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1.
INTRODUCTION
The main objective of the project was to identify the current state-of-the-art of the footwear industry and the national
Social Dialogue systems and practices with a view to developing the best possible conditions for the renewal and
adaptation of the footwear sectoral social dialogue at EU level to the occurred and emerging changes in employment and
work.
Such objective has been successfully reached by developing structural sectoral intelligence and by reinforcing the
European Footwear Social dialogue network for systematic information exchange, as well as by promoting an innovative
sector specific and widely accepted approach to Social Dialogue.
Project activities have been implemented through an active, intense and profitable cooperation among the European
Social partners, and between them and their national members. This renewed and reinforced cooperation is among the
most important results of the whole activity.
The project has also allowed:
1) To elaborate an updated analysis of the footwear sector, taking into consideration the relevant indicators showing its
economic structure in the most important countries at continental level;
2) To analyse the evolution of the sectoral social dialogue in five important countries;
3) To perform a complete sectoral SWOT analysis.
The first chapter of this report regroups the latest data describing the economic situation of the sector, its employment and
its main market indicators. It is essentially data-driven, and includes a synthetic description and analyse of the structure of
the sector and of the different competitive factors affecting the sector’s evolution.
The second chapter presents a more qualitative assessment of the evolution of the industrial relations in five selected
countries, with a specific focus on the sectoral national situations. First hand information has been collected through
specific meetings in some of the most important footwear countries in Europe: France, Italy, Portugal, Romania and
Spain.
The third part of the report describes the results of a thorough sectoral SWOT (Strengths, Weaknesses, Opportunities,
and Threats) analysis, carried out by European and national social partners in order to identify the most important issues
that can be addressed jointly at European level. In order to reinforce the competitiveness and growth of the EU sector.
After 16 months of project execution, European Social partners are satisfied with the intelligence gathered that will permit
them to define on a factual basis the priorities of action of the European social dialogue, in order to meet the real needs
expressed by industrial national associations and trade unions.
The enhanced cohesion of Footwear Social partners reached at European Level and the updated set of information
available is expected to be translated in effective actions at European level, based on the priorities commonly defined.

Luc Triangle

Carmen Arias Castellano

Annual Report 2014

5

2.
EXECUTIVE
SUMMARY
The reports title is EUROPEAN FOOTWEAR SECTOR: STRUCTURE, SOCIAL DIALOGUE AND FUTURE,
and FUTURE. Its aim was to provide an updated picture of the European footwear sector, possible thanks to a close
interaction between European and national social partners. The data had to be used for defining future priorities of action
of the European Social Dialogue itself. Information and data collected and elaborated during the 16 months of the project
have been structured in three chapters:

∙ THE EUROPEAN FOOTWEAR SECTOR: OVERVIEW
∙ SOCIAL DIALOGUE IN THE FOOTWEAR SECTOR: COUNTRY ANALYSIS
∙ WHERE LIES THE FUTURE OF THE FOOTWEAR SECTOR: S.W.O.T. ANALYSIS
The different topics provide to the Social partners the necessary information for the definition of sectoral priorities, while
implementing the strategy and objectives of the European Sectoral Social Dialogue.
The first chapter, THE EUROPEAN FOOTWEAR SECTOR: OVERVIEW provides an updated analysis of the
footwear sector, taking into consideration the most relevant indicators showing economic structure, the market dynamics
and a characterisation of the workforce of the most important EU countries in terms of footwear production. It is divided in
four sub chapters.
In chapter 3.1.1 – Structure of the European Footwear Sector, social partners have elaborated Eurostat statistics, in
order to deploy the most important structural information on the sector (data include also the manufacturing of footwear
components, if not otherwise specified). Key findings of this chapter are listed as follows:
● The European footwear sector (including the manufacture of footwear components) accounted for more than 20.000
enterprises in 2013. This number has decreased 18,5% since 2008 and follows an on-going trend, due to delocalisation and
off-shoring of manufacturing to low labour cost countries and the general effects of the more recent economic downturn.
● In 2013, five countries (Italy, Spain, Portugal, Romania and Poland) accounted for almost 85% of European footwear
and components’ enterprises. In these countries, the majority of businesses are concentrated within industrial clusters
and highly specialised industrial regions.
● Small and Medium Enterprises account for almost 95% of the industry total. Differences in the distribution of size-bands
exist, with countries such as Italy and Poland having a significant proportion of micro companies and others such as
Romania having greater balance between all the size categories, including a greater proportion of larger companies.
● In 2013, the footwear sector (including components) reached a turnover of over €27 billion, the highest level for six
years. The footwear sector has been able to recover and improve turnover by €5 billion in a five years period thanks to
continuous investment in innovative high-end products and new markets.
● The geographical distribution of footwear (and components) turnover does not completely mirror the distribution of
enterprises. Italy is still the market leader realising more than half of all aggregate European turnover.
● SMEs contribution to turnover was close to 80% of the total in 2011, 76% in 2012, and 77% in 2013.
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The same sources has been used to elaborate some of the data represented in Chapter 3.1.2 Employment Situation of
the European Footwear Sector, where sectoral employment is analysed on a geographical base, taking into consideration
the incidence of different enterprise size categories and other relevant indicators derived from a survey undertaken
with the national social partners of France, Italy, Poland, Portugal, and Romania. The analysis carried out has allowed
aggregating, among others, the following information:
● There has been a steady decline in sectoral employment between 2008 and 2009 (from over 330.000 to little more
than 296.000). Since then, sectoral employment is rather stable. In 2013 more than 288.000 persons are employed in the
footwear and components manufacturing.
● Italy is the largest employing nation, representing 28% of the European workforce, Romania 18% (whilst only 4%
of turnover), Portugal 15%, with Spain and Poland another 15% when added together. These five countries together
represent more than 75% of the total employees the European footwear industry.
● More than 80% of the European footwear workforce is employed within small and medium enterprises.
● There are significantly more women working within the footwear sector in France, Italy, Poland, Portugal, and Romania
● In these countries, the overwhelming majority of workers are nationals. The highest percentage of foreign workers can
be found in Italy, although non-Italian workers do not proportionally represent more than 4,2% of the workforce.
● The majority of workers are within the 36-55 age category. There is also a relatively high percentage of older workers on
the point of leaving the sector (particularly in France), and a low percentage of workers entering the sector.
● The distribution of jobs demonstrates the predominance of blue-collar workers undertaking roles requiring technical and
production-oriented skills. Technical skills are of outmost importance for the future of the footwear sector, given the quality
of production is one of Europe’s distinctive advantages within the globalised market.
● White collars workers are increasingly important in the footwear sector, witnessed by the higher share of workers in
such category in Italy, which has one of the highest extra-EU export shares of the whole continent. Design, marketing,
logistics, sales representatives are examples of occupations that are growing in importance in the sector.
● The overwhelming majority of workers employed within the French, Italian, Portuguese, Romanian footwear sector
benefit from a permanent employment contract.
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Chapter 3.1.3 Market Trends provides an updated picture of footwear production, exports and imports dynamics, with
details on the value of the different footwear types that are traded in Europe and in the world. The most relevant data
described in the chapter can be summarised as follows:
● Footwear production in value (including components) has increased by 24% between 2009 and 2013
● Footwear exports in value (including components) has increased by 74% between 2009 and 2013
● Footwear imports in value (including components) has increased by 26% between 2009 and 2013
● Europe is one of the biggest global markets for footwear with consumption currently standing at over €23,8 billion. The
trade balance is still negative, but the strong increase in exports is reducing this deficit.
● European footwear is constantly increasing in terms unitary price and of value added.
● Leather footwear (code 152013) represents almost 4/5ths of overall European production, confirming the positioning of
European footwear production at the high-end of the market
● Data on footwear exports in value and in pairs (excluding footwear components) show a significant increase between
2009 and 2013, a period in which exports have increased over 73% in terms of value and by 46% in number of pairs
● The unitary value of European footwear exports is relatively high and has increased in the period analysed, from €27,7
per pair in 2009 to €32,8 per pair in 2013.
● The most important extra-EU export destinations for European manufactured footwear are the USA, Russia1,
Switzerland and Hong Kong
● The unitary price (€/pair) of footwear exported from Europe to extra-EU countries and the one for footwear imported
from extra-EU countries to Europe have significant differences and demonstrates how European exports are based on
high quality, and imports are based mainly on price

1

The impact of the crisis in Russia has resulted on a decrease of EU28 exports to Russia of 227.835 million euros
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The second chapter of the report SOCIAL DIALOGUE IN THE FOOTWEAR SECTOR: COUNTRY ANALYSIS
presents a more qualitative assessment of the evolution of the industrial relations in five selected countries, with a
specific focus on the sectoral national situations. It is aimed at suggesting the EU social partners possible strategies for
supporting the sector in this specific historical period. European Social partners are in fact aware that the adaptation
and renewal of the European Social dialogue cannot be effective without a deep understanding of the current national
situation in key member states. To this aim, first hand information has been collected through specific meetings in some
of the most important footwear countries in Europe: France, Italy, Portugal, Romania and Spain. The meetings have been
organised so to guarantee the contemporaneous presence of Employers representatives and of Trade Unions, in an open
discussion with European Social partners. The collection and elaboration of information has been structured in 4 main
sessions:
● Structure and framework of the National Social Dialogue
● Sectoral specificities
● Social Dialogue meetings and outcomes
● Priorities for European Social Dialogue

STRUCTURE AND FRAMEWORK OF THE NATIONAL SOCIAL DIALOGUES

This part of the survey aimed at analysing the general national situation regarding social dialogue and industrial relations,
collecting information from the social partners and then integrating them with other sources, in order to create an
updated national picture, identifying commonalities and national peculiarities. The results described in chapter 3.2.1 are
a comprehensive and complete picture of the 5 countries analysed, showing some very different situations among them.
National sectoral social dialogue and industrial relations have a long tradition in Italy, France, Spain and Portugal, whereas
they are still lacking in Romania. Evolution of National legislation has been somehow different in the five countries. The
State is playing a more important role in France and Spain, where a minimum wage is set by law and it is less present in
Italian industrial relation platform, where negotiations are almost exclusively bipartite and no minimum wage is defined
centrally. Portugal shows a very particular case, with the situation rapidly changing due to the set up, adoption and then
abolition of the measures adopted under the economic adjustment programme following the financial bailout of 2011.
Finally, in Romania, the legislative scenario on social dialogue drastically changed in 2011, introducing new procedures and
requirements for the validity and extension of the agreements negotiated by representative trade unions and employers.

SECTORAL SPECIFICITIES

The second part of the analysis presented in Chapter 3.2 focuses on the specific characteristics of the national sectoral
social dialogue (if any), in place in these five different countries. Main subject under investigation was the relationship
between national sectoral social partners within the context of the different national legislations. The results provided
a very diversified picture, in terms of Existence of a real sectoral Social Dialogue, frequency of the Social Dialogue
meetings, legislative conditions for representativeness, extension of validity of the agreements beyond the signatory
parties. What follows is a brief summary of the most important outcomes of the analysis.
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FRANCE:
A sectoral social dialogue is in place with employers represented by the FFC – Federation Française de la Chaussure
and the trade unions of sectoral representatives of the five national organisations: CGT, CFDT, FO, CFE-CGC, CFTC
(valid until 2017). Both parties have described the national social dialogue as being very collaborative. Social Dialogue
meetings take place at least once a year.
ITALY:
A formal sectoral social dialogue is in place with the platform more commonly defined as “Relazioni Industriali” (Industrial
Relations). Social partners are the national employers association Assocalzaturifici, and representatives of the three
confederate unions: FEMCA – CISL, FILCTEM – CGIL, and UILTEC-UIL. Sectoral social dialogue is bi-partite, with a very
limited contribution from the public administration. Meetings take place at least twice a year, with an active co-operation
among parties.
PORTUGAL:
Structural difficulties have been witnessed in Portugal due to the measures adopted under the economic adjustment
programme following the financial bailout of 2011. In the recent past, the Portuguese footwear association, APICCAPS,
and the national trade union FESETE, informally met on a regular basis. In October 2014 the collective agreement was
renewed, thanks to the efforts of social partners. Co-operation between social partners has been very positive in recent
years.
ROMANIA:
Official social dialogue platforms exist at enterprise, but not at national or sectoral level. The footwear sector does
not have a unique employers association, which meets the conditions required for the minimum representativeness.
As a consequence, no national collective agreement has been signed for the Romanian footwear sector. Contractual
conditions and evolutions are mainly discussed at a company level on a yearly basis. In an attempt to revitalise social
dialogue, the sectoral association,SFERA FACTOR, composed by some 65 enterprises has initiated collaboration with
employer’s organisation.
SPAIN:
An official platform for social dialogue in the Spanish footwear sector does not formally exist. The social dialogue takes
place at informal meetings between the employer representatives (FICE-footwear and AEC-components) and the most
important trade unions: FITAG-UGT, FITEQA-CC.OO (since 2014 now FI – CC.OO). On the 25th September 2014, a new
collective agreement for the footwear sector was published by the Spanish Ministry of Employment and Social Affairs.

SOCIAL DIALOGUE MEETINGS AND OUTCOMES

Another element of interest for the objectives of the project was to have a structured understanding of the national
sectoral social dialogue, i.e. regular meetings and joint initiatives, with concrete bipartite projects resulting from the
national sectoral system of industrial relations. As explained in section 3.2.2 of the report, topics typically discussed in
the Social Dialogue meetings, apart from Collective agreements and Wages, include for example: Working conditions,
Training and education, Industrial situation of the sector, Evolution of Jobs and Occupations. Examples of good practices
in the field of education and training are herewith summarised, with more examples described in chapter 3.2.2:
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EDUCATION AND TRAINING FRANCE:
The co-operation between national social partners in France on education and training is particularly strong, since part of
their joint role is dedicated to allocate public funds to training needs. Social partners have developed many competencies
in defining sectoral priorities both at VET and CVET levels, making it possible to orientate schools and training education
providers, training and skills offer in line with sectoral requests.
EDUCATION AND TRAINING ITALY:
The national collective agreement provides the framework for the establishment of a National Bilateral Observatory for
the footwear industry (Osservatorio Bilaterale Calzatura - “OBN-C”), aiming at identifying the evolution of training needs,
preparing appropriate training actions, promoting positive relationships between producers and the training centres. The
OBN-C has recently taken firm steps to become a member of the European Sector Skills Council for the Textile, Clothing,
Leather and Footwear sectors (ESSC TCLF) http://europeanskillscouncil.t-c-l.eu/.
EDUCATION AND TRAINING PORTUGAL:
In Portugal, the issue of skills development has benefitted from close links around social dialogue since 1965. A protocol
signed by the employers association and the trade union representatives created the “Centro de Formação Professional
da Indústria de Calçado (CFPIC)”, which is also known as the academy for design and footwear. The institution, managed
jointly by social partners and the Portuguese administration, has also confirmed their interest in becoming part of the
ESSC TCLF.
EDUCATION AND TRAINING SPAIN:
Fundación Tripartita para la Formación en el Empleo-FTFE (Tripartite Foundation for Training in Employment) is a
national body belonging to the Spanish public sector. It manages nationwide Continuous Vocational Training (CVT)
schemes in Spain on a social dialogue and tripartite (national employment agency, employers’ and trade unions’
organizations) basis. In this complex system, bilateral Joint Sectoral Committees are established. Specialists from both
Spanish employers and trade unions provide regularly proposals for new course development, therefore helping to
allocate the use of funds by the FTP2
EDUCATION AND TRAINING ROMANIA:
There is no tripartite or bipartite entity recognised in Romania dealing with training, but social partners of the footwear
sector, supported by the University of Tuiasi, are under discussions to create a working group/ entity that deals with
textile, clothing, leather and footwear sectors’ needs. Until recently, vocational training was not formally recognised by
the Government for several years, and there is a clear need to invest on training of technical skills, in particular because
Romania is the second European country in terms of employees, and adequate training is only deliver in big companies.

PRIORITIES FOR EUROPEAN SOCIAL DIALOGUE

A specific part of the analysis has been devoted to the identification of priorities for the future European social dialogue.
The results presented in paragraph 3.2.3 show that national social partners agree to jointly address under the European
Footwear Social dialogue the following issues:
● To increase the Attractiveness of the Sector toward young workers
● To set up coordinated actions to favour the development of programmes and projects for identifying the emerging Skills
2

A new national regulation entered into force on 24 March 2015 “Real Decreto-ley 4/2015, de 22 de marzo, para la reforma urgente del Sistema de Formación Profesional
para el Empleo en el ámbito laboral”. It modifes the name to Fundación Estatal para la Formación en el Empleo, and introduces changes on the distribution of competences
among stakeholders. The State obtains more power, and social partners do no longer participate in the management of the funds and in delivering training.
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needs and tackling the consequent Skills mismatches
● To push actions on more effective implementation of customs controls, and market surveillance.
● Interacting with the relevant Commission services, in order to duly consider reciprocity while opening markets and
signing Free Trade Agreements
● Other topics to be considered in the priorities of sectoral social dialogue, according to national social partners include:
actions to favour sectoral employment; the Mandatory origin labelling as a tool to promote the European “savoir faire” and
respect of health, social and environmental standards; Industrial policies in support of EU manufacturing and Corporate
Social Responsibility; to try to identify an harmonised approach in the analysis and elaboration of European and national
statistics data for a more precise foresight and forecast.

WHERE LIES THE FUTURE OF THE FOOTWEAR SECTOR: S.W.O.T. ANALYSIS

One of the main objectives of the project was to develop the best possible conditions for the renewal and adaptation of
the European footwear social dialogue to the occurred and emerging changes in the footwear sector.
This created the need for the development of updated sectoral intelligence on relevant issues that could be addressed
at European level, in close interaction with national social partners. A renewed “Bottom up” approach meant to allow the
definition of the priorities of action of the European social dialogue, on a factual basis and on the real needs expressed by
industrial associations and trade unions.
To this aim, Social Partners identified the S.W.O.T. as the most appropriate analysis: a structured planning method used
to evaluate the strengths, weaknesses, opportunities and threats involved in a specific business case:
● Strengths: characteristics that give the EU footwear sector an advantage over other sectors
● Weaknesses: characteristics that create a disadvantage for the EU footwear sector
● Opportunities: elements that the EU footwear sector could exploit to its advantage
● Threats: external factors that could cause a negative impact on the EU footwear sector

STRENGTHS
● A product that satisfies both basic and evolving
needs of consumers

WEAKNESSES
● Lack of sector attractiveness for young workers
● Lack of co-ordination between VET providers and companies

● European footwear production is recognised
as a high quality and distinctive product

● General depreciation of manual work

● Long industrial tradition

● Lack of a real co-ordination between research centres and factories

● European design

● Small average company size

● Skilled workforce

● Weak access to credit

● Proximity between market and supply chain

● Focus on national internal markets

● Innovation potential and capability

● Worldwide unbalanced between the enforcement of social and
environmental legislation
● Structural competitive business environment disadvantages

OPPORTUNITIES
● New emerging markets

● Decrease of local consumption in EU Member States

● Better market access conditions

● Protectionism

● Reinforcement of clusters and SMEs support infrastructures

● Scarcity and cost of quality raw materials

● New production and selling technologies

● Counterfeiting

● Demographic and social trends: new needs

● Future lack of qualified labour, with particular reference to technical skills

● More focused research and development
● Environmental/social sustainability and transparency
● Re-shoring of production to Europe
● European branding
● Mandatory origin labelling
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● “Designed in Europe” an emerging business model in low cost
countries

The analysis was carried out in different steps. EU social partners provided national associations and trade unions with an
overview of proposals on each of the four SWOT categories. The topics analysed and agreed in the proposed overview
were jointly discussed in depth during a specific workshop session organised in Brussels.
As it can be seen from the radar diagram below, the work allowed identifying and characterising 7 sectoral Strengths, 9
Weaknesses, 10 Opportunities and 6 Threats.
The European footwear sector remains strong thanks to its long tradition and cultural heritage in the production of
footwear, a product that will always be needed by an increasing number of consumers around the world. Europe is
distinguished for its excellent design and quality of the product, where skilled workforce provides a substantial added
value. The European footwear sector has structured a highly developed supply chain in the territories of one of the most
important markets in the world (Europe represents 46% of the worldwide imports in terms of value).
On the other hand, being the workforce the most important asset of the European footwear sector, and taking into account
that a large majority is progressively ageing, the lack of sector attractiveness for young workers is considered as one of
the most important weaknesses. Some structural factors (and) creates difficulties in particular to small companies in the
access to credit, in the implementation of long term strategies and in addressing international markets.
The most relevant opportunities for the European footwear sector are represented by new emerging markets, that can
absorb more European shoes thanks to better trade conditions or higher purchasing power of a growing part of the
population (i.e. China). The signature of EU trade agreements with strategic partners like USA and Japan remain a priority
for the sector.
On the production side, new technologies and new materials should be better exploited in the footwear sector, together
with reinforced advanced services provided by clusters and other support infrastructures. Other sectoral opportunities are
represented by Research and Development activities that can help footwear manufacturers to meet the evolving needs of
new categories of consumers. Among these needs, environmental awareness and social accountability are key factors for
a growing portion of consumers, and European manufacturers are at the forefront of sustainability in their production and
in their supply chains. This is one of the reasons why European footwear manufacturers see mandatory origin labelling
so positively: it represents the natural response to the growing demand by consumers of requesting full information on a
product, including the geographical location of its provenance.
The decrease of local consumption in EU Member States is among the most important threats for the EU footwear
sector. Some European Member States (particularly in the Southern part of the continent) are still heavily affected by
the consequences of the economic downturn. On the other hand, many potential export markets remain virtually closed
because of high tariffs and the continued prevalence of different non-tariff barriers (NTBs), which creates a significant
disincentive for international trade. Other notorious threats are represented by the constant increase in the price of some
raw materials (leather above all) necessary to maintain the quality gap with international competitors and the problem of
counterfeiting, widely recognised by both the industrial actors within the sector and the institutional stakeholders.
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3.
PROJECT
RESULTS
3.1
THE EUROPEAN FOOTWEAR
SECTOR: OVERVIEW

Aim of this chapter of the report is to provide an updated analysis of the footwear sector, taking into consideration the
most relevant indicators showing its economic structure, its market dynamics and a characterisation of the workforce in
some of the most important countries at continental level. Figures 1- 11 provide a picture of the Footwear sector in terms
of number of enterprises and turnover with a detail on the geographical distribution of these variables and the importance
of different enterprise size-bands. To this aim, Social partners have elaborated available Eurostat statistics (“Manufacture
of Footwear” NACE Codes Rev. 2, B-E - [sbs_na_ind_r2]). Data provided include also the manufacturing of footwear
components, if not otherwise specified. The same data source has been used to elaborate the data represented in
figures 12 – 16, where sectoral employment is analysed on a geographical base, taking into consideration the incidence
of different enterprise size categories. Figures 17- 24 provide more detailed data on the characteristics of the workforce
in the footwear sector (including components), derived from a survey undertaken with the national social partners of
France, Italy, Poland, Portugal, and Romania. The analysis has been focusing on workforce characteristics that are not
considered in official European statistics, such as gender, national origin, age, seniority, educational attainment, jobs
distribution, contractual types and incidence of part time work.
The last 18 graphs (figures 25 – 42) provide instead an updated picture of footwear production, exports and imports
dynamics, with details on the value of the different footwear types that are traded in Europe and in the world. To this
aim, Eurostat statistics have been complemented with other official data sources available from Commission services
(Enterprise Directorate-General ITI Domain “TEXTILE” SOLD Production report per year NACE Nomenclature - Product:
1520 Manufacture of footwear) that provide more specific information on the issues of interest. It has to be pointed
out that in some cases national social partners do not fully recognise the picture of the sector described by European
statistics. It is the case for example of the distribution among size classes for the Spanish footwear manufacturers. In
such cases, footnotes explaining the differences have been added to the single graphs, still maintaining European figures,
for uniformity of explanation. This fact clearly identifies the need for a harmonised structure of data elaboration among the
different components of the EU footwear sector, as pointed out in the following Chapter 3.2.3 of the report.
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3.1.1
STRUCTURE OF THE EUROPEAN
FOOTWEAR SECTOR

Fig. 1:

TOTAL NUMBER OF FOOTWEAR ENTERPRISES 2008 – 2013
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The European footwear sector accounted for more than 20.000 enterprises in 2013, (including the manufacture of
footwear components). This number has decreased 18,5% since 2008 and follows an on-going trend. The main reasons
for this decline in footwear firm numbers have been the delocalisation and off-shoring of manufacturing to low labour cost
countries and the general effects of the more recent economic downturn. Whilst the period between 2008 and 2009 saw a
steep decline in firm numbers, there was a lower decline in footwear enterprises between 2010 and 2013. However, even
within this “better period”, some 500 companies still closed each year in 2011 and in 2012.
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Fig. 2:

2013 - GEOGRAPHICAL DISTRIBUTION OF FOOTWEAR
ENTERPRISES
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In 2013, five countries (Italy, Spain, Portugal, Romania and Poland) accounted for almost 85% of European footwear and
components enterprises. In these countries, the majority of businesses are concentrated within industrial clusters and
regions that exhibit low industrial diversity and in many cases, are dedicated to produce specific footwear categories.

16

Annual Report 2014

Fig. 3:

2011 - 2013: FOOTWEAR ENTERPRISES IN EU 28 COUNTRIES
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Analysing the evolution of the number of footwear enterprises in the period between 2011 and 2013 (Fig.3, including
components), it is evident that the decline in footwear enterprises has been witnessed to a greater effect in Italy, Spain,
Poland and Greece than in other European countries. Portugal on the other hand, has shown constant growth of the
number of enterprises over this period with 145 new enterprises opening. Other relevant footwear producing countries
such as Romania, France and Germany have demonstrated a more stable situation.
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Fig. 4:

2010 - 2012: % OF ENTERPRISES PER SIZE - bands
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Analysing the percentage of companies per number of employees, Figure 4 demonstrates that almost all footwear
enterprises fall within the definition of small and medium sized enterprises:

COMPANY
CATEGORY

EMPLOYEES

TURNOVER

OR

BALANCE
SHEET TOTAL

Medium-sized

< 250

≤ € 50 m

≤ € 43 m

Small

< 50

≤ € 10 m

≤ € 10 m

Micro

< 10

≤€2m

≤€2m

Almost two-thirds of the businesses employ less than 10 people and almost 12% are within the 10 and 19 employment
size band. Therefore SMEs (including Micro, Small and Medium-sized) account for 95% and 94% of the industry total,
whereas the remaining correspond to large enterprises (employing over 250 people).
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Fig. 5:

2012: SME SIZE-BANDS IN THE TOP 5 COUNTRIES PER N° OF
ENTERPRISES3
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Figure 5 represents the distribution of footwear (and components) enterprises by size category within the five largest
footwear producing countries. In 2012, Italy and Poland have a significant proportion of micro companies, whereas
Romania has the biggest balance between all the size categories, including a greater proportion of larger companies.
3

According to the Spanish employers association FICE: the correct figures should say 0-9=49%; 10-19=27%; 20-49=21% and 50-249= 3%

FIG. 6:

2008 – 2013: TOTAL FOOTWEAR TURNOVER (Million €)
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Figure 6 illustrates the behaviour of European footwear (and components) turnover during the period 2008 – 2013. The
2013 year saw a very good sectoral performance with over €27 billion in turnover generated, the highest level for six years.
The footwear sector has been able to recover and improve turnover by €5 billion in a five years period. This is due in many
respects to the industries continuous investment in innovative high-end products and development of new markets.
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Fig. 7:

2013 - GEOGRAPHICAL DISTRIBUTION OF FOOTWEAR
TURNOVER
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The geographical distribution of footwear (and components) turnover does not completely mirror the distribution of
enterprises. Italy is still the market leader realising more than half of all aggregate European turnover. Spain and Portugal
still rank second and third, with turnover figures of over €2,7 billion and €2,2 billion respectively. France, generating over
€1,8 billion in turnover, and Germany with almost €1,1 billion, rank fourth and fifth within EU28.
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Fig. 8:

2011 - 2013: FOOTWEAR TURNOVER IN EU 28 COUNTRIES
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Analysing the evolution of the footwear (and components) enterprises in all EU 28 countries within the period 20112013 (Fig.8), it results that the good 2013 performance described before can be attributed to all the top three footwear
manufacturing countries. 2012 and 2013 demonstrated improvements in turnover within these countries as Italy footwear
manufacturing turnover was up 2% every year, Spain 9% and Portugal 8%. Germany remained stable, whilst France
suffered a 5% decline. Poland and Romania and, both important countries in terms of enterprises and turnover, have also
demonstrated very good performance within the last two years, with turnover growing 14% and 6% respectively.
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FIG. 9:

2009 - 2011 - 2012: % OF TURNOVER PER SIZE-BAND
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The distribution of turnover by size-band (Fig. 9) shows that SMEs play an important role in the economic performance
of the sector. SME contribution to turnover was close to 80% of the total in 2011, 76% in 2012, and 77% in 2013.
Companies employing 50 to 249 people represented almost 35% of European turnover in 2013 with their size allowing
them to overcome many of the typical problems that SMEs encounter. These include the ability to explore new markets
and to invest in mid and long-term development programmes, which is reflected in their economic performance. Large
enterprises have a significant share of components and footwear turnover, which is of similar magnitude of the one
represented by smaller enterprises (almost one fifth of the total).
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Fig. 10:

2012: TURNOVER PER SIZE-BAND IN 4 TOP COUNTRIES
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Analysing the distribution of turnover by company size-band in the four largest footwear producing countries, there are
very different patterns by individual country. Italy exhibits a more “balanced” distribution with companies employing less
than 20 people producing a similar share of turnover (25%) than the remaining size categories. In Spain, Portugal and
France, companies employing between 50 and 249 people are by far the most important category by turnover. France
obtains a significant share of its footwear manufacturing turnover from large enterprises.
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Fig. 11:

2011 - 2012: UNITARY TURNOVER PER SIZE-BAND (Million €)
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Figure 11 represents the average turnover per company per size-band. These figures demonstrate that unitary turnover
grows as company dimensions do. Large companies demonstrate turnover figures that are on average between five and
six times bigger than the ones exhibited by larger SMEs (50 - 249 persons employed).
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3.1.2
EMPLOYMENT SITUATION
OF THE EUROPEAN
FOOTWEAR SECTOR

Fig. 12:

2008 - 2013: TOTAL PERSONS EMPLOYED
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In 2008, the European footwear sector employed over 330.000 persons, declining in 2009 to little more than 296.000.
The 35.000 jobs loss that occurred in this period was the last large scale reduction of employment within the European
footwear sector before a relative period of stability, which continues lasting. The causes of the contraction within the
workforce lie again with the delocalisation of the industry to low cost countries and the economic downturn. On the other
hand, during recent years, a revitalisation within the industry is occurring, demonstrated by the fact employment has
stopped declining.
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Fig. 13:

2013 - GEOGRAPHICAL DISTRIBUTION OF FOOTWEAR
EMPLOYMENT
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Analysing the geographical distribution of footwear employment in 2013 (Fig. 13) we can see that even if Italy maintains
its position as the largest employing nation, its relative importance is less prominent than in the number of enterprises and
turnover. Italy represents 28% of the European workforce, Romania 18% (whilst only 4% of turnover), Portugal 15%, with
Spain and Poland another 15% when added together. These five countries together represent more than 75% of the total
employees the European footwear industry.
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FIG. 14:

2011 - 2013: FOOTWEAR EMPLOYMENT IN EU 28 COUNTRIES

0

10.000

20.000

30.000

40.000

50.000

60.000

70.000

Italy

43.821

Spain

26.409

Poland

17.533

Bulgaria

13.326

Germany

8.957

Slovakia

8.728

Hungary

7.451

France

6.730

Croatia

5.820

United Kingdom

4.295

Czech Republic

2.359

Greece

1.594

Slovenia

1.412

Austria

1.369

Finland

2011

1.065

Estonia

793

Netherlands

697

Belgium

100.000

53.270

Portugal

Sweden

90.000

81.622

Romania

Lithuania

80.000

526
261

2012

228

Latvia 226
Ireland 86
Denmark 58
Cyprus 46
Luxemburg 0
Malta 0

2013

Looking at the evolution of footwear employment in the past three years in Europe (Fig. 14), we can observe that whilst
Italian footwear employment was rather stable over this period, some job losses are witnessed in Romania, while Portugal
and Spain present an encouraging perspective and the number of employees grew in the last year. Poland and Bulgaria
have both demonstrated a negative trend over the past three years, although not of a magnitude to influence growth
within the aggregate European figures.
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FIG. 15:

2010 - 2012: % OF EMPLOYMENT PER SIZE-BAND
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More than 80% of the European footwear workforce is employed within small and medium enterprises. This distribution of
the workforce is very similar to the pattern exhibited by the turnover figures (Fig. 9). Companies belonging to the 50-249
people employment size-band represent the largest category.

FIG. 16:

2012 - EMPLOYMENT DISTRIBUTION PER SIZE - BANDS
IN SIX LARGE EMPLOYING EUROPEAN COUNTRIES
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Analysing employment distribution
by size-band within six relevant
European countries it is possible
to note that in this case that Italy
demonstrates a balanced situation,
with no particular prevalence of one
size-band over the others. Romania,
Portugal and Bulgaria on the other
hand, have a clear pre-dominance
within the 50-249 size-band and Spain
within the 20-49 one.

INFORMATION BOX
Workforce characterisation
This section of the report provides more detailed data on the characteristics of the workforce in the footwear sector
(including components), derived from a survey undertaken with the national social partners of five footwear countries. The countries participating in the survey were France, Italy, Poland, Portugal, and Romania.

Fig. 17:

2011 – 2012: EMPLOYMENT AND GENDER
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There are significantly more women working within the footwear sector in all of the participating countries as can be seen
in Figure 17. In Romania, the sector is female dominated with four women working in the industry to every one man. In
2012, the proportions in France were almost two to one in favour of female employment. A situation closer to balanced
employment by gender is witnessed in Italy, Poland and Portugal.
Annual Report 2014

29

FIG. 18:

2012: EMPLOYMENT AND NATIONAL ORIGIN
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Data on the nationality of the footwear workforce have been provided by Italy, Poland, Portugal and Romania. In these
countries, the overwhelming majority of workers are from the countries where they work. The highest percentage of
foreign workers can be found in Italy, although non-Italian workers do not proportionally represent more than 4,2% of the
workforce in any of the two years considered. Romania and Portugal both have their entire footwear labour pool coming
from their own domicile populations. The data therefore demonstrates how the footwear sectors workforce is traditionally
rooted firmly within its own national territory.
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Fig. 19:

2011 – 2012: EMPLOYMENT AND AGE
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Data on the age breakdown of workers have been provided by France, Poland, Portugal and Romania. In all of these
countries, the majority of workers are within the 36-55 age category. There is also a relatively high percentage of older
workers on the point of leaving the sector (particularly in France), and a low percentage of workers entering the sector.
This issue will clearly require consideration on the part of both employers and policy makers. Will these older employees
be replaced? If the answer is yes, how?
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Fig. 20:

2011 – 2012: EMPLOYMENT AND SENIORITY
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Figure 20 illustrates the results of the survey in terms of seniority. Data obtained from France, Poland, Portugal and
Romania illustrates a very diverse situation: while in France (a more mature country in terms of footwear tradition) over
50% of people employed have worked in the footwear sector from more than 20 years. The situation in younger and
new incoming countries is different, with a significant share of “new” workers. Portugal seems to be the most successful
country in constantly attracting new workers to the sector.
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Fig. 21:

2011 – 2012: EMPLOYMENT AND EDUCATIONAL ATTAINMENT
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ISCED is the International Standard
Education, which is a classification
structure
for organising
information on education and training, maintained by the United Nations Educational, Scientific and Cultural
Organisation (UNESCO).
Education levels, as in Figure 22 are described as follows:
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Fig. 22:

2011 – 2012: DISTRIBUTION OF JOBS
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The distribution of jobs within the European footwear sector demonstrates the predominance of blue collar workers
undertaking roles requiring technical and production oriented skills. Technical skills are of outmost importance for the
future of the footwear sector, given the quality of production is one of Europe’s distinctive advantages within the globalised
market. The more footwear products reach international markets, the higher will be the number of people needed to work
in different service roles within the manufacturing companies. White collars workers are increasingly important in the
footwear sector, witnessed by the higher share of workers in such category in Italy, which has one of the highest extra-EU
export shares of the whole continent. Design, marketing, logistics, sales representatives are examples of occupations that
are growing in importance in the sector.
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Fig. 23:

2011 – 2012: CONTRACTS
FRANCE
3%

3%

2011

2012

Permanent employment contract

Fixed-term employment contract

Others

97%

97%

PORTUGAL
6,8%
13,1%

ITALY
6,8%

3,2%

2,9%

1%

13,1%

2011
2011

80,1%

2012
2012

80,1%

2011

20%

2011

POLAND
30%

2012
70%

2012
96,1%

95,8%

ROMANIA

80%

1%

41%

2011
59%

41%

2012
59%

The overwhelming majority of workers employed within the French, Italian, Portuguese, Romanian footwear sector benefit
from a permanent employment contract. The sector in Romania and Poland demonstrate a higher proportion of fixed
term employment contracts, whilst other forms of contracts show a significantly lower incidence. These include agency
work as well as apprenticeships, both of which represent two very different forms of employment, in terms of employees’
appreciation and potential benefits for the future of the sector.
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Fig. 24:

2011 – 2012: FULL-TIME AND PART-TIME WORK
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Data on part-time work has been collected from France, Italy, Romania and Poland. The situation is very similar in all
of them, where almost all employment contracts and working patterns are full-time. Only a very small portion of the
workforce in each nation is employed via various forms of part-time work.
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3.1.2
MARKET TRENDS

FIG. 25:

2004 – 2014: VOLUME INDEX OF PRODUCTION MANUFACTURE OF
FOOTWEAR - Data adjusted per working days - European Union (28 countries)
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Analysing the Volume index of production (data adjusted per working days) from 2004 to 2014, two main elements are
evident. The first is represented by the constant decline in footwear manufacturing over the last decade, whilst the second
is the high incidence of seasons in the activity of the sector. Footwear manufacturing, in similarity to other fashion related
industries, has some periods in the year where there are peaks of production, whilst in other, the activity of companies
decrease significantly. Peaks in production correspond to periods when different collections have been approved and
footwear manufacturing companies are required to deliver shoes to customers and/or to their distribution channels. Data
analysed in Fig. 25 shows that the phenomenon of seasonality has reduced its impact on company behaviour during
the past five years as the market continues to evolve. If in the past, two main seasons (and therefore collections) were
common, today there are companies who release up to eight collections in a year. This is due to the geographical extension
of the market (which is now more export oriented), and the constant demands for new products from consumers.
5

EUROSTAT: The industrial production index (abbreviated IPI and sometimes also called industrial output index or industrial volume index) is a business cycle indicator which
measures monthly changes in the price-adjusted output of industry. http://ec.europa.eu/eurostat/statistics-explained/index.php/Industrial_production_%28volume%29_index_
overview
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FIG. 26:

2004 – 2014: MANUFACTURING VS MANUFACTURING
OF FOOTWEAR - VOLUME INDEX OF PRODUCTION
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Figure 26 compares the volume index of production of the whole EU 28 manufacturing industry with the performance of
footwear manufacturing. In this figure, data is also seasonally adjusted in order to have a clearer view of performance. It
is evident that the footwear sector lost significant portions of manufacturing capacity in the 2004–2010 period, whilst from
2010 onwards, the situation has been more stable with the sector exhibiting behaviour that is similar to the whole EU 28
manufacturing indicator.

FIG. 27:

2009 - 2013: FOOTWEAR PRODUCTION, IMPORTS, EXPORTS (1.000 €)
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Import

Export

Figure 27 provides an updated picture
of footwear production, imports and
exports in the 2009–2013 period.
These figures highlight an increasingly
positive picture of the sector, with
production levels increased by 24%
between 2009 and 2013, imports up
by 26% between 2009 and 2013, and
export values demonstrating a 74%
increase in 2013 in comparison to
2009. Europe is one of the biggest
global markets for footwear with
consumption currently standing at
over €23,8 billion. The trade balance
is still negative, but the strong
increase in exports is reducing this
deficit. Whereas in 2009, the value
of the footwear deficit was almost €8
billion, it stands at €7,7 billion in 2013.

FIG. 28:

2009 - 2013: FOOTWEAR PRODUCTION IN VALUE AND IN PAIRS
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The data in Figure 27 considers production figures in relation to all product codes, (according to the CPA nomenclature),
with these totals including reference to footwear components (Code 152040). Figures reported in Figure 28 refer only to
the production of the final product footwear. Both of these pieces of data are measured in value and in pairs produced and
illustrate a steady increase in both indicators. Between the 2009 and 2013 period, value has increased over 25% and the
number of pairs grew 11%. These figures highlight one of the emerging sectoral themes that is defining the sector, namely
European footwear is constantly increasing in terms of value added.
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Fig. 29:

2009 - 2013: EUROPEAN PRODUCTION PER FOOTWEAR TYPE
(% BASED ON VALUE)
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The 2009–2013 figures on the type of footwear produced within Europe by value, (Figure 29) demonstrates how leather
footwear (code 152013) represents almost 4/5ths of overall European production. This data confirms the positioning of
European footwear production at the high-end of the market, not only because of the higher labour costs when compared
to other global regions, but also because of the high value added.
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FIG. 30:

2009 - 2013: EUROPEAN PRODUCTION PER FOOTWEAR TYPE
(%BASED ON NUMBER OF PAIRS)

2009

Leather
152013

4,1%

3,6%

4,7%

3,7%

3,4%

3,9%

5,1%

4,8%

4,3%

4,7%

5,4%

5,6%

6,0%

5,6%

7,9%

3,3%

3,7%

3,7%

3,4%

3,3%

4,9%

5,3%

5,5%

5,3%

5,6%

15,4%

15,2%

14,3%

14,7%

13,7%

62,9

61,5%

61,1%

63,0%

61,4%

2010

Textiles
152014

2011

Safety
footwear
152031

Sports
footwear
152021
+152029

2012

Rubber
or
plastic
152012

2013

Waterproof
152011

Other
footwear
152032

Figure 30 provides the same analysis of Figure 29, with the breakdown of production based on the number of
pairs produced, and not on value. The production of leather footwear retains the highest volume, even if by smaller
percentages. The reason for this pattern is that the unitary value (price) of manufacturing leather footwear is significantly
higher than the price of producing other footwear types.
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Fig. 31:

2009 - 2013: FOOTWEAR PRODUCED IN EUROPE, UNITARY PRICE
(€/PAIR)
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The unitary price of leather footwear is the highest among the different types of footwear produced in Europe, and it
significantly rose (by 17,7%) in the 2009–2013 period. This higher price could mainly be due to the increase in specific
material costs, but also possibly due to the recognition within the market of the intrinsic added value of footwear made in
the EU. Other important types of footwear produced in the EU showed a lower increase of unitary price during the same
period (sports footwear for example) or even a reduction, such as in the case of safety footwear (code 152031).
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FIG. 32:

2009 - 2013: FOOTWEAR EXPORTS IN VALUE AND IN PAIRS
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Data (excludes footwear components - Code 152040) related to both, pairs and value, shows a significant increase
between 2009 and 2013, a period in which exports have increased over 73% in terms of value and by 46% in number of
pairs. The unit value of European footwear exports is relatively high and has increased in the period analysed, from €27,7
per pair in 2009 to €32,8 per pair in 2013, representing an increase of 18,6% during the period. The increase of exports
clearly demonstrates the international recognition of European quality products.
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Fig. 33:

EUROPEAN FOOTWEAR: TOP 5 EXPORT MARKETS
(% based on value)
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Analysing the top 5 European export markets, where the breakdown by % is based on value (Figure 33), it is clear that
intra-EU exports represent the most important market for footwear produced within the EU, with values remaining at over
85% in each year of the period considered. The most important extra-EU export destinations for European manufactured
footwear are the USA, Russia, Switzerland and Hong Kong.
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FIG. 34:

2009 - 2013: EXTRA EU FOOTWEAR EXPORTS PER FOOTWEAR
TYPE (% BASED ON VALUE)
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The data on value of European exports per footwear type (Figure 34), highlights that, as in the case for extra-EU
exports, leather footwear (code 152013) represents the larger share of value exported during the period 2009–2013. In
2013, almost three Euros out of four generated by footwear exports corresponded to leather footwear. Textiles footwear
represents the second largest share of European exports, not far from the value of rubber and plastics footwear.
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FIG. 35:

2009 - 2013: EXTRA EU FOOTWEAR EXPORTS PER FOOTWEAR
TYPE (% BASED ON NUMBER OF PAIRS)
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Figure 35 provides the same analysis than the one seen in Figure 34, with the breakdown of production based on the
number of pairs. The figures highlight that leather footwear maintains the largest share of exports, albeit some smaller
percentages which are between 43,9% and 47,6% in the period considered.
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Fig. 36:

2009 - 2013: EXTRA-EU FOOTWEAR IMPORTS AND EXPORTS:
UNITARY
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The unitary price (€/pair) of footwear exported from Europe to extra-EU countries and the one for footwear imported from
extra-EU countries to Europe have significant differences and demonstrates how European exports are based on high
quality, and imports are based mainly on price. In 2009, the average import price of footwear was €5,2 per pair whilst for
exports the price was €27,7 per pair. In 2013, data showed an increase in value in both cases, with the average import
price rising to €6,1 per pair (a 17% increase) and the average export price increasing to €32,8 (a 18,4% increase).
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Fig. 37:

2009 - 2013: FOOTWEAR EXPORTED FROM EUROPE, UNITARY
PRICE (€/PAIR)
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Unit price of EU-28 manufactured leather footwear is the highest among the different footwear product types, rising
significantly (a 17,7% increase) in the 2009–2013 period. This could mainly be due to the increase in the cost of the
specific material, but also in recognition that the market of the intrinsic value of this kind of EU made footwear. Other
important footwear types have demonstrated a lower increase of unit price during the same period (sports footwear for
example) or even a reduction, such as in the case of safety footwear (code 152031).
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FIG. 38:

2009 - 2013: FOOTWEAR IMPORTS IN VALUE AND IN PAIRS
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On average, over 60% of the value of European imports came from other of EU-28 countries in the 2010–2014 period.
China is the most important extra-EU supplier, with imports into the EU worth over one-fifth of the overall European
import value. Vietnam follows in second and has steadily increased its importance as a supplier in the period 2011–2014,
following decreases in 2010. India and Indonesia are the other countries represented in this top 5, confirming Asian
predominance in mass-manufactured footwear production.
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Fig. 39:

2009 - 2013: EUROPEAN FOOTWEAR: TOP 5 SUPPLIERS
(% BASED ON VALUE)
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The value of imports by type of
footwear demonstrates how leather
footwear remains proportionally the
largest footwear product imported.
Rubber and plastic footwear remains
the second most important product
type (with values close to 25% in each
year over the period analysed), and
textiles footwear in third place.
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FIG. 40:

2009 - 2013: EUROPEAN IMPORTS PER FOOTWEAR TYPE
(% BASED ON VALUE)
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European imports grew significantly between 2009 and 2011, both in value and in pairs produced, although differences
in performance have been noted between the two concepts in this period. The value of imported footwear increased at
a slower pace until 2013, when a figure of above €14,4bn was recorded (a 23,3% increase if compared to 2009). The
number of pairs imported grew until 2011 before decreasing in 2012, and then slightly unpin 2013, representing a 6%
increase from 2009.
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Fig. 41:

2009 - 2013: EUROPEAN IMPORTS PER FOOTWEAR TYPE
(% BASED ON NUMBER OF PAIRS )
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The picture represented in Figure
41 (footwear imports by pairs)
significantly differs from the one in
Figure 39. Rubber and plastic shoes
is the most important product category
based on pairs imported, textiles
footwear remain the second, and
leather the third.
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Fig. 42:

2009 - 2013: FOOTWEAR IMPORTED IN EUROPE, UNITARY PRICE
(€/PAIR)
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Rubber and plastic as well as textiles footwear are the product categories with the lowest unit prices on imports, as shown
in Figure 42. Again, these figures demonstrate how Europe’s footwear manufacturing is based on quality, with the unit
price for European produced footwear far greater than the one of imported goods.
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3.2
SOCIAL DIALOGIE
IN THE FOOTWEAR
SECTOR: COUNTRY ANALYSIS

This chapter of the report presents a more qualitative assessment of the evolution of the sector industrial relations, with
a specific focus on the national situations and with collection of elements aiming at contributing to the future initiatives of
European Social dialogue in the footwear sector, providing the EU social partners with possible strategies for supporting
the sector in this specific historical period. CEC and IndustriAll Europe were aware of the fact that the adaptation and
renewal of the European Social dialogue would have not been effective without a deep understanding of the current
national situation in member states. To this aim, first hand information has been collected through specific meetings in
some of the most important footwear countries in Europe: France, Italy, Portugal, Romania and Spain. The meetings have
been organised so to guarantee the contemporaneous presence of Employers representatives and of Trade Unions, in an
open discussion with European Social partners. The structured collection of information has been possible thanks to the
elaboration of a specific questionnaire, that has been filled in and discussed during the on site meetings, divided in 4 main
sessions:
● Structure and framework of the National Social Dialogue
● Sectoral specificities
● Social Dialogue meetings and outcomes
● Priorities for European Social Dialogue
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STRUCTURE AND FRAMEWORK OF THE NATIONAL SOCIAL DIALOGUES

Aim of this part of the analysis was to allow the analysis of the general national situation regarding social dialogue and
industrial relations, collecting information from the social partners and then integrating them with other sources, in order
to create an updated national picture, identifying commonalities and national peculiarities. The results described below
provided a complete picture of the 5 countries analysed, showing some very different situations among them.

SECTORAL SPECIFICITIES

The second part of the analysis focuses on the specific characteristics of the national sectoral social dialogue (if any),
in place in the different countries. Main subject under investigation was the relationship between national sectoral social
partners within the context of the different national legislations. As it will be evident in the following pages, the results
provide a very diversified picture, in terms of existence of a real sectoral Social Dialogue, frequency and composition
of the Social Dialogue meetings, legislative conditions for sectoral representativeness, extension of the validity of the
agreements beyond the signatory parties.

SOCIAL DIALOGUE MEETINGS AND OUTCOMES

Other elements of interest for the objectives of the project were a structured understanding of the national sectoral social
dialogue meetings and a precise identification of examples of concrete bipartite projects resulting from the national
sectoral system of industrial relations. As it is detailed in the following session 3.2.2, a part from collective agreements
and wages, topics typically discussed in the Social Dialogue meetings include for example: working conditions, training
and education, industrial situation of the sector, evolution of jobs and occupations. Session 3.2.2 details also a list of
national examples and good practices, where open discussion and co-operation among social partners has led to the
definition and implementation of actions in favour of the sector’s development.

PRIORITIES FOR EUROPEAN SOCIAL DIALOGUE

During the interviews, a specific session was devoted to the identification of priorities for the future European social
dialogue. The results presented in session 3.2.3 show that the national social partners see an important contribution of
the European Footwear Social dialogue mostly on the following issues:
● trying to increase the Attractiveness of the Sector toward young workers
● developing a harmonised approach in the analysis and elaboration of European and national data for a more precise
foresight and forecast
● setting up coordinated actions to favour the development of programmes and projects for identifying the emerging Skills
needs and tackling the consequent Skills mismatches
● pushing actions on more effective implementation of custom controls
● interacting with the relevant Commission services, in order to duly consider reciprocity while opening markets and
signing Free Trade Agreements
Other topics to be considered in the future priorities of sectoral social dialogue, according to national social partners
include: actions to favour sectoral employment, the Mandatory origin labelling, Industrial policies in support of EU
manufacturing and Corporate Social Responsibility.
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3.2.1
STRUCTURE OF THE NATIONAL
SOCIAL DIALOGUES ANALYSED

FRANCE
THE GENERAL NATIONAL
SITUATION REGARDING SOCIAL
DIALOGUE AND INDUSTRIAL
RELATIONS6
The position of national social
dialogue in France has been
enhanced by 2007 legislation, which
has given social partners a clearer
role in future legislative development
covering areas such as industrial
relations, employment and training.
The legislation also provides a
framework for substantive tri-partite
interaction regarding any future
legislative changes relating to areas
covered in the existing agreement.
In France, industry level bargaining
is comprehensive and covers
negotiations on salaries, training,
procedural issues, bonuses,
retirement, employment contracts
and gender equality. At a company
level there is also the requirement for
employers to negotiate annually on
pay, working time and other issues
where a trade union delegate is
present (within companies with over
50 employees). The legislation also
allows company level agreements to
diverge from agreements at industry
level, although there are exceptions,
such as minimum pay rates.
Government often extends the terms
of industry level agreements to all
employers, meaning formal collective
bargaining coverage is very high.
At national level, agreements can
only be signed by “representative”
trade unions. There are five large
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national union confederations which
are nationally representative: CGT,
CFDT, FO, CFE-CGC and CFTC. At
industry level, the organisations that
have negotiated rights on the union
side are the industrial federations
within the nationally representative
union confederations, along with other
unions which can demonstrate that
they have at least 8% of the votes
cast in works council and similar
elections within the specific industry.
The State plays a direct and important
role by setting a national minimum
wage (SMIC).

6

www.worker-participation.eu

Sectoral Specificities
A sectoral social dialogue is in
place in France with employers
represented by the FFC –
Federation Française de la
Chaussure and the trade unions
of sectoral representatives of the
five national organisations: CGT,
CFDT, FO, CFE-CGC, CFTC.
Both parties have reported the
national social dialogue to be very
collaborative. The current social
dialogue composition is valid until
2017 with dialogue meetings taken
place at least once a year, The
French government often defines
the cross-sectoral issues that need
to be discussed among sectoral
social partners. These topics vary,
based on centralised inputs from an
obligation to reach an agreement
within set deadlines.

ITALY
THE GENERAL NATIONAL
SITUATION REGARDING SOCIAL
DIALOGUE AND INDUSTRIAL
RELATIONS7
Social dialogue and collective
bargaining in Italy primarily takes
place at two levels: at both industry,
and most importantly at company
level. Occasionally, dialogue
extends at regional level. Industrial
level negotiations are intended to
ensure that wages keep pace with
prices and inflation. In addition,
industry level negotiations deal with
a range of non-pay issues such as
hours, information rights and work
organisation. At a company level,
wages negotiations are allowed,
along with negotiations that deal with
changes introduced by the company
such as new working practices. As
well as company-level bargaining, it
is also possible for this lower level of
bargaining to be conducted for several
employers on a district or regional
basis. Negotiations at industry level
involve the employers’ associations
or federations and the industrial
unions (the industrial federations
within the major confederations). To
be entitled to negotiate, a union must
demonstrate that it has the support of
5% of the employees in the industry. It
is not necessary for all the federations
to sign a deal for it to come into effect.
Collective agreements in Italy cover
a wide range of working conditions,
such as hours and holidays, training,

health and safety, use of temporary
workers, as well as some aspects
of pensions. At company level,
negotiations among other things are
intended to deal with mechanisms
to increase productivity and foster
innovation, as well as how the
benefits of increased productivity
should be distributed. Italy does not
have a system for setting a legal
national minimum wage. However,
the courts normally use the minimum
wage set by industry level agreements
for that industry as the basis for their
judgements, so in effect they set a
minimum wage for that particular
industry.

7

Sectoral Specificities
In Italy, formal social dialogue is
in place for the footwear sector
with the platform more commonly
defined as “Relazioni Industriali”
(Industrial Relations). Social partners
sitting around the table are the
national employers association
Assocalzaturifici, and representatives
of the three confederate unions:
FEMCA – CISL, FILCTEM – CGIL,
and UILTEC-UIL. Sectoral social
dialogue in Italy is essentially
(and almost exclusively) bi-partite,
with a very limited contribution
from public administration. Social
dialogue meetings take place at
least twice a year. Also in this case
at a national level, social dialogue
sees the active co-operation of
both parties. However, in periods
where a collective agreement is
under revision, the frequency of
the meetings can vary significantly,
being either more or less frequent
depending on the issues under
negotiation and their situation.
The last collective agreement was
signed in 2013 and will be valid until
2016. The footwear social partners
have emphasised their effective
collaboration on the most important
issues, which are affecting sectoral
industrial development.

www.worker-participation.eu
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PORTUGAL
THE GENERAL NATIONAL
SITUATION REGARDING SOCIAL
DIALOGUE AND INDUSTRIAL
RELATIONS8
In the past, Portuguese legislation
has provided the framework for social
dialogue at industry level with collective
agreements being able to be signed
at national, regional or local level.
Company agreements and agreements
covering several companies are also
taken into consideration. Industry level
agreements were traditionally more
important, covering more than half of all
employees in 10 out of 15 industries.
However, this situation has recently
changed due to the measures adopted
under the economic adjustment
programme following the financial
bailout of 2011. As a consequence, the
number of industry agreements signed
has fallen sharply in recent years.
This process has been accentuated
by a change in government policy
towards the extension of collective
agreements. The new arrangements,
which were published at the end of
October 2012, state that agreements
can only be extended beyond signatory
parties if at least one union and one
employers’ organisation request it,
and that the signatory employers’
organisations must employ more than
half of all the employees in the industry
concerned. By pressure of the social
partners, in 2014 the framework of the
agreements extension was changed,
including a requirement in terms of
representativeness if the employers
organisation: at least 30% of the
represented enterprises must be
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SMEs. In Portugal, there continue to
be agreements on framework issues,
such as training or health and safety,
and there is a national social dialogue
between the unions (CGTP-IN and
UGT), employers and the government
in a tripartite body, the CPCS. By law,
the negotiating parties in Portugal
are the unions and the employers,
either individually or in employers’
federations. Agreements concentrate
on pay rates and increases, but they
also cover other issues, such as;
working time; night work; health and
safety; overtime; temporary transfers;
geographical mobility; training; shift
rates; exemption from fixed working
hours; and arrangements for ending
or revising agreements, flexibility
and additional social benefits. Other
issues covered less frequently include
non-discrimination and equality, parttime work, adjustments to working
time and the occasional loaning of
labour to other employers. Portugal
has a national minimum wage, which
is normally increased each year in
January. In 2012, 2013, 2014, the
minimum wage has not been increased
as a consequence to the measures
imposed by the economic adjustment
programme following the financial
bailout of 2011.

8

www.worker-participation.eu

Sectoral Specificities
In the recent past, no official
meetings concerning sectoral
social dialogue have taken place
in Portugal and no sectoral
representatives sit in the CPCS.
Despite these structural difficulties,
the national employers’ organisation,
APICCAPS, and the national trade
union FESETE, informally meet on
a regular basis. Between 2011, no
collective bargaining has been taking
place for the Portuguese footwear
sector, due mainly to difficulties
on agreeing an extension of their
validity beyond the signatory parties.
In October 2014 the collective
agreement was renewed, thanks to
the efforts of social partners. Cooperation between social partners
has been seen as positive in recent
years and has allowed common
projects to be developed (see
below: “Education and Training in
Portugal”)..

ROMANIA
THE GENERAL NATIONAL
SITUATION REGARDING SOCIAL
DIALOGUE AND INDUSTRIAL
RELATIONS9
In Romania, social dialogue takes place
at a variety of levels with collective
agreements possible to be negotiated
at industry, company/organisation and
at company group level. Legislation
evolved in 2011 (the Social Dialogue
Act) with the abolishment of national
level agreements. Large parts of the
economy also used to be covered by
industry agreements, and at this level
too major changes have been made. In
particular, industry agreements are now
only binding on the whole industry if the
employers’ associations that sign them
employ more than half the employees
in the industry concerned; and that
the extension has been requested
by the signatories and approved by
the national tripartite council. If this
is not the case, they are treated as
agreements for a group of companies
and only cover the companies
belonging to the organisations that
have signed them. At company
level, there is a legal obligation for
companies employing more than 21
people to negotiate – although not
to reach agreement. The 2011, the
Social Dialogue Act also changed
the composition of the economic and
social council (the CES), introducing a
new body (National Tripartite Council,
for Social Dialogue, the CNTDS)
which must be consulted on financial,
economic, social and health legislation.
Its role includes consulting on the
minimum wage and negotiating possible

social pacts. The new Social Dialogue
Code changed the rules setting out
who is entitled to negotiate at company
level. At industry level, the situation is
unchanged and unions must represent
at least 7% of the employees in the
industry, to be able to negotiate at
this level (employers’ associations
must represent 10%). Similarly,
in negotiations involving groups
of companies, unions are entitled
to negotiate provided they have a
majority of employees in membership.
There is a national minimum wage
set by the government following
discussions with unions and employers
in the National Tripartite Council for
social dialogue, the CNTDS..

9

Sectoral Specificities
In the Romanian footwear sector,
as a general consequence of
what has been outlined above,
official social dialogue platforms
exist at enterprise, but not at
national or sectoral level. Some
structural changes in sectoral
representativeness have occurred
in the recent past, although the
footwear sector does not have a
unique employers association which
meets the conditions required for
the minimum representativeness
(10%). As a consequence of this,
no national collective agreement
has been signed for the Romanian
footwear sector. Contractual
conditions and evolutions, as well as
other issues on working conditions
are mainly discussed at a company
level on a yearly basis. In an attempt
to revitalise social dialogue, some 65
enterprises have joined a sectoral
association named SFERA FACTOR.
Currently, SFERA FACTOR is
actively working with trade union
representatives in order to revitalise
social dialogue within the sector.

www.worker-participation.eu
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SPAIN
THE GENERAL NATIONAL
SITUATION REGARDING SOCIAL
DIALOGUE AND INDUSTRIAL
RELATIONS10
In Spain, social dialogue and
negotiations between employers
and unions take place at national,
industrial and company/organisation
level. The major non-wage
agreements are sometimes tripartite,
involving the government, unions
and employers. In 2010, the latest
year for which final figures are
available, there were 5,067 collective
agreements registered covering
10,794,334 employees. Threequarters (75.0%) of these agreements
were at company level. National
industry signed deals only represent
1.7%, with provincially signed
agreements accounting for a fifth
(19.2%). The general pattern until now
– there have been recent legislative
changes– has been that large and
medium sized companies have their
own agreements, sometimes at
plant level, while smaller employers
have been covered by provincial
agreements for their industry. The
government also has powers to
extend collective agreements in
areas where negotiations have not
taken place. The current position
is that company agreements now
have precedence in key areas,
even if provincial-level agreement
covering their industry exists are in
force. Company agreements are
able to set terms on wages, hours,
grading and other issues, such as
work-life balance, irrespective of
those in industry-level agreements.
In addition, where a company faces
particular financial difficulties, it is
able to suspend many of the agreed
terms and conditions. Collective
agreements are legally binding on
all employees in the areas they
cover, provided negotiating parties
are entitled to sign the agreement.
At national level, only trade unions
who can sign the agreement on
behalf of all of the employees are
the “most representative unions” at
national or regional level, or unions,
which can show that they have a
specific level of support in the area
covered by the negotiations. The law
lays down specific rules as to how
negotiations are to be conducted
and the composition of both sides.
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It also states that negotiations must
be carried out in good faith, with
final agreements normally lasting for
two or more years. The agreement
also terms also set out the terms of
whether these agreements continue
to be in force after they officially
expire, an area has been affected
by the recent changes to the law,
which has now limited this change
to one year, after which point the
higher level agreement applies.
National level agreements deal with
non-pay issues such as employment
contracts, training and equality. Lower
level agreements normally cover
pay and working time, often with a
clause providing additional payments
if inflation exceeds an agreed level.
They can also cover other issues
such as training, job classification,
sickness and maternity arrangements.
Spain has a national minimum wage,
which is normally up-rated by the
government on an annual basis in
January.

10

www.worker-participation.eu

Sectoral Specificities
An official platform for social
dialogue in the Spanish footwear
sector does not formally exist.
Social dialogue meetings do take
place amongst the employer
representatives (FICE and AEC) and
the most important trade unions:
FITAG-UGT, FITEQA-CC.OO (since
2014 now FI – CC.OO) although
not on a regular or formal basis. On
the 25th September 2014, a new
collective agreement for the footwear
sector was published by the Spanish
ministry of Employment and Social
Affairs and was been signed by all
of the social partners named above.
The negotiation lasted over nine
months with the eventual signing
of the contract indicated a renewed
collaboration among the social
partners. One of the interesting
outcomes of this new contract is
represented by the provision of the
“Observatorio Industrial del Calzado
– Footwear Sector Observatory”.
This is a bi-partite informal
organisation, in which both parties
have agreed to be active. The main
objective for the observatory is the
identification of strategic issues
and problems faced by the sector;
and defining actions to overcome
these. This is seen as one of the
steps (amongst others) that have
been identified as being needed to
revitalise the national social dialogue
and enforce co-operation among its
members.

3.2.2
NATIONAL SOCIAL DIALOGUE
MEETINGS AND OUTCOMES

As a result of the interviews carried out with the social partners within the five countries involved in the survey, it is evident
how the renewal of collective agreements (where applicable) heavily influences the frequency of social dialogue meetings
at national level. Social partners interviewed meet regulary at least once a year, either on a formal or informal basis.
This is not the case in Romania, where meetings are more difficult to organise among representative members. This is
mainly due to the structure of national social dialogue itself and the ability to form corum of representative bodies at both
the employer and trade unions level. In general, national social partners report a climate of active collaboration that has
developed between them over time. This observation takes into account the roles of the organisations which are involved
in the social dialogue meetings.
In general, an overall awareness of the need to develop joint initiatives between social partners aimed at promoting
sustainable development within the sector is rising. Several examples of joint initiatives developed in each of the
countries interviewed testifies to the importance of national social dialogue platforms as a means to detecting sectoral
problems and designing and developing solutions. In general, topics discussed during the national social dialogue
meetings are listed as follows:
● Definition and negotiation of the collective agreements
● Wages
● Working conditions
● Social conflicts at company level
● Industrial situation of the sector
● Training and education
● Joint positions towards public authorities
● Evolution of Jobs and occupations
● Second level negotiations
● Interpretation of the collective agreements
Ranking the different issues identified on the basis of importance and frequency they were discussed during the interview
process (using the answers received by the social partners) wages and working conditions are undoubfully the first
priority in each of the countries interviewed. Training and education was also a key topic, frequently coming up in
discussion. The industrial situation of the sector was also an issue the social partners tabled, leading to the identification
of positions to be agreed with government and/oror public authorities. Outside of these topic areas, the other issues listed
were discussed less frequently by national social partners.
However, as previously stated, national social partners recognise the good level of co-operation amongst the relevant
parties during both national social dialogue meetings and in the design, development and implementation of proposed
actions once consensus has been reached.
It is also true, however, that sometimes agreements reached at national level are difficult to translate into similar
collaborative relationships and into firm action at local level. This is mainly due to the fact that sometimes (and with
particular reference to the countries where footwear production is concentrated in industrial districts), industry need may
vary at regional or company level. This assertion takes into account peculiarities of different segments of the market
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However, as previously stated, national social partners recognise the good level of co-operation amongst the relevant
parties during both national social dialogue meetings and in the design, development and implementation of proposed
actions once consensus has been reached.
It is also true, however, that sometimes agreements reached at national level are difficult to translate into similar
collaborative relationships and into firm action at local level. This is mainly due to the fact that sometimes (and with
particular reference to the countries where footwear production is concentrated in industrial districts), industry need may
vary at regional or company level. This assertion takes into account peculiarities of different segments of the market
along with specificities within the distribution of production, characteristics related to the product.
The following is a list of national examples and good practice, where open discussion and co-operation amongst relevant
social partners has led to the definition and implementation of firm actions that favour the sector’s development 11.

INNOVATION IN COLLECTIVE AGREEMENT: ITALY

During the negotiations for the the last collective agreement, Italian social partners introduced several innovations,
making the agreement itself more responsive to the evolving needs of the industry. An example would be Italian social
partners emphasising new provision relating to the management of staff holidays. Thanks to the joint contribution
of the social partners, it has become easier for companies to acquire greater flexibility in the management of staff
holidays during the summer break. This was made particularly necessity given the timing of MICAM (the most important
international trade fair in the world of shoes) at the end of August (a month in which traditionally Italian businesses close
for at least two weeks).
Given the potential impact the new collective agreement could have on businesses and workers, the social partners have
agreed to put into place a strategy for the innovations incorporated into the new contract to be disseminated. Specifically,
meetings were conducted within the areas of major local manufacturers, workers representatives and with businesses.
Responses from all represented have been positive to this initiative.

EDUCATION AND TRAINING: FRANCE

The co-operation between national social partners in France on education and training is particularly strong. This has
evolved from a situation in which funds available for financing sectoral education and training in France were on one hand
collected directly by the FFC (through the taxe d’apprentissage) and on the other hand managed by the social partners
through OPCALIA, (the joint body for the collection of funding for trainings, managed by employers and trade unions
under the supervision of the French state). Social partners therefore have developed many competencies in defining
sectoral priorities both at VET and CVET levels, making it possible to orientate schools and training provider education,
training and skills offer in line with sectoral need. Even as the situation of how the training funds are raised and managed
is rapidly evolving in France, (and probably leading to weaker control by the sectoral social partners), the co-operative
relationships developed between the social partners should allow common positions to be reached in the future. However,
there will probably be a need to strengthen the voice of the footwear sector around this specific issue.
11

It is clear that the relationships between the social partners are also sometimes conflictual (it is in the role of the
parties), the decision to describe only the “positive” cases and good practise derives from the fact that they better
fall within the scope of the report and can be used as examples for replication and transfer in other European
countries.

62

Annual Report 2014

TRAINING AND EDUCATION: ITALY

The national collective agreement provides the framework for the establishment of a National Bilateral Observatory for the
footwear industry (Osservatorio Bilaterale Calzatura - “OBN-C”). The observatory has amongst its statutory objectives the
remit to:
● identify and explicit the evolution of training needs
● prepare appropriate training actions
● promote positive relationships between producers and the training system.
An objective of the OBN-C is also to constantly provide information to maximize and promote the quality and effectiveness
of training and industry orientation based learning. Both of these are in order to develop industry human resources
capability and increase competitiveness through increases in productivity. Within the OBN-C, three union and three
employer representatives constitute the Steering Committee with the OBN-C ultimately responsible for the implementation
of various actions in the field of education and vocational training. The OBN-C has recently taken firm steps to become a
member of the European Sector Skills Council for the Textile, Clothing, Leather and Footwear sectors (ESSC TCLF).

EDUCATION AND TRAINING: PORTUGAL

In Portugal, the very important issue of skills development has benefitted from close links around social dialogue since
1965. A protocol signed by the employers association and the trade union representatives created the “Centro de Formação
Profissional da Indústria de Calçado (CFPIC)”, which is also known as the academy for design and footwear. The institution,
which is still very active and might in the future itself become part of the ESSC TCLF, is managed jointly by social partners
and the Portuguese state. The main objective of CFPIC is to quickly respond to industries vocational training needs. Social
partner play a key role in the identification of future priorities.

EDUCATION AND TRAINING – ROMANIA

There is no tripartite or bipartite entity recognised in Romania dealing with training, but social partners of the footwear sector,
supported by the University of Tuiasi, are under discussions to create a working group/ entity that deals with textile, clothing,
leather and footwear sectors’ needs. Until recently, vocational training was not formally recognised by the Governemnt for
several years, and there is a clear need to invest on training of technical skills, in particular because Romania is the second
European country in terms of employees, and adequate training is only deliver in big companies.

EDUCATION AND TRAINING: SPAIN

Fundación Tripartita para la Formación en el Empleo12-FTFE (Tripartite Foundation for Training in Employment) is a national
body belonging to the Spanish public sector. It manages nationwide Continuous Vocational Training (CVT) schemes in
Spain on both a social dialogue and tripartite (national employment agency, employers’ and trade unions’ organizations)
basis. It is also involved in promoting, disseminating and funding CVT programmes for employed workers, as well as
12

New national regulation entering into force on 24 March 2015 “Real Decreto-ley 4/2015, de 22 de marzo, para la
reforma urgente del Sistema de Formación Profesional para el Empleo en el ámbito laboral” has modifed the
name to Fundación Estatal para la Formación en el Empleo, and introduces changes on the distribution of
competences among stakeholders.
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in associated research, especially sectoral and target groups’ training needs, learning tools and methodologies. In this
complex system of vocational training for employment, one of the most relevant elements is the Joint Sectoral Committees
that are established. They represent both the employers and trade union organisations within each industry or branch
and are created under the umbrella of collective bargaining. They add flexibility to the training model and have first-hand
knowledge of what is happening in companies, meaning they can provide meaningful information. Their remit is very
broad, from deciding what training should be funded in supply training plans, to suggesting necessary studies, to designing
research and training tools for the sector. Specialists from both Spanish employers and trade unions constantly provide
proposals for new course development, therefore helping to allocate the use of funds by the FTP.

EVOLUTION OF THE SECTOR: FRANCE

One of the most important issues for the future development of the footwear sector is represented by research and
development, with the French example a leader within the Europe leather sector. Within France, a very important
organisation that is widely recognised around the world is the CTC, a research centre that is active in the fields of leather,
leathergoods and footwear. Members of employers associations and trade unions sit on the CTC board along with a
collection of leading French companies. Social dialogue partners therefore play an active role also in the definition of
future sectoral research priorities, a crucial element for the competitiveness of the whole industry.

EVOLUTION OF THE SECTOR: ITALY

The lack of attractiveness of the industry for young people is a serious problem, a situation that Italian footwear social
partners have jointly addressed through the development of a specific project. This project has seen promotional material
being produced with the aim of showcasing the positive side of working in the footwear industry. This material is produced
with particular reference to encouraging and fostering the transfer of knowledge between the different generations.
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3.2.3
EUROPEAN PRIORITIES
OF NATIONAL SOCIAL PARTNERS

During the interviews, a specific question was devoted to the identification of priorities for the future European social
dialogue. The following figure provides a picture of the results obtained.
National Social partners interviewed see a concrete added value in taking actions at European level:
● trying to increase the Attractiveness of the Sector toward young workers, a fundamental asset for the future of the whole
sector
● joining forces to implement a harmonised approach in the analysis and elaboration of European and national data for a
more precise foresight and forecast, needed to better plan strategic actions at sectoral level
● setting up coordinated actions to favour the development of programmes and projects for identifying the emerging Skills
needs and tackling the consequent Skills mismatches
● pushing actions on more effective implementation of custom controls
● interacting with the relevant Commission services, in order to duly consider reciprocity while opening markets and
signing Free Trade Agreements, with particular reference to the Corporate Social Responsibility issues
● identifying and implementing actions to favour sectoral employment
● supporting the growing demand by consumers of full information on products (including the geographical location of its
provenance), through the Mandatory origin labelling of products
● favouring and discussing concrete Industrial policies in support of EU manufacturing.
All these topics will be taken in due consideration while defining the future priorities and the future work programme of the
European sectoral social dialogue.
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PRIORITIES FOR FUTURE FOOTWEAR SOCIAL DIALOGUE
Attractiveness
of the Sector toward
young workers

Foresight and
forecast

Training and Skills needs,
Skills mismatches

Actions on more effective
implementation of custom
controls

Reciprocity while opening
markets and signing Free
Trade Agreements (CSR)

Employment

Mandatory origin labelling

Indusrial policies
in support of UE
manufacturing

Corporate Social
Responsability
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3.3
WHERE LIES THE FUTURE OF
THE FOOTWEAR SECTOR: S.W.O.T.
ANALYSIS

3.3.1
QUANTITATIVE AND QUALITATIVE OVERVIEW

One of the most important objectives of the project was to develop the best conditions for the renewal and adaptation of
the European footwear sectoral social dialogue to the occurred and emerging changes in the footwear sector.
This created the need for updated sectoral intelligence, on the most important issues that can be addressed at European
level, in close interaction with national social partners.
A renewed “Bottom up” approach, meant to allow the definition of the priorities of action of the European social dialogue,
on a factual basis and based on the real needs expressed by national Industrial Associations and Trade Unions.
To this aim, Social Partners identified the SWOT as the most appropriate analysis: a structured planning method used to
evaluate the strengths, weaknesses, opportunities and threats involved in a specific business case:
● Strengths: characteristics that give the EU footwear sector an advantage over others
● Weaknesses: characteristics that create for the EU footwear sector a disadvantage relative to others.
● Opportunities: elements that the EU footwear sector could exploit to its advantage
● Threats: elements in the environment that could cause trouble for the EU footwear sector.
The analysis has been carried out in different steps. EU social partners have provided national associations and trade
unions with an overview of proposals on each of the four SWOT categories. The topics analysed and detailed in the
proposed overview have been discussed in depth during a specific workshop, organised in Brussels, with the involvement
of national social partners.
As it can be seen from the radar diagram below, the work has allowed identifying and characterising 7 sectoral Strengths,
9 Weaknesses, 10 Opportunities and 6 Threats.
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FOOTWEAR SECTOR SWOT ANALYSIS:
A QUANTITATIVE OVERVIEW

STRENGTHS

THREATS

WEAKNESSES

OPPORTUNITIES
The present chapter describes in detail all elements that have been identified as the most important Strengths,
Weaknesses, Opportunities and Threats of the European footwear sector, thanks to the methodology described above.

68

Annual Report 2014

STRENGTHS
● A product that satisfies both basic and evolving
needs of consumers
● European footwear production is recognised
as a high quality and distinctive product
● Long industrial tradition
● European design
● Skilled workforce
● Proximity between market and supply chain
Innovation potential and capability

OPPORTUNITIES
● New emerging markets
● Better market access conditions
● Reinforcement of clusters and SMEs support infrastructures
● New production and selling technologies
● Demographic and social trends: new needs
● More focused research and development
● Environmental/social sustainability and transparency
● Re-shoring of production to Europe
● European branding
● Mandatory origin labelling

WEAKNESSES
● Lack of sector attractiveness for young workers
● Lack of co-ordination between VET providers and companies
● General depreciation of manual work
● Lack of a real co-ordination between research centres and factories
● Small average company size
● Weak access to credit
● Focus on national internal markets
● Worldwide unbalanced between the enforcement of social and
environmental legislation
● Structural competitive business environment disadvantages

THREATS
● Decrease of local consumption in EU Member States
● Protectionism
● Scarcity and cost of quality raw materials
Counterfeiting
● Future lack of qualified labour, with particular reference to technical skills
● “Designed in Europe” an emerging business model in low cost
countries

In synthesis, it can be said that:
● The European footwear sector is strong thanks to its long tradition and cultural heritage in the production of footwear,
a product that will always be needed by an increasing number of consumers around the world. Europe is distinguished
for its excellent design and quality of the production, where skilled workforce provides a substantial added value. The
European footwear sector has structured a highly developed supply chain in the territories of one of the most important
markets in the world (Europe represents 46% of the worldwide imports in terms of value).
● Being the workforce the most important asset of the European footwear sector, and being the it progressively ageing,
the lack of sector attractiveness for young workers is considered as one of the most important weaknesses at continental
level. Some structural factors (and in particular the small average company size) creates difficulties in properly having
access to credit, in the implementation of log term strategies and in addressing international markets.
● The most relevant opportunities for the European footwear sector are represented by new emerging markets, that can
start absorbing more European shoes thanks to better trade conditions (it is the case of USA, and Japan for example) or
thanks to better economic conditions of a growing portion of the population (it is the case for China). On the production
side, new technologies and new materials can be better exploited in the footwear sector, together with reinforced
advanced services provided by clusters and other support infrastructures. Other sectoral opportunities are represented
by Research and Development activities that can help footwear manufacturers to meet the evolving needs of new
categories of consumers. Among these needs, environmental awareness and social accountability are key factors for a
growing portion of consumers, and European manufacturers are at the forefront of sustainability in their production and in
their supply chains. This is one of the reasons why European footwear manufacturers see mandatory origin labelling so
positively: the natural response to the growing demand by consumers wanting full information on a product, including the
geographical location of its provenance.
● The decrease of local consumption in EU Member States is among the most important threats for the EU footwear
sector. Some European Member States (particularly in the southern part of the continent) are in fact still heavily affected
by the consequences of the economic downturn. On the other hand, many potential export markets remain virtually closed
because of high tariffs and the continued prevalence of different non-tariff barriers (NTBs), which creates a significant
disincentive for international trade. Other significant threats are represented by the constant increase in the price of some
raw materials (leather above all) necessary to maintain the quality gap with international competitors, and the problem of
counterfeiting, widely recognised by both the industrial actors within the sector and the institutional stakeholders.
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3.3.2
STRENGHTS

A product that satisfies basic and evolving needs of consumers
The footwear sector has a substantial strength that few other consumer goods manufacturing sectors exhibit: it provides a product that will always be
needed, and by an increasing number of consumers around the world. Footwear provides the response to a basic need that will not be changing in
the future: walking while protecting the feet. There will always be a market for footwear. Evolving needs of consumers are also linked with emotions
and functionalities. Like other fashion-related products, fashion footwear can create an emotional link with consumers, especially at the high-end of the
market, where the European manufacturing sector is positioned. Specialisation has been achieved to satisfy other evolving consumer needs, which
are closely related to technical functionalities and properties of the product. Examples include, comfort, durability, weight, shock absorption. European
manufacturers can help to ensure the future of the industry by taking these factors into consideration when responding to the evolving needs of
worldwide consumers.

European footwear recognised as high quality, distinctive product
Europe represents approximately 4% of worldwide footwear production by quantity. Other continents play a larger dominant role in numbers of
production on the international market. Asia is the largest producer, enjoying predominance with over 87% of the world’s share of production whilst
South America is second with 5%. Statistics illustrate how exports of European footwear are increasing considerably and the desirability of European
design and manufacture. Between 2009 and 2013, footwear exports to third countries increased by 31% by number of pairs and by 42% in value.
Moreover, nine out of the 15 most important countries in terms of export value are European. The average export price of the main European countries
is significantly higher than the worldwide average, clearly illustrating the high unitary value of European footwear. This is not only due to production
costs, which are significantly higher within EU than in the other big world market players, but also to the intrinsic value of the products manufactured in
Europe, which are characterised by their quality, design and manufacturing tradition. The high-quality of European footwear manufacture, that responds
to the creativity of design using safe and good performing materials produces long-lasting quality products manufactured in sustainable conditions.

Long industrial tradition
Europe has a long industrial tradition within footwear manufacturing. This is also reflected in the geographic specialisation of several European regions
and clusters. This long standing European tradition has even led to the creation of museums, preserving the cultural heritage of footwear production.
Examples of this can be found in France, Italy, Spain and the UK. Sector-specific cultural heritage has played a very important role in the historical
evolution of the European footwear sector. This has enabled the development of a number of distinguishing traits such as the nurture of creative
talent, innovations within traditional manufacturing methods and the preservation and development of a skilled labour pool that enables the quality-led
leadership of European footwear. The presence across Europe of more than 40 specialised schools and training centres is another important indicator
and demonstrates the robustness of the footwear sectors cultural roots in Europe. The geographical specialisation of several regions in Europe
moreover has accompanied the parallel growth of European suppliers of raw materials, accessories and components, which are still contributing to
maintaining European footwear’s position at the forefront of quality, style, technology and design.
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European Design
Design plays a fundamental role in the current rapid evolution within the world footwear market and is crucial in differentiating European footwear from
competitors. Design is taken into account in all of the product development phases, affecting both the speed of response and the evolving needs of
consumers. This leads to the innovation of materials, accessories and production processes where the close interaction between designers and other
functions with footwear companies is a fundamental requirement. European companies develop new collections and footwear designs internally or
through close interaction with external designers, the latter case being more frequent for SMEs. Footwear design has evolved in recent decades from
the proposition of new shapes, materials and accessories to now requiring a rapid response to consumer need, from both a product performance and
sustainability points of view. European footwear manufacturers have therefore been able to favour both quantitative and qualitative growth within their
design specific competencies reinforced by the fact that many of todays advanced CAD footwear tools have been developed in Europe.

Skilled workforce
As previously reported, the robust, long cultural heritage of the European footwear sector has been possible thanks to a specialised workforce
supported by the development and continuous update of VET and training programmes. The skills and competencies of the workforce are among the
most important competitive factors for European footwear manufacturers, allowing them to maintain a competitive edge in high-end footwear production.
Skills development therefore plays an essential role in order for manufacturing companies to strengthen their position in European and other markets.
The sector is already investing substantially on this issue although but more still needs to be done as a number of key employment and skills challenges
remain.

Proximity between market and supply chain
Europe represents the market for 46% of the worldwide imports by value with almost one-third of world trade are intra-European imports. One of
the most important strengths of the European footwear sector is a well-structured and highly developed supply chain within European territories.
European footwear manufacturers can count on a close co-operation with the suppliers of materials and accessories, having easy access to important
infrastructures and stakeholders, such as industry associations, trade unions, research and development centres and training institutes. The
concentration of a significant portion of EU footwear production within regional clusters allows for strong partnerships between stakeholders, the
availability of support services, higher flexibility in production and an effective infrastructure for market and product innovation. In an industry driving
towards product customisation, a close supply chain provides a competitive advantage to retailers, who need to fulfil immediate consumer demands.

Innovation potential and capability
The international competitiveness of the European footwear sector is also linked to its overall ability to constantly innovate. There are three levels
of innovation in which footwear manufacturers invest time and resources. The first focusses on fashion, style and product appearance. It requires
significant effort by companies, which are constantly interacting with designers and suppliers of materials and components to develop new product
propositions for the market. The second level, still related to the product, is more closely related to configuring footwear with new and advanced
functionalities or product-services (such as customisation) in order to meet the needs of growing portions of consumers. This is especially the case
for specialised footwear such orthopaedic, protective and sports footwear. This second innovation level has a mid-term perspective; requiring more
time and a closer interaction with other actors of the knowledge supply chain, such as universities and research centres. A third level of innovation in
which European footwear manufacturers have demonstrated their ability to achieve significant results is linked with the effectiveness and efficiency of
factories and the supply chains. Both process and product-related innovations and developments can facilitate new business models and marketing
opportunities.
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3.3.2
STRENGHTS

Lack of attractiveness toward young workers
The main asset of the European footwear is the workforce. However, companies have difficulties identifying newcomers to the sector due to its lack
of attractiveness. The importance of the issue has increased in the past decade with a progressively ageing workforce. It is therefore necessary
to address the recruitment of young workers and define mid-term strategies for attracting, training and hiring young people, providing them with the
necessary opportunities to obtain quality jobs within the footwear industry. The recruitment process can begin in two different scenarios for new
and young people; when they decide to study VET programmes and when they decide where to apply for a job. In both cases, sector orientation
for young people is a key element. The sector therefore faces a double challenge; to attract a new generation to the sector, but also to ensure the
appropriate VET studies are undertaken in order for these new recruits to acquire the very necessary technical skills. To achieve better results in the
recruitment of young people, the sector should look to transmit a more attractive image of the sector by communicating a more dynamic industry where
design, technology and ICT join together to satisfy consumer demand. There is also an urgent need to work on communication campaigns and on
the development of targeted information packages to schools, orientation services and training centres. Working with these groups can increase the
messages effectiveness, if supported by the appropriate measures involving different stakeholders. These include producing business cases and the
media, at regional, national and European level.

Lack of co-ordination between VET providers and companies
The lack of adequate communication and co-ordination between VET providers and businesses heavily affects the necessary recruitment of workers
into the footwear sector. The needs of companies and workers evolve very rapidly: as the work of the European Sector Skills Council TCLF has
demonstrated13 , globalisation, technology and consumer demands are all driving fundamental changes in the sector. Existing occupations are seeing
their profiles radically modified and new occupations are emerging. This rapid evolution is seldom accompanied by a coherent development of the
curricula as proposed by VET providers. In other words, there is a structural difference in the speed under which competencies required by businesses
are evolving and those provided by the training offer.
13

ESSC TCLF - report 2014, page 101 - www.europeanskillscouncil.t-c-l.eu

General depreciation of manual work in Europe
Footwear manufacturing is an industrial process with a significant incidence of manual work. Moreover, as stated in the previous chapter, a skilled and
competent workforce is one of the most important competitive factors for the sector. Blue-collar workers are therefore essential, both in productive
and quality point of views. For these reasons, the depreciation of manual work, which is a problem shared by different industrial sectors in Europe,
significantly affects footwear manufacturers. Again, a communications campaign showing the relevance of this work, which contributes to the building of
the European cultural and industrial reputation, remains a priority.

Small average company size
Footwear manufacturing is an SME dominated sector. Latest Eurostat figures clearly draw the picture, illustrating that more than 99% of the footwear
companies are SMEs and almost 74% of them employ less than 10 people. European footwear turnover raised by SMEs is over 65% of the total.
Even if current footwear market conditions can also offer opportunities for SMEs (globalised niche markets, rapid responses to upcoming trends), it is
evident that the small dimensions of these companies can represent structural development difficulties. These are linked to the possibility of properly
addressing current and upcoming external factors on their businesses and mid-term strategic developments. SMEs find it more difficult to identify and
properly address the evolution of international regulations as well as having more constraints on organisational implementation of training programmes.
Additionally, they have less access to R&D projects, and, last but not least, have less resource to explore new markets.
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Weak access to credit
Similar to other fashion manufacturing sectors, within footwear the need for credit is structural. It mainly comes from the structure and functioning of
the supply chain, in which companies have first to source and have raw materials delivered, in order to then process and deliver them to the customers.
This means that, within common terms of payment, significant portions of the running capital of the companies are immobilised for long periods. During
recent years, the need for external credit has increased, due to the general economic downturn and generalised delays in payments along the value
chain. Access to credit is by far more difficult for SMEs, for which bank-related products (bank loans and overdrafts) are the most relevant sources of
finance14. Credit is also very difficult to obtain, with banks requiring more and more guarantees, enforcing strict risk assessment procedures which have
a negative impact on the success rates of the credit requests and making money are more and more expensive to obtain. These issues create serious
problems for footwear SMEs and limit the possibilities of them implementing mid-term investments and development plans.
14

European Central Bank: Survey on the access to finance of enterprises in the euro area – Nov 2014

Focus on national internal markets
Intra-EU and extra-EU exports represent a significant portion of the turnover for EU footwear manufacturers with export values continuing to improve. In
many cases, exports still represent the most evident solution to the shrinking of EU internal markets due to the economic crisis. However, this solution
is not accessible to all footwear manufacturers. A large number of companies, especially SMEs, are still focused on national markets for a significant
portion of their turnover (85% and over). This is mostly linked to a substantial lack of experience, which in many cases mean companies may not try to
explore external markets, even when incentives and structured support were available to them. Not being able to rely on external (especially extraEU) markets means firms are not able to diversify the turnover streams and therefore are unable to distribute the risk of further shrinkage of European
markets.

Worldwide unbalanced enforcement of social and environmental
legislation
As with many other sectors within industrial production, footwear is facing a strong competition from third countries. Considering that the incidence of
manual work is so important to the footwear manufacturing process, the sector has suffered more than others through the transfer of production sites
to non-EU countries with lower labour, social and environmental standards. This trend has been a critical factor in the loss of jobs across Europe, and
EU Trade Policy and Free Trade Agreements are still trying to create a level playing field for European footwear manufacturers with trade partners
outside Europe. Significant advantages can be achieved by companies operating in non-EU countries ranging from weak general work legislation or
weak enforcement controls on social and environmental legislation concerning industrial production. This leads to an unfair further advantage in terms of
productivity, costs and flexibility, which has and is significantly worsening the competitiveness of European footwear manufacturers.

Structural competitive business environment disadvantages
Footwear production is geographically concentrated in some regions of Europe that are structurally weaker than other parts of the continent and the
world. To better analyse this, the EU regional competitiveness index has been taken as a reference15 and illustrates how the central and southern
European regions of Italy, Spain, Portugal along with several regions of France have suffered from poor competitive performance. A comparison on the
same index with non-European countries is not possible at the moment.
15

http://ec.europa.eu/regional_policy/sources/docgener/studies/pdf/6th_report/rci_2013_report_final.pdf. It calculate the regional competitiveness index by combining 11
indicators: The basic pillars represent the basic drivers of all economies. They include (1) Quality of Institutions, (2) Macro-economic Stability, (3) Infrastructure, (4) Health and
the environment (5) Quality of Primary and Secondary Education (6) Higher Education and Lifelong Learning (7) Labour Market Efficiency and (8) Market Size (9)
Technological Readiness, (10) Business Sophistication (11) Innovation.

Lack of a real coordination between research centres and factories
The competitive edge of the European footwear sector can only be maintained over time if a proper, adequate and effective creation and transfer
of new and useful knowledge accompany its industrial development. Highly specialised footwear research centres operate in the most important
European manufacturing countries. Whilst most of these research centres possess high-level resident knowledge, the problem of interaction between
the centres and companies is difficult to facilitate, resulting in sometimes a lack of coherence between the real objectives/ needs of the companies and
of the knowledge being generated. This leads to a non-effective transfer of the research results to market, and therefore to the slowing of the pace of
European innovation, while increasing the risk of the loss of competitiveness.
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3.3.3
OPPORTUNITIES

New emerging markets
The key success factors for the footwear industry include a move to the higher quality end of the market, away from mass production, and a further
focus on exports. In this sense, several countries around the world exhibit the potential to absorb further European exports of quality shoes produced in
Europe. The main historical markets for European shoes (including Russia, Switzerland, Turkey) are expected to keep their shares, with the exception of
Russia, at least in the short term. Special attention is required when looking at the USA, to whom footwear exports are expected to dramatically increase
with the satisfactory signature of the Transatlantic Trade Investment Partnership. A similar story is true of Japan, with whom the EU is also negotiating
a FTA. Other important markets are opening and demonstrating increasing consumption levels for European footwear, as a larger base of wealthier
consumers asking for quality, long lasting, and distinctive products becomes apparent. This is the case of some Eastern EU Member States, as well
as of extra EU countries. Among these, China could be very promising, provided that the EU footwear manufacturers are able to adapt their usual
business model with distributors and retailers to the peculiar situation of that country. Interestingly, China is the country that pays the highest average
price among the world top importers16. However, on the other hand, the distribution model in China is vastly different from the traditional one to which
European footwear manufacturers are used to. The Chinese model facilitates different agreements with local actors within the market and is therefore
more orientated to sharing the risk of renting and managing shops. The Chinese model is however less geared to multi-brand distribution, with very
few distributors currently ready to buy shoes from Europe to then sell them, as this means taking the risks associated with the purchase of stock and
possible poor retail performance. This example shows that in order to exploit possible opportunities linked with new markets, the EU footwear industry
requires collective and structural action, supporting the efforts of single companies who are operating within different environments.
16

World footwear report – APICAPPS 2013

Better market access conditions
Footwear exports have been historically heavily influenced by protectionist policies of footwear manufacturing non-EU countries. However, some of
these countries are now seen as possibly opening new and interesting markets for EU footwear export. On the other hand, the export potential of
European footwear remains high, including in developed third countries, which are already absorbing significant portions of the European production.
Several measures should be adopted in order to exploit this market development potential. Among these, the development of Free Trade Agreements
that create a level playing field with selected countries can surely increase the export of shoes and help facilitate the future growth of the EU footwear
sector. It has to be emphasised that (as it will also be seen later on in this document), footwear social partners recognise the importance of including
special clauses on social and environmental issues in free trade agreements. The principle is in fact to promote better commercial relationships with
countries that adopt, implement and enforce high standards (as Europe is doing), in order to avoid “unfair liberalised competition”, which will in turn
negatively affect the footwear sector, as well as many other EU manufacturing industries. Reciprocity is the key word to be considered.

Reinforcement of clusters and SMEs support infrastructures
As we have seen, SMEs dominate the European footwear sector. In response to the structural difficulties they face, many European footwear SMEs
have implemented a number of business strategies supported by external activities of collective organisations and stakeholders, such as clusters,
industrial associations and fairs. The support services most frequently used by SMEs include assistance to export and search for international
partners, international communication and marketing campaigns, development of training programmes, and research and innovation projects. Further
reinforcement of the co-operation among individual companies and between companies and external sector-specific infrastructures can lead to better,
more coherent and effective development strategies, optimising the use of available resources towards a common goal.
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New production and selling technologies
Europe has historically been at the forefront in the development of footwear manufacturing technologies. The constant growth of the sector towards
its current leading position in terms of quality and reputation has also been achieved thanks to the parallel development of footwear technologies
in production, design and IT. European footwear technology providers are constantly developing new and innovative solutions in all these fields,
allowing the realisation of products with a higher technological content addressing customisation, anticipating new consumer demands and the parallel
development of more advanced services to the consumer. New materials are being developed, new production technologies (such as for example
additive manufacturing) are being used by footwear companies, whilst new and evolving software allows for better and faster design of shoes along
with their customisation within the retail shops themselves. Today, footwear manufacturers can moreover count on well-established commerce platforms
that allow them to explore new marketing strategies, targeted at both consumers and to other businesses. Therefore, E-commerce represents a
huge opportunity for facilitating the access to the global market, even if some companies are more reluctant due to concerns about competing with
their current retail customers. EU manufacturers therefore have the very real possibility of exploiting several very innovative results of EU sectorspecific technological research and state-of-the-art ecommerce technologies in order to ensure that their products are visible throughout a shopper’s
increasingly fragmented buying process. However, more concerted action toward this goal is needed, both at a European and local level.

Demographic and social trends: new needs
Mid and long-term footwear manufacturing developments also needed to take into consideration the continued evolution of the world population. The
most important indicators have shown that a large portion of future consumers will have new specific needs, which require to be taken into account
during in the development of new shoes and of product-related services. For instance, a significant portion of future consumers in mature markets
(such as North America and Europe for example) are expected to have a longer active life expectancy. This leads to the need of developing new,
specialised products, which integrate dedicated design, materials that promote comfort and specialised product properties. On the other hand, a large
number of consumers from emerging countries will on the contrary be younger and have a higher expenditure potential, while being sensible to product
awareness. This might lead them to shift from “branded” fashion products to others, with a higher intrinsic quality and values (but less recognised on the
global market), such as the ones produced by EU footwear SMEs. European shoe manufacturers will therefore need to give these developments due
consideration when defining the evolution of both products and of related marketing strategies.

More focused research and development
Research and development has a strategic importance for the competitiveness of the EU footwear industry. The importance of R&D is recognised as
a key factor to sustainable and economic growth of the sector. It allows combining product-related developments with improved business models and
marketing innovations. Increasing dialogue between the industry and R&D providers is the key factor that can maximise the impact of R&D results on
the industrial development of the sector. This dialogue shall take place both when identifying the priorities for future research (the bottom up approach)
and when defining the strategies to exploit research results. A concerted action is therefore needed in the future, allowing for an improved dialogue and
the set up of effective and efficient communication channels.

Sustainability and transparency
A growing portion of consumers around the world are becoming more and more demanding on the issue of the sustainability of products and services.
This is even more relevant for fashion related businesses. A part of footwear manufacturing’s economic dimension17 (as well as in other industries),
product sustainability can be evaluated by taking into account three main factors. These are the appropriateness of social conditions within factories
and supply chains; environmental performance of processes and products; and consumer safety. Europe has the most advanced (and enforced) social,
environmental and consumer-related legislation worldwide. Whilst this affects industrial production with increased challenges and duties for European
manufacturers, it also creates a significant opportunity, allowing sustainability to become a key strategic factor for product and process development and
exploiting the marketing potential linked with it. The implementation of common strategies, supported by EU social partners, aiming at guaranteeing and
communicating the sustainable values of European footwear, can allow the sector to further increase its distinctive reputation within the global market.
17

Our Common Future (WCED - 1987): Concept of Sustainable development
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Re-shoring of production to Europe
In the past two decades, Europe suffered a profound restructuring, with companies offshoring their production to third countries with low labour cost,
particularly in Asia. Manufacturing footwear in Europe is still an advantageous option under different perspectives. These include the proximity to
the most important market of the world; well-organised, short and easier control of supply chains; fast delivery of products; availability of top quality
materials; advanced support services; good educational systems; knowledge development; and cheaper transport. Significant intra-EU relocation
of production has been taking place involving mainly Eastern European countries, such as Romania, Poland and Hungary. These countries have
developed a good knowledge base concerning footwear manufacturing, which will be reinforced in the coming years thanks to co-operation with
a variety of European stakeholders who are able to embed their knowledge of tradition, education and experience. The evolution of the market is
leading to an increased need for better control of both products and of supply chains as European manufacturing is constantly moving toward shoes
of higher value and higher price whilst energy costs and social costs in third countries are increasing. Therefore, there is great potential for footwear
manufacturing to further re-shore within European borders.

European Brand
As mentioned before, exports have become a key element for the European footwear sector, with the recognition that European brands play a major
role in this performance, especially when approaching foreign markets. Whilst the biggest and most prestigious European footwear brands have the
capability and the resources to build and consolidate their image and brand reputation, this is not the case for the majority of SMEs, which still account
over 96% of the number of companies who generate more than 65% of the European footwear production turnover. There is therefore a clear need
to support these companies in developing a globally recognised image and communicating it to the market. The worldwide reputation of European
production leads to the possibility of linking the origin of the footwear with the high-level values of quality, design, innovation and respect of standards. In
this context, recognising footwear as being “Made in xxx” or “Made in Europe” is an opportunity that will allow European manufacturing SMEs to achieve
profitable results through limited resources.

Mandatory origin labelling
Mandatory origin labelling is seen by European footwear manufacturers as the natural response to the growing demand by consumers wanting full
information on a product, including the geographical location of its provenance. Consumers have the right to decide their purchases on the basis of the
values or factors that they consider relevant (price, quality, brand, origin, sustainability of materials, safety, respect of standards, etc.) The mandatory
origin labelling is therefore an essential tool for transparency for consumers. Such an initiative would reward European local production strategies, and
assist the European manufacturing to grow and develop in the future.
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3.3.4
THREATS

Decrease of local consumption in EU Member States
As we have seen, Europe represents 46% of the worldwide imports in terms of value, with almost one third of the world footwear trade at an intraEuropean import level. Moreover, a large number of SMEs still count on their national market as the main destination of their products. Some European
Member States (particularly in the southern part of the continent) are still heavily affected by the consequences of the economic downturn. This means
that a significant share of the footwear market is suffering from the declining purchasing power of consumers over recent years. In this scenario,
consumer purchases are more likely to be orientated towards essential products and services than towards fashion related products, such as footwear,
even if they represent a basic need. When purchasing shoes (like for example, clothing), the limited resources and purchasing power leads to the
reduction of the number of products purchased and to the increasing importance of price in the decisions made by the consumer. No significant or firm
measures are in place at the moment to re-launch internal footwear consumption. This fact may cause further job losses in the future in particular in
SMEs if this market cannot be revived.

Protectionism
Within the framework outlined above, it is evident that increasing access to emerging markets with a growing middle-class is more and more strategic,
with these markets being driven by quality-conscious consumption and demand for products “Made in Europe”. On the other hand, many potential
export markets remain virtually closed because of high tariffs and the continued prevalence of different non-tariff barriers (NTBs), which creates a
significant disincentive for international trade. Within this framework, it is essential for the European footwear industry to obtain improved access to the
most strategic markets through the negotiation of trade agreements based on reciprocity as previously explained.

Scarcity and cost of quality raw materials
The importance of the European footwear sector has a greater magnitude in the high-end of the market. As mentioned before, one of the distinctive
factors of European manufactured footwear’s superior reputation is defined by its use of high quality raw materials. Leather is, among the different
footwear raw materials, the one that provides the most added value to the shoes. European leather is witnessing a period of structural problems, which
are also influencing the footwear sector, in terms of costs and availability. Export barriers on raw materials in some of the main extra-EU markets; the
decreasing availability of European raw hides and skins (due to a continuous decline of the internal production and the simultaneous increase of the
extra-EU export); and the development of some extra-EU countries tanning capacity and capabilities in the medium-to-low product ranges are some
factors influencing this phenomenon.
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Counterfeiting
The problem of counterfeiting is widely recognised by both the industrial actors within the sector and the institutional stakeholders. “Counterfeiting poses a major
challenge to the fashion and high-end industries, where creativity is at the core of the production process 18.” Trademarks, designs and geographical indications
are among the industrial factors subject to counterfeiting for European footwear producers. This threat is therefore not only affecting footwear, but also the whole
fashion industry, with 50% of products detained by European customs officials in 2013 being fashion-related19. The rise of e-commerce has also enabled the sale
of counterfeit goods in the international market to be easier, faster, and more difficult to counter. Again, SMEs find themselves in a difficult situation, lacking the
necessary means and resources to implement proper IPR protection activities. Even if the Commission has launched several initiatives and projects, national
authorities and industrial stakeholders need to raise consumer awareness about the possible dangers of fake goods and to promote the real values of European
manufacturing. The international consumption of fake goods is still significant and is still creating significant damage for the European footwear industry.
18
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http://ec.europa.eu/growth/sectors/fashion/high-end-industries/eu-support/index_en.htm
http://ec.europa.eu/growth/sectors/fashion/high-end-industries/eu-support/index_en.htm

Future lack of qualified labour, with particular reference
to technical skills
As described in the previous chapters, the highly skilled workforce of the European footwear sector is progressively ageing and urgently requires mid-term
strategies for attracting, training and hiring young people. A failure to attract new and specialised young workers is expected to have a significant negative
effect on the future of the industry. Due to the specificities of footwear manufacturing, this problem is even more relevant with the need to embed the
relevant technical and productive skills within the workforce.

“Designed in Europe” an emerging business model in low cost countries
As this report has recognised, there is a clear added value in the international market associated with the name of Europe (or of the top European footwear
manufacturing countries) to a shoe. This value is linked with the very high perception of consumers toward European tradition and the reputation of its
manufacture. The rapid development of fashion capabilities in low labour cost countries (China above all) and general improvements in production efficiency
and quality, are facilitating the manufacture of shoes fully designed in Europe, produced with high quality materials selected by European designers. These
products will potentially compete in the same market segment of European manufactured shoes. It is clear that further development of this business model
could potentially lead to a further reduction of the European manufacturing base and increase competition in the future.
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