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INTRODUCTIONINTRODUCTIONINTRODUCTIONINTRODUCTION    
 

In the beginning of the 21st century, some economy sectors, including the textile 

industry, are experiencing a crisis. The opening of markets was followed by an 

inflow of clothing from Asia. 

 

However, market-related changes experienced by the fashion industry may also 

bring about opportunities for European fashion manufacturers and designers.  

Despite a difficult situation, there are still some Polish clothing manufacturers, 

who are coping well with the rampant competition from the East.  

 

According to the European Commission document entitled “The Economy of 

Culture in Europe”, Europe’s economic future is going to largely depend on the 

development of creativity and innovation, owing to which the generally 

understood creative sector may become as important as the automobile industry, 

or, once, the mining sector. Designers, including fashion designers, are among 

those professional groups from the creative industry, who are most recognised 

and appreciated. In recent years, an interest in the activity of designers is 

reflected in research and measurements of their impact on the commercial 

success of manufacturers. 

 

According to data resulting from research conducted by BEDA (The Bureau of 

European Design Associations; European Design Report. The European Design 

Industry in Facts and Figures, 2006), more than 447 000 designers in Europe 

generate an annual income in excess of 36 billion euros. 
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Unfortunately, Polish creative industry generates an insignificant percentage of 

gross domestic product (0.02%), which locates Poland on the last but one place 

(just before Greece, with its 0.01%). 

 

Until now, price and technology were the two key parameters in market 

competition. Consumers were flooded with products with similar prices and 

technical parameters. However, an opportunity is coming, since Europeans are 

increasingly attaching importance to the quality of the product and its adjustment 

to their individual needs. The so–called “added value”, which is a significant factor 

of competitiveness (often immaterial in nature), is generated by people, and is 

mostly based on skills and abilities, concepts and ideas, i.e. generally speaking, 

creativity. 

 

According to the Central Statistical Office’s data on retail sale in Poland, between 

2001 and 2010 the clothing sector was one of the fastest growing industries. In 

2009, the growth of sale in the textile industry was 7.7 billion zloty and – despite 

global crisis – reached the forecasted level. A similar situation was recorded in the 

clothing sector, with its turnover reaching 8.7 billion zloty in 2009 and as well as 

in the leather industry, where turnover reached approximately 3.0 billion zloty. 

Data for both 2010 and 2011 confirmed the tendency, and only at the end of 

2012/beginning of 2013 an economic downturn was experienced. 

 

Unfortunately, market development is not followed by an increase in the 

production in the sector – there are still slight decreases. Owing to its close 

proximity to West-European markets and its highly qualified workforce, as well as 

an advanced know-how, Poland is an excellent site for the location of clothing 

sector production. These are only some elements which result in the massive 

potential for export development and increase. This applies in particular to the 

fashionable high-quality goods marked by considerable creativity, made from 

modern materials, in small lots and addressed to selected groups of customers. 
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Simultaneously, it results from the UN report "Creative Economy 2010" that the 

Polish creative sector generates 2.7 per cent of the Polish GDP, which is more 

than the food, real estate or computer industries.  Poland is among the top world 

exporters in terms of creative sector: it was 17th in 2008 and during the last 6 

years its position improved by as many as 7 places. 

 

While trying to find an answer to the question why the fashion industry is not 

developing as fast as the Polish creative sector, we should analyse the situation of 

companies in the industry as well as their needs and barriers hampering their 

development.  

 

For this reason, Gdynia Design Center operating by the Pomeranian Science and 

Technology Park conducted research into the situation of SMEs in the fashion 

industry in the Pomeranian province.  

 

This report has been based on: 

- qualitative research in the form of interviews with representatives of 30 

SMEs in the fashion sector operating in the Pomeranian province; (2012) 

Gdynia Design Center by the Pomeranian Science and Technology Park;  

- quantitative research on 114 SMEs in the fashion sector in the Pomeranian 

province; (2012) Gdynia Design Center by the Pomeranian Science and 

Technology Park;  

- meetings and discussions with designers and company representatives 

under the project Design your Profit organised by the Industrial Design 

Institute and Pomeranian Science and Technology Park (PSTP) as a part of 

Gdynia Design Days in 2011 and 2012; participants included 75 designers 

and 170 company representatives; 

- Kostrzak, T. (2012): “Baltic Fashion – raport z bada  przedsi biorstw Mń ę SP w 

sektorze modowym województwa pomorskiego” [Baltic Fashion – a report 

on SMEs in the fashion sector in Pomeranian Province]; commissioned by 

Gdynia Design Center by the Pomeranian Science and Technology Park; 
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- conference “Fashion Industry Promotes Polish Economy Abroad”; (2013) 

Zwi zek Przedsi biorców Przemysą ę łu Mody Lewiatan [Polish Confederation 

of Private Employers Lewiatan]; 

- recommended activities and support directions aimed at the development 

of creative industries in Pomeranian province; (2012) a report prepared by 

Fundacja IMPACT at the request of Pomeranian Province Marshall’s Office 

under the project “Creative Business Network” co-financed by the European 

Union through the European Social Fund;  

- Koszarek, M. (2010), “Diagnoza sektora bran  kreatywnych na obszarze ż

Metropolii Gda skiej” [ń Diagnosis of the creative industries sector in the 

Gdansk Conurbation]; research conducted under the project “Creative 

Cities” by Gda ska Fundacja Przedsi biorczo ci [ń ę ś Gdansk Entrepreneurs’ 

Foundation]; 

- Mackiewicz, M. Michorowska, B. liwka, A. (2009), Ś “Analiza potrzeb i 

rozwoju przemysłów kreatywnych” [An analysis of needs and development 

of creative industries], Ecorys Polska S.A. at the request of the Ministry of 

Economy; 

- The creative sector in the Pomeranian and Kuyavian-Pomeranian provinces; 

( 2012) a report commissioned by Agencja Rozwoju Pomorza S.A. 

[Pomerania Development Agency] under the project “Creative Business 

Network”; 

- An analysis of the application of the industrial design in Polish companies; 

(2007) a report by Institute of Industrial Design commissioned by the 

Ministry of Economy. 
 

1. BACKGROUND BACKGROUND BACKGROUND BACKGROUND     

In Pomerania, just as in many other Polish regions, local institutions and regional 

authorities have finally perceptibly increased their interest in the creative 

industries sector. However, the fashion industry, and in particular fashion design, 

is most often mentioned as a part of the entire group of creative industries. 

Therefore, it is difficult to separate data concerning fashion only. As results from 
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data published in the report Diagnosis of the creative industries sector in the 

Gdansk Conurbation, in 2006, 28 000 companies functioned in the sectors defined 

as creative industries, employing more than 63 000 people. They constituted the 

total of 13 per cent of all the companies and 8 per cent of the total number of 

employees in companies in the province. Within 5 years the creative industries 

sector recorded an over 17% growth in terms of the number of companies, 

despite the crisis marking the beginning of the decade.  However, data show that 

the highest growth dynamics was recorded in the software (an almost 50% 

increase within 5 years), advertising and jewellery production industries.  

According to the National Official Business Register REGON, in the Pomeranian 

province there are 394 companies involved in the “manufacture of textile goods” 

(PKD [Polish Classification of Activity] 13), which gives the region a low 7th place 

on the national scale, and 1 282 economic entities engaged in the “production of 

clothing” (PKD 14), which places the province on the 8th place. As far as clothing 

design is concerned, it is unfortunately not covered by a separate activity 

classification number. Instead, it is classified under the general name of “specialist 

design”, covering the design of fabrics, clothing, footwear, jewellery, furniture and 

other elements of interior design, industrial design, graphic design and interior 

design.   

The above classification shows a significant problem – the fashion industry is not 

perceived as a separate group in the region of Pomerania, which results in a low 

interest in the industry on the part of local authorities and institutions.  

The selection of activity classification numbers is another problem, since it is done 

rather freely by the entrepreneurs, who enter a number they considers closest to 

their own business activity in the registration form, when not finding the most 

appropriate one. As a result, it is difficult to correctly use the official statistical 

data in relation to some industries.   

 

Institutional support for SMEs in Pomerania.  
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Poland offers an attractive system of investment incentives designed to support 

new investment projects in regions. These include in particular: 

- income tax exemption in special economic zones;  

- grants-in-aid from the state budget; 

- financial grants from EU structural funds. 

 

Regional investment assistance is granted for the purposes of the so-called initial 

investments, covering: 

- the establishment of a new enterprise; 

- an extension of an existing enterprise; 

-  diversification of production of an existing enterprise through the introduction 

of new, additional products; 

- introduction of an essential change in the manufacturing process in an existing 

enterprise. 

 

From 2007 until 2013 as a part of the EU Cohesion Policy, funds for development 

projects conducted by SMEs were granted in Poland under the Innovative 

Economy Programme and Regional Operational Programmes.  

 

The following activities are particularly worth a mention: 

3.1  Initiation of innovative activity. 

3.3  Development of a system facilitating investment in SMEs. 

4.2 Stimulation of R&D activity of enterprises and support in the area of industrial 

design. 

4.3 Technology loan (for an improvement of the manufacturing process or 

technology, etc.).  

4.4  New investments marked by high innovation potential. 

4.5.1 Support to investments in production sector.  

4.5.2 Support to investments in modern services sector.  

6.1  Passport to export (support in the area of execution of export-related plans).  
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The following instruments are used most frequently as a part of the above 

activities: 

- “clusters” – supporting the establishment of clusters of creative enterprises, i.e. 

supporting the networking process – the creation of links between creative 

sector enterprises to achieve synergy effect; 

- incubators – creation of conditions and facilities for the entrepreneurs entering 

the market. This instrument aims at the provision of access to the material base 

in the beginning of activity (offices, workshops) and financing sources; 

- development agencies – creation of organisational and institutional 

infrastructure constituting an element of the business environment, adapted to 

the specific needs of the creative sector; 

- “development banks” – organisations aiming at the provision of financial 

support to activities in the creative sector. 

 

The “Creative Business Network” project, delivered in cooperation with Torun 

Regional Development Agency and the Pomeranian province, is one of important 

activities in Pomerania. It aims at supporting and developing creative industries in 

Pomeranian and Kuyavian-Pomeranian provinces. The project is co-financed by 

the European Union via the European Social Fund. 

Together with international partners, the Gdansk Entrepreneurs' Foundation has 

been delivering a "Creative Cities" project aimed at the creation of a Cluster of 

Creative Industries in Gdansk Conurbation. One of the project stages is focused 

on the preparation of a marketing strategy to integrate representatives of creative 

industries and to initiate the activity of a cluster of creative industries in Gdansk 

Conurbation.  

Barriers to the development of SMEs in the fashion industry in Pomeranian 

province.  

The important Pomeranian initiatives include a report Creative Sector in 

Pomeranian and Kuyavian-Pomeranian Provinces commissioned by Pomerania 
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Development Agency (Agencja Rozwoju Pomorza S.A.) under the Creative 

Business project. 

The document provides a variety of information explaining the situation of 

companies in the creative sector in the Pomeranian province. It also includes a 

very interesting list of barriers to the development of enterprises, such as: 

- general difficulties to do with business activity as such as well as bureaucracy 

and low qualifications of office staff; 

- insufficient funds; 

- lack of qualified employees on the market; 

- unfair competition, especially the copying of projects. 

 

Ewa Grandys in her article Barriers to the Development of Knowledge Absorption 

of the Polish Clothing Industry distinguishes between external and internal 

barriers to development. 

The former include in particular:  

-  high cost of employment in Poland; 

- absence of a strong representation of the clothing sector in regional and 

central institutions; 

- absence of institutional support for contacts between science and the clothing 

industry; 

- absence of up-to-date anthropometric measurements (those available concern 

the 1980’s) or the possibility to compare them with the valid data for other 

countries (for export purposes). 

 

Internal barriers include: 

- unawareness of advantages resulting from the absorption of know-how and 

new technologies on the part of managers; 

-  the fact that managers and owners fail to see the introduction of changes 

resulting from new technological challenges as a necessity; 

- insufficient abilities to win funds, such as EU subsidies; 



 

                                                                           

 

            www.baltic-fashion.eu  11 

- poor awareness of the need to take strategic business decisions based on 

market research and business plans (as well as little practice in this scope); 

- poor awareness of market and marketing rules, preventing conscious 

development of competitive advantage; 

- failure to fit the structure of the enterprise to the manner of distribution, which 

prevents cost optimisation, in particular if the companies are active both on the 

mass and the niche markets or an attempt to build market strategy on the 

basis of a single product. 

 

Analysis of SMEs in the fashion industry as a part of Baltic Fashion  

Pomeranian Science and Technology Park (PSTP) in Gdynia established Gdynia 

Design Centre, which conducts such projects as meetings organised as a part 

Gdynia Design Days, or analyses of creative sector companies.  At the moment (in 

2013), following its successful extension, PSTP is the largest technology park in 

Poland, and owing to its Gdynia Design Center, it may support creative sector 

companies by renting business space to them, providing assistance to exhibition-

related initiatives and via other activities supporting development and cooperation 

between companies in the creative sector. From the very beginning, the activity of 

Gdynia Design Center aimed at supporting designers and the creative business 

environment through the initiation of research, discussions and networking 

meetings, all the way to the development of solutions facilitating the growth of 

companies in Pomeranian province.  

  

Fashion sector research conducted as a part of BalticFashion by Gdynia Design 

Center operating by the Pomeranian Science and Technology Park provided 

information about the situation in the fashion industry in the region of Pomerania 

for the first time ever. Quantitative research covered 114 companies, which were 

verified in terms of the consistence of their activity with the criteria adopted in 

the analysis. The research was focused on companies and designers from the 

fashion industry. Most of them were companies with their own label or creating 

their own label, employing up to 250 persons, and with the maximum turnover of 
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up to 50 million euros, i.e. SMEs from the fashion and textile industry. Other 

companies eligible for the analysis were retail companies (e.g. shop chains), 

design managers or individual designers outsourcing their production. Companies 

covered by the analysis included manufacturers and designers of men’s, women’s 

and children’s clothes, sportswear and workwear. 

 

Quantitative analysis also covered manufacturers producing only a part of the 

final product (such as sewing plants, weaving mills, button manufacturers, etc.). 

 

Out of the selected 114 companies from the Pomeranian province which met the 

above criteria, 30 were selected for the qualitative research in the form of 

interviews conducted on the basis of a questionnaire with 27 questions. Out of 

them, 29 respondents answered the questions, and one person refused to do it. 

 

Questionnaire-based analysis of companies in the fashion industry in Pomeranian 

province provided a lot of interesting information. In the region under study, 

companies related to the fashion industry did not have a single person educated 

in design, and only 17.2% had some experience to do with the manufacture of 

clothes. Most companies manufacture women’s clothing (44.4%), and only a half 

of that number (22.2%) produce men’s clothing, which indicates a clear 

domination of women’s clothes on the local fashion market. It is interesting to 

compare the respondents’ preparation (and education) with the declared scope of 

activity of their companies. Manufacture was selected most often (40.6%) and so 

was (36.2%) design.  This means that the companies design clothing having no 

previous experience in the design and manufacture of clothes.  

 

Most companies (65.5%) are micro-enterprises employing up to 10 persons, with 

turnover of up to 2 million euros (86.2%). As many as 79.3% of them are sole 

traders.  

Therefore, we may conclude that most companies analysed were microenterprises 

manufacturing women’s clothes based on their own designs. Such a description 
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could suggest that in the group under analysis, most companies were similar to 

the local individual sewing establishments. Most companies under analysis act on 

the local market and 44.8% do not export their production.  

 

It results from the answers provided that 62.1% of companies positively assess the 

development of their companies in the last 3 years, which is a very good result, 

considering that the market is undergoing a very difficult, crisis situation.  

A comparison of answers to question 11 concerning the significance and urgency 

of training areas with answers given to the subsequent developing questions 

number 12–18 shows that the respondents are not aware of the contents of the 

titles of the particular training topics. Only specification of the possible problems 

caused a reversal of the sequence of answers as to the significance and urgency 

of training. This may indicate poor knowledge about such areas as finance, 

marketing and business management.  

 

Sequence of topics as given in question 11:  

 
Place

Finance 1 

Marketing 2 

Sales 3 

Design 4 

Human resources 5 

Channels of distribution /Logistics 6 

Internationalisation  7 

Sustainable development 8 

 

The above confirms the list of barriers to SMEs development (see page 7 herein) 

in this market sector, since other most frequently specified items included inability 

to win funds as well as a low level of market-related and marketing knowledge.  

 

Importance of training topics in questions no. 12–18 



 

                                                                           

 

            www.baltic-fashion.eu  14 

The table below shows all the topics, starting with the ones which were selected 

most often. The training topics specified as the first ones are the ones 

entrepreneurs seek most.  

 

Place Topic 
% 

selected 

1 New methods in the process of design 82.80% 

2 Suppliers of fabrics (e.g. textiles, leather) 79.30% 

3 New materials 75.90% 

4 Wholesalers and retailers 75.90% 

5 How to follow recent trends 75.80% 

6 New businesses on-line (e-commerce, mobile shopping, etc.) 72.40% 

7 How to sell our product on the international market 72.40% 

8 Conclusion of contracts with foreign companies 68.90% 

9 Technical abilities (sewing, CAD, cutting) 68.90% 

10 Suppliers (e.g. of buttons, zips) 65.50% 

11 How to build a label 62.10% 

12 How to communicate our label in the shop 59.40% 

13 

Presentation of techniques of presentation of projects to the 

customers 
59.40% 

14 How to plan and draw up budget for the following 3 years 58.60% 

15 How to cooperate with the sales force 58.60% 

16 Digital technologies for pattern-making 58.60% 

17 

How to introduce new services as a supplementation to 

clothing 
58.60% 

18 Eco-minded activity  58.60% 

19 How to manage corporate taxes and social insurance 55.20% 

20 Legal aspects of international contracts 55.20% 

21 How to watch your financial status on a regular basis  55.10% 

22 

How to take sustainable development into account in your 

business 55.10% 
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23 Other designers 55.10% 

24 Other companies in the region 55.10% 

25 How to plan and conduct marketing campaigns 51.70% 

26 How to work on the visual merchandising in the shop 51.70% 

27 

Market research for the identification of the customers’ needs 

and desires 
51.70% 

28 Product price strategies 51.70% 

29 How to make investors interested in our activity 51.70% 

30 How to win material 51.70% 

31 Activity for the benefit of community  51.70% 

32 How to design a system of communication of our clothing 48.30% 

33 How to recruit new staff 48.30% 

34 Other companies from outside the region 48.30% 

35 Legal aspects of employment 48.20% 

36 How to find financing in banks 41.40% 

37 

Management of the supply chain: from manufacturer to the 

shop assistant  
41.30% 

38 How to document the flow of clothes 37.90% 

39 The control of quality of foreign subcontractors 37.90% 

40 Manufacturers who are able to sew/produce collections 33.70% 

41 How to combine family life and work  31.00% 

42 Manufacturers who can make clothing prototypes  27.60% 
 

The results show that topics to do with fashion design have the top priority for 

the respondents: “New methods in the process of design” were selected by as 

many as 82.8% of the subjects, making it the most popular training topic. “How to 

follow recent trends”, a training topic in the same area, also scored high, reaching 

the fifth place.  Among the top ten topic areas were also topics to do with sale 

and distribution as well as logistics of production. We should note in particular a 

high position of the topic related to new distribution channels: “New businesses 

on-line” reached the sixth place. Despite their “micro” size, the companies under 
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analysis are interested in expansion, as evident from places no. 7: “How to sell our 

product on the international market” and 8: “Conclusion of contracts with foreign 

companies”. 

 

The results provide a very important signal when considered together with the 

fact that only 6.9% of the companies under analysis use support from 

organisations at the national level. Although 55.2% of the subjects confirmed that 

they got information about training events and support programmes both on the 

regional and national scale, as many as 75.9% of them did not use the support. 

The results clearly confirm the existence of the barriers to development specified 

above, including poor awareness of advantages resulting from broadening one’s 

knowledge and implementing changes in one’s company as well as the lack of 

openness.  

 

As results from the list of reasons explaining why the subjects fail to participate in 

training events, only a small number of them focused on the general barriers 

which may affect their participation in such initiatives (lack of time, information or 

money). We are still left with the question what other reasons are, since so few 

people specified them. 

An analysis of the table specifying training topics by their significance for the 

subjects, in particular the first 10 places, leads to a conclusion that the training 

topics are not available in the current offer of training providers and institutions 

providing support to entrepreneurs.  

The situation of the fashion sector in Pomeranian province is not clear. On the 

one hand, local institutions offer various financial and factual support instruments, 

and on the other hand, lack of research made it impossible to adapt the offer to 

the actual needs of the group.  

It should also be said that SMEs are not ready to use various forms of support, 

and both their activity and interest in their own development are limited. They are 

easily discouraged by bureaucracy, procedures and lengthy processes leading to 

the winning of support. Most importantly, they do not see the sense or direct 
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advantages of participation in activities provided by regional institutions or local 

authorities. The analysis has disclosed a significant problem, and solving it may 

bring about huge changes both for the region and the companies themselves.  

The following SWOT analysis shows in detail all the aspects of the situation of 

companies in the region: both their strong points and opportunities, but also 

weak points and threats resulting from the existing barriers.  
 

 

2. SWOT ANALYSIS SWOT ANALYSIS SWOT ANALYSIS SWOT ANALYSIS ----    (Strengths, Weaknesses, Opportunities and (Strengths, Weaknesses, Opportunities and (Strengths, Weaknesses, Opportunities and (Strengths, Weaknesses, Opportunities and 
Threats) of the Polish Fashion SectorThreats) of the Polish Fashion SectorThreats) of the Polish Fashion SectorThreats) of the Polish Fashion Sector    

    
    

POSITIVE NEGATIVE 

STRENGTHS WEAKNESSES 

 

• long tradition and experience of 

Polish clothing manufacturers; 

• ready solutions and model examples 

of local fashion companies which have 

been successful on the market in the 

Pomeranian province; 

• increasing role of the Pomeranian 

province in Polish economy; 

• geographic location facilitating easy 

contact with foreign partners, 

•  good local institutional base, 

including higher education 

institutions, ARP (Pomerania 

Development Agency),  PSTP 

(Pomeranian Science and Technology 

Park), etc.; 

• high research potential of the region; 

 

• low readiness to absorb EU 

subsidies for SMEs development; 

• considerable complexity of 

procedures leading to access to and 

invoicing of publicly subsidised 

projects; 

• absence of sufficient amounts of 

own funds for the development of 

new technologies and 

implementation of EU-subsidised 

projects; 

• no creditworthiness and no 

readiness to absorb loans; 

• high cost of bank loans for 

companies and difficult access to 

them; 

• high cost of outsourcing of services 
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• high quality and level of life in the 

Pomeranian province (among the best 

ones in Poland); 

• considerable openness and support 

from the authorities of the cities in 

the region in the field of investment 

location;  

• access to subsidies for the 

development of innovativeness and 

competitiveness of companies;  

• good prospects for the fulfilment of 

development-related needs of 

companies in the Pomeranian 

province owing to high quality of 

services provided in compliance with 

national/international standards; 

• easy access to new technologies and 

methods of production; 

• easy access to new solutions in the 

area of materials and textiles; 

• increasing interest in the fashion 

industry in Poland and in the region 

as well as in the national mass media;  

• support in the area of implementation 

of innovative solutions by local 

institutions; 

• the size of the SME sector facilitates 

niche production in small batches; 

• ability to change the production fast, 

adapting it to market changes and the 

needs of customers;  

in the area of preparation and 

invoicing of EU projects; 

• poor readiness to cooperate with 

other companies in the region; 

• poor access due to the still 

unfinished construction of the A1 

north-south motorway and the 

rebuilding of the Gdansk-Warsaw 

railway line, as well as poor air 

transport from Gdansk; 

• limited potential of the local market 

in comparison with Warsaw, 

Wrocław or Silesia; 

• poor readiness to use the existing 

institutional base; 

• high cost of office space, 

commercial space and production 

space in relation to the local 

abilities to generate income; 

• considerable exclusiveness and 

closedness of companies in the 

fashion sector; 

• strong dependence on economic 

situation; 

• insufficient promotion of the sector; 

• limited knowledge and experience 

in the area of management of 

know-how and intellectual property; 

• insufficient professional preparation 

to act in the fashion sector and 

poor experience in the field; 
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• failure to use the potential of the 

location for export expansion to the 

neighbouring markets; 

• failure to adapt training-related 

offer to the needs of SMEs; 

• poor readiness to develop own 

professional qualifications; 

• low level of knowledge in the scope 

of activity of the competition and 

potential business partners in the 

region; 

• lack of interest in new needs of the 

fashion environment on the part of 

the system of education; 

• absence of knowledge and 

experience in corporate 

development through the use of 

new channels of communication and 

marketing on the Internet, such as 

e-commerce, Facebook, social 

media, fashion portals; 

• low interest in new trends on the 

fashion, textiles and production 

technology and distribution markets 

OPPORTUNITIES THREATS 

 

• growing demand for niche high-

quality clothing provided in short 

batches; 

• customers’ interest in the quality of 

life and pastimes; 

 

• prolonged crisis of the global 

economy, especially in the countries 

neighbouring with Poland; 

• economic downturn and decrease in 

internal demand; 
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• good prospects for the sector as a 

part of the creative sector 

considered to be a strategic 

direction for the development of 

EU markets in the nearest future; 

• use of economic, scientific and 

research potential of the 

Pomeranian region; 

• interest of regional institutions in 

the development of the creative 

sector; 

• effective use of EU funds for 2014-

2020 in the field of development of 

competitiveness and innovativeness 

of SMEs; 

• possibilities to cooperate with other 

Polish and international companies, 

in particular those from the Baltic 

Sea area and those adjacent to 

Poland; 

• increased cooperation in the field 

of sale, production and export; 

• more intense cooperation with 

research centres and technology 

parks; 

• improvement in the competence in 

the field of corporate management 

and implementation of innovative 

technological and marketing-

related solutions; 

• improved access of SMEs to capital 

• strong competition from other 

locations and countries, in particular 

manufacturers from Asia; 

• poor interest of the local authorities 

in the fashion sector due to strong 

development and investment in new 

industrial technologies, IT and 

transport infrastructure; 

• absence of joint activities aimed at 

the development of the sector on 

the part of regional institutions; 

• deepening innovation gap and 

technological gap resulting from an 

inadequate involvement of SMEs in 

the development and 

implementation of new solutions 

and technologies; 

• no improvement in access to 

financial instruments; 

• no abilities or openness in the field 

of intellectual property protection; 

• local companies’ inability to cope 

with the expansion of their 

competitors; 

• inadequacy of curricula and training 

programmes offered – their failure 

to meet the actual needs of SMEs; 

• poor profitability of the commercial 

activity of training providers and 

consultancy companies for the 

benefit of the SME sector; 
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in banks and institutions managing 

EU projects; 

• development of specialist sector 

development infrastructure, such as 

Internet portals focusing on the 

exchange of contacts and 

experience, possibility to use 

specialist market research aimed at 

supporting the SME sector; 

• adapting the educational system to 

the needs of the sector in 

Pomerania; 

• development of training workshops 

satisfying the needs of SMEs; 

• development of environment 

encouraging and facilitating the 

development of SMEs. 

 

• company owners’ reluctance to 

open up to new markets and 

opportunities; 

• poor awareness of the need to 

develop as a strategy of building 

the competitive advantage. 

    
 

3. VISVISVISVISIIIION ON ON ON     

The creation of conditions facilitating the development of companies from the 

fashion industry in the region of Pomerania and in Poland as a part of the Baltic 

Sea region, and enabling them to successfully face local and global competition 

through the use of innovative and cooperative potential in the region. Baltic Sea 

region as a recognisable fashion sector market.  
 

4. OBJECTIVESOBJECTIVESOBJECTIVESOBJECTIVES    

    

Medium–term objectives (3-5 years) in supporting Polish Fashion SMEs  
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1. Increasing the local and national authorities’ interest in the fashion industry 

as a part of the creative sector constituting a strategic element of the 

development of competitive economy based on the provision of products 

and services marked by a high level of “added value”.  

 

2. Starting activities promoting the fashion industry in mass media and web 

portals. Promoting good practices of companies successfully coping with 

market competition. 

 

3. Creating local and global (Baltic Sea region) internet portals and knowledge 

and information exchange bases facilitating the creation of synergy and 

cooperation between companies in the region. 

 

4. Increasing SMEs’ openness to investment in new technologies through an 

easier access to loans and EU subsidies.  

 

5. Creating free or low-cost teams of advisors in development agencies and 

technology parks to facilitate access to development financing instruments 

through such activities as writing business plans, applications for 

subsidising development with public funds, etc.. 

 

6. Creating training offer reflecting the actual needs of SMEs from the fashion 

sector: 

- a system of incentives for commercial companies to create training in 

specific areas (e.g. public subsidies); 

- creating training structures and programme offers in technology parks to 

provide free or low-cost training to SMEs. 

 

7. Cooperating with higher education facilities and vocational schools with a 

view to the development of an optional curriculum securing the provision 
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of educated personnel specialising in fashion design and manufacture of 

clothing.  

 

8. Organising (through development agencies and technology parks) 

meetings, conferences and workshops familiarising entrepreneurs with new 

technologies, fabrics, fashion trends and contacting them with the potential 

business partners and designers.  

 

9. Organising workshops on prototyping, collection development, distribution 

development and advertising of products. Entrepreneurs would create their 

own collections from scratch and develop them until they are ready to be 

marketed.  

 

10. Creating (by development agencies and technology parks) bases of advisors 

in the field of company management (specialising in production process, 

implementation of new products, team management, marketing and 

finance, etc.), whose services would be free of charge or low-cost for SMEs 

from the creative sectors. 

 

11. Organising the development of contacts and networking meetings of 

entrepreneurs and designers as a part of the Baltic Sea region by 

technology parks and development agencies.  

 

 

 

Long–term objectives (8-10 years) in supporting Polish Fashion SMEs  

 

1. Activities aimed at including the creative industries and the fashion sector 

in the national development strategy of the national authorities, in 

particular the Ministry of Economy. 
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2. Creating separate fields of study or specialisations in higher education 

facilities to provide highly-qualified fashion designers.  

 

3. Acting for the benefit of changes in the tax system so as to create a 

possibility of lowering tax on employees and activity of SMEs in creative 

industries, in particular during the first 2-3 years of their development or 

investment in new technologies.  

 

4. Creating export incentives through tax exemptions or subsidies for the 

execution of export-related plans of the creative sector, in particular 

increasing subsidies for SMEs to 80% of costs.  

 

5. Lowering the cost of business activity of the creative enterprises by offering 

premises and offices at highly preferential rates by local authorities.  

 

6. Creating an incentive to invest in capital, people and new places of work 

through a system of lowering or reimbursement of the mandatory 

insurance premiums for employees (the incentive to be created by the 

Ministry of Finance).  

 

7. Separating amounts targeted solely at the development of SMEs in the 

creative sector from the public funds reserved for subsidies.  
    
    
    

5. BUSINESS ACTION (STRATEGY) BUSINESS ACTION (STRATEGY) BUSINESS ACTION (STRATEGY) BUSINESS ACTION (STRATEGY)     

 

The above medium- and long-term objectives require fast strategic activity on the 

part of the national authorities at the level of the Ministry of Finance and the 

Ministry of Economy as well as local institutions, including Offices of the Marshal, 

municipal authorities, development agencies and technology parks.  
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The following steps should be taken first: 

 

No. Activity Institution involved 

1 Build a uniform strategy of development of the 

creative industry, at both local and national 

levels, under which activities will be 

mandatorily based on strategic goals of 

innovative economy; without uniformisation of 

the activities, all projects will be incidental, 

local and accidental. 

 

Ministry of Economy 

2 Divide the creative sector into specific 

industries, e.g. fashion industry, to enable 

research, monitoring and conscious support-

related decisions.  

 

Polish Agency for 

Enterprise Development, 

local institutions 

3 Separate amounts to be used towards the 

development of the creative sector, including 

the fashion industry, from the public funds and 

subsidies and announce competitions for EU 

subsidies for the creative industries sector.  

 

Ministry of Economy, 

Ministry of Finance 

4 In the policy of the allocation of public funds 

for 2014–2020 change the amount of the 

subsidies granted to projects carried out by 

SMEs from the creative sector to at least 80% 

reimbursement of the costs incurred 

 

Ministry of Economy, 

Ministry of Finance 

5 Adapt the goals and scope of projects 

subsidised with EU funds to the actual 

development needs of SMEs  

Ministry of Economy, 

Polish Agency for 

Enterprise Development 
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 and regional agencies 

6 Create a system of financial, fiscal and 

organisational incentives aimed at increasing 

SMEs’ openness to investments into the 

development of technology and human 

resources  

 

Ministry of Economy, 

Ministry of Finance 

7 Create a training offer reflecting the needs of 

SMEs in the fashion sector 

 

Training providers, 

technology parks, higher 

education facilities 

8 Create knowledge exchange and cooperation 

contact centres between designers, 

entrepreneurs and experts from selected 

specialist areas 

 

Technology parks, 

development agencies 

9 Create specialist databases and internet portals 

designed for creative industries, designers and 

experts 

 

Technology parks, 

development agencies, 

commercial IT companies 

10 Organise permanent and periodical fora, 

meetings and panel discussions devoted to 

problems which are of interest to SMEs in the 

creative sector  

 

Technology parks, 

development agencies, 

regional and national 

institutions, higher 

education facilities 

11 Organise periodical workshops on design as well 

as on putting innovative products and services 

into production and marketing them 

Technology parks, 

development agencies, 

regional and national 

institutions, higher 

education facilities 
 
 
 
GENERAL CONCLUSIONSGENERAL CONCLUSIONSGENERAL CONCLUSIONSGENERAL CONCLUSIONS    
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The above description of the current situation of SMEs from the fashion sector 

shows an absence of a cohesive development strategy for the sector both in the 

region and on the national scale. The retail market of the clothing and textile 

industry was growing fast in recent years, although it was based on the import of 

cheap production from Asian countries, in particular from China, India, Korea and 

Taiwan. The European Union has noticed the strategic importance of the creative 

industry, the development of which may increase competitiveness of the European 

economy. For this reason, the strategy of building an innovative economy based 

on the development of innovativeness of enterprises is an opportunity for the 

fashion sector.  

 

In the Global Competitiveness Index prepared by the World Bank, Poland is 

recorded on the far, 41st position. In the Global Manufacturing Competitiveness 

Index prepared by Deloitte and ranking leaders of competitiveness in the 

production sector, Poland is 14th globally and 2nd in Europe. As one of three 

European countries, Poland qualified to the group of the top 15 global leaders of 

competitiveness in the production sector, along with Germany (ranking second) 

and the United Kingdom (15th place just behind Poland). Unfortunately, Deloitte 

forecasts that we shall not keep the position long. Poland is going to drop to 

18th place in the competitiveness index for 2018, outdone by Indonesia, Vietnam 

and Turkey. Hence, we urgently need an answer to the question how to prevent 

the drop. 

 

It can be clearly seen that there is a huge gap between an assessment of 

competitiveness of the Polish economy and the building of the competitive 

advantage by Polish companies. It might seem that the excellent assessment 

concerns large corporations, but these are actually small and medium-sized 

companies which form the foundation of Polish entrepreneurship, and their input 

in the development of our economy is of key importance. They employ 2.8 million 

employees, i.e. 100 000 persons more than large companies. They generate 
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income at the level of 1.3 trillion zloty, i.e. similar to that recorded by large 

corporations: 1.6 trillion zloty. However, they struggle with one key, big problem: 

poor stability and absence of sufficient capital to invest into their own 

development and innovations. SMEs, as the basis of the Polish economy, should 

be better supported by authorities and state institutions. 

  

Unfortunately, the majority of activities and solutions offered are not adapted to 

the financial and organisational capabilities of SMEs. As shown in this report, 

SMEs do not use EU subsidies, bank projects or loans – mainly due to the high 

cost involved in obtaining them. Small companies are very sensitive to the 

economic situation and fluctuations of their own financial flows, and therefore are 

rather reluctant to invest considerable amounts into the development of 

technology or attempts to win new markets. At the same time, their limited 

knowledge in the field of marketing or new methods of sale (such as e-

commerce) pose another barrier to even low-cost development activities based on 

internet channels of distribution and shopping.   

 

The Strategy of Development of the Pomeranian Province until 2020 treats 

creative industries as one of the economy sectors marked by the highest potential 

of province development. The inclusion of the sector in the document opens up 

the road to considerable investment – both from internal and EU funds in the 

future financial perspective (2014-2020). For this reason, the authors of the 

strategy for the Pomeranian province justify the public sector’s necessity to 

intervene in SMEs from the creative sectors (among which clothing design and 

manufacture industries are also specified) in the following way:  

- creative sectors are normally perceived as sources of advantage for the society, 

rather than sources of rivalry, and therefore public intervention on the market 

shall not be perceived negatively, as a disruption to competition; 

- intervention in the area in question brings about advantage in the form of 

increased social cohesion. Support given to creative entrepreneurs may 

contribute to reduction of poverty and social inequalities, because, in contrast 
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to industrial sectors, enterprises in the creative sector are quite small, often 

family businesses, employing local employees; 

- financing research activity with public funds is important for several reasons – 

also from the point of view of creative sectors. In recent years, the economy 

has become increasingly based on specialist knowledge. The generation, use, 

sharing and analysing knowledge resources is more and more important for 

the economic growth and creation of wealth, while access to new knowledge is 

of key importance for the development of creative enterprises; 

- governments are largely responsible for education, training, certification and 

licencing. It is important to adapt the system of education to market needs, 

taking into account market changes, so as to make it possible for the citizens 

to find employment. Therefore, it is justified to intervene by adapting the 

education system to the changing, more creative economy; 

- production of creative goods and services provides considerable opportunities 

for women to find their place on the market. Activity in this scope is satisfying 

both from the financial and personal points of view; 

- creative activity may be used as a means of involving young people, who 

would otherwise risk remaining jobless, in productive work; 

- development of creative sectors is strongly linked to new communication 

technologies, causing promotion and expansion of new technologies in the 

society; 

- creative sectors create the labour market. They facilitate allocation of human 

resources in developmental sectors, increased income generated by both the 

citizens and the local authorities, as well as increased productivity, employment 

rates, and innovativeness; 

- via their activity, creative industries support traditional production sectors.  

 

The above shall improve the results of both companies and their business 

partners. Simultaneously, owing to the developing network of connections, 

traditional sectors may stay at their current locations. For this reason, it is 

important to support cooperation of creative enterprises between themselves and 
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other market participants so that in future they may constitute a source of 

economic growth and innovation in economy. 

 

On the basis of our reflections and the numerous facts and research results 

quoted, we can safely say that supporting SMEs from the creative sector, 

including the fashion industry, is Poland’s strategic obligation and an opportunity 

for the development of a stable and strong, competitive economy.  
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