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1. BACKGROUND – Where are we now 

A research1 of the fashion industry in Sweden shows that this industry 

comprises more than 16.000 companies, from small micro companies to large 

global retailers and had a turnover of SEK 206 billion in 2011. The fashion 

industry is dominated by H&M, which alone counted for more than 50 % of this 

turnover. If we exclude H&M and six other large retailers (Lindex, KappAhl, 

Gina Tricot, MQ, Dressman, RNB Retail and Brands) the turnover for the 

fashion companies was 64 billion SEK with an export rate of 17% in 2011. 

Within this group of companies there is a mixture of large, medium and small 

enterprises. There are no recent statistics available of SMEs in particular and 

how these develop. Some conclusions about the development can be made from 

the report on need for support and training where the answers only came from 

fashion SMEs.  

 

The research did not include other companies working closely with the fashion 

industry, for instance photographers, advertising, retail estate, transport, etc. 

This research shows that the fashion industry is important for the Swedish 

society from an economic perspective also when limited to the core of the 

industry.  

 

Swedish fashion industry has in general has been very successful the recent two 

decades. Several brands, many of them small and medium-sized companies, 

have expanded internationally and increased their export by approximately 5-

10 per cent each year2. We have done a study of twelve of the leading Swedish 

Fashion Brands, half of them small and medium-sized companies, which shows 

that the turnover of these companies has increased steadily the last five years 

with an export ratio of approximately 60 per cent3. Despite this we know that 

young fashion entrepreneurs have difficulties to survive the first three years4. 

There is no reason to believe that this situation has changed. Young entrepre-

neurs in fashion have difficulties in raising capital and finance the production of 

their collections. In the Baltic Fashion project the objective is to support the 

development of fashion SMEs in different ways. In this report we will summa-

                                                 
1Modebranschen i siffror. Report from Association of Swedish Fashion Brands,  
2TEKO, 2013  
3Svengren Holm, L. and Tijburg, K. 2013. Internationell tillväxt i svenska modeföretag. 
Report Swedish Schoolof Textiles, University of Borås.  
4Svengren Holm, L, Mouwitz, P. 2012. Need for Support and Training. Reportwithin Baltic 
Fashion project. 
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rize what we have found important actions to achieve this objective. The 

discussion below is based on a questionnaire about need for support and 

training that was answered by 16 fashion SMEs and on two roundtable 

discussions with another ten fashion SMEs.  

 

Access to capital and financing 

The obvious concern for all companies answering the questions about need for 

support and training is access to capital for expansion. The different solutions 

that are offered on the market are not satisfying and enough for the needs of the 

companies. It is important also for small fashion companies to have access to 

competence in economy. For the first phases there is a possibility to be part of 

the fashion incubator that offers this kind of service. But when the company 

grows they very soon need and want to have economic competence internally.   

 

Production of small volumes 

Production of small volumes is a challenge especially for SMEs. Production 

competence and opportunities more locally would be an advantage. As textile 

manufacturing was outsourced from Sweden during the 1970s there is today 

also a lack of production competence in Sweden. Many fashion SMEs would be 

willing to use Swedish raw materials, for instance wool and linen, to enable a 

local production. Research projects with the Swedish forest industry are aiming 

at developing cellulose based fibres and could in the long run provide locally 

produced fibres.  

 

Marketing  

Marketing is essential for all fashion companies but it rather easy to find 

competence, especially in branding and PR. More difficult, and where many 

fashion companies saw a need for education and training, is in sales and 

distribution, especially when it comes to the development of e-commerce 

strategies and solutions.  

 

Internationalization 

Internationalization is considered important and most companies want to 

export very soon after having started their business. To succeed internationally 

the companies need to have personnel resource for regular and frequent contact 

with international partners and being present on the markets; good knowledge 

about the fashion and retail industry of the markets to enter; good legal 

advisors for contracts and good knowledge about technical import regulations 
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of the country to enter. This means that the company need to have built an 

organization that can handle these issues.  

 

Sustainability – ambiguous topic 

Sustainability was not a topic that evoked a lot of interest when asked for areas 

that are problematic for growth. Despite this it is an area where the companies 

believe they need to increase their competence because they all want to act in a 

sustainable way. One reason why it has not been mentioned at the roundtable 

discussion before we brought it to the table could be that sustainability issues 

do not prevent them from growing or cause them any larger troubles in their 

daily operations. They do not feel any pressure from their customers to become 

more sustainable, although they do feel a pressure from themselves and a need 

to become more sustainable. Many of them use organic cotton and are searching 

for sustainable materials, but most of them would not claim that they are 

sustainable. One reason is that they do not think that they have total control of 

the production process; another reason is that it is not an issue for their 

customers.  

2. SWOT ANALYSIS –based on the information from project products (needs of SMEs, 
results of the round-tables, Production Mapping, Innovative companies, Business 
Training offers/needs, Innovations Digest). 

 

Based on the research about need for support and training we have done an 

analysis of the current situation for fashion SME:s in Sweden, its strength and 

weaknesses in order to define what action to focus on in the near future. Future 

actions are also dependent on what happens in the surrounding. Some events 

and developments we are part of; many of them we cannot influence but have 

to consider when taking action.  
 
Strength 

• The success of several Swedish fashion brands has created role models also 

for young fashion designers and a self-confidence that Swedish fashion can 

compete internationally.  

• The Swedish fashion that has succeeded internationally in general have a 

good quality, high fashion impact and are sold at a medium range price 

level. The Swedish market and its strong fashion retailers have pressed the 

price level and also forced fashion design companies to focus on costs, 

price levels and deliver a good quality to medium range prices.  
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• There is a high awareness among most fashion enterprises about 

sustainability problems and a desire to act in a sustainable way.  

• Many talented new fashion designers have been recognized at fashion 

shows in Stockholm, Copenhagen and London; and some other cities’ 

fashion weeks. 

• Stockholm fashion weeks attract more international journalists than some 

years ago and this contributes to a strengthened confidence in Swedish 

fashion. 

• A broader interest for fashion among consumers, media, business and 

policymakers, also among economy related actors, is an opportunity for 

new kinds of collaborations, new fashion businesses, but also a interest for 

fashion quality.  

• Collaboration among different organizations of the fashion industry in 

Sweden, which enables coordination of actions and avoidance of clashing 

interests.  

Weakness 

• There is a lack of funding for new fashion entrepreneurs in general and 

financing of production of larger collections in particular.  

• Many fashion SMEs have a vulnerable economic situation, which prevents 

growth.  

• There is a focus on the core business of fashion and little expansion to 

other product and service categories.  

• Lack of business training, especially marketing and sales – nationally and 

internationally, among fashion designers and lack of network outside their 

own discipline. 

• Small volumes make it hard to find producers at reasonable costs. There 

are few producers in Sweden, mostly specialized in technological and 

specialized textiles. 

• Swedish market with several strong retailers press the price level and the 

Swedish consumers restrictive to pay premium quality and premium 

prices. This pressure is both a positive and a negative situation as it forces 

every designer to be very conscious about costs.  
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Opportunities 

• Scandinavian fashion is receiving a great interest and media attention in 

several international countries 

• Development of Internet as a channel for sales is an opportunity to reach 

new markets. 

• Collaborations among several fashion organizations in Sweden that can 

support fashion SME:s in a more effective and efficient way have been 

initiated. Dialogues between these organizations started in 2012.  

• Several fashion SMEs express a desire for local production. This means 

both European and Swedish production facilities. New opportunities for 

having local production could emerge also in Sweden. Some producers 

have in-sourced production and other producers have said that they are 

interested to have more contacts with Swedish fashion designers. 

• Research for new fibres can make local fibres based on cellulose available.  

Threats 

• Economic recession and financial crises will continue to affect fashion 

shopping negatively.  

• Scarcity of fibres can lead to higher prices and affect cost level negatively. 

• Fashion trends changes and will decrease the interest of Scandinavian 

fashion. 

• Lack of technical skills for production in Sweden.  

3. VISION – Where do we want to be within 8-10 years 

 

• Sweden has a vivid, innovative and international fashion sector with a 

steady flow of new enterprises 

• Swedish fashion industry is sustainable; socially (ethically and culturally), 

environmentally, and economically. 

• Sweden is well known internationally for its fashion research and 

education 

• Good collaboration among different service organizations in the fashion 

sector and a stable platform for supporting activities 

• Integrated and co-ordinated actions on a political level. 
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4. OBJECTIVES 

 
Mid-term objectives (3-5 years) 

 

• Sweden has an on-going financial funding system for start-up fashion 

SMEs.  

• A stable financial funding for a national fashion incubator 

• There is an effective and efficient system for a closed loop of textile 

materials, i.e a working return system for clothes and textile products.  

• Fashion designers are trained to use tools for decreasing the negative 

effects on the environment 

Long-term objectives (8-10 years) 

 

• Local production according to the needs of the fashion SMES available in 

Sweden and/or BSR 

• Sustainable fibres (for instance based on cellulose) available for the textile 

and fashion industry 

• Competitive and innovative fashion industry with a broad and diversified 

range of products 

• Well informed consumers concerning sustainability and quality of textile 

products 

5. BUSINESS ACTION (STRATEGY)  

How we are going to achieve our vision and our objectives. Steps to do to be here. 

• Regularly up-dated statistics about the Swedish fashion industry to 

demonstrate the value for the Swedish economy and society. Responsible 

actor Association of Swedish Fashion Brands but also government 

• The collaboration within the framework of the National fashion incubator 

that was initiated by the Fashion Incubator in Borås and financed by 

Vinnova has been an effective and efficient platform for carrying out 

research about the fashion industry and organizing different activities that 

supported fashion SMES; for instance Pop-up stores in Stockholm. This 

umbrella organization could take on many of the activities that will 

contribute to vision stated above; for instance taking responsibility for up-
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dating the web page that was developed within the Baltic Fashion project. 

Responsible actor: Fashion incubator, Borås 

• Lobbying the government for creating a basic guarantee fund to enable 

start up financing. Responsible actor(s): shared between the trade 

organizations and the National incubator  

• Involving banks and other financial institutes for contributing to basic 

funding: Responsible actor: National incubator 

• Develop research projects that support the mid-term and long-term 

objectives. Responsible actor: Swedish School of Textiles in collaboration 

with other researching institutions, trade organizations and companies 

6. GENERAL CONCLUSIONS 

 

There are good opportunities to create a roadmap with activities and milestones 

to achieve the objectives and reaching the vision. Despite a tough market and 

economic situation there are many Swedish fashion companies who are doing 

fairly well and showing good result. The recent started collaboration between 

trade organizations and associations as well as researchers has proven efficient 

to reach several goals and carry out activities.  


