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I Introduction

Market research was conducted on a rep-
resentative group of the clothing indus-
try which produces sportswear, such as
winter sports clothing, e.g. clothing for
snowboard and skiing, fitness, bicycle,
diving and surfing wear. The research was
carried out, by using questionnaires and
by directly interviewing the people who
manage these companies-among others.
The data which were collected during
2006 and 2007 and are presented in this
article are the result of a research attempt
the first time carried out in Poland.

I Results of research

The research mainly concerned study-
ing the abilities connected with building
brand strategy i.e., proper use of market-
ing action, building image in order to get
clients’ attention, to obtain legal brand
protection etc, which are indispensable
for the correct functioning of a company.

Whilst conducting research connected
with this issue, a key question was asked
that was to check if the brand is important
for the activities of those companies.

The question was: “Is brand a key ele-
ment of product strategy and does it have
a great influence on the attractiveness of
what you offer?”

The results prove that the companies
should undertake action that would make
building a brand a crucial element in their
company strategies.

The Ability to Build a Brand in the Single
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If this is true, it will be seen from fur-
ther, more detailed research whether any
special actions of the companies have
been undertaken connected with using
branding.

At first, main aims were created by the
companies. Out of eight possibilities,
the companies highlighted two of them
which were the most important to them.
The answers are in Figure 1.

The results show a very positive image of
the companies. They confirm the hypoth-
esis that a brand strategy is a company’s
most important aim. It can also be seen
that the companies are aware of this, over
60% of the respondents claimed that the
main aim for the company was establish-
ing a brand product.

A question arises here whether the com-
panies who see brand building as most
important also create it in a correct way.
Further results reveal a worrying fact:
only 14% of companies want to get into
market niches, as well as it is precisely
searching for, and acting in market nich-
es, notwithstanding that it is the main
chance for the Polish sportswear market
to become viable [1].

When offering a product to clients, it is
necessary to use correct marketing action
which might help to create a brand and
show the consumer that they need to buy
the product.

That is why it is extremely important,
from the viewpoint of brand strategy, to
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choose the best instruments for specific
market needs.

The best instruments in the sportswear
market are sales, internet advertising and
newspaper advertising in specific maga-
zines [2].

The results of the studies show that Polish
sportswear producers can use direction
promotion —mix instruments quite well in
their market. Over 90% of the companies
studied have their own website and inter-
net advertising is the main instrument to
attract clients.
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Figure 1. The most important aims to
achieve among sportswear producers;
A) greater profit, B) introducing new serv-
ices, C) introducing new products on the
market, D) entering market niches and
new market, E) greater share in the market,
F) greater turnover, G) increase in sales,
H)establishingproducts.Sourcefor Figures
1 - 13: Self-research based on a survey car-
ried out in companies;



Next on the list are sponsoring, press ad-
vertising, personal sales, and presenting
products at fairs. Too little emphasis is
placed on sales promotion, which is only
used by 38% of respondents; it should
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Figure 2. Promotion — mix instruments used
by Polish sportswear producers; A) press
advertising, B) TV advertising, C) radio
advertising, D) mail advertising, E) cinema
advertising, F) posters, G) internet adver-
tising, H) website, 1) personal sale, J) spon-
soring, K) fairs, L) sale promotion, M) tele-
marketing, N) public relations, O) product
placement, P) others.
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Figure 3. Sales promotion instruments used
by Polish sportswear producers; A) loyalty
programmes, B) competitions, C) bonus/re-
wards, D) discounts, E) product placement.
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Figure 4. Visual identifiers in the compa-
nies surveyed.

have a prominent role in the market stud-
ied. It is surprising that the group using
sponsoring is extremely large, with an in-
ternational name, which can afford such
a form of promotion, and that smaller en-
terprises also try to use this form, which
can strengthen their brand.

Exact data is shown in Figure 2.

In the “others” section, companies main-
ly highlighted environmental marketing
and advertising banners.

The group was also asked which one of
the promotion forms listed was the most
important to them in gaining clients. A
great majority pointed to internet adver-
tising and their own website.

Because of the importance of using sales
promotion in the sportswear market, dif-
ferent types of such promotion were test-
ed, which is shown in Figure 3.

The results show that practically all the
companies surveyed mainly used sales
promotion in the form of discounts,
whereas other forms did not matter so
much.

Further questions directed at the compa-
nies were strictly connected with brand
strategy.

The first question was to do with brand
identifiers, which are an indispensable
element of creating a successful brand.
Here the research shows those companies
in a positive light. To the question: “Does
your company/product have visual iden-
tifiers (name, logo, colour)?”, most re-
spondents answered positively. None of
the companies answered “I do not know”,
which shows knowledge of the issue.

The results are presented in the Figure 4.

The degree of identifiers and their impor-
tance to the brand were also tested as part
of marketing action (Figure 5).

The results show that creating brand
identifiers plays a very important role in
running general marketing action by the
companies.

Over 70% of respondents highlighted this
as a crucial element in their action. Much
worse was the question of whether their
brand had a positive image and was wide-
ly recognized among clients. In this case,
only 40% of the companies asked claimed

to have such a brand, which is a worrying
fact. It shows that they do not care for
their brand, and do not carry out market
research, and are not aware of the issue.

Results are shown in Figure 6.

A very important element of this hypoth-
esis is to establish if the companies build
their brand well.

A proper way of building a brand needs
to include the following 7 stages of ac-
tion: determining the needs of customers,
determining identity and building desir-
able brand image, testing the product,
choosing the best project, law protection
of brand, introducing brand to the mar-
ket by means of marketing activity, con-
trolling introduced brand on the market,
which will guarantee efficiency among
the enterprises [3].

Omitting any of them will not allow the
brand to function well, develop or be per-
ceived well by potential clients.

Analysing the data received, it needs to
be stressed that Polish companies pro-
ducing sportswear do not have a good
image in the field of brand creation. Only
5% of the companies tested go through
all seven of the stages. A conclusion can
be made that Polish sportswear producers
cannot build a brand effectively, which

very important important
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Figure 5. Importance of brand identifiers
for marketing action among Polish sports-
wear producers.
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Figure 6. Those companies having a posi-
tive brand image and a high degree of
recognition among the Polish sportswear
producers.

FIBRES & TEXTILES in Eastern Europe April / June 2008, Vol. 16, No. 2 (67)



surely lessens their competitiveness in
the Single European Market. Detailed re-
sults are presented in Figures 7 and 8.

From the data presented in the graph, it
can be seen that companies mostly use
only 3 stages in creating their brand.
Most often they specify buyers’ “needs”,
which shows that they use marketing
analysis, which is, of course, beneficial,
but not enough to create a strong brand.
More rarely they use “legal brand protec-
tion” and “controlling of the brand intro-
duced on the market”.

Results of the research unfortunately
show that in the market analysed the
process of creating a brand does not flow
in a continuous and planned way; very
often it does not include many important
elements, and because of which produc-
ers do not have an opportunity to build a
really famous brand which would build
the company’s esteem.

Another very important question which
influences company success is for a brand
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Figure 7. Number of stages used by the
Polish sportswear producers in creating a
brand.
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Figure 8. Use of individual stages of brand
creation by the Polish sportswear produc-
ers A) determining the mood of customers,
B) determining identity and building desir-
able brand image, C) testing the product,
D) choosing the best project, E) legal pro-
tection of brand, F) introducing brand to
the market by means of marketing activity,
G) controlling the brands introduced on the

market.

to have a positive image which produces
favourable opinions among clients, and
makes company workers feel more a part
of the corporation.

Most of the time marketing is associated
with action directed at the external client.
In campaigns promoting a company’s
brand, they do not always appreciate the
significance of another important group —
their own workers.

Their conviction towards the brand and
their faith in its success undoubtedly in-
creases the efficiency of the company’s
operation. It is important that worker
activity is in accordance with the promo-
tion campaign and with the intentions of
the directors. Mostly, however, internal
communication is limited to informing
workers generally about the planned ac-
tions of the company.

Stressing internal communication makes
workers understand the brand, and may-
be even gets them really engaged in the
company’s development. Furthermore,
it allows workers to maintain a vision of
the brand while performing everyday du-
ties [4]. Also, this element was touched
upon in the research.

Respondents were asked two questions,
thanks to which a picture of a company’s
internal communication was created.

At first, they were asked whether there
had been research concerning how the
brand was perceived by the workers.
This was performed in order to ascertain
whether the directors’ assumptions were
in accordance with the workers’ actions,
and whether communication was work-
ing properly. The second question con-
cerned this issue in the future. The results
are shown in Figures 9 and 10.

The results above show that most of the
companies do not use the possibility giv-
en by internal communication, which is
a lost opportunity to build brand identity
and create a positive image.

The same question was asked about cli-
ents and the situation looked a bit more
favourable, but a change in thinking is
also necessary. Client loyalty is condi-
tioned by many factors and it is more and
more difficulty to gain.

Therefore, it is necessary to get all these
information from clients which will help
to create a better brand. It increases the
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Figure 9. The number of companies among
the Polish sportswear producers where
there were researches among the workers
concerning what they think of the brand.
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Figure 10. The number of companies
among the Polish sportswear producers
where there will be research among com-
pany workers concerning what they think of
the company s brand.
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Figure 11. Number of companies where
there were questionnaires among clients
concerning what they think about the brand.
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Figure 12. Number of companies where
there will be questionnaires among clients
concerning what they think about brand.
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possibility of adjusting the product to in-
dividual clients. Alhough these aims are
more difficult to achieve, their realisation
gives the company a chance to be more
competitive. The number of companies
where there were questionnaires among
clients concerning what they think about
the brand is presented in Figure 11, whe
as those when will be questionnaires are
presented in Figure 12 (see page 9).

There are especially optimistic results of
the research for the future, as over 70%
of the companies are going to carry out
studies among clients, but among work-
ers there was only 39%.

It will dramatically increase the brand’s
position. There is a necessity of position-
ing the results due to the fact that on al-
most every market there are many brand
competing directly with each other.

A frontal attack usually leads to using
these arguments and cannot be effective.
Only offering something completely dif-
ferent guarantees keeping the market.

Positioning allows objective evaluation
of all marketing action that has been un-
dertaken with a view to long - term brand
development. Unfortunately, the research
shows that in almost 90% of cases posi-
tioning is not done, that is the brand is not
evaluated, and companies do not try to
stress the features which would give them
the chance to stand out in the market.

10

60 B)

501

40

301

20

o
| definitely I rather | have no
agree agree opinion

I rather | definitely
disagree disagree

801 E)

60

404

201

0
| definitely | rather | have no
agree agree  opinion

I rather | definitely
disagree disagree

As regards the legal protection of a trade
mark, the situation is much better. From
the research it is evident that over 60% of
respondents had undertaken certain ac-
tions, which were to protect their brand
against illegal use by a third party. It
shows that this as an important element of
a company which needs to be protected.

It can also be seen from businessmen’s
opinions concerning the brand. In the
study there were numerous literature
fragments connected with the brand to
which those questioned had to relate.

There were five positive statements de-
scribing elements connected with the
brand [5].

The respondents’ opinions in response to
the question are presented in graph form
Figure 13.

As seen in Figure 13, almost in every
case,approximately 60% of those ques-
tioned, agree with the statements present-
ed. This confirms their awareness that that
the brand is the overriding asset of a com-
pany, and the only way to remain com-
petitive in the Single European Market.

@ Conclusions

The analysis above concerning the ability
of Polish sportswear producers to create
a brand strategy leads to the following
conclusions:
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Figure 13. The opinion of the studied
enterprises concerning the brand issue.
A) Offering counterfeits or products imitat-
ing brand products is misleading clients, B)
Brands enable a consumer a choice among
many products avaiable on the market

C) It is worth paying more for a brand
product because it has a better quality.

D) Brand products are good for a consum-
er because they give him satisfaction and
fulfil his expectations.

E) Brand products are good for economy
because they support technology develop-
ment and are involved in prosociety actions.

1. Polish sportswear producers are great-
ly aware of the fact that building a
brand and undertaking a strategy con-
nected with it is the key to achieving a
higher level of competence.

2. Polish sportswear producers do not
have enough knowledge to build and
manage a brand properly, because of
which about 90% of those surveyed
do not build their brand well.

3. Only about 20% of the companies
tested linked their actions to search-
ing for and working in market niches,
which are a chance to develop in the
sportswear market in Poland.

4. Polish sportswear producers use pro-
motion-mix instruments correctly,
choosing those that are the best for
their market.
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Institute of Biopolymers and Chemical Fibres
Instytut Biopolimerow i Wokien Chemicznych IBWCh

According to earlier consolidation processes, the Institute of Pulp and Paper Manufacture (ICP) was on July 15t 2007 included into
the Institute of Biopolymers and Chemical Fibres (IBWCh) by the order of the Polish Ministry of Economy of June 5t 2007.
Director of the Institute: Danuta Ciechanska Ph.D., Eng.

The research subject of IBWCH is conducting scientific and development research, as well as implementing their results into praxis
in the following fields:
B processing, modifying, and application of biopolymers,
1 techniques and technologies of manufacturing, processing, and application of chemical fibres and other polymer materials
and related products,
B techniques and technologies connected with manufacturing, processing and application of products of the pulp and paper
industry and related branches

R&D activity includes the following positions, among others:
B biopolymers — modifying and processing,
functional, thermoplastic polymers,
biodegradable polymers and products from recovered wastes,
industrial biotechnology, e.g. bioprocesses for modifying and processing polymers and fibres, and biosyntheses of nano-
biomaterial polymers,
biomaterials for medicine, agriculture, and technique,
nano-technologies, e.g. nano-fibres, polymer nano-coatings, nano-additives for fibres.
processing of polymer materials into fibres, films, micro-, and nano- fibrous forms, and nonwovens,
paper techniques, new raw material sources for manufacturing paper pulps,
environmental protection,

The Institute is active in inplementig its works in the textile industry, medicine, agriculture, plastic processing, filter and packing
materials manufacturing, as well as in the cellulose and paper industries.

The Institute is equipped with unique technological apparatuses and equipment. An outstanding example is the technological line
for fibre spinning by the wet method which enables cellulose, chitosan, alginate, starch, and composite fibres to be spun.

The Institute is member of domestic and international scientific organisations, the following, among others: EPNOE - European
Network of Excellence, Polish Technological Platform of the Textile Industry, European Technological Platform of the Textile
& Clothing Industries, ‘Pro Humano Tex’ Consortium, Centre of Advanced Textile Technologies Friendly for Human Beings,
ENVITECH-Net - ‘Technologies of Environmental Protection’ Int. Scientific Network, ‘Biodegradable Polymers from Renewable
Resources’- Int. Scientific Network. Polish Scientific Network for ‘Nano-technologies in Textile Science and Praxis.

The Institute organises educational courses and workshops in fields related to its activity.

The Institute’s offer of specific services is wide and differentiated, and includes:
B physical, chemical and biochemical investigations of biopolymers and synthetic polymers,
B physical, including mechanical investigation of fibres, threads, textiles, and medical products,
B tests of antibacterial and antifungal activity of fibres and textiles,
M investigation in biodegradation,
B investigation of morphological structures by SEM and ESEM
0 investigation and quality estimation of fibrous pulps, card boards, and paper products, including paper dedicated to contact
with food, UE 94/62/EC tests, among others.
B Certification of paper products.

The Institute is active in international cooperation with a number of corporation, associations, universities, research & development
institutes and centres, and companies.

The Institute is publisher of the scientific journal ‘Fibres and Textiles in Eastern Europe’; the journal is since 1999 on
the ‘Philadelphia List’ of the Institute for Scientific Information.

Instytut Biopolimeréw i Wiokien Chemicznych (IBWCh) Institute of Biopolymers and Chemical Fibres
ul. Sktodowskiej-Curie 19/27; 90-570 £6dz, Poland; Phone: (48-42) 638-03-02, Fax: (48-42) 637-65-01
E-mail: ibwch@ibwch.lodz.pl http://www.ibwch.lodz.pl
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