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This thesis takes its point of departure in a meeting room inside HUGO BOSS, a leading 
fashion company in the high-end fashion market. A group of five young talented fashion 
designers, the so-called Talent Pool, has just presented a fashion collection which is per-
ceived to be remarkable, extraordinary, creative even. All items in the collection have dis-
tinctive features, an ergonomic cut, functional and eco-friendly fabrics, and are more widely 
aimed at both men and women. The Creative Director of the brand called BOSS Orange is 
nothing less than thrilled. The collection is “classic but different,” he says. In fact, the col-
lection is so remarkable that he enthusiastically exclaims: “With all these elements, I strong-
ly believe that we have a very good opportunity to attract a new consumer to our brand.”  

Over the past years, creativity has become something of a modern mantra. On all 
levels, it seems nowadays, everything and everyone must be creative if they are to survive 
the challenges posed by increasing globalization. Or so, at least, the stories go. In the busi-
ness of fashion, this is no news. Fashion is, by its definition, creative in the sense that it is 
in its very nature that it has to establish a discontinuity with what already exists. This makes 
one tendency, in particular, striking; that is, that the processes of creativity remain so little 
explored. Previous studies of fashion, as well as of creativity more broadly, have largely 
attended to the products of creativity rather than the processes underlying them. This leaves 
us with a central question: How do creative processes unfold and newness enter the world?  

Based on roughly eight months of ethnographic fieldwork in HUGO BOSS in 2007, 
the purpose of this thesis is to shed light on this issue. By turning back time to explore how 
the fashion collection by the five Talent Pool designers gradually emerged, as well as how 
the regular HUGO BOSS collections come into being, the thesis breaks with the prevalent 
tendency to read creativity backwards, i.e. in terms of its results or products. Rather, it reads 
it forwards, in terms of the movements or processes that give rise to them. Importantly, this 
forward reading challenges, and casts fresh light on, a number of issues often underscored 
in discussions of creativity and fashion; issues which appear to be largely pertinent precisely 
when, or because, creativity is read backwards.  

In the thesis, “the organization,” “the brands,” “the inspiration,” “the concept” and, 
finally, “the collection” are thus explored and discussed. Above all, it is argued that creativity 
is a dynamic potential of concrete relationships, emerging as and when the involved agents, 
humans and nonhumans, make a difference to each other. More specifically, creativity in 
fashion is about branding, understood not in its most common sense as the embedding of 
intangible ideals in everyday goods but in its more general (or anthropological) sense as the 
strategic creation and expression of distinctive identities in relation to others.  


