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Premise 

 

Germany’s National Action Plan focuses on Mecklenburg-Western Pomerania, as well as on 

Berlin, Hamburg, and Schleswig-Holstein. These are all areas within the Baltic Sea Region: 

Berlin being the southern and Kiel the northern boundary. This focus is almost identical with 

the Federal Confederation of Textile and Fashion in Chemnitz, the stakeholder for fashion and 

textile in North-East Germany. 

 

Project Description 

 

The Baltic Fashion EU Project, part of the Baltic Sea Region Program which is financed in 

part by the European Union, aims to improve the support provided to a high number of small 

and medium-sized enterprises (SMEs) and entrepreneurs throughout the Baltic Sea Region by 

compilation of knowledge and information, exchange of experience and transfer of 

innovations. Special attention is given to sustainability and female entrepreneurs.  

While the funding program ends in 2013, the network is supposed to be maintained. 

The present paper demonstrates its National Action Plan for the Baltic Sea Region of 

Mecklenburg-Western Pomerania, Germany.  

 

1. Background 

 

Economic implications. In their 2011 annual report, the Federation of the North-East 

German Textile and Clothing Industry registered an overall positive trend in the textile and 

clothing industry in North-East Germany.1 The textile and fashion sector has overcome the 

economic risks caused by the global financial crisis. The sales in the textile industry 

continuously increased both in Germany and in Mecklenburg-Western Pomerania between 

2005 and 2012. Also the sales in the clothing industry have regained stability after the fiscal 

crisis.2 
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Sales. In 2011, the sales in Germany amount to 29 billion Euros in total (textiles: + 7,7 %, 

clothing: + 5,1 %, compared to 2010), in East Germany alone it amounts to 1,8 billion Euros. 

In Mecklenburg-Western Pomerania the sales for 2012 are below 100 million Euros, meaning 

that the percentage of sales of the total of Germany’s textile industry by companies located in 

the region is below 1% .3  

 

Production Volume. The production volume in East Germany in 2011 is divided into sales in 

technical textiles (45 %), in home textiles (30 %), and in fashion and clothing (25 %). 

 

Import and Export.  In 2011 and 2012, Mecklenburg-Western Pomerania spent less than 1 

million Euros on textile and clothing imports from the Baltic Sea States. There are no 

statistics available regarding the region’s textile and clothing exports into the Baltic Sea 

Region. Consequently, it can be assumed that Mecklenburg-Western Pomerania—as opposed 

to the overall expanding export quota in Germany in 2012 (textiles: + 6,1%, clothing: + 5,5 

%, compared to 2005)—is not an important player in the import and export business for the 

German textile and clothing industry.4  

 

Numbers of enterprises and employees between 2005 and 2012. With a total of 120.000 

employees in Germany and 18.000 employees in East Germany, the textile and clothing sector 

represents the strongest sector within the consumer goods industry after the food industry. In 

2012, 73% of the German enterprises in the textile industry and 75% of the enterprises in the 

clothing industry are categorized as SMEs. As a result, approximately 40.000 employees work 

in 450 enterprises with less than 20 employees in Germany. Finally, less than 1 % of the 

enterprises and employees of the German textile industry is located in Mecklenburg-Western 

Pomerania. Between 2005 and 2012, the number of enterprises in the textile industry in 

Mecklenburg-Western Pomerania as well as the number of employees registered a decrease.5  

The SMEs located in Mecklenburg-Western Pomerania can be broken down into 4 main 

categories6: 

• 58 textile manufacturing companies: ca. 550 employees, less than 65 million Euros in 

sales 

• 30 clothing manufacturing companies: ca. 180 employees, less than 10 million Euros 

in sales 
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• 180 craft enterprises: ca. 325 employees, less than 13 million Euros in sales 

• 75 designers and people in the creative industries: ca. 100 employees including 

designers, less than 5 million Euros in sales 

Furthermore, there are ca. 200 people in Mecklenburg-Western Pomerania working part-time 

in the manufacturing business of accessories. They mostly sell their products to the consumer 

through e-commerce or fairs. The estimated sales amount to less than 3 million Euros.  

 

Trends/Developments. According to the Federation of the North-East German Textile and 

Clothing Industry, in 2011 the leading trend in textiles and clothing were investments in 

research and development (e.g. technical textiles) with a total of 140 million Euros. Further 

trends were the re-focussing on local production “made in Germany”, efficient energy 

management, and image promotion to make North-Eastern Germany a desirable education 

location for young trainees (e.g. the initiatives “Passgenaue Vermittlung” and “Go textile” by 

the Textile + Fashion Confederation). In 2011, there were 295 trainee positions of which only 

232 positions were filled due to lack of applicants. Moreover, the Federation of the North-

East German Textile and Clothing Industry predicts a shortage of skilled labor in the next ten 

years. 

 

Only general business information. Northern Germany has several existing business support 

measures, as for example seminars on business start-up’s in Wismar, and courses on female 

entrepreneurship in Rostock. But only a few of them are specialized in the fashion business. 

That’s why start-up businesses usually only obtain general information on entrepreneurship.  

 

Only local support. The Berlin senate mainly supports designers and SMEs who either 

studied or are located in Berlin, which is why many businesses are to be found in Berlin.  

 

Design and creative industries. Mecklenburg-Western Pomerania only has a few 

entrepreneurs; a lobby for fashion design is nearly non-existent. While there are platforms for 

design and creative industries, e.g. Hochschule Wismar (University of Technology, Business, 

and Design), Mecklenburg-Western Pomerania hardly offers any business support for 

designers to produce, promote and sell their clothing collections.  
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Own creative platform. Over the last years, we developed the Baltic Fashion Award in 

Heringsdorf on the island of Usedom which is meant to scout design talents and encourage 

creative networking as well as an exchange between designers in Mecklenburg-Western 

Pomerania. Furthermore, the Baltic Fashion Award assists them in terms of production and 

business support opportunities. 

 
1a. Needs 
In order to support and keep fashion SMEs in Mecklenburg-Western Pomerania, we need to 

address their needs. With the help of a questionnaire, we came to the conclusion that fashion 

designers need entrepreneurial support in their region in order to find answers to the following 

questions: 

• Where are good production facilities for samples and small labels? 

• Where can designers get practical support when it comes to preproduction (patterns, 

digital technologies, etc.) 

• How can designers distribute  their collections? 

• What kind of financial aid and business support measures for beginners and SMEs 

are there? 

• What type of platform  can connect them to the fashion business? 

 

1b. Offers 

Idea of the network. We want to offer a network that links education and exchange of 

knowledge between professionals in the fashion business.  

 

Share your knowledge. We want to enhance an exchange between experienced and 

upcoming designers to pass down handicraft skills to the next generation. We also envision 

developing a network that recruits and structures the creative potential in the Baltic Sea 

Region.  

 

Developing opportunities. Moreover, we aim to find market niches for young designers to 

succeed economically in the fashion business.  
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2. SWOT Analysis7 

 

2a. Production SMEs: 

• On the one hand, some local production facilities have been founded in Mecklenburg-

Western Pomerania within the last five years, on the other hand, the region lacks 

sufficient employment, as well as experienced and skilled staff. 

• While there is a notable refocus on local production in Germany, there is a large 

deficit regarding retraining of young employees. 

 

2b. Fashion Design SMEs: 

• While there are a lot of well-educated designers in Mecklenburg-Western Pomerania 

and also in Berlin and Hamburg, they need to be better connected with organizations 

to help them find production and selling opportunities, and ultimately their niche (e.g. 

Federal Confederation of Textile and Fashion in Chemnitz). 

 

2c. Existing Support Mechanisms: 

• With Wismar’s University of Technology, Business and Design as well as a support 

system for female entrepreneurs in Rostock (Zentrum für Entrepreneurship at the 

Universtiy of Rostock), Mecklenburg-Western Pomerania has a few good support 

systems. However, these and other business supports are not specialized in fashion 

SMEs and are mostly located in Berlin, and not in Mecklenburg-Western Pomerania. 

• The number of support mechanisms for fashion SMEs can be increased by 

collaborations with the Confederation of the German Textile and Fashion Industry in 

Berlin and by financial support measures by the Culture and Creative Industries 

Initiative by the German government (Initiative Kultur- und Kreativwirtschaft der 

deutschen Bundesregierung). Without offering support systems in Mecklenburg-

Western Pomerania for the younger generations, those will eventually relocate to other 

areas. 
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Strengths Weaknesses 

Production SMEs: 
Formation of local production facilities in  
M-WP 
 

Production SMEs: 
M-WP lacks sufficient employment and 
skilled staff 

Fashion Design SMEs: 
Well-educated fashion designers in M-WP 

Fashion Design SMEs: 
Need for better connections to seek out 
business opportunities 
 

Production SMEs: 
Trend: refocus on local production 
 

Production SMEs: 
Retraining deficit 

Existing Support Mechanisms: 
A few good business support systems in  
M-WP 
 

Existing Support Mechanisms: 
No specialization in fashion SMEs 

SMEs: 
Local network, level of familiarity/identity, 
and customer loyalty  

SMEs: 
Little attendance at national and international 
fairs, lacking online presence 

SMEs: 
Trends: Local production, individuality and 
increase of quality 

SMEs: 
Difficulties in terms of serial productions, 
lacking IT equipment 

SMEs: 
Existing creative potential 

SMEs: 
Lack of knowledge of foreign languages, of 
the EU market, and of (self-)marketing skills 

Opportunities 
 

Threats 

Geographical proximity to the Baltic Sea 
Region and to Hamburg and Berlin as 
metropolitan areas + large number of tourists 

Increasing costs of energy and resources 

Existing creative potential Increasing costs of labor, import and export 
are below average, innovative work in the 
manufacturing business is below average 

Existing fashion awards and fashion events Hindered access to loans and financial aid 
Existing support systems in terms of 
confederation, chamber of industry, 
commerce, and craft 

Support programs by the land of M-WP is 
not focused on the manufacturing business 

Existing Support Mechanisms: 
Increase of support mechanisms through 
collaborations + existing educational offers 
for trainees 
 

Existing Support Mechanisms: 
Without offers  → younger people relocate 
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3. Vision 

Think local – act global 

 

Our vision is to establish a platform for events, transfer of knowledge and creativity, and for 

production in Mecklenburg-Western Pomerania addressing the needs of SMEs.  

Studies show that Mecklenburg-Western Pomerania only has a small clothing and textile 

industry, but that there is potential. In collaboration with federations, design centres, schools, 

and politics, we want to recruit that potential and improve the region’s structural 

developments.  

Consequently, our aim—regional structural development—entails three pillars: 

 

1. The Baltic Fashion Award 

2. Education 

3. Business 

 

Our vision is to maintain and strengthen the Baltic Fashion Award as an opportunity for 

young design talents to display their work, compete with each other, and learn from one 

another.  

Our vision is to support educational events generating a transfer of knowledge between 

newcomers and professionals in the clothing and textile industry. We envision to further 

develop these events into modules that can be applied by all network partners in the near 

future. 

Our vision is to offer business support measures with a strong focus on 

tradition/innovation and production opportunities. In order to allow designers to produce their 

model collections in a fast and cost-efficient way, we envision to create a Master Manufacture 

for dress making in Mecklenburg-Western Pomerania, preferably on Usedom as the host of 

the Baltic Fashion Award. The Master Manufacture would serve as a production facility for 1. 

designers participating in the Baltic Fashion Award and 2. other designers wanting to produce 

locally. 
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4. Objectives 

      

Mid-term objectives (3—5 years): 

We have to localize Mecklenburg-Western Pomerania’s potential in the fashion sector and use 

it to form the region’s identity. Our emphasis is on the importance of tradition and innovation 

(in terms of handicraft, materials, etc.). What resources can be used, what needs to be 

improved and created in order to highlight the area’s potential?  

Since 2002, the Baltic Fashion Award in Mecklenburg-Western Pomerania—the gate to 

the Baltic Sea—is one of the most important platforms for designers. It stands for creative and 

technological exchange amongst experts and generates attention towards the eclectic region of 

the Baltic Sea. To strengthen this platform and maintain a transfer of knowledge and 

technologies, we need to cultivate continuous collaborations with schools and associations. 

These cooperations enable fashion SMEs  

• to learn about Mecklenburg-Western Pomerania’s cultural heritage and turn tradition 

into new products (e.g. Freest Fisher Carpets) 

• to learn how to apply digital technologies in pattern making and designing (e.g. 

business trainings)  

• to join seminars on lifelong education in the clothing and textile sector 

 

Mid-term objectives Institution 

Localization of M-WP’s potential in fashion 
sector and form the region’s identity 
 

National Contact Point Usedom 

Support of tradition and innovation to 
highlight M-WP’s potential 
 

National Contact Point Usedom 

Design Centre M-WP 

Maintenance and strengthening of the Baltic 
Fashion Award 
 

National Contact Point Usedeom 

Collaborations with schools and associations 
on various topics (tradition/innovation, 
digital technologies in pattern construction 
and textile design, seminars on lifelong 
education) 
 

National Contact Point Usedom 
University Wismar 
Visiotex Wismar 
Triadem Hamburg 
Design Centre M-WP 
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Education and retraining programs for young 
employees 

Chamber of Industry and Commerce 
Chamber of Crafts 
Ministry of Economy, Construction and 
Tourism (M-WP) 
 

Start education initiative for graduates Chamber of Craft 
Ministry of Economy, Construction and 
Tourism (M-WP) 
School of Design Schwerin 
 

Acquisition of financial support for the 
establishment of a model manufacturer 

Ministry of Economy, Construction and 
Tourism (M-WP) 
 

 

Long-term objectives (8—10 years): 

The continuation of the Baltic Fashion Award as a platform for creative exchange and the 

formation of the Baltic Fashion Days (symposiums, collaborations with institutions regarding 

tradition and innovation mentioned under mid-term objectives) can form and promote 

Mecklenburg-Western Pomerania’s identity both locally, nationally and internationally. The 

long-term improvement of exchange of creativity, knowledge and technology ultimately 

allows fashion SMEs to design and produce in the area. A Baltic Fashion Network ensures 

that designers and fashion SMEs are connected and take advantage of the provided resources. 

 

Long-term objectives Institution 

Formation of the Baltic Fashion Days with 
symposiums and collaborations 

Confederation of the German Textile and 
Fashion Industry 
Ministry of Economy, Construction and 
Tourism (M-WP) 
Association of Tourism (M-WP) 
 

Promotion of M-WP’s identity on a local, 
national, and international level 

Ministry of Economy, Construction and 
Tourism (M-WP) 
Association of Tourism (M-WP) 
University Wismar 
 

Maintenance of the collaborations mentioned 
under mid-term actions 

National Contact Point Usedom 
Confederation of the German Textile and 
Fashion Industry 
 

Enable fashion SMEs to design and produce 
in the area 

Ministry of Economy, Construction and 
Tourism (M-WP) 
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Connect designers and fashion SMEs National Contact Point Usedom, Baltic 
Fashion Network 
 

Make use of the provided resources National Contact Point Usedom, Baltic 
Fashion Network 
 

 
 
5. Business Action (strategy) 
  
Under consideration of our vision and objectives indicated above, we have to pursue the 

following actions in order to achieve our goals.  

Actions In collaboration with… 

1. Baltic Fashion Award 
- fashion show/competition 
- interdisciplinary cooperation 

National Contact Point Usedom  
Board of Trustees Baltic Fashion Award 
Municipality of Heringsdorf 
Ministry of Economy, Construction and 
Tourism (M-WP) 
Chamber of Crafts 
Association of Tourism (M-WP) 
German Hotel and Catering Association 
Entrepreneurs Association M-WP  

2. Education 
- symposium 
- roundtable 
- panel discussion 
- education forum 
- conference 
- Best Practice 
- exhibition 
 

National Contact Point Usedom 
University of Technology, Business, and 
Design Wismar 
University Greifswald 
Confederation Fashion + Textile 
Alliance of German Designers 
Design Centre M-WP 
DMI (German Institute for Fashion) 
German Fashion Association Germany 
Research Institutes 

3. Business 
- production (Master Manufacture) 
- distribution 
- marketing 
- merchandizing 
- workshops 
- exhibitions 
- cooperation  

National Contact Point Usedom 
Municipality of Heringsdorf 
Ministry of Economy, Construction and 
Tourism (M-WP) 
Chamber of Crafts 
Association of Tourism (Usedom) 
Usedom Tourism Inc. 
Landesmarketing M-WP 
Administrative District 
Economic Promotion 
Design Centre M-WP 
Universities 
Companies (Visiotex, Korbwerk, etc.) 
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As a successful attempt bringing together newcomers and professional experts, we 

executed 5 events during the Baltic Fashion Award in May 2013 linking fashion, education, 

and business altogether. These workshops received much positive feedback and are 

considered to be indicatory for further modules. 

• Exhibition on tradition and innovation: “Freest Fisher Carpets—traditional 

pattern in new design.” 8 designers showcased product design ideas which they 

developed during a workshop held at the University in Wismar. Under 

consideration of innovative textile technologies in weaving, knitting, and printing 

the product ideas mirror the variation in Baltic symbols, sign, and colours of the 

local tradition of the Freest Fisher Carpets.   

• 2 Business Trainings on digital technologies. Young designers had the chance to 

join user trainings, where they were able to apply exclusive software for digital 

pattern construction and textile design, a novel and sustainable concept of design 

development in the field of textile and clothing.  

• Panel Discussion “Create your own label.” Experts, such as Andreas Maxbauer 

(Alliance of German Designers), Angela Pritzkow (owner of a marketing agency), 

Clara Leskovar (owner of the fashion label, c.neon), Martina Glomb (University of 

Applied Sciences and Arts in Hanover), Margareta van den Bosch (H&M), and 

others, pointed out different possibilities the field of fashion can offer, the 

challenges and opportunities it bears. The audience, among them lots of young 

designers, was able to ask questions and be part of a lively discussion. 

• Education Forum “Lifelong learning in the clothing and textile industry.” The 

speakers presented different ideas and concepts regarding further training in 

Germany. Karin Terdenge (Textile + Fashion Confederation) gave an overview of 

the recent situation on the German job market, and Angela Pritzkow explained the 

individual’s need for further training, and how brands find their customer.  
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6. General Conclusions 
 
The present National Action Plan demonstrates the need for the implementation of actions in 

as structurally weak a region as Mecklenburg-Western Pomerania. To improve the image of 

its textile and clothing sector, we need to communicate and promote its potential to possible 

stakeholders.  

The Baltic Fashion Award is regarded as an integral part of Usedom and the Baltic Sea 

Region and has managed for over 12 years to turn Usedom into a place of fashion and 

creativity. In collaboration with a strong networks of partners, we can use this potential and 

possible synergy effects to further enhance the structural development of the region’s textile 

and clothing industry.   

Projects dealing with both tradition, as e.g. the pattern of the Freest Fisher Carpets, 

and innovation, as e.g. the use of digital textile software, need to be perpetually developed in 

order to work and point out Mecklenburg-Western Pomerania’s identity. 

The general re-orientation towards locally and sustainably produced products is a 

positive development for the region. The production of a Master Manufacture, as suggested in 

this paper, would not only respond to this trend but also improve the region’s standing in the 

creative industry. 

 To sum up, the measures indicated in the present National Action Plan can only be 

realized with a diverse network of partners determined to make Mecklenburg-Western 

Pomerania an attractive, traditional, innovative, and lucrative location for SMEs.   
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