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Abstract 
Who has never reflected about an artist or a creative person thinking why 

this person is not recognized and famous? Why so much talent for nobody?  

Who has never reflected, why this singer sings or this actor plays or this fashion 

designer draws? And secretly thinks that he or she should not. 

Finding a talented and a creative leader is a real challenge for the company. 

Finding the good one, we mean. Indeed, the creative leader is the key of 

improvement and success for creative organizations such as the theater, cinema, 

cuisine, music and fashion… Once the company found him or her, it has to keep 

him or her, to give to him or her all the freedom and power he or she needs 

because he is the one that is able to create great products, to draw out the 

creativity of the team and to build a clear vision for the company. 

However, the company also has to deal with constraints. There are financial, 

material, humans…  

This thesis try to understand how creative companies work and what are the 

characteristics of a creative leader. But we do not let the financial part be a taboo. 

Creative companies build a bridge between their talented leader and their financial 

restrictions. This paradox involves the question of whether to control or to let the 

creativity be completely free. The duality between leading creativity and leading 

rationality is the matter of this thesis.   

We illustrate the dichotomy with the business of fashion, in particular with Haute 

Couture Houses. The study case is a way to go inside a real creative organization 

and to understand how the leadership is implemented.   

 

 

 

Key words: Paradox, leadership, followers, creativity, creative organizations, 

economy, rationality, finance, art, fashion companies, Haute Couture, prêt-à-porter, 

fashion designer.  
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1. INTRODUCTION 

 

“Creativity is contagious, pass it on”  

Albert Einstein 

 

1.1 Creative Organizations 
 

Creativity is the key driver of successful organizations. Talking about 

creative organizations is talking about specific companies that implement a new 

way to manage and lead their employees, their resources, their potential. Creativity 

involves directly talented and creative leaders and employees. Throughout this 

thesis, we want to seek inside these organizations in order to find how the 

leadership is implemented in these creative firms and how it works. With the term 

creative organizations, we talk about cinema, music, cuisine, fashion companies, 

etc. The cofounder of Pixar and president of Pixar and Disney animation studios 

claims that the way they manage creative talent and deal with the risk is a catalyst 

for the success of their organizations. (Ed Catmull, 2008). Leading and managing is 

not the result of chances but rather a subtle mix of talent and practice. Our 

question is what are the set of practices, the model and the framework in these 

creative organizations that make them unique and successful? 

During this thesis, our point is not to deal with “regular” companies which try to 

implement some creativity or to deal with leaders which draw out the creativity of 

their employees in some departments or in some projects. Our point is to deal with 

companies that are born creative and make creative products.  

Creativity is not necessarily one idea or one concept, it can be the case, but it can 

also be thousands of ideas, concepts, people, problem-solving that make the 

company creative. However, it can refer to lots of different businesses as long as 

they deliver a unique and creative product. Roni Reiter-Palmon and Jody J. Illies 

define “a creative product as one that is both novel or original and useful or 

appropriate” (2004, p.3).  

For instance, in the same industry of fashion, we think that some of the companies 

are considered as creative organizations (Haute Couture Houses as Chanel, Dior or 



9 

Alicia Fidalgo and Pauline Daval -  Leading creative organizations 

Louis Vuitton) and some of them are considered as “normal” companies and also 

followers of the famous luxury brands (prêt-à-porter as H&M or Zara).  

We believe that creativity is more than an element of the success in these 

companies; it is the thing that makes the difference between the firm and its 

competitors. Creativity is the core value, the purpose and the vision of these 

organizations. Why is this element so important for these companies? Why and 

how have the companies to be managed and leaded differently? What are the 

challenges of creative organizations? These three questions are the starting point of 

our reflection about leadership and creative organizations.  

As seen previously, creative companies are special and must have talented and 

creative leaders. The individual level is essential. Some people in the companies are 

creative and draw out, disperse, lead the other to achieve a unique product or a 

unique experience. Ed Catmull explains that “if you give a good idea to a mediocre 

team, they’ll screw it up. But if you give a mediocre idea to a great team, they’ll 

make it work.” The role of the creative employees and even more the creative leader 

is in the heart of creative companies. Creative businesses often have just one great 

leader. Without this talented, clever and creative leader the company cannot exist 

as a creative organization. On the other hand, it is necessary to talk about the 

organizational level. Creative organizations are aware that the culture of the 

creativity is necessary to let the company stay alive. They encourage collaboration, 

new ideas and are not scared to fail. 

However, even if creative firms have a broader and different set of practices and 

framework, they also have to deal with the accountancy, the finance, the marketing 

and everything that makes a company work. The reality of creative companies is 

also to talk about the economic part.  

Figure 1“make money” 

Source: CartoonStock.com 
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The first 

objective of 

profit 

organizations 

is to make 

money. The 

European 

Union 

structures 

and defines 

companies 

thanks to 

their turnover, 

to their capital 

and to the  

number of employees (EU, 2014). The financial aspect lets the industry be possible.  

All the profit-companies have some obligations and are limited by some 

constraints. In the third part of this thesis we will talk about the different limits 

that a creative company can face as the money, the employees, the material… All 

these limits and control are what we call during our thesis: leading a firm. 

1.1 The research question 
 

 So far, our question consisted on getting to know how the leadership and 

management are implanted in creative firms. But the economic reality of 

companies leads us to another question; how does the creativity deal with the 

financial constraints? Creative companies have to handle an important paradox: 

the freedom that is necessary for the creativity and the limits that are fixed by the 

money. 

 

How does this duality between creativity and economy work inside creative 

organizations, in particular Haute Couture houses?  
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Should the creative person or the economy be the one which leads the creative 

company? Is it the creativity or the accountancy the one that have the power? How 

is the creativity implemented and how do companies to make it profitable?  

These questions include different logic, different rhetoric and different perceptions 

of the world that we will explain in our thesis. We will study the duality between 

financial aspects and creativity in order to find out how leaders think in this 

particular area. Our research question is in the center of this matter. 

Our research problem will be illustrated by an empirical example: The fashion 

industry and in particular the Haute Couture. Going into the roots of a real 

business is the way to check and acquire a deeper understanding of how the 

leadership is working in creative organizations. Fashion companies meet a conflict 

of leadership between leading fashion or, in other words, leading creativity and 

leading a firm or, in other words, the financial aspect. The focus of our study is 

about this duality or paradox of leading creative firms. We have observed that 

creativity is the most important characteristic in the definition of the fashion 

industry. Designers are part of the fashion industry as creativity is alive in their 

minds and they compete in the market with this key factor. However, as a 

company, fashion luxury houses have to deal with the directors, the board, and the 

stakeholders that often prefer the profitability to the innovation.  

Moreover, in creative companies, the directors or presidents often refuse to admit 

that the financial aspect is the most important. For instance, in the film industry, 

the film producer suggests the actor or actress to play in two or three movies that 

the company selects for him or her and, in return, the firm lets him or her be free 

to choose one movie. In this case, the actor or actress is obviously led by the 

company as the choice comes from another person. This is also well-known for the 

music industry. What is the place for new talent? How can they let the creativity 

and innovation free? Do the singers choose their own songs? Behind this reality, 

the companies of music or cinema argue that their artists always have the freedom 

to develop their ideas and choose their own project.  

The taboo is even stronger in the fashion industry where the entire luxury brands 

claim to be creative letting all the freedom necessary to their designers. 

 

The CEO of Cartier, Franco Cologni explains in an interview the importance of 

keeping the creativity, the quality and the rarity of their watches. «In 2001, we were 
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asking the question, for Richemont, of the simplification and the future of creator’s 

brands. For the real luxury brand we are against the “logomania” (Le monde, 

2001). By the term “logomania” the CEO means the standardization and huge 

broadcasting of the luxury brands. What is the reality behind this declaration? Can 

the fashion designer buy the materials he or she wants? Is the creator in reality 

limited by the cost? Is it the marketing department the one which draws the new 

tendencies?  We want to find out what the real situation is and who the leader 

inside the fashion industry is.  

1.2 Our assumption: The duality of leading creative companies: Control or 

Creativity? 
 

Figure 2: Creativity versus control 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This picture represents our duality or paradox. We can observe a director, or 

a stakeholder holding a rope and trying to keep and retain the creative leader. The 

creative leader tries to fly and to be free in the decisions he or she wants to take. 

Creative companies cross a huge paradox: do they let the creative person be the 

leader or do they restrict him by the constraints of any companies? 
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We are focusing on creative organizations and on the field of Haute Couture and, 

our hypothesis is that, in Haute Couture, creativity has the main role over the 

financial aspect. Indeed, what would Chanel be without Karl Lagerfeld? Can you 

imagine Jean-Paul Gautier or Dior without their own creators? 

 

Buying a product of Haute Couture, watching a movie of Martin Scorsese or going 

to a great restaurant is more than buying a cloth, watching the television or eating 

a pizza. It is a real identification and unique experience. We believe that the only 

way to provide this kind of values and experiences is to lead the firm by maximizing 

the power of the creativity.  

To emphasize this concept, in particular in fashion companies, we will explain how 

luxury companies provide exclusive products thanks to creativity. The scarcity 

explains the price of the products and makes the brands desired by so many 

costumers. This is the service of luxury companies: to produce something rare, 

with special materials from the mind of one designer who mixes quality and 

emotion. 

 

Despite of these facts, we cannot ignore that all this could not be possible without 

the so wished money. It is obvious that you cannot create a fashion firm without 

money but that idea applies to every industry. The argument of creativity can be 

contested by part of the literature. Some authors, as Catry Bernard, explain that 

Haute Couture is shifting towards more tangible dimensions like the finance and 

the marketing (2007). Moreover, when a customer is visiting the website of fashion 

groups, as LVMH (group of Louis Vuitton, Marc Jacob, Dior Perfume…) the place 

for the stockholders is more important than the role of the creativity. For instance, 

the group LVMH is updating constantly about the last results of the group. 

 

The financial aspect is of course important but, comparing the case of Haute 

Couture, cinema innovation, new eating adventures… to the rest of the industry, we 

observe how the importance of the creativity takes the leading role in creative 

organizations.  

In our study case, our assumption is that, what makes the difference between 

Haute Couture and the rest of the industry is the power of creativity. The 

companies we are referring to work on a daily basis of innovation and it is their key 

factor no matter what it takes. 
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1.3 Structure of the thesis 

 

This thesis goes into the roots of creative organizations and in particular in 

the fashion industry. We choose a particular way to present our framework. First of 

all, the framework gives definitions, explains concepts and allows our readers to 

understand the topic (Asher, Herbert B, 1984; William M.K, 2006). Our thesis is 

divided in three chapters: the first one is about the first part of our dichotomy: the 

creative organizations, the second one analyzes the financial power and the third 

chapter is a study case related to fashion companies. We chose to elaborate three 

different frameworks for each chapter, when the moment for us and the reader is 

appropriate to understand the topic.  

After the present introduction, it seems necessary to come back to the methodology 

of our thesis. The methods we use, the view we choose, the data we collect… 

Creating knowledge is possible thanks a process, and it is this process which we 

will analyze. 

In the second part, we will give our own definition of leadership. Leadership is in 

the center of this matter. We want to be sure that our readers understand our 

perception and the way we interpret leadership. Our vision is of course not 

objective; it is influenced by our culture and by one year studying this subject. In 

this part, we will also express the added-values of our thesis.  

Then, it will be the place for our first chapter: leading creative organizations. We 

will make a deeper understanding of creative organizations thanks to a theoretical 

framework by explaining the terms and our vision of creativity. We separate 

creativity and creative organizations because they are two different things and both 

are necessary in order to understand the other. Talking about creativity is on the 

mouth of every leader, and we want to answer the question why creativity is 

important today for companies and the society. After seeking in their 

characteristics, we can enter in the heart of the subject, how the company manages 

and leads the creativity. Leading creativity is the role of the creative leader. During 

this part, we will try to elaborate a framework with the elements that we think are 

the more relevant to understand the role, position, characteristics and traits of the 

creative leader.  

The second chapter is dedicated to the second part of the duality: the financial 

aspect that we call leading a firm. We will elaborate our framework to understand 
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the focus of financial directives in the companies. However, in this chapter, we will 

try to find an answer to the question: How can we make the creativity profitable? 

Finally we discover that tangible constraints as the finance can be a source of 

creativity. 

So, it will be necessary to analyze the creativity as the tangible part about leading a 

profitable firm.  

Finally, it will be the time to present our study case during the last chapter of this 

thesis. We will analyze, thanks to different data (in particular interviews), the 

leadership and the paradox of leading Haute Couture companies. We will talk about 

fashion as a phenomenon, because fashion is first a phenomenon that affects the 

individual, the groups and the society.  Then, we will make an overview of fashion 

and the distinction between Haute Couture and Prêt-à-porter. This is important in 

order to understand the role of fashion in today’s society and in order to 

understand how it works globally before entering in the heart of this illustration. 

We continue this chapter by presenting the role of the fashion designer and how he 

or she creates a unique and emotional experience. Finally, the financial and 

marketing perspectives will appear again to answer to the second part of the 

duality.    

 

1.4 Objective of our thesis 
 

After a whole year of reading, learning, reflecting, practicing and exercising, 

it is now our turn to communicate our knowledge to the audience. It is our turn to 

transmit our reflections, believes and thoughts in order to create knowledge. This 

master program has set the basis of our ability to lead, and now, here we are, the 

leaders of ourselves facing a challenge. 

In this master thesis, we will walk again all the path that we already walked this 

year. We will now read, learn, reflect and develop our own ideas in order to obtain a 

conclusion about a concrete topic. Our thesis deals with creative organizations. We 

will start from a more theoretical point by analyzing the key elements that need to 

be understood in order to start digging into the roots of our particular area of 

study: creative companies. We will then get to understand and explain how this 

industry works and we will do a research regarding the leadership style that is 

more suitable for this industry. Concretely, we want to discover whether the 
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importance lies on the creative or on the financial side. For this, we will develop a 

system that will help us understand the industry and locate how the leaders and 

the followers act. Then, we will analyze their behaviors in order to determine which 

the most important element of our duality is. 

Our objective is to create new knowledge, or, at least, to become a source of 

inspiration for others. Maybe, those people who are willing to become leaders of a 

creative industry will find in us a helpful tool. We are also willing to challenge 

ourselves by facing the difficulties that this task implies. For us, this is a test of 

our own capability to manage ourselves so, our main objective is to meet the 

requirements that this challenge implies. 
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2. METHODOLOGY  

2.1 Our process 
 

After a very first approach to our topic, even before presenting our proposal, 

we started to read books, articles, webpages, etc.; we had a whole bunch of ideas 

and information and, therefore, we had a series of debates on how to proceed with 

our research, how to organize ourselves and how to create new knowledge from our 

findings. We sought to find a way to develop our knowledge in order to arrive to 

clear conclusions. We believe that the best way to build knowledge is to first 

organize it inside your head. It is not necessary to find all the information in the 

world, but it is necessary to find useful one and to be able to analyze, process it 

and reflect on how it can affect our expected findings. 

 

After the technical reflections on what system we should use (cf. 2.2 System view), 

we realized that we needed to develop a common and clear understanding of the 

key concepts that our thesis dealt with, so we decided to start with a previous part 

in which we would study those concepts that we saw as basic for the analysis. 

  

Therefore, the research technique that we follow in our thesis project is composed 

of two different parts. We first start from a global perspective with the study of 

what leadership, creativity and finance mean for us. These concepts constitute the 

pillars of our object of study. We cannot dig into the roots of a particular industry 

without a clear knowledge of the concepts that we wish to analyze. For this reason, 

the first part of each chapter consists on a more theoretical reflection on the 

meaning of the concepts that support our hypothesis. Without a clear theoretical 

basis, we could not arrive to a true conclusion concerning our expected findings. 

 

In this very first part, we have begun by collecting, reading, analyzing and 

interiorizing information of the ideas of leadership, creativity, finance, marketing, 

etc. and by presenting our hypothesis.  

 

On a first stage, after having taken part of a whole bunch of leadership courses, we 

feel now ready to develop our own conception of the phenomenon of leadership. We 

have learnt that there are many different points of view concerning this topic; we 

have read, analyzed and discussed texts, coached other teams on how to develop 
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their leadership style and done so many other activities concerning this concept 

that it is time now to exteriorize it.  

The outcome of a whole year of learning how to manage ourselves is that we now 

feel ready to build up a concept that is the result of our learning process and our 

acquired thoughts and beliefs. 

 

On a second stage, we analyze the idea of creativity. There are also many different 

perceptions from which this concept can be defined. We will use our own 

perspective and acquired knowledge in order to set the basis of this element of our 

duality. We will also take in consideration the context we are analyzing because we 

think creativity can be applied differently according to where it takes place. During 

this whole master program, including the very first day, we have been trained to be 

creative, to think outside the box and not to be afraid of failure, so we now feel 

brave enough to analyze what creativity is as we experienced it in many occasions 

during this year. 

 

Finally, we arrive to analyze the financial aspect of our duality. What is finance for 

us? How can it be affected by creativity? Does marketing have any influence in our 

duality? How can we use creativity in order to make the organization more 

profitable? We try to answer these and more questions that emerge during our 

research in order to arrive to a conclusion on how creative companies work. 

 

2.2 The system view 
 

To choose the right view is primordial because “observations, collections of 

data and results are determined to a large extent by the chosen view” (Bjerke & 

Arbnor 2009, p. 19). 

After all the initial research and first approach to our topic, we both agreed in the 

need to get to know the industry that we were going to analyze. We decided to use 

the creative organizations and more concretely the fashion industry (focusing in 

Haute Couture) as an illustration of our hypothesis. For that reason, we decided 

that it was necessary for us to have a deep knowledge concerning the industry. 

This is the reason why we decided to use the systems view that we had read and 

heard about from Bjerke, B.’s book. This technique is based on the creation and 

understanding of a system, and that is how we saw the fashion industry. The 

fashion industry is built upon the existence of multiple players that have different 
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roles. For instance, there are leaders and followers; there are the ones that decide 

the new trends and the ones that follow them. It may seem very messy, but thanks 

to the systems’ view, we managed to organize the disorder by creating a system 

that would help us understand the multiple interactions that take place in our 

research field. 

 

The second part of our thesis consists on a more empirical approach in which we 

develop the knowledge concerning our system. Here, we apply the outcomes of our 

master in order to analyze creative industries. We use the case of the whole 

industry but our center of attention is the Haute Couture.  

The nature of our research object relies on the study of the interactions that take 

place in the fashion industry. We focus on the internal structure of luxury 

companies in order to observe the duality between leading a firm and leading 

fashion. We believe that this duality does not behave the same at all levels, so the 

rest of the industry will be an asset in order to reach the intrinsic reasons why 

different behaviors are observed. For all these reasons, we decided to approach our 

subject by using the systems view (Arbnor and Bjerke, 2009). 

  

Figure 3: Our system view: Fashion industry 
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This is the scheme of our system view.  

We consider that the leaders are Haute Couture houses. Inside these organizations, 

they meet a conflict between leading a firm (rationality) and leading fashion 

(creativity). Leading a firm includes two different interactions that we call the 

Profits (Turnover – Finance) and the Strategy (Business model– Marketing).  

Inside the part “Leading fashion” we find three different perspectives. The first one 

refers to the creativity, the second one deals with the characteristics of talented 

people and the third one is the influence and reputation that the Haute Couture 

firms have on the rest of the industry.  

The rest of the industry is called followers. We find two divisions: the fashion shops 

and the costumers. 

 

2.3 Qualitative Approach 
 

We chose to treat the thesis with a qualitative approach. Corbin defines 

“Qualitative analysis” as “a process of examining and interpreting data in order to 

elicit meaning, gain understanding, and develop empirical knowledge.” (1990, p.1). 

The qualitative approach refers to interpretations, to explanations and also to the 

subjectivity of the writers, whereas the quantitative approach refers more to 

scientific data, tests, ratios… We conducted interviews in order to know the point of 

view of people from the fashion industry and we use theories and opinions of 

authors and researchers. As a consequence, we think that a qualitative approach is 

the best approach for our analysis.  

However, a quantitative approach will be used for the financial part. We cannot 

forget that we are trying to find out which element of our proposed dichotomy has 

the leading role. For this reason, we cannot leave behind the financial aspect. We 

will support this research around the financial aspect with numbers. Our intended 

task is to find some accounting support in order to calculate certain ratios that will 

let us compare the importance of creativity in Haute Couture to the creativity in the 

rest of the industry. For this, we will use the expense in design and compare it with 

the companies’ revenues and assets. This way, we will see how important creativity 

is to the different fashion companies. We expect these findings to let us support 

our hypothesis in which in Haute Couture the creativity has the leading role. 
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2.4 Collecting Data  
 

Once we have understood how our system became possible, we need to seek 

an understanding of the system itself. We need to know how the industry works 

and understand what interactions take place inside it. For this task, we use both 

primary and secondary data.  

2.4.1 Secondary data 
 

We choose in this part to illustrate our secondary data with examples of books and 

articles we read during the thesis. 

Our source of secondary data is the literature, research and articles 

conducted by researchers and scholars. With this secondary data, we seek to 

understand how the industry works, which the main players in it are and how they 

interact among themselves.  

 

The first step in our empirical research has to do with the acquisition of a 

deep understanding of the whole industry and, for that, we need to dig into the 

roots of fashion. In this arena, multiple angles are necessary in order to explain 

why we have fashion today and what makes fashion possible. For instance, we are 

using history in order to understand the origins of fashion and why it appeared as 

it has developed parallel to the evolution of the human beings and the civilizations. 

So we used books as History of Fashion by B. Cosgrave in order to acquire an 

understanding of the phenomena of fashion. We also read the book Dressing 

modern French women: marketing Haute couture, 1919-1939 by Mary Lynn Stewart 

which gave us a deeper knowledge of the birth and the development of Haute 

couture after the first world war. We have observed that fashion was primary due 

to the satisfaction of basic needs such as protecting the body from the rain, from 

the sun, protecting the sexual organs, etc. It is history, the angle that more 

completely lets us understand why we have fashion today. We are completing 

these findings with social and psychological findings that let us understand the 

phenomena of fashion with for instance the book The Fashioned Body: Fashion, 

Dress and Modern Social Theory by J. Entwistle. For this very first stage, in which 

we are learning the different relationships that the individual has with fashion, we 

are using written resources such as psychology and history books; articles from 

different magazines and even movies and web pages that also let us observe the 
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roots of some companies. How to be a fashion designer by M. San Martín provided 

us an overview of how the fashion industry works today and how it is possible to 

get into the fashion industry. This book helped us shape our industry and 

understand the interactions that happen inside it. 

 

We have seen that many books are suitable for this task, but we cannot leave 

apart the role of web pages. The web pages of fashion companies present 

themselves and let us understand what they are seeking, who their intended 

public is and how they compete. This is a very rich source in order to understand 

how the industry works and become a little bit of an expert in the arena.  

 

After getting to know the industry itself and being able to completely understand or 

even modify our initial system, we will start to think about the Haute Couture itself. 

For this task, we will need again to take benefit of secondary data. With the help of 

web pages and literature, we will be able to understand how Haute Couture works. 

It will not be until we have completed this step that we will start to work on our 

primary data.  

 

The help of Haute couture web pages, such as LVMH, Dior, Channel and others 

gained us an understanding of how creativity affects Haute couture firms. In the 

web sites, it is possible to read about the history, see how these firms were 

developed and analyze the differences between them. We will also be able to find 

some numbers that will let us make a financial comparison in order to see the 

impact of fashion in the Haute couture.  

Other website that we use to find information are the websites of fashion and art 

school as l’école de la chambre syndicale in Paris where some famous designers as 

Valentino or Yves Saint-Laurent have been students. This school is linked with the 

commission that selects which houses are able to be true Haute couture houses. 

Central Saint Martins College of Art and Design in London with names as Stella 

McCartney, John Galliano, Alexander McQueen or the Fashion institute of 

technology in New-York are also renowned schools that we use in our thesis. 

We have a closer look to Lisaa, an art and fashion school in Paris because one of 

the person we interviewed comes from this school. We use these schools to know 

what are the criteria necessary to work in fashion and what are the core values of 

these institutions.  
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2.4.2 Primary data 

 

We will use primary data for our main task, getting into the company and 

understanding how the internal management works. It is here where we will be 

able to find the most important answers to our research question. We will try to 

understand the internal functioning and, this way, we will be closer to the answer 

to our main question, if the leader is the fashion or the financial aspect. 

 

Our primary data is based on the interviews to persons with positions in the 

fashion world which will help us understand the system. We will ask them about 

their relationship with fashion, about what they think the role of fashion is in 

society and their opinion about the importance of creativity and finance in fashion. 

This way, we will be able to share our points of view and maybe, we will realize the 

existence of facts that it is difficult for an outsider to notice. We had also planned 

to go to Paris Fashion Week in order to get some inspiration and find new contacts. 

As it was not possible, we will anyway use this source of information to analyze the 

creativity inside the industry.  

 

Our interviewees are not leaders but have worked with them. Indeed, to interview 

some fashion designers working for Haute Couture is really difficult, if not 

impossible. However, our interviewers all play an important role in the fashion 

industry and some of them are maybe the future creative leader that we will 

present during the thesis. We conduct the interview in three different times.  

The first one is to talk about their job and their relation to fashion. This moment, is 

the place where the interviewees can explain their study, their career, their 

experience. We discover here, if fashion was a hazard or a real passion. In this part 

we also want to know their point of view about the role of fashion on the society. 

The second step on the interview is to talk about the leadership in fashion 

companies. We asked them simply if there is a leader, who he or she is, how they 

can describe him or her.  

The third time discusses of the two parts of our dichotomy: the creativity and the 

rationality in these organizations. We were more focus on the creativity because we 

felt that it was not possible as student to ask lot of question about the finance in 

Haute Couture. 
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We made a “prototype” interview, with fifteen questions but some other questions 

came out during the discussion. The interviews took the form of conversations 

(Bjerke, 2007, p. 2). The interview is presented in the appendix of this thesis.  

The first interview was made in Lille in France with Doriane Bocquel, the 28th of 

March 2014. Doriane Bocquel is a product manager in the company les 3 Suisses. 

This firm acts in the business of prêt-à-porter. She worked for the company since 

two years. She didn’t follow fashion studies but she was always passionate by this 

business.  

The second interview was made in Paris in France, the 15 April 2014, with Albane 

Joachim. She is a professional of fashion. She studied during five years at Lisaa 

school in Paris. She is a stylist. She worked for different companies, entrepreneurs 

as big group (Burberry for instance). She took also a specialty in Marketing for 

luxury brand. This example is a good way to see that the duality between creativity 

and marketing/finance is already present in the fashion school.  

The third interview was conducted in Paris, in France, the 23 April 2014, with 

Clémence Le bolloch. She is a professional working in fashion industry. She 

studied in the French business school in Toulouse and took a specialty about luxe 

during her master degree. She works for the house Chanel since five years.  

The last interview was made in Spain with Marta Fidalgo. Since fifteen years, she is 

in charge of one shop Bershka that belongs to the group Inditex (the group of the 

famous Zara). She is also a coordinator for the opening of shops in different parts 

of the world. She has been in the openings of  Moscow, Quito, etc. 

Figure 4: Summary of our interviewees 

 

Clémence Le Bolloch 
Product manager parfum of the Haute 

Couture House Chanel 

 

Albane Joachim 
Stylist from the fashion school Lisaa in 

Paris 

 

Doriane Bocquel 
Purchasing manager for a French group of 

prêt-à-porter: les 3 suisses 

 

Marta Fidalgo 

In charge of a shop and a coordinator for 

the opening shops in different parts of the 

world, group Inditex (ZARA) 

 



25 

Alicia Fidalgo and Pauline Daval -  Leading creative organizations 

2.5 Writing and creating knowledge  

 

We wrote this thesis in English as we are not native speakers, however, we always 

tried to produce clear sentences with the less mistakes as possible. 

Working with distance is also a real challenge. We split the work in different parts 

but we were always discussing about our findings, our writing, and the way to see 

the future of the thesis. We wanted to have a homogeny thesis, easy to read and 

understand. 

 

Creating knowledge is first to be aware about one self. We are Spanish and French, 

and our country, our studies, our experiences have a important influence in the 

way we perceive things. A self-reflection was necessary to be sure about what we 

wanted to bring. After this first step, the creation of knowledge can start. Thanks to 

the readings and mainly our interviews. 

 

The role of our interviews will be important for our conclusion as it may provide a 

new point of view coming from the heart of the industry. It is not until this moment 

that we will be able to arrive to clear conclusions. We said in the beginning that the 

perspective depends on the eyes of the beholder. We are business students doing a 

master in leadership so our perspective may be influenced by this fact. Indeed, this 

is the reason why we introduce primary data in our research, because we want to 

arrive to a global perspective and that will be accomplished through sharing our 

perspective with professionals of the sector that will open our minds to new ways of 

perceiving the phenomenon of fashion. 
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3. WHAT IS LEADERSHIP FOR US? 

3.1 What we learn from the master 
 

Different words, elements or definitions can be used to talk about 

leadership. Both of us have reflected together during several hours about the 

question: what are leadership, leading and leaders for us and what have we learnt 

from this year?  

These two questions are very important in our reflection about creative 

organizations because the answers reflect the way we talk about leadership all 

along this thesis. Furthermore, the main topic of the thesis deals with leadership. 

Before looking for information, reading, writing, we wanted to be sure that the way 

we both perceive leadership was close. Of course we did not always agree about the 

definition of leadership, but we managed to elaborate a framework of our common 

vision of the concept. Moreover, we agreed that disagreements are a part of the 

definition.  

Leadership can be represented with three main words that appeared the most 

frequently during our brain storming about the topic:  

Learning-Changing-Creating 

3.1.1 Learning 
 

We think that a great and creative leader is able to learn. Natural skills are 

not enough to be a leader. The question if leadership is an innate behavior or trait 

is still current in the research area. Researchers, scholars, directors talk about 

leadership since few decades but there is no one simple solution or reality. Some 

persons may have an inclination to learn some practices easier or to learn some 

competencies faster, but everybody can learn how to become a leader. In the article 

“Can leadership be taught?” written by Jonathan P. Doh, the author interviews six 

experts in the research and the education related to leadership. The six individuals 

respond that leadership can obviously be learnt. Two of them, Steve Stumpf, 

Professor, and Chair of a Management Department answers to this question of 

learning by “Of course. Leadership is not like breathing - if you don't focus your 

efforts and work at it, you won't be an effective leader” (2003, p.57). Indeed if you 
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work hard you can become an effective, talented and creative leader. “Leaders are 

perpetual learners” (Bennis, W., and Nanus, B. 2004, p.176).  

Since the beginning of this master, we have learnt and improved ourselves to 

become good leaders. Working on a thesis is a concrete example about the 

development of a leader. Leading is not just something natural but something that 

you can learn. However, leadership is a human science. And all the advices, 

exercises, tools, patterns that are developed by authors, researchers and 

consultants, are widely common to creative leaders but cannot work in the same 

way for all the persons. A universal way to learn leadership or management does 

not exist. This element applies also for the entire thesis. The framework or 

arguments developed in the thesis are general, but some creative companies can 

act and be leaded differently.  

Secondly, a leader has to know what he or she is leading. Leaders have to 

understand the company’s culture, the environment and the issues of the industry 

they lead. Chris Barlett defines leadership as “knowledge, skills, and attitudes” He 

said that “we can certainly teach the knowledge. Leaders have to know about what 

they are leading. For example, a great political leader has to understand the 

philosophy, structure, and issues of the country he or she leads” (2003, p.60). You 

can teach about skills, knowledge, but attitude and dispositions are difficult to 

transmit. The creativity is maybe the element the most difficult to learn but it is 

possible to improve and to think “outside the box”.  

3.1.2 Changing 
 

The second element we choose to describe our definition of leadership is the 

verb change. By changing we mean different ideas.  

As future leaders, it means to be curious and to be able to question when we face a 

new situation. We think that the ability to change and react in a new situation is 

one of the skills and behaviors that are necessary for a leader, in particular, for a 

creative leader. The sense of questioning is maybe what principally qualifies the 

creativity: be able to change, to imagine, to innovate, to ask questions…. 

 

Moreover, leaders are the ones that like the change and like the diversity. That 

happens because they know that diversity creates new knowledge. Indeed, 

knowledge comes from one person, his or her beliefs, values, vision, culture, 
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models, perspectives, etc. (Nonaka. I, 1998). Individuals learn new skills, methods, 

knowledge, etc. when they meet somebody different because they try to 

understand, integrate, imitate, and practice the other’s knowledge. The knowledge 

is not static, it comes from the others until it becomes a part of our own 

knowledge. Then, if the members of a team put together all their own knowledge 

something new is created.  

 

Diversity is not only people who come from a different country; it can be everything 

as the gender, the language, the experience, the background, the studies, the 

family life, etc. When people do not have the same culture, the encounter can be 

more difficult because they may face misunderstandings. However, the meeting is 

always more interesting and richer. Indeed, the employees or leaders are not all 

focused on the same answers and the issues are developed with different ideas and 

solutions. They do not have the same way of thinking or reflecting. Justensen 

explains that mixing culturally diverse people will create innovation and 

knowledge. She calls this concept “innoversity” (website, 2001). She mixes the word 

diversity and innovation. The diversity benefits for the innovation and creativity. 

She says that “while innovation becomes increasingly important for maintaining a 

competitive edge, organizations need to be able to capitalize on the potential of 

diversity in enhancing their overall innovative practice” (2001, p.116). A creative 

leader for us is somebody who likes to work in an environment of diversity and 

innovation. 

 

By the word changing, we also mean the fact of accepting and dealing with conflicts 

or disagreements. They are not necessarily a bad thing for the group and for the 

leader himself or herself. If there is a disagreement, the solution of this situation 

can be better that the initial one. Moreover, the conflict or disagreement shows that 

there is a problem in the team, in the company or with the leader. The leader needs 

to know what makes them appear. It can be for instance a lack of commitment 

from the employees or when the trust is lost. As W. Bennis and B. Nanus argue, 

‘the capacity to generate and sustain trust is the central ingredient in leadership” 

(2003, p. 14). In this situation, the creative leader knows that he or she must 

redefine the vision, the goal and the communication. When the conflict is solving in 

a good and adequate way, it can lead to insight, innovation and creativity. Nonaka 

explains that “Conflict pushes employees to question existing premises and makes 

sense of their experiences in a new way” (1998, p. 104). 
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3.1.3 Creating 

 

By creating we refer to the fact that a leader is the one who is able to 

revitalize, give energy and beliefs when the followers need it. He is the one which 

creates the vision for the company. A vision is not something that you are born 

with. The leader has the vision thanks to his or her environment: other peers, 

colleagues, family, ethical ideologies, religion (it was for example the case for Martin 

Luther king Jr.), school, books... “The leader only rarely was the one who conceived 

of the vision in the first place.” (Bennis, W., and Nanus, B. 2004, p.89). The leader 

is a good listener and a good asker. He can find the vision of a company seeking in 

the past, analyzing the present and imagining the future.  

 

Figure 5: A Dog in Haute Couture 

Being creative is also being able to be shameless. 

For instance, some of the famous fashion 

designers create luxury clothes for dogs. Two 

assumptions can be developed. The first one is 

that fashion designers create clothes for animals 

because they know that there is an important 

market. In other words they follow what the 

company asks them (financial part). The second 

theory is that they do it because they want to do 

a provocation to their creations that are 

exclusive, really rare and only for stars or really 

rich people (the creative part).  It is a way to 

laugh about themselves and all the elitist system 

of Haute Couture. 

       Source: website madmoizelle.com 

 

Creative leaders are not scared of trying new things or facing new situations. 

Innovation often makes people scared because it generates change. Creative 

leaders are not anxious about failure. To be a leader does not mean to know 

everything. Leaders can fail, make mistakes, and take a wrong way. The 

importance is in accepting the failures, learning from them and trying again. The 

environment that the company builds helps the leader feel confident and try new 

experiences. 
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Finally, when we summarize our ideas and we imagine what a good leader is for us, 

we come back to the first definition that we learnt this year. A great and creative 

leader is somebody that knows himself or herself, his or her strengths and 

weaknesses. Before leading the others he or she is able to lead himself.  

 

3.2 The added-value of our thesis  

3.2.1 Personal development 
 

First of all, as students, working on a project as this thesis is a real opportunity 

and a chance to develop ourselves. This work allows us to learn more about 

leadership, more about our capability to work and cooperate in a group, more 

about our capacity to read, explore, and find new ideas and more about the 

understanding of one phenomenon which affects the entire society. This final work 

is an application of what we learnt since our university studies, and, in particular, 

this year. It is also a way to check if we can be a multiplier (Liz Wiseman and Greg 

McKeown, 2010) and creative leader. 

3.2.2 A global understanding for the society 
 

Of course, the literature and information about creativity move all over the 

world and people can research whatever they want. Thanks to our study case, we 

will try to bring some lights in an area (fashion industry) where the question of 

leadership has been evocated but is in some aspect a taboo. Indeed, all houses of 

Haute Couture claim that the fashion designer has the freedom he or she needs and 

manages the company the way he or she wants. They put creativity as a core value. 

But we know that the reality can be different and that is why we want to find who 

the real leader is and how the leadership works in creative companies. 

Our research can allow customers but also the society to gain a deeper 

understanding of the fashion industry.  

3.2.3 For the future leaders in fashion companies 
 

Furthermore, our literature review has made us realize that there is a lack of 

information in the field of fashion and Haute Couture management. Most of the 
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literature that we have found focuses on consumer’s habits, fashion orientation, 

the evolution of fashion, and how the companies work in general. There is also 

literature about how to create a fashion company but they mainly focus on how to 

become a good designer; they talk about materials, textures, drawings, colors and 

other technical specifications. In our literature review the real system of Haute-

Couture and the role of the leader are not clearly specified. 

 

We see this gap in the literature as a chance to explore; we need to create a 

framework with the available resources in order to understand how this industry 

works, and, then, we will discover which strategic leadership theories are 

applicable in Haute Couture. This thesis will bring some information for anybody 

interested in fashion and especially for future leaders who would like to work in 

fashion industry.  

 

3.2.4 For the companies themselves 
 

Sometimes companies themselves don’t really know the key of their 

successes or don’t evaluate and learn from the mistakes and failures they face. 

This thesis can be a starting point for new organizations which want to become 

creative or to produce a creative and unique product. 

Obviously, the famous luxury companies do not need to know how they have 

succeeded. But this affirmation is not absolutely true. Indeed, it becomes more and 

more difficult for famous houses to exist. As we will see in our study case, in 

France, the law which protects Haute Couture is really restrictive and the 

competition is fierce. As a consequence, the number of Houses has decreased since 

the nineties. In 1987, the number was twenty-three whereas today it varies around 

fifteen. 
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Figure 6: Fashion and Luxury Global Index 2001-2009 

We know that 

some luxury 

groups have 

become stronger 

after the crisis 

(Douglas A. Ready 

and Emily 

Truelove, 2011). 

However, Haute 

Couture Houses 

face also 

important 

challenges but the 

crisis makes the 

situation even harder for small and medium companies and for entrepreneurs. The 

crisis in 2008 made the whole fashion industry really fragile. As we can see on the 

graph below, even if the luxury market (orange) has performed better that the 

global economy (green), it shows that there is a strong correlation between both 

markets (KPMG, data Morgan Stanley). Luxury brands are also the target of the 

fluctuation of the market. In this difficult context, big companies as small and 

medium companies and young creators can use this research as an explication, a 

tool, an insight, a new vision or an understanding of the fashion industry. 

Moreover, the luxury companies are the model to follow and they give the 

inspiration for the whole fashion industry. It is useful, for the new organizations to 

know if they have to focus on their accountancy or on the research of new and 

talented creators.  

Our research will also answer to different questions: How can we lead talented 

people? How can we draw the creativity in fashion organizations? What are the 

patterns that make the success of fashion firms possible? How do these firms 

become successful? Creativity is a central word in our thesis. We suppose that the 

designer is the leader. If our assumption is true, we will try to find out how this 

leader can draw out the creativity of the employees. This last point can attract the 

interest of lot of companies, across all areas.  
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Chapter 1: LEADING CREATIVE ORGANIZATIONS 

 

4.1 Our theoretical Framework 

 

In the present chapter we are going to analyze the phenomena of creativity. 

For our study, creativity is a key element as it constitutes the main component and 

the focus of our duality. We perceive creative organizations as a giant with two legs. 

The financial leg will be analyzed in the following chapter while in the actual one 

we will focus on the idea of creativity. Both legs are the support of the giant that 

represents creative organizations. Without those two legs, the giant would not be 

able to support itself. 

 

4.1.1 The delimitation of our research 
 

In the introduction, we point out that we only want to focus on creative 

organizations. Of course, we can have some examples of companies which try to 

implement creativity but our main topic is to deal with companies that face the 

dilemma or paradox between letting the creativity or the economy have the leading 

role. We deal with companies that are born with the creativity. 

The companies we talk about are mainly the music businesses, the film companies, 

the restaurants and the fashion firms. 

If we imagine the music area, the singer is considered as the creative leader in the 

record company or it can be the conductor in an orchestra. In the film industry, it 

can be the actor or actress but also the director of the movie who has the leading 

role. On the contrary, the producers for instance represent the economic part.  The 

chief is the leader in Haute Cuisine restaurants but the directors have the power 

on the finance (except when the two positions are held by the same person). In 

fashion, the creative leader is always represented by the fashion designer or artistic 

director and the rational leader is the house of Haute Couture.  
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 The study Case 

Inside the fashion industry, we make another distinction between two 

particular movements: Haute Couture and prêt-à-porter. The definitions are given in 

our empirical study in the last part of the thesis. We delimitate our research 

question to Haute Couture houses because we think that they are in the fashion 

industry the creative organizations and the leaders of the whole business. As soon 

as we started thinking about leadership in Haute Couture, we realized that we 

could not understand it without the knowledge of the rest of the industry. The rest 

of the fashion firms do not put so much importance on creativity. It is obvious that 

creativity is also important for them, but innovation is not as powerful as it is in 

Haute Couture. The companies we are not considering as creative are a very wide 

range that goes from, for instance, the famous Zara or H&M to unknown fashion 

shops. In these companies, the resources are employed differently and creativity is 

important, but we believe they act as followers of the top Haute Couture brands. 

 Localization 

In the study case, we delimitate our research to France and Italy since the 

main, if it is not all, luxury Haute Couture brands are located in these two 

countries. Florence Brachet Champsaur argues that “The cultural hegemony of 

French fashion is a well-established phenomenon” (2012, p.49).   

However, we will use different examples in order to illustrate our ideas which can 

be companies from all over the word (for instance the group Zara which comes from 

Spain).  

 

4.1.2 Creativity 
 

On a very first approach, thinking about creativity, the first concepts that come up 

to our minds are the ones of advertising, art, innovation, originality, etc. Our 

perspective is built upon these elements as they constitute our basic idea, a first 

impression of the concept of creativity, yet, thinking deeper, we realize that the idea 

of creativity depends on the eyes of the beholder so there are more perspectives to 

be taken into account in our analysis.  



35 

Alicia Fidalgo and Pauline Daval -  Leading creative organizations 

The complex concept of creativity has been controversial due to the different 

interpretations that can be applied to it.  For instance, the idea of creativity for an 

economist may be different to the idea of creativity for an artist. 

The economist would see creativity as a key to commercial success, which means a 

way to obtain profits; meanwhile, the artist would see it as a way to express himself 

through the difference. On the one hand, the aim of the economist is to appeal the 

customers through innovation, while, on the other hand, the artist uses creativity 

as a language of expression of the soul. Both visions clearly lead to different kinds 

of innovation. For the economist, creativity would lead to innovative products that 

would bring new consumers, while the artist would use innovation as a way of 

expression, a different way to exteriorize ideas and thoughts. 

These two perspectives are, in our opinion, on the basis of the concept of creativity. 

We talked about innovation and advertising which represent the economic view of 

our model. The artistic view is therefore based on originality and art as a way of 

expression. Therefore, our idea of creativity is both artistic and economic because 

the economic provides resources to the artistic and, at the same time; the artistic 

provides innovation and economic success. 

The economic view of creativity has to do with the influence that business has in 

our study. We are dealing with leadership in creative companies in which the 

finance has a determinant role. Creativity in this context seeks to attract 

consumers so its nature is different to the concept of creativity as an expression of 

the soul. Creativity in this context needs to be commercial, to appeal the public, 

because this kind of creativity can be transformed into an economic income. In 

other words, it turns to be an asset for the company. 

The artistic view of creativity has nothing to do with profits. Artistic creativity is 

something that grows inside the persons and it is used as an expression of ideas, 

feelings and does not have an economical interest. For instance, painters as 

Picasso who was not successful during his lifetime are a clear example of the 

artistic term of creativity. They expressed their feelings through their art and did it 

for their own pleasure. That is the essence of creativity. 

Creativity is then transformed into something commercial and it is paid for. 

Companies need to differentiate themselves in order to attract new groups of 

customers and, therefore, creativity becomes an asset. 
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With this first idea of creativity, we are not taking for granted that those are the 

only elements of the concept of creativity. We need to be aware of the possibility of 

the existence of new concepts that will arise during our research and that will be 

included in our model. As we stated before, the different possible perceptions lay 

on the eyes of the beholder, and, in this case, we are basically economy students 

dealing with leadership and creativity so our vision has some of the economic and 

something of the artistic component. 

 

4.1.3 Creative organizations 
 

As we are studying this duality basing our research on creative 

organizations, we need to get to know what a creative organization means to us. 

Not only do we refer to the industries that are essentially creative but we also have 

to make a distinction. There are companies whose business is based on creativity 

and others that are only influenced by creativity in a certain way. 

The first group of companies includes those in which creativity takes a leading role. 

We include here companies that are dedicated to fashion, music, cinema, design, 

etc… Even though they constitute the main object of our study we cannot disregard 

the existence of companies that, in a certain way, are also using creativity as a 

component of their business model. We believe that this group is composed by all 

the companies that are not included in the first one. From a bar offering a new 

‘tapa’ to a car wash announcing a discount, a creative component can always be 

observed. The phenomenon of creativity is in the basis of the idea of 

entrepreneurship so it becomes necessary for the success of the enterprise. It is 

clear that some financial knowledge is required in order to run a business but, 

moreover, the use of creativity is always a must so that the company can survive. 

After having made clear the classification of the companies according to the 

importance they put on creativity, we can now go forward in the concept of creative 

organizations. With this term, we refer to the ones in which creativity is in the 

essence of the business. These are the focus of our study. 

Within the substance of creative organizations, multiple elements are to be 

analyzed.  
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On the very first place, a vision is in the inner self of the concept. Creative 

companies are built upon a vision that constitutes the reason of being and 

identifies the organization. This vision needs to be shared by all the members of the 

organization in order to keep the essence. Here, we should introduce the 

phenomenon of brand personality, that is, the set of human characteristics 

associated with a given brand (Aaker, David A. 1996; p. 141). These characteristics 

constitute the attributes we identify a brand or a firm with. For instance, and in 

consonance with our case study, we can analyze the case of Chanel in order to seek 

a deeper understanding about the referred term.  Coco Chanel was a young fashion 

designer that turned to be revolutionary. She changed the concept of fashion of her 

times. She eliminated the uncomfortable corsets and garnished dresses and 

introduced a new concept of fashion: a fashion that was comfortable, elegant and 

easy to wear. She managed to create a vision that would transform the concept of 

fashion. She did not only create a brand but also created a new style that would 

stay and be followed for decades. The personality of the brand was built upon 

comfort, elegance and introduced some masculinity in women’s clothes. This 

personality is the result of her creative work, of the vision she had in the beginning 

and that she managed to spread all over the world. We can clearly appreciate the 

strength of a creativity that survives generation after generation. Nowadays, we can 

see how in Karl Lagerfeld, the actual successor of Coco Chanel, has managed to 

keep the essence of the brand. This can only be achieved through the 

internalization of the aim and personality of the brand. 

After this short analysis, we can see how creativity has a frame inside fashion firms 

as it is limited to the brand’s personality. 

Another element of the creative organizations is the leadership. Leadership is the 

center of our studies and, therefore, we cannot omit it in our thesis. We studied 

this concept itself and now, we see it as an integrant of creativity. Creativity could 

not be implemented without the right leadership style and the creative organization 

would be nothing without the mixture of both elements. A multiplier leader (Liz 

Wiseman and Greg McKeown, 2010) is required in order to develop an environment 

of creativity. We have to be aware that people inside fashion companies need a 

stimuli, they need to continuously open their minds in order to create. They also 

need to be followers as they have to be creative inside the certain parameters that 

constitute the vision of the company.  This stimuli or inspiration can only achieved 
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through an atmosphere of trust and confidence between the managers and the 

designers. 

Finally, there are other elements apart from this mixture of a vision and a 

leadership style that should be integrated in a creative organization. These 

elements that we are talking about are basically the components of the right 

atmosphere. For instance, there should be a high tolerance to failure; designers 

should not be ashamed of revolutionary ideas as they may often be the seed of 

success. The atmosphere in a company where creativity is an asset should give 

freedom to their workers so that they feel free to create and imagine and that 

cannot be done within a closed office with strict schedules. 

We certainly believe that creative organizations need specific conditions so that 

creativity can emerge in the minds of the designers. Of course, all this cannot be 

done without money so we will keep asking ourselves who has the power in our 

duality until we analyze the financial component deeply. 

 

4.2 The importance of creativity 
 

The central role of creativity in business survival was recognized in an IBM 

survey of more than 1,500 chief executive officers from 60 countries. They agreed 

that in the complex world we are living in today, it is not enough with continuing to 

do tomorrow what we did yesterday. The traditional business model has, for 

centuries, consisted on doing something good and just selling it. This idea changed 

after the Industrial Revolution that took place in the 19th century. We can observe 

that in this period of Industrial Revolution mass production appeared and, as a 

result, goods where available more easily for the population. This led to the need of 

differentiation in order to attract the mass. This phenomenon was maximized in 

the 20th century after the post-war when the United States and Japan start to be 

massive producers. Afterwards, the existence of multiple products would be 

generalized and the need to attract the public became a need. In other words, 

publicity and differentiation became necessary for the survival of most companies. 

In this need to survive, creativity acquires a fundamental role as it represents the 

key to innovation and differentiation. Creativity is a factor of the competence that 

takes place in the business world and, without it, today’s economic system would 

not be possible. Even banks, which seem to be the less creative, have to develop 
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new products, design their offices in a certain way, offer attractive deals and be 

different to the others so that they can attract new consumers. 

There is no doubt that creativity has a leading role in today’s business world, but even 

more in creative industries where it becomes an asset. This is a part of the leadership 

style we believe creative industries follow and we will see if it is certainly the most 

important. 

 

 4.3 Understand the paradox: comparing art and creative organizations 
 

 

To understand these questions and our problematic, we think that creative 

companies can be, in some aspects, compared to art. Do we expect from an artist 

to create something original, unique, and magnificent or do we expect that he or 

she copies the others and follows the movement? The answer seems obvious, but 

for the companies it is not easy to implement the freedom of creativity when they 

have to deal with the accountancy, the finance, the marketing. Ed Catmull argues 

that “In the movie business and plenty of others, this instinct (of control) leads 

executives to choose to copy successes rather than try to create something brand-

new” (2008, p.2). The natural tendency of the firm and the stakeholders is to avoid 

risk. But creativity is a risk and leading creativity is taking risk. One more time, 

creative companies face here another paradox that makes them particular in the 

way they are leaded. 

As for the Art, creative organizations face lots of challenges and put one special 

ingredient in the recipe of their success. The German philosopher Hegel classified 

in his book “lectures on Aesthetics” six different kinds of art: the architecture, the 

sculpture, the painting, the dance, the music and the poetry. One century later, 

Riciotta Canudo calls the cinema as the 7th art. The term is more used in France 

and Latin countries than in English. We also consider that fashion and even the 

cuisine can be compared to an art. Moreover, our delimitation is only for art 

companies as the cinema or the music. So, if we compare creative organizations to 

art, the question becomes: how can we manage artists?  

The challenge with creative companies such as cinema, music or fashion is that 

they produce a cultural product. As for the art, creative organizations are “typical”; 

therefore, they follow some rules of management and marketing totally different. 

For instance, all the experiences of movies, music or cuisine necessitate that the 
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costumer has time. The central place is given to the experience. Its consumption is 

associated with the aesthetic pleasure. “Cinema is a complex art, which produces 

something difficult to anticipate because it is the fruit of alchemy. Indeed, the 

cinema is an art team that involves lots of competences (directors, producers, 

actors, scriptwriters…) (Marketing study about cinema, 2000) 
 

4.4 The constraints of creative organizations 
 

As we have seen, creativity has a leading role in today’s business world. We 

have observed how necessary it is to the survival of the economic agents in the 

capitalistic market. However, creativity is not something you can easily buy. It is 

such an important element in creative organizations that it becomes an asset. 

The constraints of these organizations in terms of creativity consist basically in 

three elements: money, people and materials. 

In the first place, we find the financial constraint. Creativity usually becomes 

expensive as great economic efforts are to be made by the companies when 

launching certain campaigns. The high cost is also in the specialized personnel 

that can develop these tasks because for instance, in fashion industries, it is not so 

easy to become a designer. The big creative companies usually have enormous 

departments that are dedicated to develop new stories (cinema), invent new designs 

(fashion) or create original campaigns (publicity). The requirements of today’s world 

are high in what has to do with creative organizations. The public is strict and has 

so many options that it is difficult to become the best one. 

Secondly, people mean another constraint. Talented people are easy to find and, 

once found, it is not easy to keep as the world of creativity includes stressful 

situations. It is essential to keep a good atmosphere in which creativity can grow. 

Finally, the last constraint that we see in creativity is materials. We chose to call it 

this way but we do not only refer to materials themselves, we include here 

technology, which can also be considered as a material. These elements are 

expensive and innovation each day requires the newest technology and the newest 

materials. 

These are just examples of the obstacles that can be found while developing 

creativity inside an organization. However, all of them lead to the financial aspect of 

our duality. What is more important, the economy of the company or the creativity? 
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We have started to see here how they interrelate between each other. Afterwards, 

we will continue to analyze the financial aspect that we will see is a major 

constraint. 

4.5 How do companies manage the creativity? 

4.5.1 Leading talented people 

 

In this part we want to draw the framework of creative leaders and creative 

organizations. This frame of reference is a guide for us and for the readers in order 

to perceive and understand the situation of creative firms.  

Creative organizations have to lead talented and creative persons. They cannot 

survive without them. Because of their creative power and influence, they become 

naturally the creative leaders of the companies. Rob Goffee and Gareth Jones give a 

definition that we think can correspond to the majority of creative leaders. “These 

people are the handful of employees whose ideas, knowledge, and skills give them 

the potential to produce disproportionate value from the resources their 

organizations make available to them” (2007, p.72). 

 

What are the traits, characteristics and behaviors of creative leaders?  

The question above raises in response to the problem of knowing if creativity 

is a trait or a behavior. A trait implies that people are born creative whereas a 

behavior is a result of a will and a hard work. We believe that creativity is both. For 

instance, creativity can induce to be energetic and curious; there are often qualities 

that you are born with. But creativity is also taking risks and asking questions that 

are something that anybody can improve.  

 

4.5. 1.1 Talented and creative leaders are rare 
 

Talented people are one of the resources of the company, but one resource 

that is really scarce and rare. As a consequence, the way to manage and lead this 

people is different from the other members of the organization. The company 

cannot decide to fire one creative person in case of conflict, restrict his or her 

budget if the leader spends too much money or impose strict conditions… The 

creative person is too much precious for the life of the creative company. According 
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to Rob Goffee and Gareth Jones the creative leaders are “above all the others, it is 

what companies compete for, depend on and succeed because of” (2007, p.70). 

Creative companies cannot survive without them. For us, this characteristic is the 

first one defining a creative person. Indeed, at these times of globalization, 

individuals can move all over the word and people like to change their job 

frequently. They do not stay all their life in the same company. If talent could be 

found everywhere, the company would not fight for him or her. But the creative 

and great leaders are not everywhere. How many Picasso, Mozart, Coco Chanel has 

the world known? Few, and you may, as a company, do everything to keep it.   

Moreover, in a company, the number of creative persons does not mean that it is a 

proportional value for the creativity of the company. For instance, it is not because 

the director fires twice as much creative people that the company will produce 

twice as much creative and innovative ideas. The cofounder of Pixar and the 

president of Pixar and Disney animation studios explain that they “believe the 

creative vision propelling each movie comes from one or two people and not from 

either corporate executives or a development department.” (2008, p.68) Creative 

leaders are always a risk for the organization because there is no guaranty. 

Sometimes just one person is necessary to create an amazing idea; sometimes it 

can take few years before finding the magic ingredient. Rob Goffee and Gareth 

Jones summarize perfectly the idea of rarity in this quote: “their single innovations 

may bankroll a company for a decade” (2007, p.74). 

 

4.5.1.2 Creative leaders do not want to be led 
 

Creative leaders do not want to be led by another person or department in the 

company as the director, the finance or marketing department. They want to be 

free. The question that lots of companies have in mind is: how can we lead people 

that may be more creative or clever than us? Rob Goffee and Gareth Jones describe 

this characteristic as the most important challenge of creative organizations. “If 

clever people have one defining characteristic, it is that they do not want to be led. 

“This clearly creates a problem for you as a leader” (2007, p.74). Moreover, creative 

leaders know their values and develop lots of expectations from the company. They 

want the possibility to use all the resources they need, they do not want to receive 

orders, etc. They need freedom and the possibility to explore and to fail. Failures 
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are part of the work of artists as creative leaders. In today’s word companies have 

understand that to succeed, creativity is the key.  

 

4.5.1.3 Creative leaders need creative organizations 

 

The articles which treat about creative organizations use the arguments that 

creative companies need their creative leaders. The opposite is also true. In the 

other way, creative leaders need their creative firm. Indeed, creative organizations 

create a special environment that makes the leader able to imagine, create and 

innovate.  

Figure 7: CEO identify creativity as the first quality 
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4.5.1.4 Creative leaders are experts in their job 
 

The creative person is not a crazy or mysterious person that has lot of 

imagination. Creative leaders are already creative before becoming creative experts 

and professionals in their job. In the case of Haute Couture, for instance, all the 

great fashion designers made the best schools of fashion in the word. Before 

becoming a leader for a luxury brand, they used to work during many years for 

different fashion companies. They know by heart their job; they are not just 

creative like this. Visiting the different websites of fashion schools shows that the 

ability to learn the necessary knowledge in fashion is the first step to become a 

creative designer.  Indeed they have to know how to draw, how to cut the clothes, 

how to choose the right material and how to manage a team. The studies last an 

average of five years.  

Creative leaders are in a permanent process of learning. They know who they are 

and they maintain their knowledge and capacities with discipline. They keep 

working on their skills and their talent. The evolution of themselves is a part of 

their vision because it grows up with their work.  Moreover, people who choose to 

work in creative organizations such as the cinema, the music or the fashion 

industry are also passionate and keen of their job. Doriane Bocquel, purchase 

manager in the fashion firm les 3 Suisses, said “in my personal life, I am very 

influenced by fashion. Even if I do not like everything, I try to keep up with the 

tendencies.” (Interview realized by Pauline Daval the 21th march 2014). 

 

4.5.1.5 Many other traits and behaviors 

Sebastien Chantelot presents in his class about creativity and leadership the 

different characteristics of the creative leaders (course material, September 2013). 

According to him, the first ability is the fact that the leader asks questions. He or 

she sees things, the environment, and the world and thinks: Why? How? Why not? 

What? Those simple questions bring possibilities of imagining something that 

nobody has seen before.  

Being creative is not being innovative. Creative leaders do not create new things 

automatically; they mix things. Antoine de Lavoisier, a French chemist and 

philosopher said “Nothing gets lost, nothing gets found, everything gets 
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transformed”. This sentence was used for chemistry and physics analysis of the 

materials but it is more than true for creative leaders. Let’s take the instance of the 

pants for the women. During the 60’s the fashion designer Yves-Saint-Laurent 

created an Haute Couture cloth for women: the pants. He revolutionized the word of 

Haute Couture because the pants were mainly worn by men and it was prohibited 

in the French law. This piece of cloth becomes the symbol of powerful and 

independent women. The designer took an important risk and created something 

new with something that was already well-known.  

Creative leaders develop the ability to observe and to see new perspectives. They 

are able to experiment and are not scared about failures. They also like working in 

networks because they know that meeting different people enhances the creativity, 

new ideas, views and perspectives.  

Some other skills are often mentioned by researchers and scholars. Davis describes 

the creative leader as a person that seeks options, not plans, that experiments and 

learns from failures, that has a lot of energy, that challenges paradigms and fights 

stereotypes, and a person that draws out the talent and creativity of the other 

employees (1986). Hesselbein, Goldsmith, and Beckhard give also adjectives to 

describe the creative leader as curious, energetic, experimenting, open-minded, 

perseverant, questioning everything, risk-taker, self-aware, sensitive, etc. (1996). In 

2001 Bennis, Spreitzer, and Cummings add some new characteristics to the 

creative leader. He or She is a person who likes to improvise and is not wedded to 

routine. They work with passion and resist to the rules and regulations.  

Figure 8: Characteristics and Traits of creative Leaders 
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Source: Board realized by Sebastien Chantelot, professor at Brest Business School 

and Ph.D in economics 

Of course, this board doesn’t represent all the creative leaders, and maybe not one. 

This is an example of the main traits of creative leaders. Some of them have the 

majority of these characteristics, others leaders have just one or two. As creativity 

is “thinking outside the box”, trying to put creative leaders in a box seems 

ridiculous. However, it shows the mains traits that researchers used when they 

write about a creative leader. 

The last trait we want to talk about here is for us the most important. Creative 

leaders feel that they can make a difference first in the organization but also in the 

society. They have a role to play in the word: Mozart changed the face of the music, 

Victor Hugo denounced the injustices of the 19th century, Pablo Picasso painted the 

war in Spain and the designer Yves-Saint-Laurent creates a collection with women 

pants… 
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Chapter 2: LEADING FINANCE AND MARKETING 

 

« A business that makes nothing but money is a poor business. » 

        Henry Ford 

 

 

An innovation, an idea and a will to succeed are the basic ingredients for 

creating a successful company. Entrepreneurship requires all these to be mixed up 

together in order to enter the world of business. Society tries to encourage people to 

be brave and develop new ways of commerce, but one of the ingredients is 

sometimes taken for granted. An idea and being brave is not enough, because, 

what is entrepreneurship without money? How can you develop your ideas without 

a financial support? 

 

Our hypothesis is that creativity is a must, that it is necessary in order to be 

successful in today’s complex market. There are many examples of powerful 

companies that did not manage to combine the basic ingredients so it led them to 

failure. For instance, Kodak, a company which was the leader of the entire 

photography market for the whole XXth century, failed in the adaptation to the new 

technologies even being one of the first digital camera makers. This example has 

made us reflect on where the importance is. Kodak had all the financial support 

that an investment in new technologies requires, however, they failed so this opens 

the gate to asking, where is the equilibrium between control and creativity? 

 

5.1 A shift in Creative organizations towards tangible dimensions 
 

Thinking about local artists made us reflect on the importance of the 

financial aspect of our duality. We both have observed how undiscovered talents 

sing in the metro stations and how unknown painters make great works of art. So, 

what is the difference between these artists and those who have the success all 

over the world? Which is the key element that local artists do not have? Of course, 

it has something to do with finance. 

http://www.brainyquote.com/quotes/quotes/h/henryford104352.html
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According to Investopedia (2012), “finance” is a broad term that describes two 

related activities: the study of how money is managed and the actual process of 

acquiring needed funds. We see this definition as a useful one in order to analyze 

the importance of finance in creative industries. How do they manage money? What 

is the actual process of acquiring the needed funds for a project? Social relations 

and interests have a lot to do with this issue. 

We have observed that in today’s world, talent is not always the key factor to 

success. Other elements have an enormous influence on creative companies. 

Contractual arrangements (UNCTAD, 2008) are usually one of the main 

components of decision making in this kind of companies. For instance, in the 

music industry, record labels, which are provided to singers by recorded music 

production companies, take a fundamental role in the success of individuals or 

groups. Coming back to our initial reflection, many great local artists could become 

famous singers but, indeed, it is not always possible because the support of a 

record label, or in other words, finance, is a requirement for achieving that kind of 

success. 

Behind this idea of record labels, there are the recorded music production 

companies who have the last word in the decision on who will get the contract and, 

among their singers, who will become the most famous. That is usually 

predetermined. We normally believe that a song becomes a hit because it is a good 

one. We are not questioning whether hits are good or not, but, in our opinion, it is 

the music companies who determine the hits by means of publicity and 

advertisement. Producers also have contracts with radios so that they promote 

their songs. As we see, it is all part of a huge business model in which many actors 

with shared interests have the leading role. 

So, after reflecting on this example of how this kind of industries works, we ask 

ourselves about the reasons of the existence of this inextricable system. For 

answering this question we simply need to go back to the definition of finance: 

finance consists on a way to acquire the needed funds for an activity. It is the need 

of money which drives the system. This happens because finance is the support of 

the activity, which means, the other leg of the giant. 

This reflection lets us realize that a shift towards tangible dimensions is taking 

place. We are partly leaving behind the creativity in order to satisfy economic 

interests. Some years ago, talent used to be rare and appreciated. Meanwhile, 
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today, talent is sometimes being undervalued due to the importance of money. 

Money drives the economy, and the economic system decides how to reward talent. 

 

5.2 How can we make creativity profitable? 
 

The conclusion of our first approach to finance drove us to the discovering 

of a shift towards tangible dimensions in which money takes an essential role. 

Creative organizations need funds in order to develop their activities. We have 

observed that a good idea is not enough; today, a financial support becomes a 

requirement. 

Some decades ago, creativity was a core competence that some companies had. For 

instance, Haute Couture, cinema, music, etc. used creativity as a key factor that let 

them succeed. In today’s world, creativity itself is not enough; a turnover is basic 

for the survival and for the accomplishment of the requirements of the market. 

Without an income, there is a risk that other companies will satisfy the demand 

more efficiently and this may lead us to failure. So, how can we use creativity in 

order to meet these financial requirements? 

After reflecting on it, we both agree that the best way to make creativity profitable 

is through creativity itself. What do we mean with this? We believe that the core 

competence of creative industries is in their essence: creativity is alive inside them 

and it is their key success factor and main competence, so, it can be used in order 

to make them profitable, we mean, for instance, through the means of marketing. 

Today, marketing has become a strong tool in the development of industries. 

According to an article by Beverland, M., a senior lecturer from Monash University 

in East Victoria (Australia), traditional creative companies may “lose industry 

leadership by failing to blend their creativity with marketing, thereby ceding the 

dominant marketing design to competitors” (2004). We notice how marketing has 

become a must in the last decades due to the massive offering of products that 

make competence stronger. Companies become bigger and bigger thanks to 

mergers and acquisitions that let them grow and acquire the resources in order to 

meet the requirements of the market. In this context, in which competence 

becomes a factor that determines the success, marketing has gained an important 

role. 
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So, how can marketing make an industry profitable? Each company has a concrete 

marketing strategy according to different elements. According to Hafkamp, S., 

professor of Lyon Catholic University, the concept of marketing consists on a 

philosophy that puts the customer at the center of the business and is based upon 

three elements: the focus on the customer, integrated marketing efforts and long-

term success. 

In our opinion, marketing is an investment as it provides long-term success. It is of 

course determinant for the short term, but, it is in the basis of the survival of the 

company. Integrated marketing efforts are to be made in order to gain and 

maintain the customers. The focus has to be on the consumer. In today’s complex 

competent world, gaining new customers is really well paid as it determines the 

success of the firm. For this reason, marketing companies, which are essentially 

creative organizations, have flourished in the latest decades. They work for the 

creativity of others. The inner reason of their existence is the need that companies 

have to promote their products. 

Dealing with marketing means dealing with creative talent. In terms of 

accountancy, this kind of talent can be considered as an asset for the enterprise. 

Companies need to be known, they need to appeal the mass in order to find a spot 

in the market. It is not easy to consolidate a position in an industry and, in this 

task, marketing has a leading role.  

Going back to our duality, we have taken a break in order to speak about 

marketing, but, where is marketing located in this duality? In our opinion, it is, on 

the one hand, the finance who drives the marketing as it is the company who pays 

for these services and the purpose of it is to become profitable thanks to the 

acquisition of new customers. On the other hand, we see how creativity is in the 

inner self of the concept as the competence is hard and needs to be attractive. 

Therefore, we believe that marketing has gained a leading role in the activity of 

organizations. It drives the economy as it determines how the offer and the demand 

move. Creative organizations are creative themselves but it is not enough as their 

creativity needs to be promoted. For a moment, imagine how Disney could have 

become so famous without marketing. What would happen if we removed all the 

marketing campaigns? Would it be still famous all over the world? Of course not. 
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Marketing drives the economy and also does finance, indeed, marketing is a 

creative industry which needs a financial support. So, where is the place of 

creativity? From this perspective, creativity would just be a small ingredient that 

can be bought. The massive consumption that is taking place today is, in our 

opinion, undervaluing the role of creativity. Creativity is, nowadays, being 

translated into the power of marketing, but this kind of marketing is, to us, killing 

the creativity that lives inside the population. The kind of creativity that companies 

are using today is driven by the economic agents in order to obtain profits; 

meanwhile, the traditional rare talent is being left behind in the people who do not 

have access to the financial resources that drive the economy 

 

5.3 Constraints can develop the creativity 
 

Constraints can be part of the creativity simply because creative leaders use 

the constraint as a resource. It can be a financial, a material, a human, knowledge, 

the environment, a time, a culture, a language constraint or everything that is or is 

not at the disposal for the company. We use to transmit the idea that a creative 

leader is somebody able to think “outside the box”. On the contrary the creative 

leader is maybe the person who is able to think inside the box and find a new idea. 

For instance, with a time pressure, lots of artists have done their best painting, 

their best song or their best dishes. Furthermore the box will always exist. And 

when the creative leader leaves one box, he or she enters in another one. Indeed 

the box of our environment, our culture and our language represents the 

boundaries difficult to go beyond. Picasso was painting Guernica because of the 

war in Spain or Emile Zola was writing Germinal to denounce the situation of the 

miners in France. These two examples show how a talented person is influenced by 

the world around him or her.         

Nevertheless, we will come back in this part to empirical instances and see 

the three main constraints that a creative leader will face: financial, technological 

and human constraints. 

The financial constraints are often raised by the directors, the stakeholders or the 

CEO of the company. Indeed, creative leaders need to innovate and innovation asks 

for lot of money. Departments of Research and Development are a hole for 

investment. In the twenty companies that invest the most in 2011, the industries 
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represented are automobile (Toyota, General Motors), healthcare (Novartis, Roche 

Holding), and computers and electronics (IBM, Samsung). For instance, the first 

investing company in Research and Development, Toyota, invests 9.9 billion of US 

dollars in 2011 (Bloomberg, data, Booz and Company, 2012).  Are they the most 

innovative and creative company? Not necessarily. There is no logic and right 

correlation between investing in Research and Development and innovation. Adam 

Hartung explains that “Most big R&D spenders are not really seeking innovations.  

They are spending money on historical programs, following historical patterns and 

trying to defend and extend the historical business” (Forbes, 2012). Any creative 

leaders, even with budget restriction can be creative and innovative. Furthermore, 

creative leaders can use this limit as a way to find new ideas or new perspectives 

for their projects. Inside creative organizations the problem of using historical 

success is the same. For example, the movie Lone ranger was directed by the same 

directors as Pirates of the Caribbean (huge and international success) with the 

same actor, Johnny Depp, and was a financial disaster. The company was not 

enough aware about how to create something new. In his article, Umair Haque 

explains that “It's the single biggest error firms make in times of crisis: Repeating 

the past” (HBR website, 2009).  

The technological constraints seem to be the hardest to overcome but this limit is 

also what gives the desire for the leaders to go further. Limits are made to be 

pushed. The example of the cinema and the animation movies is really efficient in 

order to understand how a creative leader pushes the boundaries. For instance, 

Walt Disney, the founder of the Walt Disney Company and the father of animation 

movie is seen as an artist, which drew the famous Mickey mouse. But he was more 

than an artist; he is a creator and he was revolutionary. He created the first 

cartoon with sound and the first one with color. With his team, he created “Flowers 

and Trees”, the first Disney movie in color and, few months later, he received an 

Oscar for this movie. He changed the face of the animation movies. John Lastseter, 

one of the founders of Pixar summarizes the idea of technological constraints by 

the sentence “Technology inspires art, and art challenges the technology” (2008, 

p.71). The same story happens for Pixar which pushes the limits of the technology 

by creating the first computer-animated movie in 1995 entitled Toy Story. Ed 

Catmull argues that they “have continued to push the technological boundaries of 

computer animation, securing dozens of patents in the process” (2008, p.66). 
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Because creative leaders always try to go further in the technology they create new 

innovations and these innovations become a part of the creativity. 

Finally, the human constraint is maybe the hardest to manage. Indeed, humans 

are never 100% under control. Individuals need freedom, they need to take risks, 

responsibilities. By human resource we include the person, the knowledge, the 

competences, the capabilities, etc. Companies usually think that they have to hire 

someone famous with a good reputation (as a fashion designer, film directors, 

singers…) but the creativity can come from inside the company itself. Managers 

and leaders have to see the potential of their employees and empower them to 

become creative leaders. This is the most important value of creative companies: 

the person. We will come back to this element during our study case to show how 

the person is the core value of the company. 

Furthermore, if constraints can be a part of the creativity, it is because creative 

leaders are not worried about change. Warren Bennis and Burt Nanus describe the 

leader as “one who commits people in action, who converts followers into leaders, 

and who may convert leaders into agents of change” (2004, p.19). The change leads 

leaders to failures. Creative leaders are not scared to fail because they are 

confident and they think they will succeed. The concept of fail/success can be 

explained by the Wallenda factor, an example of the previous authors in the book 

Leaders: Strategies for Taking Charge. Karl Wallenda was a tightrope aerialist and 

he had a new challenge, traversing a new huge hole of 75 foot high. He did not 

succeed and died during this experience. His wife explains that he did not do it 

because for the first time he was so scared to fail. During a few months, he put his 

energy into not failing. He was focused on the failure and he failed (Warren Bennis 

and Burt Nanus, 2004). If the creative leader is not scared to fail, he can put all his 

or her energy on the success. And even if the mistake, error or failures happen, it is 

a way to learn and improve.  

Finally, the question of limited resources drives the leader to one famous question: 

Does the company adapt to the market or does the company adapt to the resources 

it has? In the first case, the company follows the market and the competitors, 

whereas, in the second situation, they create their own values and products with 

what they have. For creative organizations, the second solution is often chosen. 

This is one of the reasons that can explain that creative organizations are the 

formers and pioneers in what they create.  
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CHAPTER 3: ILLUSTRATION BY FASHION COMPANIES 

 

“Couture is above all a matter of possibilities. Infinite or almost.” 

Le Monde, Carine Bizet, 2013 

 

Until now we have seen, what a creative company is and how these 

organizations build a bridge between their creative leaders and the financial 

constraints. We will move on during this illustration inside a real example: the 

fashion and Haute Couture companies. 

During this part we made four interviews. We use this data as a way to go inside 

the fashion industry. We wanted to develop our own ideas and perception about 

how fashion companies work, especially Haute Couture houses, and how they deal 

with the leadership. These interviews are based on persons who work in the 

fashion industry. Their position and job are different and allow us to have different 

points of view of this wide business. We use their quotes in order to express their 

point of view. 

 

In 2008, a huge financial and economic crisis affected the world and it has 

had repercussions on lots of industries. Companies went bankrupt but some of 

them came out stronger than before the crisis. Fashion companies, especially 

luxury brands, have survived to these difficult times. The group Louis Vitton Moët 

Hennessy, one of the biggest luxury groups, had a turnover of 17 053 millions of 

Euros in 2009 and reached the amount of 29 149 millions of Euros in 2013 (LVMH 

en Bref, 2014). How has this fashion company succeeded during the crisis time?   

In this part of our thesis, an empirical illustration about creative organizations 

takes place. We chose the fashion industry as a creative organization in order to 

illustrate the framework described above. We are both passionate by the fashion 

industry and the Haute Couture Houses. As a French and Spanish girls, the 

reputation of French brands and their international influence fascinate us. 

Moreover, fashion as we will describe it, is a phenomenon that affects everybody. 
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Working on this illustration is a chance to understand a topic that influences our 

life.  

Before analyzing the role of creativity and the success of Haute Couture companies, 

we will explain fashion as a phenomenon: a historic, sociologic, psychological and 

cultural phenomenon.  Fashion always exists but its importance and its role has 

changed along the centuries.  

We will build a framework for our illustration, by explaining the terms and giving 

some definitions in order to understand how the industry of Haute Couture works. 

Then, we will enter in the two legs of the paradox: the creativity and the 

profitability. We will analyze the success of Haute Couture thanks to the creativity 

and see the particular role of the fashion designers.  We will illustrate this part 

with the example of the fashion designer of Chanel. 

Finally, we will finish with the second leg of the paradox: the influence and role of 

finance and marketing in the Haute Couture house.  

 

6.1 Why do we have fashion?  

6.1.1 An old phenomenon 
 

Many different questions may come up to our minds when reflecting 

upon the phenomena of fashion: Why do we have fashion today? Why is it so 

important in society? Why do individuals put so much importance in the way they 

dress? 

Multiple angles are necessary to explain the importance of fashion in today’s world, 

yet, these and more questions can be answered, to some extent, through the study 

and observation of history. We are going to take benefit of some historical sources 

in order to briefly show how fashion has the developed parallel to history. 

We use history as a tool in order to understand fashion as it has existed almost 

since the appearance of human beings. Some people may think that it is an absurd 

to say that there was fashion in the prehistory, but indeed, in a certain way, there 

was. The reason why it may seem that there was no fashion at that time is in the 

different possible meanings of the concept. Today, we understand fashion as a way 
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to express ourselves; we express our ideas, codes, values through the way we 

dress, so we can agree that there was not this kind of fashion thousands of years 

ago, yet, in its origins, the meaning of fashion was much more prehistoric as we 

will see below. 

In a very first moment, in the prehistory, human beings started to use clothes in 

order to protect their body against the cold, the rain, the sun, to protect their 

sexual organs, etc. The prehistoric men started to develop their brain and their 

mind and, therefore, invented tools that helped them protect themselves. They 

created tools that helped them hunt, they started to cultivate plants and also to 

cover themselves for protecting their body. This means that they started to develop 

themselves and create new inventions in order to satisfy their basic needs. We can 

see in the prehistoric men how a relationship between fashion and the individual 

takes place as fashion constitutes the environment of the self (Entwistle, 2000). 

The environment of the self had, in this very first time, a need to be protected. This 

is, therefore, the very first reason why fashion exists. 

Afterwards, in the Ancient Civilizations such as Egypt, fashion gains a more 

important role as it becomes a sign of social status. We start to see here the 

relationship between the individual and the group. Clothing starts to be, in this 

stage, an expression of the self as it is today. It also gives self-confidence and is 

part of the social status. The social position of a person in the Egyptian culture was 

not reflected on their style but on the quality of the fabric used to create their 

clothes (Cosgrave. B, 2000). Cosgrave says in his analysis that clothes in the 

Ancient Egypt were quite austere (they did not have many ornaments or decoration) 

except for the royal ones. In the paintings and sculptures of this civilization we can 

observe how decorated the royal clothes were. In fact, it is not difficult to imagine 

the astounding costumes that Elizabeth Taylor wore in Cleopatra. These are 

representative of the high power and status of Egyptian pharaohs but they were 

not within the reach of the rest of the population. 

Jewelry, which also constitutes a part of fashion, was a sign of social status as well 

and, at this time it had more importance in representing the social status than 

clothing. If we think about Egyptian paintings jewelry easily comes to our minds. 

This symbolization implies a relationship between the individual and the group as 

fashion starts to be an indicator of the social power. 
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If we jump into the Ancient Greece, we arrive to something that historians usually 

have seen as Paris to Europe in the XVIII and XIX centuries as Greece was 

considered as a centre of art and style. We maintain here the so called relationship 

between the individual and the group as fashion acted as an indicator of the social 

status. For instance, the chiton, which was the most common piece of clothing in 

this area, had a different length depending on the social position of the person who 

wore it. This costume would be shorter for a countryman and longer for an 

aristocrat. This is due to the different activity that both of them do. Countrymen 

need to wear clothes that let them make more movements than the aristocrats’ 

ones. Fashion is once more linked to the needs of the individual but to the group as 

well. 

Going forward into the Middle Ages, we discover how national fashion styles start 

to appear according to the research of historians. They include a novelty, the use of 

buttons and they start to wear clothes with personal emblems in order to indentify 

the family they belonged to. But, for the lower social classes fashion still continues 

to have little importance. 

It is not until the Renaissance when fashion acquires more importance globally. 

The Renaissance is a period with a spectacular cultural flourishing. It means the 

end of the feudal economy and the appearance of a more capitalist and global 

economy. The Flemish Regions start to be a center of textile production and wool 

was imported from the United Kingdom to Europe.  

Nobel families in Italy lived in the most astounding houses, wore beautiful clothes 

and employed their minds in intellectual activities. Florence and Rome became the 

center of arts as culture flourished. Individuals became more aware of themselves 

due to the importance of the intellect and clothes acquired a more important role. 

Worker Unions emerged and also did tailor ones, Clothes were considered as an 

investment and even second hand shops appeared. 

The Renaissance was a period full of discoveries. The trips to America, China, etc. 

brought new elements to the European fashion that were unknown beforehand. For 

instance, tissues and fans were the top of the Renaissance accessories. Fashion 

was a sign of social power and different classes had access to different fashion 

styles. For instance, people in the countryside were not able to visit tailors in the 

cities so it was kept for people with a higher status. 
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As we can perceive through this evolution, multiple ways of seeing fashion can be 

observed through history. The reason of its appearance is to cover a basic need 

but, afterwards, this need is left behind and fashion starts to be used as a sign of 

social status; later on, as a way of expression. 

Multiple angles are necessary to explain the importance of fashion in today’s world. 

Clothes were created to protect the body (against the cold, the rain, protect the 

sexual organs, etc) but they are now used to express ideas, codes, values. The 

protection is the first explication, but not the main one. 

Albane Joachim explains here, why fashion and history are inseperable. 

 

Albane Joachim 

I think fashion is in some ways a witness of the society. By the costumes we found 

we can learn more about the different periods (medieval, 18th century enlightenment 

etc.). In 200 years, the way we dress today may be studied to learn more about the 

habits and behavior of our time. 

 

6.1.2 The relation between fashion and the group 
 

The second relation appears between fashion and the group. Fashion is an 

expression, a manifestation and even a provocation for a person who belongs or 

wants to belong to a group (for instance, students, gothics, people who works in 

bank…). Hye-Shin Kim and Heesook Hong argue that “specific individuals 

influence others in their clothing consumption behaviors” (2011, p.314) 

Wearing a particular kind of clothes is as well a way to show your social status. A. 

Maslow establishes the human’s needs in 1943 in his book  A theory of Human 

evolution. The version is updated in 1970 on the book Motivation and Personality. 

The hierarchy of needs is a model that helps understand the human’s behaviors 

but the pyramid is not the only way to see the needs of an individual. Indeed, lots 

of researchers and scholars have criticized this model. In Maslow’s theory, 

individuals need to have satisfied the first level of the pyramid in order to move to 

the second level whereas, sociology, marketing and psychology literature have 

demonstrated that we can satisfy one need before the others, that means, in a 
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different order. However, this analysis allows us to understand the role of fashion 

for the development of our social life.  

Figure 9: The Hierarchy of needs 

 

Maslow, A Motivation and Personality (2nd ed.) Harper & Row, 1970 

The third need is to develop the relationship between the individual and the group. 

The individual needs to know that he or she belongs to a group. One way to belong 

to a group is to follow the same behaviors and to dress in the same way. Indeed, 

thanks to fashion, the individual feels more comfortable to express himself or 

herself, he or she can share something with others (work, leisure…) and have a 

social status that will be recognized by the members of the group and the society.   

 

6.1.3 The relation between fashion and the individual 
 

The second relation stands between fashion and the individual. The body 

constitutes the environment of the self. Fashion allows expressing one-self and 

gives self-confidence. As described in the pyramid, the esteem is the fourth need 

that individuals can reach. One more time, the role of fashion is really important. 

In this category, we express ourselves thanks to clothes because we can express 

our work, our competences, by doing something that the others appreciate. This 
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way, the person feels special and therefore, some want to become a leader in order 

to follow whereas others prefer to develop their autonomy thanks to clothes.  

Furthermore, fashion is a hedonic and personal motivation. Fashion is inseparable 

from shopping. The concept of fashion includes to shop, it includes the aesthetic 

and the beauty of the cloth itself and it also includes the act of buying something 

for oneself. Fashion is not only a physiological need (protecting the body), it is also 

an emotional need (Hye-Shin Kim  and Heesook Hong, 2011). Buying a good or a 

service gives an emotional satisfaction. The entire experience of buying clothes 

gives pleasure to the individuals. For instance, in the Sephora shops (group LVMH), 

the goal is to provide a fun and an exciting experience. It is a place where the 

costumers can try the products, have fun and play with their beauty. Buying 

clothes can be a way to solve problems or forget stressful events (Lee, Moschis, and 

Mathur, 2001).  

 

6.1.4 The relation between fashion and the society 
 

The importance of the culture is really relevant in order to understand 

fashion. And vice-versa, fashion allows understanding the culture of a group. 

“Culture is a learned set of shared interpretations about beliefs, values, norms and 

social practices, which affect the behaviors of a relatively large group of people” 

(Lustig, M.W. & Koester, J. 2005, p. 25). Fashion is observed in the visible part 

of the culture: the norms and the social practices. The way of dressing is different 

according to the country where people live, to the work people do, to the religion 

people believe in, etc. Culture is built by everything: family, country, organizations, 

religion, state, laws, friends, and of course, by fashion. Understanding cultural 

differences and fashion behaviors are a tool and help to make sense in an 

encounter when people do not share the same culture. Acting appropriately, with 

the right attitude in a situation where cultural differences are important, that is the 

definition of cultural intelligence. Fashion participates to build our framework and 

to develop this cultural intelligence. A cultural situation has succeeded not when 

there is a good result or outcome but when all the members have a shared 

understanding of what happened. The cultural intelligence is necessary in all the 

different situations of everyday life. However, it takes all its sense in the workplace 

where the stakes and issues are really important. For instance, if an individual 

faces a situation where everybody is wearing a suit, he or she understands that it 
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can be an official meeting. Nevertheless, the globalization tends to broadcast a 

same way of life and a same way of dressing. 

Creative companies connect business to the society and to the person. The cinema 

or the music industries play an important role in art. The Haute Cuisine is a part 

of the culture of a country. What is France without foie gras or its wine? Creative 

companies succeed not because they do not focus on money, of course they do, but 

because they also connect their creativity with the society, the art, the culture. 

Rosabeth Moss Kanter argues that “Great companies work to make money, of 

course, but in their choice of how to do so, they think about building enduring 

institutions. They invest in the future while being aware of the need to build people 

and society.” (2011, p.67).  

Fashion influences the society. A company without creativity and innovation 

cannot influence the society as some Haute Couture and fashion companies do. 

This element is also available for all the creative companies we talk about in the 

first part of the thesis. Cinema, music, architecture… they all have a direct 

influence in the society. We will present two instances.  

6.1.4.1 Coco Chanel and the women 

Figure 10: Picture of Coco Chanel 

 

Coco Chanel was a French seamstress and fashion designer born in 1883 

and died in 1971. She is an icon and a legend in the world of Haute Couture. She is 

really famous for the creation of clothes with a French elegance. She has impacted 

and influenced the well-being and emancipation of women by inventing a new way 

of dressing. Coco Chanel created feminine and elegant models inspired in men, a 
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“tomboy” style. She suppressed the corset and reduced the longer of skirts. Women 

became the master of their body with skirts and equal to men with pants. Women 

could therefor wear elegant and practical clothes. It was a revolution at the 

beginning of the 20th century. Indeed, women wanted to be sophisticated but also 

independent, powerful and the equal to men. Coco Chanel showed women that they 

can be strong and choose what they want for them. Thanks to other revolutions 

(women rights, labor, etc.), the status of women changed and the way the society 

perceived women was also affected. A woman influenced fashion. And fashion 

influenced women. As for the art, the society and fashion grow up together. 

6.1.4.2 Naomi Sims, the first black model 

Figure 11: First page of the magazine Life 

 

The second instance takes place the 27th August of 1967. In the need of money, a 

young student of the Fashion Institute of Technology in New-York wanted to work as 

a model for magazines and designers. Despite of her energy and beauty, every 

agency refused to hire her. Some agencies were really clear in the reason: “her skin 

was too dark” (The new-York Times, Eric Wilson, 2009). She chose another way to 

find a job as a model by contacting the photographers herself.  

Naomi Sims is the first black model that appears in the first page of a magazine. 

This magazine is Fashion of Time; the branch of The New York Times specialized in 

fashion. In November 1968, she appeared on the first page of the magazine Life and 

the magazine Ladies’ home Journal, which are really famous in United States. She 

made a huge step for the role of black women in the fashion industry and in the 
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society. At a time where discrimination and racism were strong in America, she 

upset the rules of the society. The fashion designer Halston said about her that 

“She was the great ambassador for all black people. She broke down all the social 

barriers.” After the modeling, she created her own company of fashion with 

success. She is a model, a fashion designer and a leader for the “black pride 

movement”. 

Three of our interviewees express the identification that fashion brings for the 

society and for the individuals. 

 

Albane Joachim 

Today fashion is also a "way of expression” and a way to escape to this crisis time. 

 
Marta Fidalgo 

The most important characteristic of fashion is that it is a way of expression. You 

dress differently in the different social events. There is, on the one hand, the conduct 

code and on the other hand a way of expression. 

 
Doriane Bocquel 

In my opinion, fashion has a role of identification. It helps to differentiate or not. It is 

also a hobby and a business for others. 

 
 

6.2 How do Fashion companies work?  
 

Some concepts need to be clarified in order to develop a conceptual 

framework (Fisher, 2007). The term of fashion is hard to define, because it is 

multifaceted and an old concept. However, we can refer to it as a system based on 

constant change, that is, on newness (San Martín, 2009). For Coco Chanel, one of 

the first creator women, “Fashion is not something that exists in dresses only. 

Fashion is in the sky, in the street; fashion has to do with ideas, the way we live, 

what is happening” (beginning of the 20th century). Fashion is more than the action 

of dressing or wearing clothes, it is a phenomenon (historic, sociologic, 
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psychological, etc.) and this is the starting point of our thesis. Inside fashion, other 

concepts are also relevant for our approach and our understanding of the paradox 

and duality of fashion firms.  

We use the french terms Haute Couture and prêt-à-porter as they are use in an 

international context. The translation can be in English “fashion luxury clothes” 

and “ready-to-wear”.  

 

6.2.1 Haute Couture 

Figure 12: The front store of Chanel, Vendôme Place 

Source: wordpress.com/2008/08/19/anniversaire-de-coco-Chanel-125-ans/ 

 

We are dealing with Haute Couture as we are 

focusing our study on the top of the fashion industry. It 

consists on a system of fashion production and 

communication that creates feminine designs. This 

concept has experienced an evolution throughout the 

years that we should take into account. Haute Couture as 

a phenomenon is born in France during the royal court in 

Versailles, under the king Louis XIV. At this time, the 

place for French arts, architecture, music and fashion was 

predominant and admired from the whole Europe. Jean-Baptiste Colbert, a 

minister under the Sun king said that “the fashion is for France what the gold 

mines in Peru are for Spain” (XVII century). But it is actually at the end of the XIX 

century that some names shaped the first framework as we know Haute Couture 

today. Among this names, Guerlain or Worth contributed to implement the luxury 

market and Haute Couture products in Europe (Marc de Ferrière le Vayer, 2007). 

 

The Cambridge dictionary defined Haute Couture as “(the business of making) 

expensive clothes of original design and high quality” (2013). Haute Couture 

organizations are considered as the most influential companies in the whole 

fashion industry. The system is organized with Houses, some of them are very old 

and very famous, and it is the place where a fashion designer works and creates 

collections.  
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If we have now a look at the law, Haute Couture is in France, a protected 

designation from the Decree of 1945. Every year, the Minister of the industry 

validates a list that is proposed by a commission for the authorized Houses to use 

the denomination of Haute Couture. They have to satisfy strict criteria, as the 

clothes which are produced in the Houses are hand work, the fashion designer 

presents two collections by year, he or she makes unique and tailor-made pieces, 

the House has to count at least with twenty employees... Since 2001, the law is 

more flexible in order to let the place for new creators. The concept of Haute 

Couture is really structured and becoming a House requests lot of specificities. In 

France, in 2012, the fashion designers which meet the appropriate characteristics 

are for instance Alexis Mabille, Anne-Valérie Hash, Chanel, Christian Dior, 

Christian Lacroix, Givenchy, Jean-Paul Gaultier, Versace, Giorgio Armani, 

Valentino, Elie Saab et Martin Margiela... Some of them are correspondent 

members because they are international Houses (Italian in most of the cases). 

Depending on the year the number of Houses can vary but it is often around 

fifteen. 

 

6.2.2 Prêt-à-porter 

Figure 13: Prêt-à-Porter picture 

Source: http://www.dmasiv.info 

 

On a lower level, we have prêt-a-porter 

which consists on a serialized production 

with the added value of the concept of 

fashion. The production is standardized and 

the pieces are not tailor-made. It exists for 

instance, international size, color and 

models. Prêt-à-porter represents a shift in 

fashion from the seamstress workshops to the fashion shops and stores in which 

we use to go today. After the Second World War, the phenomenon of prêt-à-porter 

invaded Europe and the United States. We will use the concept of prêt-à-porter as a 

comparative resource so that we can identify the particularities of the area of our 

interest.  
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Marta Fidalgo, working for the group Inditex shows the business model of her 

company of prêt-à-porter. We clearly see the difference between the purpose of this 

company and Haute-Couture houses. 

 

Marta Fidalgo  

The business model of our group (prêt-à-porter, Inditex group) consists on the offering 

of good and fashionable products at an affordable price. Of course, creativity has a 

very important role because our products have to be trendy in order to appeal the 

public, but it is of course not like Haute Couture. We are talking here about mass 

production. The expense in artistic designers is important but our purpose is not to 

compete with Haute Couture. We just create fashion for everybody to wear every 

day. Haute Couture plays a different strategy. They have to be the most innovative 

and sell the best quality. Our business models are completely different. 

 

Since twenty years, a new concept called “demi-Haute–couture” or “luxury prêt-à-

porter” has appeared. This concept stands between the two previous phenomena. 

Indeed, there is a cleavage and duality between Haute-couture and prêt-à porter. 

However, some creators and companies think that it is necessary to reduce this 

conflict and take the opportunity to create a new market. "Making a conflict 

between Haute-Couture and Prêt-à porter would not benefit our industry, we have 

to find a middle way” expressed  Didier Grumbach, CEO of Thierry Mugler and 

president of the French fashion institute.  

 These three concepts are necessary in order to have a global understanding of the 

fashion industry and the challenges and issues that this area faces. They allow us 

to have some lights in this particular business. 

  

Other important concepts that we will deal with in our illustration are, obviously 

the concepts of leadership and the difference between leading a firm and leading 

fashion companies. Leadership is a concept which guides the entire thesis. Who is 

the real leader in Haute Couture: the economy (financial aspect) or the creativity 

(the creative leader)?  

 

Giving a definition of leadership is a difficult task because there is no “one good 

way” to be a leader, and it is a completely subjective concept. The definition given 
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in the third part of the thesis is used here. The leader develops and communicates 

a vision, builds trust inside the company, creates a specific culture, etc. The leader 

is not scared about change and wants to implement a culture of innovation in the 

company. These few characteristics can emphasize our hypothesis that in Haute 

Couture creativity has the leading role, although, we do not think it is applicable to 

non-luxury companies. These firms may be more focused on profits and on how to 

save rather than on a high creativity. 

 

6.3 The creativity has the leading role 

 

“Leading is influencing, guiding in direction, course, action, opinion”  

Bennis, W., and Nanus, B. 2004, p.20 

 

First of all, we will describe the importance of the fashion designer as the 

creative leader in Haute Couture. We will understand that only the artistic director 

is able to create the vision, trust, and meaning and to draw out the creativity of his 

or her team. Then, we will present why and how Haute Couture is the leader of the 

whole industry.  

 

6.3.1 The value on the person: the Fashion designer 

 

Our assumption is that creativity has the leader role in fashion. “If you want 

to be original, you have to accept the uncertainly, even when it is uncomfortable, 

and have the capability to recover when your organization takes a big risk and 

fails. What is the key to be able to recover? Talented people!”  (Ed Catmull, 2008, 

p.66).   

Who produces the creativity in Haute Couture? Who is this talented person? The 

fashion designer. He or she is the person who imagines, draws and creates clothes 

and accessories. When the magazines or experts talk about tendencies, fashion 

collections, they come from the mind of one person, the fashion designer. 

Fashion is characterized by short life cycles (Cachon & Swinney, 2011). The 

customer is always expecting something new and different. To offer in the market 
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new tendencies, fashion companies put the creativity and the fashion designer on 

the heart of the decisions. 

In Haute Couture, the houses have their own fashion designer. He or she is often 

really famous thanks to his or her talent, his or her company and mainly his or her 

strong personality. Originally, the fashion designer and the creator of the company 

are the same person as Coco Chanel, Yves-Saint-Laurent or Guccio Gucci. 

Obviously, they are not the designer of their companies anymore as they have been 

replaced by new talented designers. Chanel is now in a long relationship with Karl 

Lagerfeld since thirty years and the house Dior has recently hired Raf Simons (for a 

long period it was the famous fashion designer John Galliano, but he was fired 

after some racial comments). For younger organizations, the creator is still the 

designer of the brand as they are Jean-Paul Gautier or Donatella Versace.  

 

6.3.1.1 The instinct 
 

Contrary to what we use to think, lots of companies are not ready for real 

change and real innovation. What they just want is “doing better what they are 

doing already.” (Kenichi Ohmae, 2010, p.78). It is the example mentioned in the 

chapter 2, of the American company Kodak. The firm dominated the market during 

few decades, but at the beginning of the 20th century it was not ready for the 

change and the company did not see the digitalization as the new way to explore 

the future. In so many firms, the success of an employee, of a manager, an 

executive is not to find a new idea, to innovate or create but is the ability to 

conform to the culture of the company. Logic and rationality have the upper hand 

in these organizations. However, the author explains that successful and creative 

companies are not only based on rational analyses, but also in an intuitive insight 

that he calls “the mind of the strategist”. The author gives a definition for this 

concept: “insight and consequent drive for achievement, often amounting to a 

sense of mission, fuel a thought process which is basically creative and intuitive 

rather than rational.” (Kenichi Ohmae, 2010, p.79).  

This intuitive insight, intuition or instinct is even more powerful for creative 

organizations as Haute Couture. The fashion designer has a special view of the 

environment. During one of his lectures, Professor Philippe Daudi gave a definition 

of intuition: “Intuitions are rapid, affectively charged, holistic judgments arrived at 

without the apparent intrusion of rational thought” (course material, 2013).  
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Intuition allows the leader to act quickly and to improvise when it is necessary. In 

any projects of any company, nothing can be calculated exactly. There is always a 

part of improvisation and unexpected actions.  

As we compare it in the thesis, the creativity to the art, the relevant point here is to 

know if this instinct or intuition can be compared to the innate talent. Talent is 

innate, or is it acquired? Of course, the question that has been asked since 

hundreds and hundreds of centuries is not our focus and is not going to be solved 

in this thesis. However we can have an idea about what people from inside fashion 

industry think. 

The role of the fashion designer is essential and we understand his or her power 

when our interviewees express their ideas about his or her talent. 

 

Albane Joachim  

The fashion designer has something. Nobody in the company knows what it is but I 

can tell you, he has something. 

According to me, in the Haute Couture and luxury brands in general, the leader is the 

artistic director. He represents the brand. He is the brand. Karl Lagerfeld for Chanel, 

for example. We cannot say that stylistically collections are revolutionary (it is 

absolutely Coco Chanel revisited) yet Karl Lagerfeld has such charisma, talent and 

instinct that is inseparable from Chanel. 

 

Doriane Bocquel 

Haute Couture has a special relation to the art and I dare believe that is why 

products of Haute Couture are so special. The designer sees the creativity, beauty, 

aesthetic and subjectivity. The fashion designer creates the piece of art according to 

his or her subjectivity, to his or her feeling, to his or her intuition.  

 

Clemence Leboloch 

Who is the leader in Haute Couture? The fashion designer. What characterized him 

or her? His or her talent. You have all your answers here. 
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6.3.1.2 Showing the way 

 

Of course, creativity is not driven only by one person. Creativity is present on 

every decision, on every department of the company. Companies put the creativity 

in the center of their vision. The question so far is: how do they apply it concretely?  

They have to implement a creative culture that accepts change. Who is able to 

implement this culture? The creative leader. The fashion designer “provides the 

conditions, environment, and opportunities for others to be creative” (Stoll and 

Temperley, 2009, p. 66). 

 

Our interviewees explain their vision about the culture of fashion industry. 

 

Albane Joachim 

The fashion industry is a creative industry that continues to grow and evolve, in 

particular, thanks to new countries as Brazil, Russia, India, China and to new 

consumers. 

 
The culture of fashion companies can be defined with the words innovation, mixity, 

and taking risk.  

 

Marta Fidalgo 

The main characteristics of fashion companies are that they are innovative, original 

and trendy. 

 

Doriane Bocquel 

The industry of fashion is constantly changing. New technologies give the costumer 

the opportunity to know every tendency in a record time. It’s a wide industry. There 

are as many needs as individuals. As fashion is moving, directors have to implement 

change in their companies. 

   The creator is in the center of these decisions. 

 

The fashion designer gives the vision of the company, builds the trust between 

him or her and his or her followers and gives sense for the employees. (Bennis, W., 

and Nanus, B. 2004, Weick, 1995). 
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 The vision 

The vision is described like “a mental image of a possible and desirable future state 

of the organization.” (Bennis, W., and Nanus, B. 2004, p.82). The fashion designer 

was not born with a vision. He builds his or her vision thanks to the environment. 

He loves to observe his colleagues, family, ethical ideologies, religion… The vision 

has to be clear, attractive and attainable. (Bennis, W., and Nanus, B. 2004). This 

vision of the fashion designer should be in a long term perspective. Indeed, all the 

company knows the goal or purpose and the directors can stop cutting in the 

financial budget. Indeed, when the vision is not clear enough, the direction thinks 

in a short term perspective. When the vision is well-established and trust is 

implanted, the financial leaders do not think in the short-term opportunities 

because they know what they are working for. (Rosabeth Moss Kanter, 2011). 

Figure 14: A model walking on the stage, Jean-Paul Gaultier show 

Source: http://www.madonna-electronica.com/site/2007/01/haute-couture-j-p-gaultier-j-p-

parle-de-madonna/ 

Figure 15: The virgin Mary 

Source: http://nostredame.unblog.fr/category/hymne-a-la-vierge-marie/ 

                 

The first picture was taken during the Jean-Paul Gaultier’s show in 2007 where he 

was presenting his new Haute Couture collection. The vision that he had during the 

creation of his collection was to refer to the religion and in particular to the Virgin 

Mary. The second picture is a painting of the Virgin Mary. 

We can clearly see the influence of the environment on the creator Jean-Paul 

Gaultier. All the pieces were created in the same respect of his vision: giving life to 
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the religion’s dresses. The vision is developed with the idea of purity and simplicity. 

In the fashion industry, the vision itself is generated by the creativity. 

Clemence Le Bolloch demonstrates in our interview how the vision that the leader 

implements is strong even when the individuals not an employees of the company. 

In the case of Chanel, the vision was created by Coco Chanel and continues to be 

developed thanks to Karl Lagerfeld.  

 

Clemence Le Bolloch 

I remember my first rendez-vous in Chanel. I applied for a job in Paris. We were 

twenty women selected. We all knew that black is the color of Chanel and the color of 

Karl Lagerfeld. The nineteen other girls were wearing a woman’s suit in black. 

Because they already shared and agreed with the vision of the brand.  

 

 Trust  

When the fashion designer has found a vision, the second step is to share the 

vision with the followers by creating trust. Trust is the “glue” or “lubrication” that 

maintains the success of the organization (Bennis, W., and Nanus, B. 2004). In 

Haute Couture, trust is necessary for two groups: the directors and the followers of 

the creative leader. The success of the company depends on the leader. That’s why 

the director, stakeholders or CEO have to trust the fashion designer. On the other 

hand, the leader has to implement trust between him or her and his or her team. 

Employees will adhere the vision if they understand it. If the followers participate in 

the vision it will be easier for them to agree and work for it. They feel involved and 

responsible in the success of their company. 

Albane Joachim argues that trust is also available for the fashion designer. He or 

she is a star and talented person but he or she can’t do everything alone. He has to 

delegate tasks and accept that his or her team can fail.  

 

Albane Joachim  

Some companies have been very open-minded and have listened to suggestions or 

proposals. As a consequence, the work is so much nicer and smooth. The notion of 

trust is established and it develops the desire to take initiative and the feeling to be 
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part of the business. Other companies have been closed minded and were more 

refractory to the change. It was not productive at all. 

 

  

 Sensegiving 

The leader gives to the employees the necessary meaning in order to 

understand a vision, a situation, a work, etc. Gioia & Chittipeddi explain that 

“sensegiving is concerned with the process of attempting to influence the 

sensemaking and meaning construction of others towards a preferred redefinition 

of organizational reality” (1991, p.442). Bennis and Nanus explain that “leaders 

have the capacity to translate vision and purpose into reality” (2004, xiii). 

Smircich & Morgan (1982, p.262) develop different tools that the creative designer 

can use in order to give sense. “The key challenge for a leader is to manage 

meaning in such a way that individuals orient themselves to the achievement of 

desirable ends. In this endeavor the use of language, ritual, drama, stories, myths 

and symbolic construction of all kinds may play an important role.” (Pleffer, 1981; 

Pondy, Frost, Morgan & Dandridge, 1982; Smircich, 1982). The leadership activity 

is a success when the members take the story, make sense for them (sensemaking) 

and broadcast this story to the others members (sensegiving).  

 

6.3.1.3 Making a myth of himself: Karl Lagerfeld  

 

“Authentic leaders are being themselves”  

 Boas Shamir and Galit Eilam, 2005, p.397 

 

Karl Lagerfeld was elected by the magazine Marie-Claire as the fashion 

designer the most influent over the past twenty-five years. He built a story, a myth, 

a legend of himself. First characteristic, he is the symbol of the French elegance 

whereas he is German. Born in 1933 in Germany, he was discovered by Pierre 

Balmain during a fashion competition that he won against Yves-Saint-Laurent. 

They worked for different fashion designers and in 1963, the brand Chloé hired 

him as their fashion designer. In 1983, the House Chanel had suffered a lot since 

the death of Coco Chanel (in 1971) and the company was close to the bankrupt. 
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The organization asked him to become the fashion designer of the famous luxury 

brand and gave him all the freedom and power that he needed. The mission was a 

success and he is now the artistic director of the Chanel since thirty years. He has 

his own brand: K for Karl and works also in so many businesses (photography and 

music). 

But the myth does not only come from his carrier. The myth comes from his 

personality and his famous responses to the journalists and media. He is an 

authentic leader and maybe a toxic one. However, it is hard to define him as a 

diminisher or a bad leader because there are no leakages about his behavior inside 

the company. He is direct, cynical with a cold personality, and likes to create 

polemic. Authentic leaders are original, not copies. Boas Shamir and Galit Eilam 

explain that authentic leaders “hold their values to be true not because these 

values are socially or politically appropriate, but because they have experienced 

them to be true” (2005, p.397). Costumers do not only buy a product of Chanel, 

they also buy a fragment of the personality of Karl Lagerfeld. They buy a story. Isak 

Dinesen argues “To be a person is to have a story to tell”. (Boas Shamir and Galit 

Eilam, 2005, p.402). What can be better to understand Karl Lagerfeld than to read 

his story?: his own quotes.   

The following quotes are all taken from the book “Le monde selon Karl” by Patrick 

Mauriès and Jean Christophe Napias.  

 

"The jogging pants are a sign of defeat. You lost control of your life, so you go out in 

jogging pants" 

"My mother tried to teach me piano. One day, she closed the 

keyboard cover on my fingers and said, Draw, it makes less noise! " 

 

"If I know how much I have on my bank account? But it is a question of poor, that! " 

Tom Ford to him: "Are you happy? »Karl 

Lagerfeld:" darling, I'm not that ambitious. " 

 

"I hate intellectual conversation. Because only my own opinion interests me." 
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I was told "Chanel would turn in her grave" 

but it is a good thing, it proves that she is not dead" 

 

"The most important thing you should know about me is that everything others have 

told you is not necessarily true." 

 

Albane Joachim 

Artistic directors are now a myth and are present in all the fronts. They impose their 

vision of fashion in their collections, the choice of photographers for advertising 

campaigns, the choice of models for the show etc. 

 

6.3.2 Create a unique and emotional experience 
 

Costumers ask new things to the Haute Couture, new clothes, and new 

tendencies continuously.  As we said before, creativity is about taking risk, 

however, Haute Couture houses introduce other ingredients to create a unique and 

emotional experience. 

Three main words can characterize a product of Haute Couture: quality, 

authenticity and emotion. Buying a product of Haute culture is more than buying a 

cloth, it is a real identification and experience. The only way to provide this kind of 

values and experiences is to lead the firm by the creativity. 

 

6.3.2.1 The Quality of Haute Couture 
 

First of all, the quality is inevitable for a product of Haute Couture. The price 

of the products is really expensive. Starting for a couple of hundred dollars for a 

belt, the price can reach thousands of dollars for a dress, a suit or a purse. The 

houses work with small craft producers and experts. Clients of Haute Couture are 

received in a private room in the luxury stores of the brand in Paris, Milan or New-

York. The Houses follow the tradition of the beginning of the 20th century were 

ladies used to go to Paris few times a year in order to try the new dresses. Every 

step of the shopping is completely anonymous; nobody can know who bought the 

dress seen during the show. All the pieces are tailor-made for each client. In some 

Houses, they have special designers, and in others it is the fashion designer 
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himself or herself that tailors the clothes (Raf Simons for Dior). The quality and 

rarity of these products is also due to the number of hours in the sewing workshop. 

For an Haute Couture dress by Valentino, it takes three to four months of 

realization. In addition, there is the work of the fashion designer and ten qualified 

seamstress (Carine Bizet, Le monde, 2013). 

This theory is not applicable for the prêt-à-porter. This industry produces 

thousands clothes a day. Zara is the specialist of the “fast fashion”. They implant 

half of their factories in Spain, Portugal or Maroco, 35% in Asia and the rest in the 

East of Europe (Audrey Fournier, Le monde, 2013). Their strategy is to have their 

factories close in order to offer lots of new products every week. 

Marta Fidalgo and Albane Joachim explain the difference between the both parts of 

the fashion industry. 

 

Marta Fidalgo 

Our business is oriented to the customer. We provide new models twice a week. We 

receive new articles twice every week in the year and the design is oriented to the 

demand. We adapt to what our public wants. We do not try to be the most creative as 

Haute Couture Houses do, but we try to satisfy the needs of our customers.  

 

Albane Joachim 

Haute Couture is for me the most creative part of fashion. In ready-to-wear, they 

follow more or less the trends or styles of the moment. In Haute Couture, only the 

creativity counts. Haute Couture also allows craft producers to exist and teaches the 

younger generation about more traditional techniques that require a special 

knowledge. 

6.3.2.2 “Made with love” 
 

The second element that makes a product of Haute Couture unique is the 

emotion. The emotional level is important for two reasons. First, because the mood, 

feelings, emotions… of one person influence the other persons in the team or in the 

fashion company. If the employees see their creative leader working with 
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enthusiasm, commitment, happiness and devotion, they will feel the same. Feelings 

are contagious (Rosabeth Moss Kanter, 2011). 

The second reason is for the product or service itself. Creative leaders spread their 

charisma and mood in the vision and purpose of the company. As a consequence, 

the product is also affected. We can observe it in a movie or a song, when the 

singer or actors put passion and emotion in their work. The feelings are 

transparent. Even in cuisine, in France we use an expression, “cook with love” that 

means the dish has a special taste when it is prepared with feelings. The 

experience of the product is unique and unbelievable when the emotion is present.  

 

6.3.2.3 Authenticity 
 

The last ingredient in the recipe of Haute Couture is to put authenticity in 

the product. We understand now how innovation and creativity are the master 

words for the success of creative organizations. However, it does not mean that 

because the firm is creative, it is not traditional and authentic. The houses of 

Haute Couture follow the vision of the first creator. Often, class, elegance and 

tradition are considered as the core values of Haute Couture. The authenticity is 

mainly implemented by the creative leader. Through his life-story (experiences, 

personal moments, personality…), the followers will believe in the coherence of 

their leader. During the description above of Karl Lagerfeld, we saw how his own 

story and personality influence his legitimacy in the company. Followers are able to 

find some common points and agree with a common vision. Boas Shamir and Galit 

Eilam quote Gargner to justify this point; “the leader’s story and the collective story 

should be similar in some Respects” (2005, p.409). 

 

6.3.3 Haute Couture, a leader for the rest of the industry 
 

Miranda Priestly, director of a famous fashion editorial talking to her assistant: 

“…You go to your closet and you select out, oh I don’t know, that lumpy blue 

sweater, for instance, [...] But what you don’t know is that that sweater is not just 

blue, it’s not turquoise, it’s not lapis, it’s actually cerulean. You’re also blithely 

unaware of the fact that in 2002, Oscar de la Renta did a collection of cerulean 

gowns. And then I think it was Yves St Laurent, wasn’t it, who showed cerulean 

military jackets? …And then cerulean quickly showed up in the collections of 8 
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different designers. Then it filtered down through the department stores and then 

trickled on down into some tragic casual corner […] it’s sort of comical how you 

think that you’ve made a choice that exempts you from the fashion industry when, 

in fact, you’re wearing the sweater that was selected for you by the people in this 

room. From a pile of stuff.”  

        Lauren Weisberger, The Devil Wears Prada, 2003 

 

This quote illustrates perfectly the influence of Haute Couture on the fashion 

industry. In this quote we see the link between first, the creative leader, then the 

house, then stores of prêt-à-porter and then young entrepreneurs. Haute Couture 

productions are the windows of fashion. Prêt-à-porter and young entrepreneurs 

take inspiration from the collections of the fashion designers.  

Cachon and Swinney explain that  prêt-à-porter is defined by two characteristics. 

The first one is a “short production and distribution lead times,” and the second 

one is a “highly fashionable (“trendy”) product design.”(2011, p.778)  But, both 

characteristics are opposite. Fashion companies cannot create fast fashionable 

cloths. Here, we find the distinction between Haute Couture and prêt-à-porter. Prêt-

à-porter organizations take their inspiration from the Haute Couture Houses and 

build their models on them. They do not spend time on the creative part. To that 

extent, Haute Couture Houses are the leader of the fashion industry. They decide 

for the tendencies, the colors, the motifs, the materials… The second difference is 

the production. In Haute Couture, all the pieces presented are hand-made. A 

fashion designer presents two collections by year whereas Zara, H&M or Benetton 

produce new cretions every week.  

 

6.4 The financial and marketing aspects have more and more an 

important power 
 

However, our interviewees point out that the financial constraint is necessary to 

make prêt-à-porter as the Haute-Couture working.  

 

 

 

http://www.goodreads.com/author/show/3490.Lauren_Weisberger
http://www.goodreads.com/work/quotes/38765
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Albane Joachim 
 

It is impossible to produce or create without money so I think there must be a good 

understanding between finance and creativity for the well-being of the company. 

 

 Doriane Bocquel 

 

The budget is essential. Especially in fashion. It is not enough to make a good 

product: it must sell. Similarly a product that sells is mostly beautiful. You have to do 

both: artistic, creative products but also products with high financial potential. 

 

The fashion industry is one of the creative industries with a more complex 

structure. A lot of influences take place in this arena. In our historical study, we 

could appreciate how the concept of fashion has developed. Historically, and even 

prehistorically, fashion was a way to protect the environment of the self. 

Afterwards, it became an expression of the social status and, nowadays, it has 

become a conduct code and a way of expression. Before the Industrial Revolution, 

clothes were usually handmade. Thanks to the changes that took place in this 

period, massive production appeared. Mass production was applied to a huge 

variety of products, and this variety included fashion. Since that moment, the 

fashion industry has experienced an enormous process of development. Investors 

saw a business in the production of clothes and, therefore, they set the basis of the 

complex industry that we have today. This evolution allowed people access to 

fashion as, beforehand, it was only for the few ones that could afford it. The 

developments that took place in this moment of history let the lowering of the 

prices happen and, therefore, fashion became affordable for a greater number of 

people. Examples such as Levi Strauss & Co are the result of the standardization of 

the production that took place at the end of the XIXth century. 

So, our question now is: what happens to an industry when there are new 

opportunities? It is obvious that this fact attracted lots of investors that made 

possible the creation of the fashion industry that we have today. The Industrial 

Revolution enabled fashion to be profitable. A new market niche, providing 

affordable clothes to the medium class population, was opened and investors took 

benefit from it. 

A revolution always brings innovation and these innovations are translated in the 

fashion industry that we have today. A complex system would appear after the first 

production chains due to the economic interests that took place in the field. 
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Today, as we show in our system, we have a complex and inextricable fashion 

industry. Fashion has something to do with following, as trends drive the system, 

thus, it also has something to do with leading. Every leader needs a follower. Our 

task now is to get to know how the economy takes benefit of this leadership in 

order to become profitable. 

We make a differentiation between leaders and followers. We consider that the 

leaders of the industry are the Haute Couture Houses. They represent the master 

chief of the creativity, the design and the art and it is this art is the one that drive 

the whole system. Even though Haute Couture sets the trends, there are also other 

agents that influence and they can also be considered as leaders. We are talking 

about the giants of fashion production such as H&M or Inditex (Zara Group). There 

has been a change in the business models since the appearance of these giants as 

they have also got the ability to influence. What is happening behind all this? Does 

it mean that these groups are more creative than Haute Couture Houses? In our 

opinion, we are talking about two different kinds of business. 

 

Haute Couture was born as a business that dressed the richest. It meant the top of 

the design and the style and, after decades, it remains in that position. Haute 

Couture is a synonym of luxury. Exquisite taste is its main ingredient and brings 

investors from all over the world. In the very beginning, when Haute Couture 

Houses appeared, creativity was the leader. Examples as Coco Chanel 

revolutionized the concept of luxury and fashion. Coco Chanel is an example of 

braveness. She managed to change not only the way of dressing but also the way of 

thinking of the society as she moved one step ahead in the women’s rights. 

 

We think that today, fashion is more established and that it is mostly driven by 

economic interests. Some decades ago, there were of course economic interests, 

but, there was also a place to the revolution of creativity that accompanied the 

development of the society. Haute Couture has suffered; it has been affected by the 

forgery which has undervalued the level of creativity and also by strong prêt-à-

porter firms that are acquiring an important role in the market. Despite all of these 

facts, Haute Couture is still there due to a power that has been built throughout 

the decades. 

The puissance of the Haute Couture Houses is a fact. They are strong and survive 

no matter what it takes as they constitute the pillar of fashion. 
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As we have seen, Haute Couture can be considered as the leader of the 

fashion industry, but, what happens to the followers? Are they limited by the Haute 

Couture? Are they powerful at all? In our opinion, Haute Couture is one of the 

drivers of the industry because of its power; however, we still have other agents 

that have a determinant role in fashion. We cannot forget the existence of the 

giants of Prêt-à-porter. This business model has emerged in the last decades. They 

provide fashion at lower prices. They have their own designers; for instance, Inditex 

has more than five hundred designers all over the world that work to constantly 

provide new designs. But, what is behind all this? Are they following Haute 

Couture? On the one hand, they are followers because of the great influence of the 

big Houses. Fashion weeks set up the fashion of the next season and the rest of the 

industry follows. On the other hand, these mass fashion production firms dress 

most of the population, so, we ask ourselves, how did they get there? According to 

the example of Zara Group, their strategy is to provide affordable fashion. 

Creativity has an important role and their fashion is the result of the mix of 

investment and design. The business model of this mass fashion producer consists 

on the establishment of their shops in the main streets of the most important cities 

in the world. They create a chain that produces more and more profits. Their 

strategy is not based on publicity, but they have another way to attract their target 

public, through their location, through their prices and through the design of their 

stores. They invest on these factors in order to become a place that regularly 

receives the visit of their customers. This business model has been followed by 

many other companies basing their success on the creation of money. It may seem 

expensive to locate a store in the center of London but, once it is spread all over the 

world, it becomes a giant producer of profits. 

This example has made us reflect deeply on the importance of finance. Finance is a 

powerful tool as it can, on the one hand, maintain the puissance of the Haute 

Couture Houses, and, on the other hand, create a value chain that grows all over 

the world. 

Fashion must supply the market with new products constantly, every four to six 

months a new collection needs to be created. This is a requirement for Haute 

Couture, whereas for Prêt-à-porter companies clothes need to be updated almost 

daily. This opens the gate to thinking where the creativity is, where its leading role 

is. To us, creativity is in the heart of an industry dominated by economic interests. 

Creativity is in the very inner reason of the existence of fashion whereas money lets 

it survive. 
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7. Conclusion 

1.1 Validation of our assumption 
 

After long discussions, reflections and thoughts regarding our initial hypothesis, we 

managed to develop a whole master thesis concerning our so questioned duality. 

We have both interiorized and exteriorized the different meanings that leading a 

creative firm and leading a company may have. After a whole master program, we 

have been brave enough in order to analyze the kind of leadership that can be 

applied to creative industries. We have made a distinction between the concepts of 

finance and creativity inside a company, and we have tried to discover which the 

dominant one is. For this task, we have analyzed the concrete case of the fashion 

industry; we have created a system which has let us observe the interactions that 

take place in the different parts of our suggested schema. 

On the one hand, we realized how important creativity is to this kind of industries. 

Nowadays, creativity has become a key driver of the economy. The offer and the 

demand vary according to the people’s decisions, which are influenced by the way 

creativity is held. Some companies use creativity as a core competence, while 

others only use it as a powerful tool in order to attract the mass. In the Haute 

Couture, creativity is a determinant factor. Here, this element is essential because 

the target public of Haute Couture Houses is looking for a unique experience: they 

seek to find creative elegance. 

On the other hand, we realized how powerful money can be. Today, money drives 

the world. Economic interests are strong enough to change the world for the better, 

but also for the worse. The world economy is driven in terms of the power of the 

rich and, therefore, giant companies have become capable of ruling the world. But, 

is this power so strong? Can a company just buy the will of people? We agree that 

these companies can buy anything but, usually, what a company needs to buy is 

creativity in order to attract their target public. 

We have also used many examples that have let us question our arguments. For 

instance, unknown local artists may be full of creativity while a profitable company 

such as Kodak may disappear the day after tomorrow. These examples question the 

stability of our hypothesis of the predominance of the creative factor and bring 

back to our minds someone that is hidden inside our thesis: the giant with two 

legs. 
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How does this duality between creativity and economy work inside creative 

organizations, in particular Haute Couture houses?  

Our assumption was that creativity has the power in creative organization. And it 

is. But it is also a perfect alchemy between finance and creativity. The organization 

has to build bridge between the creativity and the control. The company is driven 

by two different leaders. The first one is the CEO or the director of the company 

and the second one is the director of the creativity. The first one has an 

understanding and open-minded concerning the freedom that needs the second 

one. The creative leader accepts to be surrounded by the rationality. The conflict of 

leadership becomes a collaborative work between two leaders.  

After seeking and researched inside creative organizations we also come out with a 

second conclusion that we didn’t imagine at the beginning of our process. The two 

leaders, the two legs of our giant can be also in one and unique person. One person 

with the creativity mind and the sense of the rationality. One relevant instance is 

the story of Donatella Versace. She is in the same time the vice president of the 

board and the creative director of the group (website Versace, 2014). Why should 

we always imagine that a creative person is not able to understand the number and 

vice-versa? Our findings show that leading creative organizations are a complex 

answer where lots of different situations are possible.  

Our giant would not be able to walk without one of his legs. If all the weight had to 

stand on one side of his body, he would surely fall. Even a shaky giant, he would 

really struggle to stay on his feet. Therefore, our suggestion to our readers who 

want to become future leaders in creative industries is to find equilibrium. Our 

advice is, on the one hand, to feel free to express themselves, to use creativity as an 

expression of their soul, because only that way they will transmit their authenticity 

to their followers. On the other hand, we would advise them to use their rationality 

in the economic by making a right usage of their resources. This way, by 

maintaining the equilibrium it will be impossible for them to fall. Obstacles may 

appear but, perseverance, self-confidence, rationality and imagination will let them 

walk the whole way without falling down. 

7.2 Limitations and questions for future research  
 

If we had to be critics about our own thesis, we should be aware that some may 

think that our hypothesis, regarding the dominance of the power of creativity, is 
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influenced by the fact that we are studying creative organizations; but, indeed, all 

our reflections can be applied to those companies that we call “the non-creative 

ones”. Today, creativity is hidden everywhere: from an innocent announcement in 

the streets to the amazing ads of the Super Bowl.  

Furthermore, as we already mentioned it, the view to see creative organization is 

described according to our own perception. We are aware that this thesis is 

influenced by our life stories and some could see creative organizations in a 

different way.  

During the whole thesis, we argue that creativity is everywhere in the company and 

in each individual. However we underline the particular role and characteristics of 

the creative leader. We showed how the company needs this talented person to 

survive. Presenting one person as the savior of creative organizations emphasizes 

“the creative apartheid”. This phenomenon happens when the firm uses just a 

fragment of their employees’ creativity. Indeed, company drives all their effort in 

one person and forgets that the imagination can be develop and learned from 

anybody. The future questions related to this limits can be; How companies can 

exploit all their human resources? What practices are set up to draw out the 

creativity of the employees?  

We see creativity as a phenomenon that helps the evolution and 

development of companies and it is one of the most important ingredients of 

today’s economy. We see creativity as something positive for the market economy 

that is present in the different countries all over the world. Even though, we should 

stop and think about the consequences of this system disregarding the economic 

interests. So, our question now is the following: is creativity always something 

positive?  

Creativity has been presented during this thesis as a way to innovate, to 

create new experiences, or, in other words and in the economic scenario, as a way 

to evolve in a certain manner in order to produce an economic return. Companies 

spend money in creativity because it is useful for selling their products and the 

money spent is, in the short term, translated into financial success. In our opinion, 

and following a more humanistic perspective, creativity can also be perceived as 

something harmful. We have arrived to this point after a whole study of how 

creativity is implemented and what its aim is. We have observed how creativity is 
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used in order to transform the consumers’ wills. In some cases, there is a risk of 

approaching a point that could be called manipulation. 

Manipulation is a very broad term and its effect depends on the eyes of the 

beholder. Depending what its target public is, it can be called manipulation or not. 

The limit between manipulation and common publicity is a very fine line that is 

conditioned by different aspects. Certain groups of people are more likely to be 

affected by this harmful use of creativity as it may drive them to spend their 

resources in a certain way that is not according to their real wills. The power of 

publicity and consumption is big, so, with this reflection, we just want to make our 

readers aware of the harm these means can make. We want to open a gate to be 

critical against the use of creativity and not to become simple followers. 

7.3 What we learnt from the thesis 
 

This thesis has been a chance to explore, discover, define and learn. We 

have dig into the roots of an industry that was unexplored to us. We have read and 

reflected; we have defined and learnt. Mainly, we have learnt to define. We have 

experienced a process of development through this whole master period and our 

thesis project has meant reaching the top of the mountain. We got here after a 

period of interiorizing concepts. We learnt how to act and how to react and, finally, 

we managed to apply it in order to create new knowledge. We discovered the roots 

of fashion, a discipline that both of us are passionate for and we applied what we 

learnt.  

Our thesis was the moment that let us exteriorize all our learnings. The inputs that 

grew inside us during the whole year were transformed in a tangible output. We are 

proud of our evolution during this period, both intellectually and personally. We 

hope this thesis to be a source of inspiration for others, maybe for someone willing 

to set up a fashion company or maybe for someone who wants to share their 

knowledge with us. This work is not finished; it is part of our intellectual 

development. We are proud to have reached the peak but higher mountains are to 

be climbed. We expect the result of this research to have an impact. The impact is 

already in us as we managed to meet the challenge. Now, we will be proud if this 

can impact someone else. Maybe by motivating them to start a business, maybe by 

motivating them to continue creating the knowledge we started or just by being a 

different and creative point of view. In any way, we will always be pleasured to be 

read. 
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Gantt Chart 
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Appendix 
 

Questionnaire for the interviews  

You and Fashion 

Have you ever work for a luxury company?  

What is your relationship with the fashion and Haute Couture? 

Is Fashion your passion?  

What is the role of fashion in the society?  

How do you define your job? 

How do you define the business you work for?  

 

Leadership 

Do you think that there is a leader in Haute Couture?  

If yes, how do you describe him or her? 

 

Creativity versus Finance 

Do you think that there is a link between the art and the Haute Couture?  

What are for you the three main characteristics of creative companies?   

What are for you the three main characteristics of Haute Couture?  

Do you put more importance on what your financial or artistic directive?  

Do you feel restricted by the finance or the marketing department? 

What fashion companies do to develop creativity?  

Do you feel free to create new models, to implement a new vision or to suggest new ideas?  

 


