Analyzing ASKET from a business model perspective and applying conventional 

components and functions of the business model, confines the research to that perspective and steers it 

towards a direction. However, I believe studying ASKET from a business model perspective also fills 

it purpose as an illustration of a understudied phenomenon which is lowsumerism and traceability. 

Sustainable business model canvas could have provided for further components to have been 

considered. Yet, the objective of this research was not to classify ASKET’s business model in relation 

to its sustainability logics, but the objective was rather directed towards their business model in 

combining sustainable logics and value creation. Therefore several perspectives have been presented 

in this thesis, in order to respect the data and explore along the way.  

 

The perspective of ASKET as a mission driven company nevertheless presents an interesting 

narrative. Namely, when sustainability logic moves past only serving as part of the business model to 

becoming the main driver. The findings could also indicate however, how ASKET proves that you can 

in fact run a mission driven business for profit. Yet still affected by challenges related to sustainable 

business models. It seems as if ASKET is also built on a lot of frustration over having seen the 

backside of the fashion industry and desperately trying to create awareness over the years and change 
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the industry from inside out. An interesting aspect is looking at ASKET as solely an industry 

disruptor, role model, disruptor, which offers a tangible value in order to emphasize their real mission. 

Fletcher talks about slow fashion as a movement and a lot of those element are prevalent in the case of 

ASKET.  

 

“The slow movement in fashion has grown into something more than just fast fashion 

minus the bad bits; for that would confine it to tinkering with today’s practices. Nor is it 

a descriptor of speed, but a different worldview that names a coherent set of fashion 

activity that promotes variety and multiplicity of fashion production and consumption 

and that celebrates the pleasure and cultural significance of fashion within biophysical 

limits” (Fletcher, 2015) 

  

However, just as multiple realities exist, a business model can be both a for profit business model 

incorporated in a mission driven company at the same time. ASKET might just be leading the way 

with a drastic example. It could also be argued that it could be beneficial to ASKET that consumers 

and other brands do not think of their business as a for profit business. They are then seen as heroes 

and volunteers, which usually caters to the “sustainable consumer” better than large corporations such 

as H&M and Zara. At the same time, they want to change the industry and affect industry giants into 

adopting their principles and for that to happen, they need to show that adopting the principles of 

lowsumerism and traceability can be profitable and has scalability potentials. Because in the end most 

businesses are of course for profit. 

  

The bottom up change 

One finding that stands out is how supply chains seem to be developing to becoming less rigid, and 

how a small company as ASKET can prove how every little step counts. “it needs to come from the 

factories and other suppliers to actually enable traceability by opening up the supply chains” 

(Interview, Dan). This perspective can open up to view the suppliers as the real change makers with 

the most potential to actually make a difference on a bigger scale. From the perspective of bottom up 

change that has been present during the research process, an emergent fit, using grounded theory 

(Glaser & Holton, 2004) has been initiated. This would be the basis for further research and cannot 

add to answering the research questions of this thesis. I call the emergent fit “Traceable Tailoring” - 

suppliers (tier 1-3) potentials of enabling better circumstances for fashion brands wanting to adapt 

strategies such as traceability and lowsumerism. Traceable tailoring also aims at limiting fast fashion 

models demand of rapid production, seasonal collections and trends. The suppliers are evidently in 

power, and if they have the prerequisites to use that power a shift in the industry norms of fashion 
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should not have to be too far away. It is although interesting to see how ASKET as a small brand have 

had breakthroughs with suppliers already and that they show examples from when they have 

contributed to progress in terms of traceability among suppliers. 

Just another sustainable brand? 

When studying a case and conducting a qualitative case study in order to identify prospects of 

change, bias and conformability needs to be considered. ASKET’s communication and 

thought leadership could in fact just be yet another way of certifying a new “sustainability”. 

A disruptor might as well impact the industry toward even more unsustainability or fall in the 

trap of lacking scalability potentials and catering to what the consumer wants. Although this 

thesis cannot proof that ASKET will not also be forced to eventually adopt to fashion 

principles in the long run, as there are no guarantees. But the fact that the case of ASKET 

proves that it is possible to challenge the defining principles of fashion and run a profitable 

business is at least proof that you can do less bad while waiting for regulations. All brands 

can do something. 

Rewriting the rules 

Growth  

 

“Instead of pursuing unlimited growth and thereby promoting unsustainable practices, degrowth of the 

global fashion industry — that is, a planned economic contraction associated with reduced production 

volume — is desperately needed” (Niinimäki et al, 2020). In the same manner as Niinimäki et al, 

ASKET also aims at redefining growth and therefore try to experiment with their offering. The 

subscription revenue stream is a result of this, instead of considering growth as constantly becoming 

bigger, becoming better and maintaining a great offer could be considered just as good or even better, 

particularly for people and planet. The dilemma regarding growth is however that, if a sustainable 

business model does not have a growth strategy that can assure the revenue streams and profitability, 

is it then sustainable according to achieving economic values? In the fashion sector, the logic of 

growth is well established as the basis of power and prosperity. The system that grows fastest is 

considered best and is sustained because people believe in it. Belying this apparent simplicity, the 

implications of economic growth are complex (Fletcher, 2015). For the prevailing business model’s 

bottom line to keep showing growth, garments have to become obsolete, at least in psychological 

terms (Fletcher, 2015). 
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Thought leadership - how successful is it? 

There can be argued that it is somewhat naive to think consumers will come to you and return because 

of your communication and the morals the company stands for. Thought leadership is something 

intangible which is hard to evaluate and measure.  

 

COVID-19 - Sustainable fashion during a pandemic 

 

It becomes inevitable to mention the current circumstances in which this thesis has been conducted 

during. During 2020 the Covid-19 virus has set the whole world out of balance, and the fashion 

industry has been greatly affected by the circumstances. It changes the climate everywhere and 

nonetheless in the fashion industry. An interesting follow up with the case could have been to see how 

things have changed for the company  during the last couple of months. Does a business which has a 

permanent collection stand stronger in a crisis than most fast fashion companies? 

 

The paradox of Sustainable Fashion - Oxymoron 

Sustainable fashion is today a well debated and contributed area, however the area carries a 

terminological contradiction caused by the development and ever changing usage of the term 

sustainability (Walker, 2006). The term sustainability has caused extensive debating, and some critics 

even claim that we should move past the concept of sustainability and focus on resilience (Benson and 

Craig, 2014), responsibility or accountability. As environmental sustainability refers to the ability of 

something to continue without upsetting earth’s ecological balance (World Commissions on 

Environment and Development, 1987), the mere definition of fashion breaks with these defining 

principles, causing contradiction when the term sustainability is related to fashion. This sheds light on 

an issue related to sustainable fashion, which is how sustainability can easily be misused by 

businesses. “The challenges the industry faces today are not simply a threat, but instead an immense 

untapped value creation opportunity”, as is explained by The Global Fashion Agenda (2019). 

Evidently, during the past couple of years, the fashion industry have seen large-scale fast fashion 

retailers such as H&M and Zara invest in sustainable action, presenting sustainability goals relating to 

the United Nations Sustainable Development Goals. Numerous brands, from these previously 

mentioned big industry giants, to new-coming entrepreneurs claim to be operating in the market of 

“sustainable fashion”, and it is in today’s business climate very common to encounter terms such as 

‘conscious collections’, “green choices”, and “sustainable products”, in commerce and marketing 

circumstances, even among brands that adhere to the fast fashion business model.  
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Due to the problematics of the usage of  the term sustainability in relation to the unsustainable fashion 

industry, many fashion companies that try to implement sustainable initiatives onto their current 

business model risk simply contributing to so called greenwashing, capitalizing on sustainability yet 

not living up to the promises or not being transparent enough to clearly explain their action and 

contribution to people and planet.  
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Conclusion 

  

This thesis illustrates how a business model based on lowsumerism principles can be profitable and 

how it is possible to go against the norm in fashion, depending on how you strategize your business 

model as a company, but at some consequences. Lowsumerism principles do not necessarily have to 

cause a paradox when incorporated in a business model. Slow + fashion is not an oxymoron, rather it 

offers an approach for a more sustainable future, but one which also demands a redefinition of fashion 

that acknowledges the slow principles and practices that have been described (Clark, 2019).  

 

1.  How can a business model based on lowsumerism principles look, and how does it differ 

from the fast fashion business model?  

A business model based on lowsumerism focus on promoting less consumption, ASKET operates this 

though their permanent collection and by extensive thought leadership to educate consumers and to 

educate the industry about the negative effects of fast consumption. Lowsumerism and business can go 

hand in hand due to cost structures where wholesale is cut out of the equation and that margin is given 

back to the consumer, to offer fair pricing, direct-to-consumer distribution. The permanent collection 

and direct-to-consumer distribution is the prerequisite for ASKET’s business model to be profitable in 

spite of the, in relation to for profit business, paradoxical foundation anchored in lowsumerism 

principles.  

 

ASKET’s business model differ from a conventional fast fashion model in what is regarded as key 

activities and key resources, where fast fashion brands are continuously looking to follow up on the 

latest trends and therefore needs more speed in production and sourcing. With a permanent collection 

you can slow down production processes and take your time with sourcing and instead of observing 

trends time can be spent on developing existing products to become better and more traceable as well 

as educating the consumer about what goes on behind the scenes of fashion production.  

 

2.    What are the challenges related to incorporating lowsumerism principles to a 

conventional business model? And what implications does this have for the prospects of 

slow fashion becoming the new industry norm? 

 

Adopting lowsumerism and traceability principles according to ASKET’s operations is costly, labor-

and-time intensive, risks not adhering to what the majority of the consumers want and demands drastic 

changes to conventional fast fashion business models as they are not naturally enabling lowsumerism 

and traceability. 
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Even companies that has built their business model on sustainability furthermore risks challenges 

related to lacking potentials to scale, adhering to fashion consumer’s value propositions, being 

hindered by rigid and closed supply chains, balancing being sustainable and being profitable, 

designing for sustainability and managing supply chains in relation to that, as well as challenges 

related to meeting the needs of the already informed customers. However, due to the factors of the 

permanent collections in combination with some of the logics and operations ASKET performs, they 

are not affected to the same extent as other brands supposedly are by these challenges. 

 

A shift is visible among both smaller brands such as ASKET, bigger corporations and among suppliers 

towards seeking for sustainable development beyond greenwashing initiatives. The mature market 

together with how ASKET has seen proof that they are in fact already impacting the industry, 

indicates that with the right efforts and willingness to change, the fast fashion norm can be challenged 

It is at least possible in theory and to some extent in practise. 

 

Lastly, lowsumerim does not necessarily cause a paradox. The potential paradox which initiated the 

thesis from the first place turned out to be nonexistent according to the empirical data. A consideration 

valuable to mention is although the potential of adding a paradox to the case by analyzing ASKET 

from a business model perspective, as the case might touch other areas that could have been developed 

in a different context and setting. 

 

 

 

Contributions 

This thesis contributes to theory on sustainable business model innovation, as lowsumerism is scarcely 

studied in practice. It also contributes to practical knowledge about ASKET and their principals and 

operations which can inspire other professionals in the fashion industry.  
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Further research 

 

Further research about the potentials and obstacles to bottom-up change would be both interesting and 

practically useful. I believe the phenomenon should be approached by longitudinal observations at the 

factories to find out what processes that are crucial to maintain for the factories, understand the basis 

of their unwillingness to change and enable traceability. To study factories would in general contribute 

to the research on traceability and transparency, but would demand a longer research project and 

bigger resources. 

 

The validation of thought leadership could be an extension of this study. How to estimate the effects 

of thought leadership, both from a consumer perspective but also from an industry perspective. Future 

studies on testing potentials of thought leadership in relation to lowsumerism could be to conduct a 

consumer focused study, collecting data through surveys, and also interviewing industry partners and 

competitive brands. In general, to involve consumers to this research could have been a way of 

focusing on the thought leadership, to somehow measure its effects and how it is perceived by its 

followers. 
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Appendix 1.  

Interview 22-01-2020 August Bard Bringéus, Co-founder Asket (The interview 

was held in Swedish, as both author and respondent speak native Swedish). 

 

S: Jag har läst i tidigare intervjuer med dig och din kollega Jacob, att ni inte ser Asket som ett “mode”- 

företag. Om så är fallet, hur skulle du istället kategorisera Asket? 

 

A: Vår produkt är ju kläder, så per definition rör vi oss i arenan av mode och plagg, på engelska skulle 

man säga the Apparel industry, att vi i så fall är ett Apparel brand men inte ett fashion label/brand. 

Och anledningen är ju att det vi gör bryter egentligen mot grundkonceptet för mode och klädindustrin i 

hur man designar, marknadsför och bygger ett “reason to speak” där allting då grundar sig på konstant 

förnyelse, säsongs kollektioner som blir snabbare och snabbare, fler och fler, som egentligen bygger 

på att vi ska känna att vi måste byta ut allt i våra garderober. Att det vi har, äger och bär inte längre är 

aktuellt. Definitionen av designed obsolescence som man pratar om i teknik, applicerat på mode -> 

Absolut fungerande plagg inte längre anses vara aktuella. 

 

Ett av de grundläggande fundamenten för det vi gör är att vi gör en permanent kollektion. Det vill säga 

att varje plagg vi gör måste ha potentialen att vara modemässigt relevant för alltid. Vi tar alltså bort 

design obsolescence och det gör att vi enligt oss inte gör mode, om mode per definition handlar om 

varierande uttryck - kan ju definierar på olika sätt. Vissa håller inte med om att mode definieras så 

utan att det handlar mer om det artistiska och det kreativa och även om ett plagg har ett visst uttryck så 

kan det vara tidlöst och det kan bäras. Men normen ser ut som den att mode gör att vi konsumerar mer 

plagg än vi behöver och det går emot vår filosofi och det går emot vår design, produktutveckling och 

kommunikationsstrategi.  

 

S: Tolkar jag dig rätt om jag säger att det beror på något utav en tolkningsfråga? 

 

A: Exakt. Det är väl så att i princip alla klädföretag idag designar plagg som har en definierad 

livslängd. Det beror på att man är beroende av att fylla butiken med nyheter, sina egna butiker eller 

återförsäljare, att man är beroende av att mata tidskrifter med nyheter och man är beroende av att då 

skapa merförsäljning från individuell kund. Istället för att bara se ett plagg lite mer som man gjorde 

för 100 år sedan, som kanske mer av en nödvändighet snarare än en “nice to have”.  

 

S: Skulle du klassa er som ett hållbart företag? 
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A: Vi är ju väldigt försiktiga med begreppet hållbart. Vi skulle aldrig kalla oss själva för hållbara, av 

den anledningen att hållbarhet och hållbart - sustainable/sustainability är så fruktansvärt breda begrepp 

och att kategoriskt sett hållbar produkt eller hållbar är extremt förenklande. Ett plaggs värdekedja är 

enormt komplext. Att arbeta sustainable är ju att jobba på en nivå som vi kan upprätthålla och det kan 

vi inte i modeindustrin, generellt sett. Vi har alldeles för mycket kläder, med alldeles för stor impact. 

Men om man ser det som hållbart - durable, att ett plagg ska hålla länge. Det är ju vad som är vårt 

grundfundament. Både designmässigt men konstruktions och kvalitetsmässigt det som är den enskilt 

bästa grejen du kan göra som konsument är ju att ha färre plagg som du har över en längre tid istället. 

Hållbarhet är för stort och det riskerar att förenkla världsbilden och sanningen som leder till att vi, 

framförallt nu när konsumenten är mer och mer medveten kring kopplingen mellan klädkonsumtion 

och milj och miljöförändring, så gör det att vi känner att vi kan fortsätta konsumera som förr eller 

kanske till och med mer “sustainable clothing”. 

 

Vi vill utbilda konsumenter, kring kläders impact därför säger vi inte att vi är sustainable, vi kan prata 

om det. Vi pratar om kläders impact och om impact av våra plagg på planet och människa och miljö 

men vi använder oss inte av det begreppet för att så fort man tar det i mun så gränsar det till 

greenwashing.  

 

S: När jag läser om er ser man ofta termer som Responsibility istället, vad betyder det för Asket? 

 

A: Responsibility är mycket tydligare vad det innebär, responsible eller accountable, accountability. 

Det betyder att vi faktiskt har ansvar för våra produkter i sin helhet och modeindustrin har ju en 

historia, framförallt de senaste 3-4 decennierna präglat av globalisering och ökad konkurrens, och då 

har värdekedjan fragmenterats och “off-shoreats” och liksom trycks längre och längre bort från 

beslutsfattande organ inom ett modeföretag. Som gjort att, vare sig vi vill det eller ej, tappat förståelse 

för var plagg kommer ifrån och vilken impact de har, och i takt med det också gjort det svårare att ta 

ansvar. När vi delegerar ett plagg till en fabrik som i sin tur delegerar komponenter till en anna fabrik, 

som i sin tur delegerar råmaterial och färgning till en tredje, och så vidare. Detta gör att det är otroligt 

svårt att ta ansvar.  

 

För oss handlar det om att inte sopa saker under mattan, när du bara jobbar i status quo och låter det 

vara så och utgå från att våra sup leverantörer tar ansvar så är det faktiskt vi som tar fram produkten, 

beställer den och marknadsför den. Då vill vi ta ansvar för hela resan från bomullsodlingen eller 

merinoull-farmen hela vägen till konsument och samtidigt till och med ta ansvar för att konsument är 

upplyst, kring vad det här plagget har haft för impact under sin resa och hur man kan på bästa sätt 

förvalta det.  
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S: Om du kort skulle beskriva er affärsmodell, hur skulle du beskriva den då? 

 

A: I industritermer är det ju en direct-to-consumer online-only eller DNVB, digital native vertical 

brand, vi är vertikalt integrerade, inte i den mån att vi äger våra fabriker men att vi går rakt till kund 

och passerar förbi wholesale egentligen. Det vi gör är at vi försöker skapa mervärde i produkten 

genom att skära ut wholesale och skära bort säsongskollektioner, vilket gör att vi kan minimera risk i 

lager och vi behöver inte ha reor, vi kan tillhandahålla högre kvalitet, bättre passform, bättre produkt 

till ett mer tillgängligt pris.  

 

S: Skulle du kategorisera er affärsmodell som en hållbar affärsmodell? 

 

A: Återigen, begreppet hållbart ör ju svårt, men vi jobbar ju för att förändra inte bara 

konsumentbeteende men även industrin, så om man säger på pappret vad vi levererar är ju ett tangible 

value i produkt, men sen så är ju det byggt kring ett fundament och varumärke som är mycket mer 

syftesdriven där vi ju försöker utbilda en kund som inte längre vet vad som krävs för att ta fram 

kläder, och få oss alla att bli lyckligare i att konsumera mindre och bättre, samtidigt som vi vill 

påverka industrin. Så jag skulle säga att det är ett varumärke och ett företag som arbetar syftesdrivet 

och definitivt med minimal avtryck på människa och planet.  

 

Men åter igen att kategoriskt säga att det är en hållbar afärsmodell, för mig skulle den enda typen av 

hållbar affärsmodell vara en självförsörjande odling där du varierar dina åkrar och din mark efter 

säsong, ena säsongen odlar du det här och nästa säsong detta. Du lever i harmoni med omvärlden. Så 

det vi gör är inte alls hållbarhet men något slags net positive impact för i praktiken är det näst intill 

omöjligt att vara ett sustainable företag. 

 

S: Vad är det huvudsakliga syftet med Asket? Vad är det som huvudsakligen driver er? 

 

A: The why, det är något som vuxit på oss över tid. Vi startade med att starta, ganska egoistiskt dem 

kläderna vi hade sjukt svårt att hitta, vi tittade på våra garderober och insåg att vi hade alldeles för 

mycket kläder och att det var en bråkdel av dem som vi gillade och faktiskt använde dagligen (August 

och hans co-founder Jakob). Vi tänkte att vi ville maximera nyttan i våra garderober och bara ha grejer 

vi faktiskt tycker om och använder och att på ett personligt plan minska ineffektiviteten. 

 

Men efter tid har det ju vuxit i takt med att vi har förstått vår potential med den här permanenta 

garderoben. Mer tid, mer resurser att göra bättre kläder och direct-to-consumer som ger oss 

möjligheten att prata på ett annat sätt till kund, bygga relation och live-streama från våra fabriker och 
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ta med kunden på hela resan. I takt med generell awareness av klimatkrisen vi befinner oss i så har vi 

utvecklats till att förstå att vårt riktiga why, det handlar inte om de individuella produkterna, det är inte 

det som får oss “excited”, de produkterna vi tar fram. Det handlar om att vi faktiskt förändrar folks 

livsstil och konsumtionstakt till det bättre. Så vårt why, varför vi finns, vi har internt definierat det 

som “end the era of fast fashion”.  

 

S: När du beskriver denna utveckling av ert syfte låter det som att det snarare är inre faktorer, er 

awareness av klimatkrisen etc som påverkat utvecklingen snarare är yttre faktorer. Hur ser du på det? 

 

A: Så är det verkligen. När vi startade tänkte vi ju att startar man ett klädmärke 2015 är det klart man 

ska göra rätt från start. Vi ville vara transparenta från starten, modeindustrin är inte transparent. Vi 

behövde vara transparenta för att förklara vår ide och prisbild digitalt, eftersom vi inte hade några 

butiker. Vi såg transparens som en möjlighet att förklara vår produkt bättre. Men i takt med att vi som 

outsiders i det här med vad det faktiskt krävs för att ta fram kläder, förstod hur bisarrt det är att vi tar 

för givet kläder, som en slit och släng vara. Som någonting man kan knäppa med fingrarna och få, 

utan att det påverkar någonting, som att kläder växer på träd eller kommer på ett rullband. Detta 

började väcka stora frågetecken hos oss själva, är det rimligt att i en värld där vi producerar 100 

miljarder plagg per år, slänger och bränner 60% av dem inom loppet av 12 månader, att tillföra mer 

kläder egentligen? Sen såklart, de yttre faktorerna är hur vi personligen känner av en klimatförändring 

och det har ju skett de senaste fem åren i ganska snabb takt. Och vi har såklart sett att det funnits en 

mognad i marknaden och då har vi gått hårdare an i den riktningen, i vår kommunikation. Till en 

början tänkte vi på att och någonstans är det fortfarande så, produkten är drivkraften, produkten är 

medlet att sakta ned konsumtion. Tar du fram en produkt som håller 10 gånger längre än andra och är 

gjord på ett mer ansvarsfullt sätt, så kommer man sakna ned någons konsumtion. Men våra olika 

faktorer som gör att vi “blir mer hållbara” eller gjort att vi har ett lägre avtryck är ju saker som vi 

kanske historiskt inte skyltat så mycket mer på grund av stigmat som historiskt kommit med begreppet 

“hållbara kläder” som då kanske varit hampa-kläder och potatissäckar. 

 

Vi har velat bygga detta på ett bra fundament från starten men i takt med omgivningens begär för ett 

bättre alternativ  har vuxit, så har våra grundfaktorer som faktiskt gör oss till ett bättre, mer 

ansvarsfullt företag fått ta lite mer “center stage”. 

 

S: Att bry sig om klimatet och konsumera hållbart skulle kunna ses som en trend idag, hur ser du på 

detta? Finns det risker med att hållbar konsumtion skulle kunna vara en trend? 

 

A: Först och främst är jag lite allergisk mot att kalla det för en trend, eftersom det absolut är en 

nödvändighet. Sen är det ju tyvärr så att man beskriver saker som trender och att något är trendigt och 
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det hänger ihop med hela modeproblematiken. Men det är ju faktiskt så att hållbar konsumtion inte är 

en trend utan något absolut nödvändigt och att allt måste gå mot mer ansvarstagande och mer 

måttfullhet och rimlighet. Men risken är ju såklart att man på kort tid sett att greenwashing exploderat 

och det är sjukt svårt att skilja på vad som faktiskt gör skillnad och vad som inte gör det. Jag var på en 

konferens med konsumentverket och naturvårdsverket om kemikalieinspektionen förra våren och de 

kom fram till att det fanns över 70 olika miljöpåståenden inom kläder och textil i Sverige bara, både 

som företag hittar på och som liksom är certifieringar, Ökotex, Svanen etc. Även om tanken med dessa 

typ av certifieringar är bra så är dem väldigt förenklande för ingen certifiering tar en helhetsbild och 

allting leder till att vi känner att vi bara kan fortsätta konsumera i samma takt, för ärligt talat så vill ju 

vi som konsumenter inte tumma på vår levnadsstandard och just nu är det en del av vår livskvalitet att 

kunna konsumera mycket. Där finns en jättestor risk i att innan det kommer ett stort järnstag ifrån EU 

eller regeringen kring certifieringarna och vad man faktiskt får säga, så finns enorm opportunism om 

hur man frontar med hållbarhet. Ta BCI cotton, BCO cotton betyder ingenting, det har ingenting med 

produkten du köper att göra, det betyder att företaget som har producerat den här produkten, eller 

varumärket, investerar en liten liten del i åtgärder, som kan vara vadsomhelst, det går inte tillbaka till 

den individuella odlingen där bomullen kommer ifrån. Det säger alltså inget om produkten. Men 

H&M frontar jättestort med att “vår bomull ska komma från hållbara källor” och där är BCI den stora 

grejen. Det finns en stor risk i att vi faktiskt ökar vår konsumtion utan att den får ett lägre avtryck, tills 

det kommer tydliga regelverk kring vad man får säga och en balansräkning på vad som faktiskt dåligt, 

mindre dåligt och någorlunda bra.  

 

S: Hur var mottagandet från konsumenter när ni först startade 2015 versus nu 2019? 

 

A: Då byggde vi väldigt mycket kring produkten, vi startade med en t-shirt i 15 storlekar, med schysst 

pris och transparens där man kunde se fabrikerna. Vi spelade på ganska rationella USP’ar. Det var 

science of fit, quality price, timeless design och det var framförallt dessa rationella USP’arna som 

gjorde att vi fick ett väldigt lojalt following. Den tydligaste skillnaden vi gjorde var egentligen 

storlekarna back in the days, som fick folk att hajja till. Första året hanldade nästan all press om att vi 

gjorde kläder med ett radikalt annorlunda storlekssystem. Vi fick ett bra mottagande och vi växte 

väldigt organiskt. 

 

Vi gör olika undersökningar varje år “Varför folk väljer oss” och “Hur de skulle beskriva oss”  

Som en följd att vi pratar mer om ansvarstagande och transparens och spårbarhet, så ser vi att den 

kakan blir större och större när folk ska definiera hur de beskriver oss och varför de väljer oss. 

 

S: På tal om spårbarhet. Hur arbetar Asket med spårbarhet och transparens? 
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A: Transparency handlar om att spela med öppna kort, allt vi gör, pris, att du kan se vem som är 

bakom varumärkena, du ser fabrikerna. Det handlar om att skapa förståelse bakom ridåerna egentligen. 

 

Traceability är ju på produktnivå, att spåra våra komponenter. Traditionellt sett när du utvecklar ett 

plagg inom mode så har du en sketch, din kollektion plan en range-plan, tex 100 plagg, de ska se ut 

såhär och sen tar man det till en produktutvecklare som säger du kan använda dessa materialvalen, sen 

går man till fabrik som ska sourca det här åt dig. Det vi har försökt göra är att vi vänder på det mer och 

mer. Det blir jättesvårt om du ska jobba up-stream i värdekedjan för att kartlägga, det är mycket 

enklare om du går rakt på leverantörerna, rakt på odlingar, spinnerier, väverier. Direkt till komponent 

leverantörer och jobbar down-stream med resurserna du har. För att kunna se, vad kan vi göra med de 

resurserna. Så som man gjorde back in the day egentligen, den gamla tidens basar. Vad har jag att 

erbjuda och vad kan jag få för det? 

 

Den principiella förändringen vi har gjort är att vi utvärderar leverantörer och potentiella värdekedjor 

och matchar  det mot de produkter vi ser skulle kunna tillföra värde i en permanent kollektion. Rent 

krasst betyder det att vi flyger ner och besöker alla dessa fabrikerna, framförallt tier 1 som är sömnad, 

tier 2 som är milling (där tyg vävs eller stickas, garner spinns) men även mer och mer tier 3 

(råmaterial, odlingar). Där blir det väldigt komplext, eftersom råmaterial funkar som så att om du 

köper en bomullströja idag är det extremt osannolikt att allt bomull kommer från en och samma 

odling, det är i princip aldrig fallet. För att tillgodose en viss consistency i kvalitet kommer ett spinneri 

att köpa in bomull från olika odlingar och kombinera det, det handlas på auktion där det bulkas och 

handlas per kvalitet. Så det är en logistisk utmaning egentligen, där man måste gå förbi de auktionerna 

och hitta individuella odlingar och sen hitta individuella spinnerier som kan ta åt sig, sätta upp direct 

supply chains med de odlingarna och definiera supply chains åt dig, så att du måste köpa in vissa 

minimum kvantiteter för att det ska vara värt sig för vårt italienska merino garn spinneri. Det kräver att 

det sätts upp en produktionskedja som bara är för oss. Det är enorma maskinerier och kräver enorm 

omställning och konfiguerering av maskiner, rengöring etc. Så det krävs stora investeringar för att 

uppnå våra minimumkvantiteter för att faktiskt kunna ha den leveragen och sätta upp dedikerade 

produktionslinor.  

 

S: Hur har ni utvecklat detta arbetssättet genom tiden? 

 

A: Det har varit en resa, en ökande förståelse för komplexiteten i att göra detta annorlunda och mer 

ansvarstagande. Till en början hade vi bara tier 1-fabriker som vi visade (traceability) för att visa vart 

saker och ting sys och skärs, sista steget, där det är mest manuellt arbete.  
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Nu har vi som ett krav att också ha kontroll över tier 2 och ibland 3. Vi har gått djupare och djupare 

och gått mer och mer up stream genom åren.  

 

S: Ni har uppnått  och implementerat nya standards? 

 

A: Ja absolut. 2017, när vi av en slump råkade identifiera våra bomullsodlingar i USA som används 

för vår Oxford skjorta, när vi såg att det var möjligt, så satte vi det där och då som en standard att inget 

plagg ska tas fram eller lanseras som är under 90% spårbarhet eller har chansen att bli 100%.  

 

S: Hur kommer det sig att ni lyckats åstadkomma så höga standards i jämförelse med resten av 

industrin och framförallt fast fashion industrin? “Keeping in view….” Om det bevisligen går att 

redogöra som ni gör, varför gör inte fler det? 

 

A: Det kommer från ett historiskt ointresse och till och med ett arbitrage att man har jobbat bakom 

ridåer för att kunna pressa fabriker, för att man har behövt öka sina marginaler när konkurrensen blir 

högre och högre och lönsamheten blir sämre och sämre, man rear mer och mer. Återigen kommer det 

från den konstanta förnyelse i kombination med prispress och global konkurrens som gjort att vi har 

pressat och pressat supply chains och har då tagit avstånd från ansvar, man har kanske bara jobbat med 

ett buying team och tier 1 fabrik där de har fått ta hand om sub- leverantörer som i sin tur får ta hand 

om sina sub leverantörer. Detta har gjort att man har byggt upp en icke-transparens mer eller mindre 

medvetet och kanske till och med taktiskt för att det varit bättre att folk inte har vetat varifrån saker 

och ting kommer ifrån. Det är enklare om du sitter på H&M och ska förhandla priser på 2 miljoner t-

shirt om du inte vet vad det faktiskt har för impact på personen som faktiskt jobbar i den fabriken när 

du tar på hårdhandskarna. 

 

Men på grund av den här pressen och globalisering så har det blivit en ökad specialisering. Det är 

ingen fabrik som gör plagg från råmaterial till färdigt produkt, det är inte så vertikalt integrerat. Utan 

allt har fragmenterats och det gör det väldigt svårt att spåra också. Om din grundläggande affärsmodell 

handlar om att byta ut plagg och ha nya kollektioner hela tiden, så har du ju varken tid eller resurser att 

faktiskt investera i att jobba med att spåra dina kläder. För ska du bara sälja en t-shirt i några veckor 

eller månader kommer du inte få tillbaka den investeringen och du har inte tiden att lägga så mycket 

tid och resurs på att utveckla och spåra dina plagg. Sen när du börjar komma upp i stora volymer som 

H&M gruppen så blir det ju näst intill omöjligt eftersom du har så höga volymer och snabb omsättning 

och du tar ut dina plagg så snabbt att återigen med de här logistiska barriärerna så kommer en t-shirt 

komma från tre olika sömnadsfabriker, tre olika vävning fabriker och då har man helt enkelt valt att 

skita i det. Man har inte byggt upp det här med spårbarhet och ansvarstagande som ett fundamentalt 

kriterium och då är det ju enormt svårt att ställa om. Det man hade behövt göra som ett stort 
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modemärke är ju att producera färre plagg och det är ingen som vill ta första klivet. För då har du 

mindre att snacka om, mindre att sälja till dina kunder. Du har mindre att förnya ditt butiksutbud med.  

 

S: Är så hög traceability som möjligt målet för er eller tror du att det kan komma till en gräns där det 

inte blir ekonomiskt försvarbart? 

 

A: Egentligen inte eftersom våra plagg ju är designade för att finnas för alltid. Vi har på 5 år släppt 

cirka 27 plagg och vi har inte tagit ut en enda produkt. Alla finns ju fortfarande. Alla fabriker vi jobbar 

med jobbar vi fortsatt med, någon enkel har tyvärr gått i konkurs, vi har tveakat vissa material och bytt 

ut vissa materialkomponenter men i och med långsiktigheten spelar det ingen roll. Det andra måste 

lägga krut på i att ta fram en ny kollektion varje säsong, 3-12 gånger om året nu för tiden, det krutet 

lägger vi på att göra det vi har bättre. Så finansiellt sätt går det ihop. Avkastning pågår, utvecklingen i 

vår t-shirt har ju inget slut eftersom den ska finnas för alltid.  

 

S: Så det finns ingen gräns relaterat till balans i att ni fortsatt behöver tänka på att producera kläder 

som folk har råd att köpa? Ju högre traceability desto högre pris på plaggen, eller hur? 

 

A: Någon gång när du väl har nått 100% traceability så behöver du ju inte utveckla eller investera mer. 

Det är ju bara att det tar längre tid att komma dit. Sen tar det lite längre tid att få den avkastningen så 

det är klart man skulle kunna initialt sätta högre priser för att få en snabbare avkastning men eftersom 

de här produkterna ska finnas för alltid behövs ju inte det. Vi har en långsiktig approach där. Sen kan 

ju vissa grejer innebära att man måste öka pris. Vi jobbar nu på att byta ut all vanlig bomull mot 

ekologisk bomull och då har det en extra kostnad. Det vill säga at materialet vi köper, våra kostnad 

sålda varor går upp, inte produktutvecklingskostnader utan KSV. Då kanske man, för att uppa 

kvaliteten, genom att sourca bättre bomull eller bättre material - då kan det ju bli så att kostnad per 

enskilda produkt ökar och då får vi ju baka in det. 

 

S: Hur kan traceability, som något symboliskt icke tangible göras attraktivt och säljas till 

konsumenter? 

 

A: Det handlar ju om att mode och kläder har ju handlat mycket om status och identitet. För vår del 

handlar det om att faktiskt lära folk resan om sina plagg, at skapa mer betydelsefullhet för ett plagg. 

En t-shirt som man kanske annars köper för en helg, resa eller säsong och sen sliter och slänger, den 

ger ju dig ingen glädje egentligen, det är en kortsiktig material tillfredsställelse. Medan om du faktiskt 

vet var dina produktet kommer ifrån, du har reserahcat. Tänk som du gör för större investeringar så 

som möbler eller lägenhet eller hus, när du har lagt mer tid på att förstå och välja den här produkten 
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och kan något om den, så kommer du skapa en helt annan relation till produkten och det är det som är 

värdet i det. Att älska sina kläder.  

 

S: The pursuit of less och lowsumerism, vad innebär dessa begrepp för er och hur arbetar man med det 

på Asket? 

 

A: The pursuit of less är ju den konstanta strävan efter att leva bättre med mindre resurser egentligen. 

Rent konkret handlar det om för oss att minska folks garderober, genom att tillhandahålla bara de 

plagg de faktiskt behöver och nästan styra, rent i teorin om någon skulle välja att bara handla sina 

kläder från oss, så hjälper vi att styra dig till att köpa kläder som vi vet att du faktiskt kommer älska 

över tid och som har potentialen att reducera din konsumption. Men i bredare drag så handlar det 

också om att utbilda folk i att ta hand om sina kläder. Men i princip, i Sverige lever vi som om vi hade 

5 planeter och det handlar om att gå tillbaka till att leva inom de resurser vi fakiskt har och då leva ett 

lyckligare liv där man befriar sig från materiel överkonsumtion och kortsiktig materiel 

tillfredsställelse.  

 

S: Hur säljer man lowsumerism till konsumenter? 

 

A: Det handlar rent konkret för oss om att upplysa om eller att pinpointa “hur glad är du egentligen i 

din nuvarande livsstil och i din nuvarande garderob”? Alla känner igen sig i att man samlat på sig för 

mycket grejer, köper grejer med kognitiv dissonans där man egentligen vet att det här var inte så kul 

och det kostade mig pengar. Och istället promota något som man faktiskt kan stå för, åter igen lär sig 

älska kläderna på riktigt, då skapar vi ju ett värde i att 100% av det du äger i klädväg är saker du gillar 

och älskar och det kostar dig till och med mindre . Det finns både en filosofisk komponent, i att bli 

lyckligare med färre ting, jag tror alla känner igen den sköna känslan av att köra en vårrensning vare 

sig det är i garderoben eller i sina prylar, det är ju skönt. Men sen så hopar man på sig en massa grejer 

igen. Sen har du ju också den ekonomiska fördelen i att om du köper en av våra t-shirts, vi har mätt 

upp att den håller i snitt till 150-330 användningar så har du ju en kostnad/användning som faktiskt är 

betydligt lägre än vad du hade köpt under samma period 5-10 stycken “slit och släng t-shirts”.  

 

S: Om vi tänker framåt och Askets framtid. Säg att ni om fem år har ekologisk bomull, 100% 

traceability och er permanenta garderob. Vad kommer sen, vad händer då? 

 

A: Det handlar ju om att frikoppla sig från det nuvarande tankesättet kring tillväxt, där i dagsläget är 

det tillväxt en proxy för framgång. All investering alla finansiella instrument, framförallt inom venture 

caoital och start ups, allting handlar om tillväxt och i viss mån lönsamhet. Men framförallt när det 

hanldar om start ups så är det ju tillväxt. Och vår definition av tillväxt funkar ju inte, vi kan inte bara 
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växa i all oändlighet varken i population eller i ekonomier för vi konsumerar över våra standarder. Så 

för vår del skulle jag vilja likna det vid en abonemangstjänst, rent eknomiskt, vi har enorm lojalitet 

från våra kunder för att våra plagg är så bra för att vårt varumärke är så annorlunda och personligt 

jämfört med när du köper ACNE-kläder från en svart box, du vet inte vart det kommer ifrån eller vem 

som har gjort dem, du har ingen personlig relation till dem. Våra kunder kommer ju tillbaka i enormt 

stor utsträckning jämfört med mer vanliga modemärken. Så säg att du teoretiskt köper en helt ny 

garderob bara Asket och år 10 kanske den garderoben måste bytas ut men du kommer ju tillbaka. För 

plagg har ju en livslängd, tillslut slits de ut. Vi ser det snarare som en recurring revenue stream eller 

subscription revenue stream, att vi har ju lönsamhet i att vi har lojala kunder som tillslut kommer 

tillbaka när de faktiskt behöver det inte när vi tycker att du ska köpa mer men när de faktiskt behöver 

det. Och under den tiden hittar vi ju tillväxt i marknadens expansion och penetration i att hitta fler 

personer som kan ansluta sig till att köpa färre plagg och så klart, gärna från oss.  

 

S: Skulle du säga att det ni gör är nytt? 

 

A: Absolut, det skulle jag säga. Det som är radikalt annorlunda som kanske lite är hiding in plain sight 

är vår permanenta kollektion, det är det som utgör fundamentet för att kunna göra saker på ett annat 

sätt. Allt det jag sagt här idag hade inte kunnat vara möjligt utan den permanenta kollektionen och i 

viss mån direct-to- consumer, primärt online- affärsmodell. Men den permanenta kollektionen är ju att 

bryta mot de traditionella koncepten i hur man designar, hur man marknadsför och hur man säljer och 

växer och det är banbrytande. Det finns nästan inga andra klädmärken, jag kan inte komma på ett 

faktiskt, det finns folk i stor usträckning som har en evergreen kollektion, när man säljer samma saker 

men det finns alltid säsongsplagg och säsongsfärger. Så det är det som är mest banbrytande i grunden. 

Även om vi inte får su mycket cred för att vara innovativa så är det banbrytande.  

 

S: Tror du att det ni gör på Asket kan påverka klädindustrin? 

 

A: Jag vet att vi gör det. Vi påverkar kunder, vi upplyser kunder kring vad som fakiskt krävs och vi ser 

att kunder kommer tillbaka till oss och säger “holy shit nu har jag haft Asket kläder i ett år, innan 

konsumerade jag bara snabbmode, var aldrig glad, aldrig nöjd. Nu har kläder och till och med 

klädvård blivit en ceremoni för mig” Vi får den typen av feedback varje dag så vi vet att vi influerar 

kunden och vi vet att kunderna pratar, de är våra viktigaste ambassadörer. Sen vet vi också att vi 

påverkar industrin för att vi pratar med folk. För att förändra industrin måste vi samarbeta. Jag träffar 

olika CEO’s och grundare och folk på olika bolag och alla är medvetna om vad vi gör, och alla vill nå 

dit men behöver hjälp och behöver ta radikala tag för att faktiskt ställa om. Så vi vet mycket väl att det 

vi gör syns och diksuteras på hög nivå inom stora ledande företag. Sen får vi mycket utrymme numer i 
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paneler och key notes, i kontexter där vi faktiskt kan addressera det här till en publik som har 

influence.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Appendix 2.  

 

Interview 11-03-2020 Dan Vo, Head of Product Asket  

Been with Asket since October 2017, was the first full time employee at Asket. 

 

S: What do you do at Asket, what does your role include? 

 

D: My role as Head of Product includes anything related to the design of the product, product 

development and also strategies and taking the business forward in terms of creating concepts for the 

products, what we’re gonna launch in the next couple of years and I’m also responsible for the whole 

product department so I take care of the staff. Pretty much building up structure and strategies with 

that department.  
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S: How does the design part of the company work? Who decides how the garments should look in 

terms of materials etc. How are these decisions taken? 

 

D: That’s my responsibility. Since the beginning, the way we work is that obviously we have a certain 

esthetic that we need to follow. So I do a lot of research on what is suitable for the company, what 

products I feel is right to take in. We have a permanent collection, so anything that we take in has to 

have the potential to stay for a long period of time. Therefore we do not work with normal collections 

where we do anything trend based, so it’s not like a shifting collection like every sixth or third months 

but it’s pieces we feel is really timeless.  

 

So throughout the history there have been proven pieces in the men’s wear section that we know have 

been around for a long time. What I do then is that I do research with my team and we identify what is 

suitable, also esthetically suitable for the company. Then I pitch that to the founders and build a 

concept around it and once that’s approved we go into the stage of sourcing. In order to really work 

with the most impact free materials, the sourcing part is really intensive. We really dig into checking 

different mills out, checking lots of different tests, we do a lot of wear testings to see how the 

materials will behave over time, to really make sure that it’s high quality and that it can really last. 

That’s very intensive.  

 

This part is very different from other fashion companies where I have previously worked, that process 

is usually fairly quick, sourcing. You usually just get a lot of materials in and just sort of pick and 

choose, just because it looks good, quality for certain brands is important as well but a lot of the times, 

there is not much emphasis put on the sourcing.  

 

S: When you say you do test and research to come up with the ideas to the garment you produce, what 

does this mean? Where do you get your inspiration from? 

 

D: Generally, when it comes to style inspiration, I usually look into the styles that have been around 

for the last maybe 80-100 years, key pieces that have been prevalent in the history. For instance, if we 

take, the white t-shirt. It has been around since the 50’s and it has been worn by every generation 

since. It has a strong indication of something that is very timeless. When it comes to inspiration for the 

actual fabric or color, we obviously have our own brand aesthetic that we follow, which is again, 

generally scandinavian design is very minimalistic and timeless and so is the aesthetic Asket has as 

well. So form that point of view that is already minimalized, we would never go for any crazy colors, 

we try to avoid any trend led colors. And when it comes down to general inspiration, as a creative, I 

still take inspiration from all kinds of things. To actually develop the shape of the garment or to come 

up with the right finish, to get the certain look that I want it to be at the end, I get inspired by 
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architecture, actual garments. From that process point of view, I don’t think it’s very different from 

how other designers work. But when it comes down to actually deciding the garment itself, the shape 

and the impact of the fabric, that is where we work differently to other brands. Especially when it 

comes the process of the testing and making sure that the piece will stand the time of wearing. 

 

As a designer you can choose where you want to get your inspiration from. Trend led companies look 

for trends and we at Asket are not looking for trends per se but we still need some kind of aesthetical 

input to create a great design and having references from other arts or other design disciplines they 

always put you back in place again, to make sure that you follow something similar. What happens in 

for example interior design where they had timeless designs and follow those principals, something 

you can follow back to garments again. So it is connected.  

 

S: Do you think there are any challenges related to the permanent wardrobe, from a consumer 

perspective, as taste in clothing can be subjective. What is seen as an essential for one person might be 

“boring” for another or vice versa? 

 

D: I guess we can’t cater to everyone. Although with that being said, when it comes to men’s wear we 

do cater to quite a lot of people already. Our age groups are very different, we don’t have a set age 

group that follow to buy our clothes because the clothes that we have can be worn by so many 

different people depending on how they style it, since it is essentials. So it is not something that stand 

out, as many other trend led pieces. However with that being said, of course there can be shifts in how 

the way certain pieces fit or the way some pieces are not perceived as being as exciting as they used to 

be, because people have been wearing them for too long and have seen them too much. But since the 

company excelled we haven’t felt that yet. We are still a young company, so actually rather the 

opposite - the demand is high.  

 

We try to improve our garments over time, so that the development process never stands still. Even 

though we launched the t-shirt, 5 years back, we observe the quality of it and we take in customer 

feedback. We have a summer survey every year where we give our customers the opportunity to give 

us feedback on every single garment, where it gets a rating. Based on that we do tweaks if necessary 

when we notice something, especially when it comes to quality and fit. So we take all our input in and 

we analyze the garment again and if we feel that something is off or if some trends are going in that 

particular survey that are strong we take this into account and if it is proven to be true, after some 

fittings and considerations we make these changes. That means that sometimes we have to change the 

fabric, to make sure that the quality is better, sometimes we need to do slight fit changes as well. And 

by doing so we will probably see a tendency over time as well, if there is a bigger shift. If the grade 

(seen in the customer survey) goes down for one garment for some reason we can monitor this quite 
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well and then take action accordingly. So from that point of view, we are not really at risk because we 

are close to our customers and selling directly to consumers so that’s also a way for us to minimize the 

risk of providing something that is not wanted by the crowd for a longer period of time, of providing 

something irrelevant.  

 

S: How would you label Asket as a business and its products? Some companies label themselves as 

being a sustainable fashion brand or there is also the term slow fashion for example. 

 

D: I guess that’s a bit of a hard one because I don’t really want to put us into a particular box to be 

honest. What we say about our brand is that we make meaningful essentials. That means that we make 

essentials that first of all should cater to different types of people, since we have 15 different sizes. 

Also meansingfull in the way that it is a permanent collection, it’s supposed to be garments you wear 

80% of the time not 20% of the time and we also care about working conditions and the impact of 

garments. We work really closely with our factories, they are visible on our website so you can 

actually see the full supply chain, everything is extremely transparent towards the customer and we are 

working really hard on accessing on how our garments perform in relation to impact at the moment. 

We want to take it further from there.  

 

I have a bit of an issue with if you were to say that Asket is a sustainable brand, I mean slow fashion I 

do understand. But there are no sustainable brands, we are all making products or clothing and the 

industry is extremely complex and extremely polluting. Even if you find new solutions or new fabrics 

it is not perfect. We are not perfect as a brand so I do not like to put that label on it as it does not feel 

true. But what we can stand behind is making garments that people will hopefully wear for an 

extremely long period of time and love those pieces in their wardrobe.  

 

S: What is Asket’s main mission according to you? 

 

D: To give consumers an alternative option to what is offered in the fashion industry today, to actually 

cater to people that are not able to afford extreme luxury garments. But as we are a mid premium 

brand we can offer the same or better quality to a better price. But also, since we do care a lot about 

the impact, we can offer an alternative to all the fast fashion retailers. What is also really important is 

how we would like to inspire people to change their shopping behaviour. To focus on what is actually 

needed in your wardrobe, what you actually wear and what don’t you wear and base one’s purchasing 

behaviour on that. That’s also the same for the industry, because we are a rather small player and we 

might not be able to be the ones to do the shift, but we hope to be able to inspire the rest of the 

industry to take some of the steps that we have already been doing into their processes as well.  
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S: Would you say that the mission of Asket has changed or developed since you first started back in 

2017 and to now? 

 

D: Yes, the mission has definitely developed. In the beginning we were very focused on making sure 

that we work closely to the factories and really explaining to people where garments come from and 

how they are made. But now we actually dig a lot deeper into it. We follow the full supply chain, it is 

not just tier 1 anymore, meaning the cutting and sewing but we really go to farm level, to understand 

the greater impact of all garment and this has been a really big journey. Before, with this process being 

more closed, it made it more rigid for us in the way we source and produce our garments.  

 

S: When you talk about the garments impact, do you refer to its impact on the climate? 

 

D: Yes, well both the impact on the people but also the planet.  

 

S: How do you understand the pursuit of less? 

 

D: It does not necessarily have to be connected to clothing but can be related to anything you 

purchase. It means how you should focus on what it is that you actually need and not just what you 

want. To make sure that what you buy will have great value in your life and will stay with you for a 

very long time. That’s what we are promoting greatly as it means, if people were to consume less then 

naturally there would be less waste.  

 

At the same time we are a brand and we are selling a product, but since we have a permanent 

collection we would like to inspire people to focus on the core and what they really need and that is 

what we are offering. 

 

S: How would you say Asket differ from fast fashion companies? 

 

D: First of all, we have a limited collection, we do not offer hundred of styles, we offer 20-30 styles 

for people, so the selection is already pretty limited which makes it easier in terms of choices. 

Secondly, the way we work in terms of design and product development, we take more time to ensure 

that the product that comes out is really valuable and needed, that it has the quality standard to last for 

several years, not just for two weeks. And then we have good connections with our fabric mills and 

out factories, so we know where our garment is coming from. And not just the factory in itself but we 

are tracing back a lot further, so we have a better understanding of how the actual working conditions 

are and also we work in a fair manner, so we are not going to countries where we know that local 

regulations and laws are extremely bad to exploit people. But we make sure that places we work have 
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good working conditions. We do a lot of research on it before we start producing a product to make 

sure that is all set in place. Whereas I would say that when it comes to fast fashion retailers, there is a 

lot that gets lost during the way, they do not have time for this. The really extreme ones, they can turn 

around a collection in six weeks, including production, which for me is like “I can’t even grasp it”. 

There are so many decisions you need to take in such a short period of time and of course someone 

will suffer in the end of the line. 

 

S: Who would you say Asket competes with? Which competitors do you have? 

 

D: We obviously have other brands that are similar to us in terms of concepts and style, there are 

several e-commerce brands out there. But it depends on how you look at it, if you look into the style or 

if you look at the concept per se.  

 

I would say stylewise with our jersey, APC for example. When we look into business models in 

Sweden we have “a day’s march”, they are focusing more on their retail stores than online but I have 

heard that a lot of our customers compare us to them. In Copenhagen there is a brand Son of a Tailor, 

which I could see as a competitor as well. We have brands like everlane, they started in 2010 and they 

were actually one of the first ones to approach this transparency of factories and pricing, they inspired 

a lot of other brands. But they are a bigger fish than us. That is more from a concept point of view.  

 

S: What do you see as Asket’s main differentiator towards these brands? 

 

D: We have a permanent collection, we offer a lot more sizes than all of them do, we are transparent. 

A day’s march for example, although they say they work with essentials they still have running 

collections, collections change in the shop and they don’t work as much intensively in looking into the 

impact of the garment as we do and focus on traceability. 

 

Our 15 different sizes we provide, none of the mentioned brands do to the same extent.  

 

S: Why is it that you offer that many sizes? 

 

D: Because people come in many types of shapes and I think it is difficult for people to actually find 

good fitting garments. We want to give them this opportunity to and also to be able to wear that 

garment for a really long time. Especially in Scandinavia, when August and Jakob were launching the 

brand, people are usually very tall here, so there was a frustration in it, that garments were usually too 

short. But then there is of course, the opposite where some can’t find clothing that is not too big or too 
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tall. There is a general sizing system, but it does not mean that it applies to the general population. 

With offering 15 different sizes it gives people the opportunity to find the right fit.  

 

S: You don’t have on demand production?  

 

D: No, all garments get shipped directly to our warehouse. And it is actually a lot of work. It is very 

challenging to do fittings and to identify the right grading and to make sure that the grading aligns 

with different lengths, that it really fits people proportion and length wise. That being said, now we 

have been working with this for a couple of years, we have the right statistics and are more 

experienced with it so for us it is easier to introduce it to newer garments. Because then we know 

approximately what to look at and this is how we can know how to make the patterns for new 

garments as well.  

 

S: How do you know how many of the different sizes to produce and stock in the warehouse at a time? 

 

D: Well, we have a really good business controller. We have to do a lot of calculations based on our 

previous sales. That is where we get most statistics from. We have purchasing systems to help us with 

the forecast for the future. But a lot of calculation.  

 

S: Why do you think it is not more companies have imitated or adopted the strategies you are working 

with at Asket, if you are actually proving that it is possible and that you can even make it profitable? 

 

D: It is extremely hard, it is very hard for us to work as we do, even though we do not have many 

styles and we have a permanent collection, it has been a lot of work to implement the traceability and 

it will keep on growing. I think for other companies that do not have the same concept, they would 

have to change their whole business model in order to achieve the standards we are working with. If 

you have like 300 styles and you have to source and go back to and trace every single component, I 

think a lot of fashion companies would need to change quite a lot. That being said, I know that there is 

a trend that is changing right now. When I went to Premiere Vision, now a lot of mills at least, they 

work towards it, to give you the possibility to work with traceability from the start. This was not 

available at all just two years ago, so this is a completely new shift and a new trend, which is nice to 

see, this is what you want. To start something and create this whole wave, to see the whole industry 

finally wake up and make changes. And I feel like everyone needs to work really hard together in 

order to make this work. Other fashion brands also need help with this, it needs to come from the 

factories and other suppliers to actually enable traceability by opening up the supply chains. Because 

one of the biggest struggles that I have had when I have been sourcing has been how in the beginning, 

people did not want to tell us where things came from, it was extremely secretive and it still is, that is 
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also a big issue that bigger organizations might face, because if you have so many different factories 

and suppliers it becomes more and more complex to keep track. 

 

S: Who are the people you are referring to when you say that “people did not want to tell us where 

stuff came from”? 

 

D: Suppliers, where we are purchasing from or factories we have been working with. Eventually they 

all opened up, because I told them that if they would not open up I would switch them out. That is how 

radical you have to be. But you need to be able to have choices as well, perhaps you do not have a 

choice because you do not have any alternative collaboration partners and you still need to keep your 

business running. I believe this is where other organizations really struggle where they do not have a 

choice. Since we are a small brand and there are not so many layers, in terms of management you need 

to go through, it is a lot easier to put new measures into place and working towards it as well.  

 

S: So, if I understand your explanations correctly, you say that you believe the reason why other 

companies are not imitating what you do is due to most fashion companies need of radically changing 

their business models as well as how the processes are hard to maintain an work with. Could you 

elaborate on that, why is it hard? 

 

D: Because first of all, it is extra work, if you never had to trace anything back before or maybe it was 

already a lot of eztra work to simply source the item that you need in order to make a particular type of 

clothing. If you actually need to dig in further, it requires extra work. Either you need more resources, 

to hire more staff that can actually 100% focus on that or you just have to work more and that might 

not be possible for every company to do so. You also need to be very persistent because even when 

you speak to the fabric mills or the factories, they sometimes don’t know where stuff is coming from 

because they have never been forced to work like this before. So there is a lot of information missing 

in the link and you have to keep on digging, until you get what you need. So there is not just a lot of 

work for brands but also a lot of work from the other end as well, to actually find the information 

needed and I do not think the industry is set up for this yet. If everything would be in place and 

available with a data base that you could access for example, then that would of course be a lot quicker 

and a lot easier. But how the industry looks like now, transparency demands a lot of time and 

resources from every single end, not just from us as a brand but from also from everyone down the 

supply chain. And then it comes down to cost. It is also hard because one item might have 20 different 

components and if you source every single component and you would like to have it traceable, that is 

again very time consuming and for us, we do not have that many styles due to out permanent 

wardrobe, but for normal fashion companies that have hundreds of styles it all adds up.  

 



 

 95 

Some brands, the bigger ones, have started with some traceability but focused it on a smaller 

collection for example, and these initiatives are of course good, they are starting somewhere and they 

have to do this.  

 

S: Would you say that Asket is aiming at impacting the industry? 

 

D: Definitely, I would say that is one of our biggest goals. We would like to connect with the 

consumer but we would also like to impact and inspire the fashion industry to make a drastic change. I 

can actually give you an example of what have happened: 

 

We had one garment where we got misinformation at some point regarding traceability and we have 

been working really really hard to get the information from the fabric mill and have alerted some 

people in the management to get the information we needed. Unfortunately in the beginning they were 

not very open to that, but I actually by chance, during one of my trips, met the president of that 

particular fabric mill, and this is a very major mill, I spoke personally to him about the situation and 

they are actually working really strong towards traceability and reducing impact, they have been doing 

great work down in Egypt to improve people’s lives there, so he was extremely sad and shocked to 

hear about our situation. After this contact everything changed, they gave us the information quickly 

and later I met one of the employees at Premier Visage in Paris and he said that, since this situation 

happened with our brand, they actually changed the whole company structure when it comes to 

traceability. And as I said, this is a major fabric mill where you would think you have no impact as a 

smaller brand but you can if you talk to the right people and show your commitment towards the 

cause. I hope to see more of this in the future, for us to really see the impact.  

 

Most of the factories we are working with and most of the suppliers I have been in contact with since 

joining Asket have been made aware of the issues that are out there in the industry and many of them 

have really shifted. There was a lot of resistance in the beginning but I see more and more shift, so I 

actually have great hope that something is going to happen. When it comes to the greater industry, 

other brands, we have seen some new brands popping up that have similar concepts and also some of 

the bigger brands are adapting some of the things so I think this is a good thing, it means that 

somehow it works. Hopefully this will all create a bigger shift. 

 

S: What would you say is Askets biggest challenge right now? 

 

D: I would say sourcing the right material. Really finding a balance between lowest impact, great 

quality, full traceability. It is really hard. 
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S: Where do you see Asket going in the future? 

 

D: We are of course going to continue with what we are doing right now on the Men’s wear side. 

Eventually we will maybe launch a women’s line as well. In order to really have greater impact and 

give other consumers the option to decide to buy from us instead of other retailers we need to offer 

options for different genders as well. That is still to be confirmed so we will see.  

 

 

 

 

 

 

 

 

 

Appendix 3.  

 

Interview 18-03-2020 Sarah Arts, Head of PR 

Been with Asket since early 2019. 

 

Me: How long have you been working at Asket? 

 

S: Exactly one year, a year and three days.  

 

Me: How did you end up working at Asket? 

 

S: My educational background is actually in natural sciences and early on in my career I found myself 

working for a global organization called Dyson which specializes in home appliances, with a 
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disruptive approach so taking everyday products and reengineering them. Early on in my career I was 

based in Asia working for Dyson to launch a brand. I then came to a part in my career trajectory where 

I wanted to work for an organization where I could be more instrumental and actually crafting the 

philosophy, the narrative and the communications approach and more importantly “how do we tell that 

story across all of the different mediums that are out there”. I wanted to continue working for 

disruptive brands or organizations, industry agnostic really. The start up areas are really good if you 

want to be much more involved in how that brand voice develops, that was why I focused on Sweden 

and a couple of other start up nations and came across Asket.  

 

The two things I really value about their approach is that 1: They were looking to disrupt the fashion 

industry, so what they realized was that the fashion industry was beholden to the same business model 

for the last 7 decades. One that was based on selling stuff in high streets seasonal collections that 

actually just become faster and faster over the last decades, more collections, more volume, more high 

street stores and more products to put in those. So it was interesting to see Asket’s approach in 

actually turning that on its head. So forget the retail environment capitalizes on e-commerce and the 

digitalization, they actually saw an opportunity in that you don’t actually need to be beholden to this 

constant cycle of production. You can actually slow it down and have a permanent collection.  

 

The second aspect that I really liked about it was how something so simple as introducing a permanent 

collection can actually completely change the way with which you operate in the fashion industry, 

particularly with the supply chain and being a lot more mindful as to how you operate and the impact 

that you are having with that supply chain. That’s what drew me to Asket in the first place. 

 

Me: What do you do at Asket, what does your role include? 

 

S: I am the PR manager. As of early in 2019, we actually introduced a marketing department of 3 and 

it is split into the owned media, channels that are our own social media, newsletter and our website - 

one individual looking after that. Then we have paid media as well, working with third parties and 

paying them to get our message and brand out there, that’s another individual looking after that. Then 

I, as a PR manager, I look after what is called our earned media. That is getting our third parties to 

write about us, but where we are in no way involved in the messaging, so it’s really encouraging a 

third party opinion. Within that there is four areas I look after: brand building, figuring out in which 

ways we can get our founding brand story out there, the second communications pilar is product 

stories, so make sure our products are written about and the third pillar is thought leadership.That is 

really weighing into discussion about how we can change the industry, how the industry can do better 

and then the fourth pillar is influencer relations, so working with either social media influencers or 

people who have influence within their field of work. 



 

 98 

 

Me: Do you see a difference in how you work with PR at Asket in relation to previous companies you 

have been working for? 

 

S: Difficult question, There is two ways you can look at it as in messaging and the approach to the 

messaging and how you craft that and then you can also look at tactics that you employ. I think in 

terms of messaging, the organizations I’ve worked on have always been focused on a very scientific 

and factual approach in communication, a factual perspective. At Dyson we were communicating what 

technology goes into a products, where is at Asket, what we really firmly believe in is that every 

individual has the ability to think critically and make informed choices and that is really reflected in 

our communications. August and Jacob as co-founders went on a huge learning curve when they first 

started Asket. They had this bald idea of shaking up the industry but they had never worked in fashion 

before. A consultant told them “oh you need to find a pattern maker, to make this t-shirt” and they 

were like “patterns?, we don’t want patterns on our clothes”, they did not realize that it was someone 

who would create the actual design of the garment. So once they started working within producing 

stuff and they realized the amount of resources that go into and the impact it has and complications 

and the complexities of the supply chain, they wanted to make that information available to everyone 

else, so that they themselves could make the informed choices. That is still our guiding principle, that 

we found our own path in this so we want to act as parfinders and informants for everyone else who is 

looking to make more considered shopping decisions.  

 

That is a little bit on the messaging and what is really interesting as well, working at Asket is if you 

are trying to be a voice of reason, you can also start seeing, the amount of greenwashing that does 

happen in the industry and not to name any names, but I think that a lot of brands are realizing that 

consumers do want to be a lot more conscious in their decision, so they are creating these collections, 

let’s call them “guilt free shopping collections”, with a percentage of the garment made out of 

recycled materials and calling it conscience but actually it is such a small proportion of it that is 

recycled that it has zero impact in even mitigating the rate at which the industry is growing. So they 

are not really empowering the consumer to make considered decisions. We have experimented in 

terms of our mission in speaking out against greenwashing.  

 

I’m sure you’ve seen the “fuck fast fashion”-wall as we call it. As much as we see ourselves as being 

very level handed, informative, not wanting to point any fingers, simply being in a position to 

empower the consumer, at the same time we continue to grow very frustrated about the amount of 

greenwashing. So we literally decided to take paint to a wall and highlight to people the true issues 

that are underlining their shopping habits. It was also opportunistic, we collaborated with another start 

up company in Sweden, who offered wall space and these artists who could create paintings at that 
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scale. When you have that communication channel you need to have a bold message, otherwise it gets 

lost. We’re really glad we did it, on the whole the response has been very positive. But by some 

people we have been seen as a little bit brazen or aggressive. What we really want to do now is to go 

back to being that voice of reason. We haven’t been recognized for that but we want to continue 

telling the stories behind that, the facts behind that. Essentially why fast fashion is fucked, but maybe 

with the less f-words in the future.  

 

Me: The reactions you talk about, was that from consumers or other companies? 

 

S: It was really interesting to see, it performed best on social media. It’s visually very striking. We 

found it being reshared a lot in communities that was already aware of the impacts of the fashion 

industry so lots of other independent small designers conscious consumers were sharing it. We tried to 

get some more press coverage on it to amplify that messaging or to get press to interview our co-

founders to provide more detail behind our reasoning. We actually found that the press were hesitant 

to cover it and our feeling is that, because there are a lot of fast fashion brands that invest in 

advertising, so media do have to play a very careful balance. 

 

Me: To not burn any bridges? 

 

S: Exactly, no sort of media would I think confirm that, but we have our suspicions. I have spoken to a 

lot of press afterwards who are familiar to what we did and they have said “yes, we absolutely know 

you from that activity”, but haven’t specifically covered that campaign. Nut hopefully that opens the 

door for us to do more in depth interviews going forward.      

 

Me: Have you noticed any changes in the way you communicate during the last year? 

 

S: Absolutely. August and Jacob both are very instrumental in the philosophy of the brand and what 

they want it to stand for. That has always been i the background. But I would say in the last year, it has 

been a real shift. When they first launched, if you did a pop quiz and ask people “did you know of 

Asket” and they said yes, and you ask “how do you know them” they would probably say something 

like “oh they are the guys who do the t-shirts, the quality t-shirt in 15 sizes”. The focus was very much 

on the wardrobe essentials, the permanent collection, quality basics, minimalist living. But really in 

this last year, we are seeing the narrative and people’s understanding on what we stand for to be 

focused a lot more on, let’s call it sustainability for a lack of a better word, because let’s face it we’re 

not sustainable, we are still consuming stuff and still encouraging people to buy stuff, we are just 

encouraging to do it at a level that is kinder to people and planet. But now, when we ask people what 
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they associate Asket with, it is much more about traceability, reducing consumption and people 

understand that we look into work within better ways in the industry.  

 

Me: When researching about Asket, it seems as if you have been getting a lot of attention during the 

last year. Why do you think that is? Does it have to do with external or internal factors according to 

you? 

 

S: I would say probably 80% of it comes from internal factors across the organization. The beauty of 

my job is that I’m a storyteller, but I work for an organization that naturally has a good story to tell 

and if you look at the investments and the business decisions that the guys (the co-founders) make, at 

its core it really is about progressing the industry. I’m sure you’ve heard from Dan (Head of product), 

she have said to me how 20% of her focus as a product designer is actually working with suppliers to 

trace the supply chain. We’ve now gone on a massive shift with our collection to shift everything to 

organic. A lot of companies are introducing part of their collections that are organic, but we’re 

managing that whole shift through our supply chain. August and Jacob have decided to invest in the 

traceability standard working with bulk buying. We did a merino wool campaign where we bulk 

bought wool to chase it through the whole supply chain. In order to be 100% traceable it required a big 

upfront investment, so that we could bulk buy the wool and follow it all the way up the supply chain. 

As a startup it could have put us in a vulnerable position, but we really stuck to our traceability 

principles.  

 

Now we are investing in impact assessment, so understanding the true impact. The core business 

decisions are truly to progress the industry and the you have the marketing team on top of that to tell 

that story. I think due to this there is a natural interest from the press for any company that is doing 

something disruptive in its industry. I would probably say that 80% from that really come from our 

core principles and business philosophy and how we run the organization. 20% of it, especially 

working in the area that I do which is earned media, you have to tap into the zeitgeist of what people 

want to read about, what people are interested in and of course, climate impact and climate anxiety 

and the impact the fashion industry is having on that is a huge current. So I think the two work very 

nicely. Increasingly we are starting to see it becoming more challenging. Because everyone is starting 

to make progress, which is great, but also everyone is trying to pitch that narrative. We don’t want to 

get caught up in that cloud of greenwashing either and that’s where you will find that we don’t use the 

word sustainable. You won't find it anywhere on our website and that is why we really stick to being 

actual and not using confusing terms as conscious instead we put on our traceability label and you can 

see percentages and you can go in and find our more information.  

 

Me: If you had to label Asket in some way, how would you? 
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S: An industry disrupter, rather than a sustainable fashion brand.  

 

Me: What would you say is Asket’s main mission? 

 

S: To end the era of fast consumption.  

 

Me: How do you pursue this?How do you approach it? 

 

S: The notion of a permanent collection as a business model is probably the single most disruptive 

approach. So what it comes down to is if you sell at a fair prize, what you can actually have is a same 

share of the market but you are only producing half of the volume in products. Whereas fast fashion 

approach has been push down the prices, produce more stuff and get an evelant increasing part of the 

pie, that combined with social media and this sort of insatiable appetite for newness has allowed this 

exponential growth but at a consequence, to people and planet. What we're saying is you can be just as 

profitable but as long as you understand the value chain and you understand that proper practise is 

being done. So the business model in itself, in principle can cut your production down by half.  

 

Then when you talk to consumers about the permanent collection, what you are actually telling them is 

that you don’t need something new every single season. If you have a good quality t-shirt, that will 

last you year after year after year. In fact if we add something to our permanent collection we expect it 

to look as good on a cover of the GQ magazine cover now as it did when Marlin Brando was wearing 

it. It’s really showing the consumer that they should be satisfied with what they already have, so it’s 

far less exploited by consumer psychology as well. You look at social media now and it’s all about 

newness. In an ideal collection we want people to be given kudos for having held on to their clothes 

for longer and wearing their grandmas dress from 25 years ago and talking about the quality of that 

garment. Instead what you are seeing now is the fast fashion halls with someone showing a new tank 

top they just bought “I don’t even know if I’m going to wear it”. Which just blows my mind.  

 

So I think just the notion of that permanent collection is very simple in terms of operating differently 

within the industry and changing sort of the consumer psychology. And then there is another element 

as well which comes out in this educational element. So actually showing customers what goes into 

making the garments. If they understand the complexity of the supply chain and the environmental 

impact then maybe they will think twice, about that purpose. Because reality is that if you want to be 

sustainable, you should either be naked or you should be using what you have in your cupboard 

already.  
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Me: If Asket’s is proof of that this type of business model can be profitable, why is it that more 

companies are not working in the same way? 

 

S:The nature of it is that we do live in a capitalist society, I don’t think that is a bad thing, it actually 

encourages competition, entrepreneurialism and you can continue to make gains by being inventive. 

The problem is if you can’t continue to be inventive then you look at how you can make quick gains 

and companies that are already well established are caught in a bit of a trap now, it’s gonna be hard for 

them to unwind that. I think where the real opportunity is is where younger businesses are coming in 

to have that approach built in from the start. Unfortunately we won't see the young companies thriving 

in that environment unless the bigger companies are regulated in terms of their business practises. So 

that it actually start to pay to sort of invest in your supply chain.  

 

Me: What would you say is Asket’s strongest differentiator from other fashion brands? 

 

S: I think it’s two fold. One is that we have zero compromised garment. So at the end of the day, 

people will hold on to products for longer if they are good quality, they fit right and they pay a fair 

price for them. That’s one element. I think you can find other products that are probably the same 

quality and fit as ours, but they will be compromised in price, you probably will end up paying more 

for the label than you do for the product. If you purchase something that is more reasonably priced 

then maybe there might be a compromise in the quality and fit.  

 

So I think the fact that we have these zero compromised products at a good price point is really 

important. Then that coupled with our communications in being transparent into what goes into 

making them is a real key selling point. The fact that we go afar from beyond the information that is 

available on other garments out there. 

 

Me: Who do you see as Asket’s main competitors? 

 

S: There is different competitors in different areas. In terms of quality, take our base product the t-

shirt, Sunspel does incredibly well fitted beautifully made quality t-shirts. But I think we are up there 

in terms of matching their quality at a more reasonable price. We actually had some customer 

feedback on that so it’s not just coming from me, and some influencers online as well, recommending 

Sunspel but saying hey, if you’ve got a slightly different size wallet Asket has garment the same 

quality for a lower price. 

 

Then you got other competitors such as Everlain that also are a direct to consumer brand, wardrobe 

sort of essentials, minimalistic style. In terms of philosophy they want to do better for the planet as 
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well, they have their transparent pricing. But what we are starting to see with brands as Everlain is 

they get huge big investments and they are expected to return on that investment, whereas we are still 

so much slower in our approach. We have sought some investment rounds, there are some angel 

investors who understand our slow approach. So there we are actually different when it comes to 

business models. 

I would also say some of the internal criterion we set ourselves in terms of traceability actually goes a 

lot deeper than what Everlain set themselves.   

Then you’ve got a lot of other similar brands. Reformation is a female brand, so they are not a 

competitor directly as we only have male products, but they are about empowering consumers to buy 

garment that are better for the planet. They do a really great job in understanding their impact, there 

they are much better ahead of us. But they still encourage sort of this fast consumption. I listened to an 

interview with the co-founder who said that they want to give people the opportunity to buy things 

they crave for, just make sure we’ve made it with less impact on the planet. So we have differentiating 

points. 

 

We have competitors in different areas, but I don’t think, when we look across the board, the fact that 

we are a company telling people to buy less, is very unique.  

 

Me: You have mentioned before how you work with influencers. How do you work with them? 

 

S: So, influencers is a real challenge for us. I am in a very firm belief of fast fashion combined with 

influencers have fed this really toxic appetite for newness, to a point where it is almost out of control. 

So we’ve had lots of discussion on whether it is even right for us to work with influencers. We do 

believe it is right, what we don’t want to do is to take a “Daniel Wellington” approach and just send 

every influencer a product just to take a pretty picture. We very carefully curate the influencers that we 

want to work with and we really want their philosophy to be in line with ours so there can be people 

who are really very considered in their lifestyles or it can be people who are exploring that for the first 

time and we want to educate them and at the same time they can be able to inform their followers. Not 

necessarily are we just focused on fashion influencers but it’s people that are conscience in other 

aspects of their lifestyle so architects that design sustainably, restaurants or chefs that work from 

cradle to food. Again, all of these individuals that are looking at how can we slow down, reduce and 

end this era of fast consumption. Not just in the apparel industry but across different industries.  

 

Me: Recently I listened to one of my favorite podcasts that I have been listening to for 10 years now 

and I heard that Asket was one of the sponsors of the show that week. These sponsor advertisements 

often include a discount code for the listeners, but for the first time ever, there was no such thing as a 

discount code but instead a message from the cofounder about how Asket does not work with 



 

 104 

discounts but that people are welcome to check out their website and what they do. What type of 

reactions do you get on this type of advertisement?     

 

S: We have started working with podcasters for the first time in 2019 and it has done particularly well 

for us in Sweden. For us it's such a great channel to reach a very engaged audience and it’s a little bit 

too early to say how the results of Alex & Sigge was other than anecdotally from friends. But if we 

look at our sponsorship with Filip & Fredrik, we really found that a. we got great awareness from it as 

well but people also really valued the messaging that came with it and that it sort of made them 

thinking a little bit more about why they shop the way they do and why they consume the brands that 

they do. I think it would be too bold to say that it completely converted people, but it definitely 

planted a seed. The fact that a voice that they have been listening to for a long time, a credible voice, is 

thinking about this, it sort of encourages this seed of thought that I think will stick with people for a 

long time.  

 

Me: It seems as if your marketing strategies have developed through time, in a podcast where August 

and Jacob was guesting from 2016(kolla detta, mins tora ide) they talked about how they basically do 

not pay for any marketing but rely mainly on word of mouth. What are your marketing strategies and 

focus right now? 

 

S: Word of mouth is still important to us and I think if we look at the structure of our marketing team. 

The fact that it is three and one full time role is based on earned media, it shows the emphasis is on 

essentially building third party credibility. Of course, the fact is we are in the business of selling 

clothes and if we want to make a difference in the way people are buying clothes, think about clothes 

how they buy clothes, we do need to have some scale, we need to be a viable business. So we are 

increasing our spend on paid marketing opportunities as well. As a startup the predominant focus is on 

the digital marketing spend. That is also a lot easier to monitor in terms of return on investment. But in 

2019 we got an investment round so we started exploring other channels which are much more 

focused on brand building and why the messaging, that is why you are seeing the podcasts, the out 

of  hymn advertising like the “fuck fast fashion” wall. We have invested in some print ads in 

magazines and newspapers as well. We are growing mindfully but we are proactively investing it in 

getting our messaging out there as well.  

 

Me: What would you say is Asket’s biggest challenge at this point? 

 

S: The corona virus…(laughing)  

The longer term vision is to balance growth of the organization and being able to make an impact but 

also measuring ourselves so that that growth is conscience. We have even talked about how our 
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strategy is very much to build long term clients. Because if you're creating a t-shirt that should last for 

five years rather than five washes, you expect that consumer to value your quality so much that they 

come back every five years. The challenge in that is that sometimes people love us so much that they 

keep buying stuff. We’ve even talked about sending out an email when someone has bought more than 

15 items and say something like “hey, we are glad you love us but we think you have enough for 

now”. Getting the right quality customer and the customer that understands out philosophy and buys 

us for the right reasons is probably our biggest challenge.  

 

Me: How do you sell traceability and lowsumerism, something intangible, to a customer who views 

taste in clothes and style as something subjective? 

 

S: For us it is really about the belief that everyone has the ability to think critically. There are great 

organizations out there like fashion revolution who do really hard hitting campaigns, fantastic 

documentaries as “the true cost” for example that talks about the harsh realities of the fashion industry. 

We want to adopt a much more measured tone. Being factual and informative and we hope that people 

proactively come and seek us out. What we also realize is how people might come to us, not 

necessarily because they are looking to change their consumption habits but we hope that we sort of 

incidentally educate them. The traceability label is physically sewn into every single one of our 

garments. So if someone buys our t-shirt just because of the color, when they turn it inside out to stick 

it in the washing machine, there is always that physically reminder of what goes into making that 

garment. I think it is a considered level of transparency and belief and hope that people are able to 

think critically and make their own decisions.  

 

Me: Where do you see Asket going in the future? 

 

S: First of all, our permanent collection will be complete, at some stage. Then where the value will 

continue to be added is how we operate as an organization. Already we are doing a lot of work on 

traceability we are doing our impact assessment. That thought leadership element will become more 

evident for us as an organization as we progress.   
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