
Business Model Canvas                   Group: L’AGRAP – Green Fashion Week 

Key Partners 
 
 
Key partners: 
Magazines in the fashion industry with 
different backgrounds (such as Vogue, Elle, 
Fair Fashion Magazine, Mochni), 
partnership with the Fédération de la Mode 
et de la Haute Couture. 
Institutional partners: 
Ministère de l’Ecologie, European Union, 
private investors (such as Louis Vuitton, 
l’Oréal), international green fashion 
influencers (such as consciousnchic, 
michelleforgood, kissenundkarma, 
swatidixit29), other influencers for creating 
more awareness (such a Chiara Ferragni, 
Aimee Song, Julia Engel), Eco Fashion 
Platform SloWeAre.  

Key Activities  
Main event: 
Organisation and realization of the Green 
Fashion Week (GFW). The event includes: 
presentation of main actors and designers 
of eco-responsible fashion (such as 
Christopher Reaburn, Veja Hopaal, Pact, 
Wylde, Alternative Apparel), fashion shows, 
pop-up stores. 
Guests:  
Journalists, influencers, designers, 
representants of bigger brands, ‘normal’ 
people who are interested in sustainable 
fashion. 

Value Proposition 
 
The value created by the GFW has two 
main aspects. On the one hand it creates 
awareness around the negative impacts of 
the fashion industry while promoting 
alternative production and consumption 
patterns. Through an important mediatic 
presence ‘increasing awareness’ is not 
limited to those who physically participate 
at the event. In contrary the GFW also 
reaches people that simply read and hear 
about it.  
On the other hand, the GFW is a platform 
which makes green fashion more attractive 
and therefore potentially more ‘main-
stream’. Additionally, the event offers the 
opportunity to small sustainable brands to 
be more visible and to promote themselves 
while incentivizing big fashion brands to 
invest or even to produce their own 
sustainable fashion.  

Customer Relationships 
Measures: 
- Presence on our own social media 
accounts and due to influencers, who share 
our vision and project, via our own 
websites and sponsored advertisement in 
Fashion Magazines. 
- Possibility to sign up for a Newsletter 
offering background information, insights 
and special offers. 
- Info-hotline and mail will be set up.  
- Satisfaction will be measured by a survey 
distributed 4 days after the event to all 
guests and designers. 

Costumer Segments 

 
 
Target Group:   
Innovative and creative designers wanting 
to change their industry by selling green 
fashion,  
aspirational, future-oriented fashion lovers 
ready to buy green fashion and to actively 
advocate for it. 
Needs:  
Revolutionary ideas and fashion trends, 
experience during fashion week and around  
Main beneficiary: 
Society as a whole.  
Aim: 
Consists in creating an important green 
fashion community. 

Key Resources  
Short term/minimizing costs: 
volunteers (partnerships with schools etc.) 
(we do not expect to pay our team of 8 
people competent in many areas necessary 
for the organization of such an event). 
Contacts: partnerships with influencers, 
sustainable brands, governments, funds, 
medias (newspapers, radio, TV) 
Long term: Build long lasting partnerships 
with brands and designers, schools.  

Channels 
Tickets - sent via email or text 
(eco-friendlier than paper) + in 
certain magazines (on the model of Charlie 
and the chocolate factory), publicity over 
partners (designers, clothing brands): pop-
up stores present during the event. 
Information/content on the event: 
Instagram (via influencers), fashion 
magazines (such as Vogue), any other 
media who will publicize our event (radio, 
TV, newspaper etc.). 

Cost Structure 
Fixed costs: Rent of location, rent of furniture, lighting equipment, decoration, Electricity, water etc., 
Insurance(s), communication and publicity (before and during the GFW), salaries (before, during and after GFW) - 
minimize this position by relying on volunteers.  
Variable costs: Snacks, accommodation (for guests /brands), billable staff wages – installation of lightening etc.  
General cost structure: 
Our project has high fixed costs and relatively low variable costs. The categories ‘communication & publicity’ and 
‘rent of location’ can be expected to be the most important ones. It is therefore crucial to create economies of 
scale. Economies of scale are reductions in per-unit costs through an increase in production volume. The focus of 
our event is the creation of value, not the creation of cash. Value is created through raising awareness around the 
impact of the fashion industry on the environment, and by promoting the attractiveness and the profile of second-
hand clothing. Thus, if ‘raising awareness’ and ‘promotion of sustainability’ is our production/creation of value, the 
bigger our audience (mediatic presence, number of guests, number of spectators, number of brands present) the 
higher our economies of scale and the lower our marginal costs.  

Revenue Streams  

OK 
Revenue streams can be split in two. 
Before the event (or between the events if the GFW becomes a yearly event):  
Our project is eligible to numerous grants (EU, French ministry of ecological and solidarity transition, region, city), 
conditioning participation in the PGFW for brands by paying the fee to enter our association, carry out a 
canvassing campaign to find donors and sponsors (in particular foundations), & finally we will lead a crowdfunding 
campaign. ·  
During the events:  
We plan to take a percentage of the sales achieved by the pop-up stores located in the PGFW. 

Social and environmental costs 
Social costs: inconveniences caused during the event it-self like the noise, amount of people on the spot, 
possible subventions payed through taxes 
Environmental costs: Since it is a big event there is a high consumption of electricity and water, pollution due to 
transportation (guests coming from far away by plane/car etc.), waste produced during the even it-self. Use of 
paper for advertisements in fashion magazines.  

 

Social and environmental benefits  
Social benefits: It will raise awareness of producers and consumers on the issue of sustainability in the 
fashion industry. People will open their eyes on how to consume differently, on how to decrease their 
consumption, to change their consumption habits. Socially, clothing will take a different importance. 
Environmental benefits: They are the main goal, at the heart of the project. 100% of clothes will be recycled and 
responsible fashion will be 100% of sales. There will be a decrease in greenhouse gas production, and mostly a 
huge decrease in pollution in the fashion industry. 

 


