


 Founder: Helmut Lang (1986).

Style: 90s Minimalism & "Anti-fashion."

Materials: Industrial (nylon/rubber) meets sharp tailoring.

1998: First-ever online fashion show 

Brand DNA

Prada Group (1999-2004): Initial acquisition.

Founder Exit (2005): Lang leaves for the art world.

Fast Retailing/Link Theory (2006): Japanese acquisition.

"Runway" to Contemporary Luxury.

Ownership & M&A

Identity Crisis: Struggling to define "Helmut Lang" without Helmut.

Peter Do (2023-2024): Brief revival attempt;

Current Focus: Archival "Re-editions" and market scalability.

Modern Era & Challenges



Target description

Their needs

Their enemy

Insights that tell their story 

What do they think now?

Gender fluid, urban based in global cities (NYC, London, Tokyo), 23 - 38yo, fashion aware,

culturally engaged consumers, upper middle to high income. 

Timeless, minimalistic clothing with strong identity

Authentic brands with cultural and creative backgrounds

Quality, functionability, and understated luxury

Fast fashion, trend saturation, logo-driven pieces, low quality

“I'm drawn to brands that have a cultural and creative history behind their designs.”

“I want pieces that are timeless and won’t fade away with trends.”

“I hope Helmut Lang keeps trying to maintain its minimalist, androgynous, quality-based essence.”



How are

they

buying?

Researching fashion history and brand heritage
Reading online reviews about product quality

Influenced by editorial content and aligned content creators

What we want them to:
See: A minimalist brand with strong heritage and cultural credibility
Think: Helmut Lang is authentic, intelligent, and beyond fashion trends
Feel: Confident, understood, and culturally aligned
Do: Choose Helmut Lang as a long-term wardrobe investment
Whisper: “Helmut Lang is a reference in minimalist, genderless, intelligent fashion.”



Problems Faced by Customer

Financial Pain Point Process Pain Point Productivity Pain Point Support Pain Point

Premium pricing requires

strong justification in design

and durability.

not good quality ( Fine

fabrics, holes, seams coming

undone)

Need for pieces that age

well over time

Restricted morphology

bad customer support 

Late delivery

Consumers are skeptical of

brands using sustainability

as a marketing argument

without substance

Succession of artistic

directors

Instability of collections

(cancellation of entire

seasons such as Spring 2025)

Difficulty finding minimalist

fashion that still feels

distinctive and avant-garde



Acne Studios
50%

rag & bone
38%

Nanushka
6%

Helmut Lang
6%

Market Share
Analysis

Our market share is estimated based on annual brand

revenue, used as a proxy for market influence due to

limited public data on units sold or exact market

penetration.



Acne Studios holds the largest share (~50%) of this peer group, with estimated revenue of ~€300 million in 2024. This reflects its strong global retail

presence, expanding e-commerce, and established position in the contemporary luxury segment (Vogue).

Rag & Bone follows with ~38% market share (~€230 million in 2023), driven by its US market dominance, wholesale partnerships, and international e-

commerce expansion (ALCHEMPRO).

Nanushka captures ~6% of this market (~€33 million in 2023), reflecting its smaller scale but fast-growing global presence and investment in niche

sustainable luxury (GB & Partners).

Helmut Lang, also ~6% (~€35 million), remains a niche label with selective distribution and a smaller global footprint, consistent with its boutique

luxury positioning (Growjo).

The chart highlights a clear divide in revenue: Acne Studios and Rag & Bone dominate the segment, while Nanushka and Helmut Lang occupy smaller niche

positions.

This distribution shows scale and market penetration differences, reflecting investment levels, retail networks, and brand recognition.

Analysis 

Insights

https://www.vogue.com/article/you-need-to-sacrifice-a-lot-to-be-good-acne-studioss-jonny-johansson-on-the-power-of-control
https://www.vogue.com/article/you-need-to-sacrifice-a-lot-to-be-good-acne-studioss-jonny-johansson-on-the-power-of-control
https://www.alchempro.com/news/fashion-news/us-guess-whp-global-to-acquire-fashion-brand-rag-bone-293162-newsdetails.htm?utm_source=chatgpt.com
https://gbpim.com/en/press/nemzetkozi-sajto/20-nanushka
https://growjo.com/company/Helmut_Lang


Merchandising Mix
Acne Studios’ merchandising mix centres on men’s and
women’s ready-to-wear, with a strong focus on denim
and tailored pieces as core products. This is
complemented by footwear and accessories that
reinforce the brand’s minimalist yet experimental
aesthetic. Limited seasonal drops, custom fabrics and
occasional lifestyle items—such as books and furniture..

Communication
The brand favours editorial-style campaigns,
minimalist visuals and collaborations with artists,
photographers and creatives rather than traditional
advertising. Social media and in-house publications
are used to build a refined, intellectual brand
narrative that values authenticity and creative
expression.

Best Practice
Acne Studios is best known for its distinctive blend of
minimalist Scandinavian design with experimental,
artistic touches, making it instantly recognisable in the
fashion market. Signature elements include sharp
tailoring, eclectic use of materials, and custom-
developed fabrics, particularly in denim and ready-to-
wear.

Story
Founded in Stockholm in 1997, Acne Studios is a
multidisciplinary fashion house led by founder and Creative
Director Jonny Johansson, whose background in art,
photography, music and architecture shapes the brand’s
identity. Known for its sharp tailoring, experimental
materials and custom-developed fabrics, the label spans
men’s and women’s ready-to-wear, denim, accessories and
footwear.

Target
Acne Studios targets fashion-conscious, design-literate
consumers aged roughly 25–45, with an urban, creative
mindset. Their audience values individuality, cultural
relevance and quality over overt logos or trend-driven
fashion. Concentrated in major fashion markets across
Europe, North America, and East Asia.

Distribution
Acne Studios operates a global network of directly owned
flagship stores in major fashion capitals across Europe,
North America, and Asia. The brand prioritises its official e-
commerce platform for direct-to-consumer sales and brand
storytelling. Distribution is reinforced through selective
wholesale partnerships with premium department stores
and luxury online retailers such as Farfetch, Net-a-Porter,
Mytheresa, and Ssense..



Story
Rag & Bone is an American fashion brand founded in New York
in 2002 by Marcus Wainwright and Nathan Bogle, known for
combining British tailoring with American workwear. It offers
ready-to-wear, footwear, and accessories sold globally through
owned stores, wholesale partners, and online. Since 2024, it is
owned by Guess? and WHP Global, pushing broader category
expansion. 

Merchandising Mix
 The product mix includes men’s and women’s apparel, denim,
footwear, and accessories with seasonal collections. Pricing
varies by category, with basics at lower tiers and tailored or
leather pieces at higher street-luxury price points. Additional
lifestyle categories like handbags and eyewear are being
expanded through partnerships.

Target
 Rag & Bone targets affluent, style-minded consumers seeking
contemporary fashion with a modern, urban aesthetic. Its core
audience spans both men and women with disposable income
interested in quality design and trend-forward clothing. The
brand’s reach now includes global markets via retail and e-
commerce. 

Distribution
Distribution channels include owned monobrand stores, e-
commerce sites servicing multiple regions, and wholesale into
premium department stores. The brand is increasing direct-to-
consumer (DTC) infrastructure with regional online sites (e.g.,
Europe, Australia) and expanded physical footprints. .

Communication
Communication combines digital channels (email, text, social)
with storytelling about product quality and brand heritage.
Personalized triggered email and text campaigns are used to
improve customer engagement and conversion. Rag & Bone
also uses editorial content and seasonal campaigns to reinforce
its creative identity. 

Best Practice
 Rag & Bone focuses on omnichannel customer experience,
improving its e-commerce platform and CRM for personalized
engagement. It leverages data-driven remarketing and D2C
strategies to enhance conversion and retention. Strategic retail
expansion supports global brand growth alongside strong digital
and CRM operations



Story
Nanushka was founded in Budapest in 2005 by Sandra
Sándor after graduating from the London College of
Fashion, with a focus on functional womenswear and later
menswear and accessories. The brand brings Central
European design to global markets and is led by Sándor
(Creative Director) and Peter Baldaszti (CEO). It has
expanded from a niche local label to an international
fashion house showing collections in major fashion capitals.

Merchandising Mix
Nanushka’s product range includes womenswear,
menswear, handbags, accessories and increasingly
footwear and expanded bags. Materials often include low-
impact and recycled content with services like repair and
rental tied to sustainability efforts. The brand balances
seasonal ready-to-wear collections with ongoing lifestyle
pieces. 

Target
The brand targets metropolitan consumers interested in
functional fashion with conscious production practices. Its
audience spans globally, especially in markets such as the
United States, United Kingdom, France, China, and the
Middle East. Nanushka appeals to buyers who value
considered design and responsible material choices.

Distribution
Nanushka operates flagships in Budapest, New York and
London and plans further global retail expansion. Its
products are sold through over 140 wholesale points
including key luxury department stores and online
platforms such as Farfetch, MyTheresa, MatchesFashion
and Net-a-Porter. Wholesale currently represents a
significant portion of revenue alongside direct retail and e-
commerce.

Communication
The brand uses digital and social media storytelling to
convey transparency about materials, product provenance,
and circularity. Nanushka adds digital IDs to garments to
provide detailed product history and care information via
QR codes. Collaborations and pop-up events in major cities
support brand visibility. 

Best Practice
Nanushka embeds sustainability into product lifecycle
through circular material use, repair and resale
partnerships and digital traceability tools. It strategically
balances retail and wholesale channels while planning
physical retail that integrates experiential spaces beyond
traditional stores. Annual sustainability reporting and
partnerships reflect measurable progress in sustainable
operations.



Strengths
Strong global contemporary fashion
brand.
Clear brand identity and positioning.
Omnichannel distribution.
Strong digital and CRM strategy.

Strong international brand with clear
design identity.
Founded by a recognised designer
(LCF background).
Sustainability and circularity as key
brand pillars.
Global presence across retail and
luxury wholesale.

Strong and recognisable brand
identity.
Distinctive Scandinavian minimalist +
artistic aesthetic.
Core strength in denim and tailoring.
Global flagship retail and strong DTC
focus.

Weakness
High prices limit wider market.
Highly competitive segment.
Relies on affluent consumers.

Premium pricing limits mass market.
Heavy reliance on wholesale
partners.
Sustainability positioning may appeal
to a niche audience.

Premium pricing limits wider
audience.
Niche, intellectual positioning may
not appeal to mass market.
High competition in contemporary
luxury.

Market breakdown

Budget: Premium / street-luxury
pricing.
B2B: Wholesale with premium
department stores.
Retail: DTC via own stores and e-
commerce.
Products: Apparel, denim, footwear,
accessories.
Local: Global presence (US, Europe,
Australia)

Budget: Premium / contemporary
luxury.
B2B: Wholesale with luxury
department stores and platforms.
Retail: DTC via flagships and e-
commerce.
Products: Womenswear, menswear,
bags, footwear, accessories.
Local: Global (US, UK, Europe, China,
Middle East).

Budget: Premium / contemporary
luxury.
B2B: Selective wholesale with
premium retailers.
Retail: DTC via flagship stores and e-
commerce.
Products: Ready-to-wear, denim,
footwear, accessories.
Local: Global (Europe, North America,
East Asia).
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minimalism aesthetic

 credibility

clean visual language

innovative approach

BRAND IDENTITY

genderless

technology

what helmut lang does best
WINNING ZONE

BRAND VISIBILITY

strong GLOBAL PRESENCE

mainstream 

brand ambassador

storytelling

more physical store

what consumers want

what competitors does best:

STRONG VALUE PROPOSITION

strong brand reputation

LONG TERM WARDROBE

functionality

quality

discounts

creative director consistency

brand vision

TRANSPARENCy

SUSTAINABILITY

BRAND RECOGNITION

signature products

cultural relevance

AFFORDABLE LUXURY

artistic collaborations (except acne

studio)

timeless (beyond trends)



Seasonal extensions
Facilitating trade
Digital inclusion
Direct support
Versatility

Develops modular pieces adaptable to professional, social, and cultural
settings.
Encourages personal styling rather than dictated looks.

Team transparency
Moves toward more conscious material sourcing and reduced overproduction.
Promotes “less but better” consumption.
Justifies premium pricing through design intelligence and durability.
Offers meaningful fashion with emotional and cultural value.
Logistics Improvements

Solution Offered by Brand



BENEFIT TYPE DESCRIPTION

FUNCTIONAL

Versatility and Utility: Clothes with functional details (adjustable straps, reversible
pieces) that adapt to the body and work for different moments and occasions.

Good Fit and Clean Tailoring: Refined silhouette without sacrificing comfort.

Timeless design: Simple pieces that do not go out of style.

Neutral colors: Easy to combine and style in different ways.

EMOTIONAL

Intellectual Confidence: Wearing Helmut Lang makes the person feel confident, smart,
and sure of their style.

Cool Factor: You feel like an "insider." It’s a brand for people who know about fashion but
don't need to show off with big logos.

Independence from Trends: Feeling different without following fashion trends or logos.

Security: The clothes give a feeling of comfort and calm in everyday life.

Effortless: It removes the stress of getting dressed. You feel "right" for any occasion.
Pieces are wardrobe staples.

Benefits (Functional vs. Emotional)



Process
Focus on design, construction and form rather than trends
Minimalist design approach with attention to detail
Emphasis on quality over quantity

Product
Strong tailoring, minimal silhouettes and clean cuts
Consistent minimalist street-wear style across collections
Use of premium materials and fabrics (durable and well-constructed pieces)

Third Person
Recognized as a pioneer of within the minimalist and street-wear space
Strong reputation with a cultural and artistic relevance in fashion history
Worn and respected by creatives and fashion insiders

Behavioral
The brand has a long-term consistency to its identity
Avoids trend-chasing and excessive branding, does not follow fast fashion trends
Communicates in a clean and simple way

Reasons to Believe 



big idea
Helmut lang redefines modern fashion by blending a minimalist contemporary aesthetic that

influences streetwear and high fashion today cementing itself within its niche as a big player

in the industry.




