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ME DERFERI ATIS  EATI 
DUCI A  QUI AM SOLE-
CUSCIL  MO DI  QUE 
DOLUPTAM A  SANDES-
SIT ION REPRAE VO-
LORECAE.

M E  D E R F E R I AT I S  E AT I 
D U C I A  Q U I A M  S O L E -
C U S C I L  M O  D I  Q U E 
D O LU P TA M  A  S A N -
D E S S I T I O N  R E P R A E 
V O LO R E C A E .

Me der fe r ia t is  eat i  du-
c ia  qu iam so lecusc i l 
mo d i  que  do luptam 
a  sandess i t ion  reprae 
vo lo recae  a  vendaeru-
me p la  cor  as  exp l ig .

M e  d e r f e r i a t i s  e a t i  d u -
c i a  q u i a m  s o l e c u s c i l 
m o  d i  q u e  d o l u p t a m  a 
s a n d e s s i t i o n  r e p r a e 
v o l o r e c a e  a  v e n d a e r u -
m e  p l a  c o r  a s  ex p l i g .

Me der fe r ia t is  eat i  du-
c ia  qu iam so lecusc i l 
mo d i  que  do luptam 
a  sandess i t ion  reprae 
vo lo recae  a  vendaeru-
me p la  cor  as  exp l ig .

M e  d e r f e r i a t i s  e a t i  d u -
c i a  q u i a m  s o l e c u s c i l 
m o  d i  q u e  d o l u p t a m  a 
s a n d e s s i t i o n  r e p r a e 
v o l o r e c a e  a  v e n d a e r u -
m e  p l a  c o r  a s  ex p l i g .
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The environmental  cr is is  we are 

current ly  witnessing is  unprecedented 

in i ts  magnitude,  pace and sever i ty. 

Today,  i ts  acknowledgment cannot be 

quest ioned but  the alarm bel l  has been 

rung since the 1970’s as a result  of  major 

environmental  d isasters.  The global 

human ecosystem is threatened due to 

unequal  product iv i ty  and distr ibut ion 

of  goods and services.  Inequal i t ies are 

growing,  the poor are gett ing poorer 

and the r ich are gett ing r icher.  The 

global izat ion is  accelerat ing this process, 

whi le  developing other  ser ious issues. 

The current  issues are controversial 

nevertheless there is  a broad agreement 

about the fol lowing main issues:  c l imate 

change;  degraded air  qual i ty,  degraded 

water  qual i ty,  scarcity  of  f resh water, 

land contaminat ion,  deforestat ion,  soi l 

erosion and degradat ion,  b iodiversi ty 

loss,  etc.

In a World in  which everything is  made 

to be consumed or  bought ,  the fashion 

industry is  no except ion to this  rule .

Indeed,  c lothing sales have almost 

doubled between 2002 and 2015, 

increasing from 1 bi l l ion dol lars US to 

1.800 bi l l ion US dol lars.  By 2025,  an 

addit ional  increase of  2 ,1 bi l l ion US 

dol lars is  expected.  More than 500 bi l l ion 

US dol lars in  value are wasted each year 

due to an under-use of  c lothes and a 

lack of  recycl ing.  We est imate that  only 

1% of  c lothes are f inal ly  recycled into 

new clothes.  In  France,  only 1/4 of  700 

000 tons of  consumed text i les each year 

are sorted and upgraded in dedicated 

centers.  Mater ia ls  in  poor condit ion are 

general ly  shredded and transformed in 

c leaning rags or  insulat ion mater ia ls , 

which can only be seen as a temporary 

extension of  their  l ives.  Sadly, 

responsible fashion only represents 5% 

of  a l l  sales.  This number is  f r ightening in 

today’s ecological  context .  Urgent act ion 

therefore needs to be a pr ior i ty.

“The only c lothes that  do not  pol lute are 

the ones that  have not  been produced 

yet” .  Why? Because 1 ,2 bi l l ion tons of 

greenhouse gases are produced by the 

fashion industry each year.  I t  is  the 

second most pol lut ing industry after 

o i l  and also the second most water 

consuming one after  agr iculture. 

40% of  our  c lothes are manufactured 

from cotton which is  the most pol lut ing 

cult ivat ion of  the world.  25% of  pest ic ides 

and 10% fer t i l izers used in the world are 

dest ined for  growing-cotton act iv i t ies. 

Br ight  colors ,  pr ints ,  and f in ishing 

touches are attract ive character ist ics in 

T H E  I S S U E
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Bright  colors ,  pr ints ,  and f in ishing 

touches are attract ive character ist ics 

in  fashion,  however,  many of  them 

include harmful  chemicals.  Just 

one example:  The jeans you buy 

consumes 7000 to 11000 l i ters water 

dur ing i ts  product ion cycle.

Our solut ion wi l l  a l low a long-

term transformation of  the way 

clothes are manufactured,  used and 

removed.  By promoting responsible 

fashion brands that  are sel l ing 

high qual i ty,  resistant ,  and ent i re ly 

recyclable and st i l l  total ly  modern 

clothes,  consumers wi l l  change 

their  v is ion of  “eco-fashion” and 

wi l l  star t  consuming dif ferent ly  and 

consciously.  This solut ion wi l l  help 

to reduce new clothes’  consumption 

and overal l ,  reduce pol lut ion due to 

a growing awareness from producers 

and consumers.

In other  words,  what people need is 

to open their  eyes on how to consume 

dif ferent ly.  The large major i ty  of  the 

populat ion is  aware of  the issue and 

is  wi l l ing to contr ibute to make the 

planet  a better  p lace.  However,  they 

often f ind themselves stuck in a 

v ic ious spiral  as fast  fashion and the 

capital ist ic  model  that  we l ive in ,  push 

them to consume low cost  products. 

Numerous studies display the lack 

of  a l ternat ives the consumers face 

whi le  shopping clothes despite the 

fact  that  environmental ly  f r iendly 

c lothing brands exist  but  are not  v is ib le 

enough.  The transformation wi l l  impact 

and pressure the way mass-producers 

of  fast  fashion such as Zara and H&M 

produce and sel l  their  product .  I t  a lso is 

through their  t ransformation and their 

awareness that  the transit ion wi l l  be 

completed.

Our goal  is  to create a sustainable 

Fashion Week in the capital  of  fashion: 

Par is ,  in  order  to promote sustainable 

fashion.  Our a im is  to become as 

glamorous and select ive and create 

as much media attent ion as the Par is 

fashion week by imitat ion i ts  codes but 

by promoting exclusively  sustainable 

fashion designers.

 

The Fashion Week is ,  as i ts  name 

suggests ,  would be a week dedicated to 

fashion,  dur ing which designers would 

present their  col lect ions to journal ists 

and buyers around the world through 

fashion shows.  At  the heart  of  the 

fashion industry,  Fashion Week is  an 

essent ia l  event .  According to Pascal 

Morand,  Execut ive President  of  the 

Fédérat ion Française de la  Couture ,  du 

Prêt-à-Porter  des Coutur iers et  des 

Créateurs de mode,  «they generate 1.2 

bi l l ion euros of  economic benef i ts  per 

year  and 10.3 bi l l ion euros in terms of 

commercial  t ransact ions».  Fashion Week 

is  therefore above al l  a  business.  Fashion 

Week is  a lso a media event  with the aim 

of  attract ing the press and inf luencers 

for  even greater  v is ib i l i ty.

The part ic ipat ing creators would be 

selected based on the fol lowing cr i ter ia :

1)  using eco-fr iendly,  recycled or 

regenerated raw mater ia ls , 

2)  reducing waste and scrap volumes,

3)  invent ing new ways to ut i l ize products 

at  the end of  their  l i fe-cycle ,

4)  using packaging with the minimum 

impact on the environment.

We wish to conserve the exclusive aspect 

of  th is  fashion week by invi t ing celebr i t ies 

and inf luencers in order  to conserve the 

highly desirable and glamorous aspect 

of  the Par is  Fashion Week.  However,  the 

event  wi l l  be mediat ized in order  to create 

a great  level  of  awareness on the issue 

of  pol lut ion in the fashion industry and 

the exist ing al ternat ives to the current 

product ion system.

O U R  C O N C E P T
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Our solut ion is  eff ic ient  because i t  ra ises 

awareness on the issue of  sustainabi l i ty 

in  the fashion industry.   Our goal  is  to 

enable a long-term transformation in 

the way clothing is  manufactured,  used 

and disposed of .  By promoting fashion 

brands that  produce high-qual i ty, 

durable ,  repairable ,  th ird party wearable 

and ful ly  recyclable c lothing,  we are 

convinced that  consumers wi l l  have a 

di f ferent  v is ion of  «green» fashion and 

consume dif ferent ly,  less and better. 

In  the very long term,  our  in i t iat ive wi l l 

lead to a decrease in pol lut ion in the 

industry,  as we expect  a decrease in the 

consumption of  new clothes in general 

through consumer awareness as wel l 

as an adaptat ion to the demands of 

consumers to produce ethical  fashion 

good on behalf  of  producers.  Other 

in i t iat ives that  a im to raise awareness 

on this issue exist ,  however,  our  solut ion 

is  or ig inal  because with us,  the issue 

becomes a fashionable and glamorous 

cause to embrace and we bel ieve that 

the outcome wi l l  be more eff ic ient  than 

simply promoting sustainable fashion 

because i t  is  ethical .  Our solut ion is 

highly feasible ,  as i t  has been done 

before ,  our  greatest  chal lenge is  not  the 

creat ion per  say of  the event  but  rather 

i f  i t  wi l l  generate the ant ic ipated “buzz” 

effect .

The expected impacts of  th is  Green 

Fashion Week are numerous,  both in the 

short  and long term,  and at  the level  of 

consumers and producers. 

At  the moment of  the event ,  thus as a 

short-term object ive ,  we want consumers 

and brand advocates to become aware of 

the s i tuat ion of  the disastrous ecological 

footpr int  the fashion industry creates. 

I t  is  a cal l  to act ion and a cal l  to take 

responsibi l i ty  for  those creat ing,  sel l ing, 

d istr ibut ing and buying.  Consequent ly, 

we target  people already very concerned 

by the subject  and those who wi l l 

become aware of  the topic dur ing the 

GFW. The aim is  therefore to reach 

as many people as possible ( through 

tradit ional  and digi ta l  media) ,  of  a l l  ages 

and backgrounds united by the love for 

fashion in order  to mult ip ly  the impacts. 

Also,  we want to change people’s v is ion 

of  green fashion:  Clothes can be both 

fashionable and eco-fr iendly.  This is 

O U R  E X P E C TAT I O N S
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why our s logan has been chosen to 

be “Fashion up your sustainabi l i ty ! ” . 

To change the mislead v is ion of  eco-

fr iendly c lothes,  we wi l l  make Par is 

Green Fashion Week the place to be 

and the place that  people want to jo in 

on Social  Media.  People attending v ia 

social  media platforms wi l l  v i r tual ly 

meet their  favor i te  inf luencers and 

designers such as Chiara Ferragni 

or  Stel la  McCartney that  wi l l  help 

create awareness.

In the long run,  the main impact wi l l 

be a deep transformation on how 

clothes are manufactured,  used and 

recycled.  In  that  way our in i t iat ive 

wi l l  lead to a decrease of  pol lut ion in 

the fashion industry,  and thus in the 

world in  the general .  Environmental ly 

f r iendly c lothing brands exist  but  are 

not  v is ib le enough.  This is  where 

AGRAP and the GFW jump in :   We 

want to support  and push these 

designers to become the main actors 

of  the fashion industry.  As these 

environmental ly-fr iendly c lothing 

brands wi l l  become more important , 

producers of  fast-fashion such as 

H&M wi l l  have to change their  way 

of  producing and sel l ing i f  they want 

to maintain customer loyalty.  This is 

the ul t imate goal  of  our  project .

©  S i m so n  Pe t ro l ,  M a u r i t i u s ,  Un s p l a s h

There are several  d isadvantages and 

r isks that  need to be addressed in order 

to make the sustainable Par is  Green 

Fashion Week a success.

A f i rst  and rather  central  issue could be 

the funding.  As a matter  of  fact ,  h igh costs 

wi l l  not  only ar ise dur ing the week i tsel f 

but  important  amounts of  f ixed costs for 

the locat ion for  example need to be paid 

beforehand.  In the same way market ing is 

crucial  to make the Par is  Green Fashion 

Week a success and therefore needs 

important  investments already a few 

months before the event .  To avoid the 

r isk of  accumulat ing and exponent ia l ly 

growing costs ,  the development of  the 

business plan needs to be as accurate 

and r igorous as possible.  Offers from 

potent ia l  locat ions,  market ing partners 

etc.  need to be gathered ear ly  to assess 

as wel l  as possible the total  costs. 

Addit ional ly,  contracts with pop-up 

stores need to be drafted to evaluate the 

potent ia l  amount of  income generated 

dur ing the event .  At  the same t ime 

cooperat ions with funds (France or 

European Union) ,  governments (nat ional 

or  local)  or  establ ished fashion brands 

could be a great  f inancial  support .  Such 

inst i tut ions need to be informed and our 

idea pitched.

Secondly,  one must be aware of  the 

danger of  greenwashing of  establ ished 

fashion brands.  Col laborat ions need to 

be evaluated careful ly.  In  fact ,  they are 

on the one hand an important  tool  to 

reduce total  costs and to promote the 

event .  On the other  hand,  they const i tute 

the danger of  d iscredit ing the project  i f 

their  values and act ions (supply chain , 

working condit ions of  employees, 

pol i t ical  engagements)  do not  match 

the sustainable v is ion of  the GFW. Whi le 

we do not  want the GFW to become an 

opportunity  of  greenwashing for  b ig 

fashion brands,  we do not  want i t  to be 

associated with eco-mil i tants (Peta etc. ) 

e i ther.  Such an associat ion would again 

hold the danger of  a lack of  p lausibi l i ty 

and could s ignif icant ly  reduce the 

number of  potent ia l  stakeholders.  Once 

more our partners need to be careful ly 

evaluated.

The importance of  the media (newspaper, 

te levis ion,  b loggers etc. )  at  the event 

i tsel f  but  a lso beforehand as a market ing 

tool  and afterwards to increase the 

long-term repercussion of  the GFW and 

to make i t  a  year ly  recurr ing event  can 

be named as a third r isk.  Here again the 

focus needs to re ly  on market ing,  on our 

partners and our communicat ion in order 

to ensure credibi l i ty  and consistency.

T H E  M A I N  R I S KS
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As a fourth r isk one can name the 

possibly  negat ive react ion of  b ig 

establ ished fashion brands to our 

event .  They may feel  threatened by the 

sustainabi l i ty  movement and awareness 

we ult imately  wish to create and 

encourage with the PGFW. To prevent 

eventual  confrontat ions or  tensions 

we need to openly communicate with 

those actors.  One could even imagine 

proposing a col laborat ion with some 

brands ( i f  they match our values)  in  order 

to incorporate them in our  work ,  prof i t 

f rom their  knowledge and to show them 

how they can invest  in  and prof i t  f rom 

sustainabi l i ty.  Addit ional ly,  we should 

be caut ious about c lear ly  di f ferent iat ing 

the GFW form the ‘c lassic’  Par is  Fashion 

Week so that  eventual  misunderstandings 

and confusions between the two events 

can be prevented.  Such incidents could 

harm not only our  event  but  a lso upset 

brands that  do not  want to be associated 

with us.

In addit ion to a precise establ ishment of 

our  business plan with a focus on costs , 

important  investments in market ing and 

the careful  choice of  our  stakeholders 

one can think about supplementary 

act ions that  can prevent the above-

named r isks and disadvantages.  An 

example is  to gain the support  of 

important  establ ished actors of  the 

sustainable fashion industry l ike Stel la 

McCartney.  She would considerably 

contr ibute to the credibi l i ty  of  the event 

and could br ing in valuable contacts to 

sustainable creators and other  actors. 

Moreover,  in  terms of  mediat ic  presence 

next  to tradit ional  media (newspapers , 

radio and te levis ion)  fashion bloggers or 

youtubers could be an important  asset  to 

promote the PGFW. As a last  point  i t  would 

certainly  be helpful  to create an al l iance 

with exper ienced and establ ished event 

management organizat ions (Bureau 

Betak,  Vi l la  Eugénie ,  La Mode en Image) 

to prof i t  f rom their  know-how.

are namely f inance,  event  management , 

brand cooperat ion and communicat ions.

 

Par is  Green Fashion Week can only 

be real ized with f inancial  support . 

Therefore ,  a  key step is  investors 

acquisi t ion.  Investor  re lat ions take both 

into account ,  business angel  support 

as wel l  as f inancial  support .  Besides an 

ordinary donat ion,  investors from the 

fashion industry should be convinced 

to provide their  p ieces for  f ree.  As the 

mission of  the event  is  to spread an 

educat ional  as wel l  as an environmental 

effect ,  f inance is  a lso responsible to 

apply for  French governmental  as wel l  as 

European subsidies.

The next  strategic f ie ld is  event 

management.  One of  the major  tasks is 

to make the event  publ ic .  A website wi l l 

be launched www.greenfashionweek.

com (of  course,  the domain name is 

a lready reserved) .  The website gathers 

al l  important  information at  one place: 

showcasing designers ,  information 

for  part ic ipants ,  entry requirements, 

locat ion,  t ickets ,  cul inary highl ights 

and party scene.  The department is 

responsible for  the logist ic  and event 

organizat ion in general .  One year  before 

the event ,  the locat ion and staff  need to 

be booked.  Furthermore,  creat ive and 

young star t-ups wi l l  be acquired for  the 

part ies and food fest ivals dur ing the  

Par is  Green Fashion Week.

The main part  of  the Par is  Green Fashion 

Week is  the pure fashion exper ience. 

The acquisi t ion of  a l l  present ing fashion 

designs is  the responsibi l i ty  of  our 

brand management department.  Brand 

companies are contacted act ively  both 

regarding fashion exhibit ion as wel l  as 

f inancial  support  – in c lose cooperat ion 

with the f inancial  department.  At  the 

same t ime,  we star t  with cal ls  for 

part ic ipat ion.  Our part ic ipat ive event 

f inal ly  l ives from creat ive minds!  This 

cal l  is  not  only avai lable onl ine ,  but  a lso 

in a l l  major  fashion magazines regarding 

fashion,  but  a lso ecological  and creat ive 

matters.

External  communicat ion is  key for  the 

success of  every event ,  so as for  the Par is  

Green Fashion Week.  Our communicat ions 

department wi l l  take care of  every social 

media channel  (Facebook,  YouTube and 

Instagram).  They wi l l  get  in  touch with 

inf luencers ,  motivat ing them to jo in us 

on our journey to a better,  ethnical ly 

and ecological ly  correct  fashion world. 

Half  a  year  before the event ,  massive 

advert isement act iv i t ies and press 

penetrat ion wi l l  take place.  On top of 

that ,  personal  invi tat ions wi l l  be sent 

to al l  our  mentors ,  internat ional  fashion 

stars ,  pol i t ic ians and stakeholders in 

environment and fashion issues.  Closely 

before the event ,  inf luencers wi l l  be 

invi ted to “background” story the events , 

rehearsals and press interviews to keep 

people ta lk ing about us.

To keep in touch with our  v is i tors ,  brand 

O U R  S T R AT E GY

Creat ing awareness is  our  a im by making 

Par is  Green Fashion Week the place 

to be for  the global  fashion industry. 

However,  in  order  to be able to host  an 

extraordinary event  i t  is  important  to 

spl i t  and manage the main tasks in the 

team. Every team member is  responsible 

to push strategic areas forward and 

work as a contact  person for  any issues 

to our  c l ients.  Those strategic areas 
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partners and al l  those who have closely 

fol lowed our project ,  we wi l l  set  up a 

customer re lat ions service that  wi l l 

work through newsletters and an info-

telephone.  In this  way,  we can ensure to 

establ ish Par is  Green Fashion Week in 

the long run and create loyalty.
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Costs re lated to the organizat ion of  such 

an event  are spread over  the year,  even 

i f  a  big expense is  to be expected dur ing 

the t ime the Par is  Green Fashion Week 

wi l l  take place.  The costs pr ior  to the 

event  are re lated to the communicat ion, 

advert is ing,  market ing of  the event  and 

must be consistent  to perfect ly  reach 

the target  group of  the PGFW. Indeed,  the 

success of  th is  event ,  both f inancial ly 

and operat ional ly,  wi l l  be total  i f  the 

response and awareness generated 

by this  PGFW is important .  There wi l l 

obviously be heavy costs re lated to the 

organizat ion of  the event  i tsel f ,  whether 

in  the locat ion of  the venue ,  or  the 

costs associated with the events around 

the fashion week that  wi l l  contr ibute 

to making i t  as attract ive as possible. 

Furthermore,  dur ing the event ,  we plan to 

set  up partnerships with fashion schools 

to welcome volunteers’  students who 

wi l l  have the chance to be at  the heart 

of  Par is  Green Fashion Week.  These 

partnerships wi l l  save us staff  costs and 

al low students to have an unprecedented 

exper ience in contact  with our  teams.

With regard to the means of  f inancing 

these i tems of  spending,  several  channels 

must be explored in order  to guarantee a 

high qual i ty  Par is  Green Fashion Week :

 Our project  is  e l ig ib le for 

numerous grants (especial ly  at  the EU 

level ,  the Ministry of  Ecological  and 

Sol idar i ty  Transit ion,  the I le  De France 

region,  or  the c i ty  of  Par is) .

 We plan to take a percentage of 

the sales achieved by the pop-up stores 

located in the premises dur ing the GFW.

 We plan to condit ion part ic ipat ion 

in the GFW for  brands /  creators to jo in 

our  associat ion.  They must therefore 

pay the fee which wi l l  be an entry fee 

for  the presentat ion of  their  products. 

This system wi l l  a l low us to have funds 

before the event  and avoid the need to 

advance money.

 I t  is  p lanned to carry out  a 

canvassing campaign to f ind donors and 

sponsors who would support  our  project .

 F inal ly,  we wi l l  lead a 

crowdfunding campaign,  where the 

biggest  contr ibutors wi l l  be able to 

attend the GFW in a pr iv i leged way.

In order  to achieve our goals we wi l l 

indeed need a strong organisat ion. 

F irst ,  AGRAP wi l l  choose i ts  structure 

depending on the context  and external 

parameters.  Obviously this  structure wi l l 

operate in  France,  so i t  wi l l  necessar i ly 

have to f i t  in  the french legal  f rame and 

legis lat ion.  The two main opt ions for 

a project  l ike ours are :  being a society 

(1901 Law) ,  or  a choosing to be a 

company.  More specif ical ly,  the most 

re l iable structure in  terms of  company 

would be a SAS type (a s impl i f ied jo int-

stock company) .  The key advantage is 

that  the structure is  real ly  f lexible ,  and 

you can actual ly  wr i te  the legal  status 

yourself  and adjust  the mechanisms 

inside the company and bui ld a ta i lored 

structure for  your f ie ld of  appl icat ion. 

Plus,  costs of  company creat ion (except 

capital  inf lows) are very l i t t le  ( less that 

800 euros through a web platform l ike 

legal  star t) .  In  addit ion,  AGRAP might 

have to host  important  funds,  due to 

grant  seekers work ,  pr ivate or  publ ic 

investors ,  or  Crowdfunding campaigns. 

The counterpart  wi l l  consist  in  several 

expenses:  external iz ing al l  or  parts of 

the communicat ion department to a 

promotion agency special ized in one 

f ie ld ,  paying technical  providers ,  and 

simply dai ly  expenses.  In  order  to face 

these cash f lows,  having a sol id structure 

is  a pr ior i ty  and the SAS seems to be the 

most appropr iate. 

Another  major  chal lenge for  our 

organisat ion is  to gain credibi l i ty.  In  such 

a highly saturated and crowded market , 

with barr iers to entry,  we need to focus 

on becoming credible among actors of 

the fashion world.  F i rst  of  a l l ,  that  means 

seeking sponsorships.  In  such wise, 

sett ing up a dedicated team to work on 

sponsorships is  a pr ior i ty.  On a strategic 

point  of  v iew,  the idea is  to target  a 

certain type of  brand.  The goal  of  the 

sponsorship team is to bui ld a network 

among Brands Publ ic  Affairs Department 

and target  the brands that  a lready 

have a sense of  phi lanthropy,  or  had a 

previous phi lanthropic engagement.  We 

would sel l  them the idea of  d isrupt ing 

fashion world’s symbols and having a 

fresh point  of  v iew on fashion.  Some 

brands are already involved in bui ld ing a 

respectable image through phi lanthropy. 

A typical  target  for  us would be Numéro 
Magazine.  Indeed,  Babeth Dj ian,  founder 

of  Numéro,  has bui l t  a  foundat ion for 

Rwanda that  a ims at  bui ld ing schools 

and encourage educat ion in the most 

di f f icult  areas.  Every year,  she raises 

funds among brands and actors of  the 

fashion world.  An event  l ike ours could 

easi ly  be endorsed by ent i t ies l ike 
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Numéro,  as they always look for  f resh 

opportunit ies to break through. 

Regarding Human Ressources,  one of  the 

object ive is  to make the project  attract ive 

to be able to recruit  professionals from 

the fashion world.  The market  is  pretty 

suitable for  recruit ing people for  a l imited 

per iod of  t ime as many actors cumulate 

tasks and jobs in the fashion industry by 

freelancing.  That  means we would not 

imprison people by working for  AGRAP 

but  we would offer  them an al ternat ive 

way of  using their  ski l ls .  We met a current 

PR working as a freelancer for  Dior 

France,  Victor ia Michaux,  who explained 

her  wi l l ingness to f ind «  a l ternat ive 

projects » ,  th ings that  would «  motivate 

[her ]  to do good.  Sometimes,  I  feel  l ike 

we forget  that  the fashion world has a 

huge responsibi l i ty,  there are issues that 

we can deal  with ,  and sometimes i t  can 

real ly  f i t  with the brand’s interests » .  The 

key is  to have the abi l i ty  to ra ise brains, 

and ski l led professionals in  order  to gain 

this  essent ia l  credibi l i ty  that  appears to 

f i t  with a potent ia l  demand among actors 

of  th is  market . 
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