
 6th Central European Conference in Regional Science – CERS, 2017  - 62 - 

 

Dimensions of sustainable value chains: implications for creative 

and non-creative industries  
 

 

EMÍLIA MADUDOVÁ 

Žilinská univerzita v Žiline 

Univerzitná 8215/1, 010 26 Žilina 

Slovak Republic 

Emilia.Madudova@fpedas.uniza.sk 

 

 

Abstract 
The paper provides a deeper look into value chain logic in value chain relationships in a creative and non-creative 

industry value chains. In recent years, value has been recognized as a key factor in better understanding consumer 

behavior and thus gaining competitive advantage. Value chain analysis can expose strategic and operational 

misalignments within the value chains, and the consequential misallocation of resources and hence opportunities for 

improvements which create value and economic sustainability. In recent years, creative industries play an important 

role in the national development policies in many developing countries. Creative industries can be both high-tech and 

high-touch, highly creative,  with potentials in economic development. There are huge differences in the value chain 

and supply chain relationships between creative and non-creative industries and it is not possible to generalize these 

relationships in one value and supply chain for both creative and non-creative industries. For this reason, the paper 

describes dimensions of sustainable value chains of creative and non-creative industries in the context of industry 

analysis, value chain processes, support and related environment and evaluation of the relationship of stakeholders 

for both creative and non-creative industries. Findings present main differences, generalized value chain models for 

both creative and non-creative industries. The paper also takes into account the creation of value chain approach that 

describes the vertical and horizontal linkages. The value chain conception is important for the identification and 

development of the enterprise. The value creation activities can be a core competitive advantage which centers on 

fostering relationships with key actors who can derive benefits from each other´s value chain. Adopting the border 

dimensions identified will allow value chain analysis to become more widely applicable, and more relevant in business 

scenarios, where there is a growing imperative to include social, environmental and creative impacts into business 

strategies. 
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1 Introduction 
Creativity across organizational domains, which is reflected in products and services, is a critical 

element together with an innovation of a firm’s competitive advantage. In the creative industry, a 

firm’s profitability and sustainability are largely determined by the extent to which the firm can 

embody creative ideas and manifest them as innovation in products and services in such a way that 

meets changing customer demands (Amabile, 1998). To achieve organizational competitiveness, 

executives are required to possess not only sufficient resources but also leadership to effectively 

drive creativity and innovation in their organization (Corejova and Al Kassiri, 2016; Soltes et al., 

2016, Stofkova, K., Stofkova J., 2010)  
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Creative firms typically operate in markets that are dictated by the need to differentiate products 

from rivals, catch up market trends quickly, rely upon substantial resource investments, and operate 

under the threat of disruptive innovation. Such markets that are once considered safe have become 

more volatile with new entrants bringing in new and at times, disruptive innovation (Christensen, 

1997). The goal of this paper describes value chain logic in value chain relationships in a creative 

and non-creative industry value chains. There are huge differences between creative industries and 

their characteristic features, for this reason, paper focuses mainly on fashion and apparel industry.   

 

2 Theoretical framework 
Exclusivity: no longer added value of creative sector 

Creative sector has mostly been recognized for its intangible asset of this market its exclusivity. 

Distribution, pricing, and consumer strategy continue to be the tactical priorities for managers. In 

fact, brands should take into account these contemporary market dynamics, and undergo a primary 

pattern change if they desire to succeed and compete in the future. For instance, the primary 

intangible asset of fashion luxury market (i.e., -its exclusivity), is no longer sufficient to add value 

to the brand or to make it grow as well. Today’s luxury fashion consumers are not inclined to accept 

high prices as the sole symbol of luxury and may be attracted to a brand for other reasons. For most 

consumers, the word ‘luxury’ implies ‘quality’, ‘refinement’, and ‘rarity’. (Caniato, Caridi, Crippa 

and Moretto, 2012) The luxury aura is also linked to feelings such as ‘superiority’ over the 

‘ordinary’ and is in general related to image and craftsmanship as fundamental components of 

business performance. In the globalization era, firms in the fashion industry are faced with rapidly 

increasing competition. With the frequent and rapid introduction of new technologies, executives 

are required not only to strengthen their firm’s efficiency and productivity but also to increase 

levels of creativity and innovation in their firm’s products and services. In a highly competitive 

and fragmented apparel industry, for example, intense competition exists among designers, 

manufacturers, distributors, and retailers. Executives of firms in this industry are required to 

quickly adapt to seasonal changes in consumer demands while devoting greater resources to 

establishing brand recognition and adopting aggressive pricing policies. The fashion industry is 

thus subject to frequently and rapidly evolving fashion trends that impose great pressure on firms 

to continuously offer creative and innovative products and services to defend and grow their market 

shares and to strengthen the brand name. (Kittilaksanawong, 2016) 

 

In order to meet new challenges, the creative industry can simultaneously transmit an aura of 

exclusivity, culture, prestige, and luxury (Adam, 2014; Codignola, 2015; Findlay, 2012; Graw, 

2009; Horowitz, 2011; Martorella, 1996). Moreover, art, what is a basic element of the creative 

industry, stimulates creativity and imagination (Findlay, 2012) which may be considered as 

elements for a pleasant and rewarding personal experience.  

 

The importance of respecting the supply chain 

In recent years, value has been recognized as a key factor in better understanding consumer 

behavior and thus gaining a competitive advantage (Gallarza and Saura, 2006).  The chain of values 

or value chain conception mainly concentrates on the added value. Added value is an amount added 

to the value of a product or service. (Gereffi and Memedovic, 2003; Corejova and Imriskova, 2010) 

differ two types of the value chain, according to who evaluate the added value in the value chain. 

In the Producer, driven value chain, the producer apperceives the value added and the value 

change in the transition process to the creation of the profit.   The profit is made up of volume and 
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scale. In the Buyer-driven value chain, value added is represented by the difference between 

utilitarian value and the hedonic value. 

 

(Fearne and Martinez, 2012) argue that to be relevant to the current business context, existing 

approaches to value chain analysis needs to adopt more holistic (sustainable) perspectives. These 

include addressing external factors, such as health, environmental damage, and poverty, which can 

offer opportunities for a chain to create shared value (Porter and Kramer, 2011). To identify these 

perspectives, (Fearne and Martinez, 2012) propose three dimensions which researchers can use to 

ensure that value chain analysis contributes to sustainable value creation. The first dimension 

addresses the boundary of analysis (intra-firm / inter-firm chain / external stakeholders). This is 

significant because the competition is increasingly between supply chains rather than between 

firms. Supply chains are being held accountable for their members’ collective environmental and 

social impacts, and external stakeholders are influential in creating value. The second dimension 

reflects the breadth of sources and beneficiaries of value created by the chain (cost, waste reduction 

/consumer and customer value / shared value). While value chain analysis originates in the 

management of operations, (Shank and Govindarajan, 1992) argue that value-added is not just price 

recovered minus costs incurred, and, along with (Dekker, 2003), state that value chain analysis 

should also look at activities as potential sources of differentiation, and so distinguish between 

value chain analysis that focuses narrowly on efficiency and that which extends to effectiveness 

(Zokaei and Simons, 2006). This effectiveness traditionally concerns creating value for customers 

and consumers, which is considered first but also needs to encompass shared value with the wider 

community. The third dimension considers governance, which Gereffi defines as “authority and 

power relationships that determine how financial, material and human resources are allocated and 

flow within a chain” (Cattaneo, Gereffi and Staritz, 2010). Accordingly, this dimension contrasts 

value chain analysis studies which ignore relationships from those that determine whether they are 

dominated by the appropriation of value through the application of channel power (Cox, 1999) to 

those which assess whether firms collectively have the resources and competencies necessary to 

form and sustain collaborative relationships driven by the creation and flow of value. 

 

While supply chains are highly compartmentalized in their nature and limited in the type of 

information shared and the direction that the information travels, value chains, on the other hand, 

are  necessarily collaborative networks requiring coordinated efforts, high level of trust and shared 

forecasting and inventory management (Corejova and Imriskova, 2010). In the supply chain, actors 

offer up competitively compelling value propositions to meet specific needs of other actors in the 

network. 

 

The Difficulties of Fashion Supply Chain   

Due to rapid international business development, fashion supply chain networks have become 

interrelated, and fashion companies have begun outsourcing several business functions, purchasing 

raw materials, and having production done in other countries (Brun and Castelli, 2014). In order to 

advance the business performance, operations throughout the chain should be coordinated with 

other partners in the network, featuring material suppliers, manufacturers, brand owners, retailers, 

and end-consumers simultaneously (Karaosman and Brun, 2016). In supply chain model, local 

companies are the ones that govern the supply chain and design the product or service offered. This 

is often considered as a case of brand owners in the fashion industry since they provide the direct 

contact to the customer. In terms of economy, the delocalisation of production to the Far East has 

capsized the economic growth of the fashion and apparel industry in Europe (De Brito, Carbone 
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and Blanquart, 2008). On the environmental axis, chemical and energy use is intensive, and 

logistics operations cause a significant amount of greenhouse gases emissions. Finally, as for the 

social aspects, ethics and health and safety issues globally expose ‘behind the showcase’ features 

of the fashion and apparel industry. Creating a fashion supply chain by driving shared values for 

societies, environments and businesses are a challenge fashion companies face every day. Despite 

the interventions from governments and businesses, problematic issues such as child labor 

violations, unethical working conditions, toxic products seem to perpetuate. 

 

2 Methods 

The research carried out two types of information sources – the secondary and the primary data. 

The secondary data were collected with the theoretical basis, for the reason of the evaluation of the 

importance and necessity of describing the issue of the value chain. The object of the primary 

research was the fashion and apparel value chain. Primary research was conducted with the aim of 

describing the value chain of Carpisa brand and consequently describing the connections to global 

fashion value chain and differences of creative and non-creative areas of this industry. When 

analyzing the value chain, the fashion and apparel industry was mapped, as well as the important 

participants and components of the value chain processes, supportive and related environment was 

evaluated in the relationship of stakeholders. Authors had also taken into account the creation of 

the value chain approach that describes the vertical and horizontal linkages defined by the several 

authors in the past (Gereffi and Memedovic, 2003; Corejova and Imriskova, 2010). Described value 

chains reflect the recent trend of fashion and apparel industry.  

 

3 Results 
Creative industry value chains are often differentiated and are complex without a strong organizing 

entity. The value added scale and the relationship of the value and supply chains differs. This 

difference is based on the creative industry and the character of the creative activity (creative 

original producer or creative service provider). Even when the creative sectors act independently 

on the market, one of the features of the creative sector is, that some creative sectors are involved 

in the others creative sector there is a strong linkage between involved creative sector. An integral 

part of every creative product and service is marketing communication, for this reason, the creative 

sector of Advertising and Marketing constitutes a network with the majority of creative sectors.  IT 

sector is tied to all the creative sectors in relation to special programming and software solutions 

in Film, TV, photography sector, music and performing arts, a new way of fabric printing in fashion 

design etc.  

 

Creative industries comprise also a variety of subsectors. Creators of the creative product are 

creative originators, who through creative enablers/facilitators disseminate and distribute and 

disseminate the creative product to the customer (Table 1).  The main trend in value chain logic is 

based on the exchange of user-generated content for merchandise and non-monetary rewards such 

as prestige and visibility inside the consumer community. While in non-creative sectors, attitudes 

and consumption are formed from the utility and economic concept of utility maximization, when 

consumer attempts to get the greatest value possible from expenditure of leas amount of money 

and consumer objective is to maximize the total value derived from the available money, in creative 

sectors, consumer attitudes are formed from values as uniqueness, originality, difference and 

mainly creativity. Creative industries can be defined as the creative original producers, creative 

service providers, and creative content producers. Many non-creative sectors copy or take an 
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inspiration from the creative sectors. The paper presents some of the differences at the example of 

the apparel and fashion industry, an especially example of Carpisa brand selling bags and other 

products. Even when nature of this type of business belongs to the creative industry, the Carpisa is 

an example of non-creative branding, for the reason of its value chain. Carpisa has an associated 

business with its distribution franchise system. Kuvera SPA allows entrepreneurs open a store only 

in larger cities with a minimum population of 40,000 inhabitants in shopping centers with a 

frequency of at least two million visitors per year. The Franchise contract provided by Kuvera SPA 

is valid for at least five years, with possibility be prolonged under the contract terms.  Every single 

store operating in any country acts as a separate economic entity, what means, that national 

affiliations are absolutely independent.  

 

Primary activities are tied with the core activities of Carpisa (Figure 1). Their activities are directly 

related to the purchase and inbound logistics, sales and consultancy which represent the main 

activity of each Carpisa store. Kuvera SPA, which includes the Carpisa brand, is manufacturing 

company, but Carpisa Slovakia is not.  For this reason, there are not seen the activities such as the 

material acquisition and other inputs acquisition typical for manufacturing company or 

procurement of other inputs that would be used in the reproduction process is not carried out in this 

company. Each store at the national level order the goods from the Kuvera, SPA. Because of 

franchising concept, all the goods that Kuvera, SPA produce must be shipped to each store. The 

franchisee can only manage the amount of the order. In an exceptional case, the franchisee can 

order the goods customers are the most interested in, but only in the case, they are in Kuvera stock. 

Because each store acts as a separate franchise concept, it is not possible to be informed through 

any on-line system about the availability of goods in another store at the national level as necessary. 

If any goods are not delivered or different goods are delivered, this fact will be resolved within the 

next delivery. The franchisee should keep stock in such quantity that products are available to 

customers in all models and colors. Storage capacity is large enough for this stock management 

and related costs are acceptable. The Carpisa warehouse does not use any storage method, such as 

the FIFO or LIFO method. The core Carpisa activities are sale of handbags and wallets, women's 

and men's handbags and wallets of various models, sizes, colors and various materials such as 

imitation leather eco-leather or leather; suitcases, of different sizes, colors and materials as well.  

Employees offer an exerted advice to customers related to parameters, maintenance, and 

accessories. Customers of Carpisa can call to each store within the opening hours to get information 

such as availability, opening hours, or information about maintenance of purchased goods. Slovak 

customers have access only to the web page in English, Italian and Spanish language. Carpisa uses 

the celebrity branding marketing, when uses world-famous celebrities promoting its products. For 

the reason of franchise concept, the individual stores can be furnished according to the 

requirements of the franchisees. The store design must be consistent with the franchising contract 

with Kuvera SPA, this part is called “visual”. This “visual” except construction design consist of 

all the products layout in the store. This “visual” is managed once a week by the Kuvera SPA 

management.  

 

Creative industry makes more high fashion and no mass fashion goods, while non-creative industry 

makes “mass fashion” goods. There is a huge problem with setting apart creative and non-creative 

industry respectively industry, that appears, at first sight, to be creative. Many firms not only from 

the fashion industry but also from the other creative industries, that seems to be creative and 

presents themselves as creative, only copy creative products. It is well known, that many IT 

products and components are made and produced in China and offered worldwide. The fashion 
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industry is no exception. As an example can be presented “business model” of not only European 

traders buying fashionable clothing from Chinese warehouses that copy the most famous designers 

in Italy (mainly Prato and Milan) and sell them as their original creative product. Italy produces 

45% of all clothes made in the EU. China's textile industry is a world beater, accounting for over 

60% of world chemical and synthetic fiber production. Cotton production is lower, but still large, 

at over 20% of the global total, ranking only behind India in 2016. The trend, however, is 

downwards as China is caught between rising domestic costs, persistent technical and distribution 

advantages elsewhere (Figure 1).  

 
Table 1 Value chain Mechanism of creative fashion industry 

Creative 

Field 
 

Involved 

Creative 

Sector 

Creative 

Originators 

Creative 

Enablers/Facilitators 

Creative 

Distribution 

Mechanism 

Public 

Institutional 

Involvements 

Fashion 

Design 

Creative 

Original 

producers 

Advertising 

Film, TV 

Radio and 

Photography, 

IT, 

Music, 

performing 

and visual arts 

Fashion 

Designer 

The employee, who 

does: 

Sew, Dye, Spin, Weave, 

Cut... 

 

Fashion Salon, 

Media, 

Fashion 

Magazines, 

Fashion Show 

Beauty Salons 

Production 

Agency 

Modeling 

agency 

Sponsors 

Educational 

Institutions 

Source: Author 

 

Fast fashion concept 

Carpisa uses a fast fashion philosophy concept. Fashion is the practice of rapidly translating high 

fashion design trends into low-priced garments and accessories by mass-market retailers at low 

costs. Emphasis is on optimizing certain aspects of the supply chain for these trends to be designed 

and manufactured quickly and inexpensively to allow the mainstream consumer to buy current 

clothing styles at a lower price. This philosophy of quick manufacturing at an affordable price is 

used in large retailers such as H&M, Zara, Mango, Esprit, C&A. There are a number of elements 

that are key to the fast fashion process, namely: the price of the garments and accessories; the 

method and timeline of manufacturing; the trend-based nature and dispersibility of the clothes 

themselves.  

  

https://en.wikipedia.org/wiki/Mainstream
https://en.wikipedia.org/wiki/Consumer
https://en.wikipedia.org/wiki/H%26M
https://en.wikipedia.org/wiki/Zara_%28retailer%29
https://en.wikipedia.org/wiki/H%26M
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Figure 1 Comparison of creative and uncreative parts of fashion and apparel industry value chain 

 
    Source: Author  
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4 Conclusion and Discussion 
The changing dynamics of the fashion industry have forced retailers to desire low cost and 

flexibility in design, quality, and speed to market, key strategies to maintain a profitable position 

in the increasingly demanding market. At a macro level, China has for years aspired to move up 

the value chain, to capture more of the higher skilled components of the global supply chain. In 

keeping with this, China was content for the low-value textile industry to relocate to South East 

Asia in search of cheaper labor. But now, as China's own costs rise still further, they find 

themselves competing against long established, higher quality production centers like Italy, and 

losing out. The creative sector is unlikely of mass production. Creative industry more respects the 

customer individualism, values and requirements. There is always any creative sector involved. As 

written above the there is also the necessity of the creative originator who through the creative 

enablers/facilitators create the creative product and through the distribution, mechanism brings this 

product to the customer (Table 2).  

 
Table 2 Fast vs. creative fashion industry 

 Fast fashion industry Creative fashion industry 

Business model Reducing the time cycles from 

production to consumption 

Based on exclusivity and value added 

Novelty 

Trend based, line-for-line copies of 

designer good 

New, original 

Existing knowledge New knowledge 

Costings Low production in developing countries High capital-output ratio 

Factor intensity of production 

Rentability High profit margins Lower profit margins 

Price Low cost High priced 

Manufacturing Rapid rate of manufacturing Slow rate of manufacturing 

Product Availability Every four to six weeks or more 

frequently  

Seasonal  

Production time Two to three weeks Customer needs and inputs requirements 

dependent 

Penetration High Low 

Marketing philosophy Frequent availability Creative author branding 

 Celebrity branding  

Disposability High Low 

Quality Low High 

Complementary goods origin India, Cambodia, Vietnam, Indonesia, 

Turkey, China… 

Handmade, local market, China, India… 

Environmental sustainability Mass production means an enormous 

waste of resources such as fuel and 

water. 

Using high-quality complementary 

goods, with the long life cycle. 

Side effect 
Usage of chemicals and pollutants  

Increase in waste 

Usage of chemicals and pollutants 

Decrease in waste 

Source: own processing 

 

Very important role and more important than in non-creative sector pay in the value chain the key 

public institutional involvements. These actors can also build up stake holders groups including 

industry associations, regional development agencies, chambers of commerce, municipalities, 

business networks, educational institutions etc. All these networks should promote a conductive 

creative environment. Nowadays, it has become more important for firms in the creative industries 

to have different competencies (to have creators, distributors and technological professionals). Not 

only different professionals with these skills but also increasingly professionals, that have all these 

different skills. The supply chain mainly generally consists of creation, production, dissemination, 
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exhibition and consumption, the value chain differs. In all the steps of the value chain, from the 

creative process to retail and consumption, secondary economic fallouts are expected with the 

creation of employment. For example, creative industries generate work opportunities for logistic 

and transport companies, when selling the creative products, as well bringing economic spillovers 

to other sectors, for example, by sourcing cotton fabric for the production of some art crafts, 

fashion, etc. Strategic alliances and joint ventures are becoming increasingly important for the 

creative industry as well. Knowledge is transferred among partners in the network and thereby the 

importance of partnership in the chain increases since it allows maximize value and optimally 

overcomes business challenges. A critical mass of each of the value, supply and demand chain 

actors is a necessary condition for industries growth. Building a critical mass of supply chain actors 

can help emerging industries within a region. Moreover, industry value chains are often complex 

without a strong organizing entity. As written above, the creative thinking is the most value added 

but without the existence of innovation, collaboration, contrasting abilities and styles of thinking, 

creative enablers, distributors and public institutional involvements and mainly the demand, the 

creative industries will not have sufficient conditions for progress, development, and prosperity 

what can lead to copying, duplicating, replication and reproduction of creative products by non-

creative sectors or parasitizing of “creative” firms on not own creative ideas.   
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