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ABSTRACT
INTRODUCTION
The importance of entrepreneurship has been widely recognized as an impulse to economic growth and their essential contribution to the economy. Today, the business environment is changing more rapidly. Competition in almost every industry has become more intensive. Considering the above, companies are becoming aware of the importance of adjusting their businesses to the target market in the best possible way in order to stay competitive. 

Entrepreneurship in the field of fashion is a topic that, unfortunately, has not been targeted by a substantial number of authors. Entrepreneurship in the fashion industry represents a great challenge since the fashion business environment consists of many actors who are competing for the same market share. It is dominated by big players of the industries who put upon trends, and drive consumer preferences and the fashion core on a global scale. However, there is a great variety of small actors who compete in the fashion industry and contribute original concepts and ideas into the industry and they are the subject of this research.

Many fashion design entrepreneurs, who want to compete by running their own brands, are faced with many challenges including personal challenges and a variety of external obstacles. Running a stable venture within the fashion industry may be very complex and demanding, especially in a first few years of a new entrepreneurial venture. Very often additional barriers occur when it comes to women entrepreneurs. In many countries women decide to enter the business because of necessity, for example, when they stay out of job, instead of recognized market opportunities. However, there are many examples of successful women entrepreneurs, especially in demanding fashion industry who continuously succeed to run successful ventures.

RESEARCH METHOD
This article seeks to analyze the factors of significant influence on the entrepreneurship in a fashion industry, with special emphasis on the characteristics of women's entrepreneurship and the challenges that women face when starting ventures in the fashion industry. The authors will use the case study method to present the examples of successful women entrepreneurs who continuously succeed to cope with the challenges of the fashion industry. Selected case studies will show successful business strategies for managing small business ventures in the selected industry.

RESULTS
The results of this study will be used in two ways. Firstly, the results will give clear guidelines to all business women, as well as those wishing to engage in entrepreneurship, what are the most common difficulties that they face in running their business as well as clear guidance on how to deal with them. Furthermore, this work will greatly contribute to the students of vocational studies in connecting and applying the knowledge they gained at the entrepreneurship course on the real life economy and even maybe encourage them to start their own businesses.
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Introduction
Aim and Objectives 
This article seeks to analyze the factors of significant influence on the entrepreneurship in a fashion industry, with special emphasis on the characteristics of women's entrepreneurship and the challenges that women face when starting ventures in the fashion industry. Also, through the example of a successful women entrepreneur, Neda Makjanić Kunić, who established and lead a fashion company “MAK”, will try to present all the prerequisites that need to be fulfilled in order to achieve a successful fashion business, looking at the characteristics of the entrepreneur, characteristics of the people who work there, and external factors that have a significant impact on company.
Methodology
Empirical information in this work was collected through a qualitative approach in order to gain a deeper understanding of the topic. Various conversations were performed in person with fashion designers, consultants and institutions. The selection of people was done in respect of the different backgrounds and experiences in the field of fashion and creative industry and the field of entrepreneurship with an emphasis on women entrepreneurship. For the purpose of writing this paper, the authors used the method of cases. Case study research excels at bringing us to an understanding of a complex issue or object which can extend experience or add strength to what is already known through previous research. Throw this case study the authors tried to emphasize detailed contextual analysis of a Croatian fashion company and the experiences of it owner, successful women entrepreneur in the field of fashion industry.
Findings
In the fashion industry, being an entrepreneur is very demanding. It is very important properly segmenting the market, successfully identify profitable market niches and the orientation of the expanding base of satisfied and loyal customers with products adapted to the requirements thereof. Also, although it has a great significance for the economy, female entrepreneurship is often neglected. Given the above, Entrepreneurs in this regard particularly highlight the need for stronger networking of women at all levels and exchange of information and knowledge. They stress that women's entrepreneurial initiatives deserve support national, regional and local authorities, international organizations and projects, and need to be extracted, and to help measure their effects.
Theory review
Entrepreneur and entrepreneurship
The importance of entrepreneurship has been widely recognized as an impulse to economic growth and their essential contribution to the economy. An Entrepreneur can be defined as a person who identifies an opportunity or new idea and develops it into a new venture or project (Davidsson, 2006.). Being an entrepreneur is a very challenging job and requires knowledge, intuition and skill. The entrepreneur sets up a business to generate value, whether value can mean a financial, social or emotional outcome. 
Entrepreneurs are acknowledged as being the driving force behind innovative change in our society and the fashion industry is no exception. According to definition above, it can be concluded that fashion entrepreneur can be defined as someone who sets up a new fashion venture, or starts a new fashion label. To achieve this, the fashion entrepreneur needs to be able to notice business opportunities and determine customer needs by coordinating resources to design, manufacture and supply fashion products or provide a service (Burke, 2008).
The fashion entrepreneur is the key, innovative person managing the entrepreneurial process. This usually involves planning, organizing, directing and controlling the input of suppliers, contractors and the design team members, together with accepting the associated business risks. The key words from these explanations are; innovation, opportunity, new venture, enterprise, management and risk taking (Burke, 2008).
According to OECD-Eurostat, Entrepreneurship is even higher on the policy agenda today than in the past, as governments look for remedies and ways out of the economic crisis (http://www.oecd.org). Entrepreneurs contribute to society in different ways for instance as creators of jobs and as a stimulator of economic growth (Davidsson P., 2006). Despite the rapid growth of women in professional and managerial jobs, the gender gap in entrepreneurship remains significant. On average, men are 50 percent more likely than women to become entrepreneurs. Compared to men, women entrepreneurs use smaller amounts of start-up capital, smaller proportion of equities, and more bank loans. Also, women-owned businesses tend to be smaller and to grow more slowly than those owned by men, suggesting gender-based differences in the value attached to business expansion (Minniti & Arenius, April 29, 2003).
There are more women than men in the world, but in the economy, according to official sources of information and indicators, represents minority everywhere in the world. Minority status of women in the economy is different, depending on the work that women perform. Fewer women run business ventures, especially those technological intensive. Women are even better than men in the perception of entrepreneurial environment and spotting a business opportunity, but the possibility of realizing their entrepreneurial opportunities are significantly reduced due to a limited access to financial resources and insufficient support in the organization of family life (MINGORP, 2010.).
In Croatia, women are unfortunately entering the business, still in most cases out of necessity, for example, when they stay out of work, not from the identified market opportunities. After all data on this are clear, on an entrepreneurial venture of women coming ventures 2.5 men (www.glas-slavonije.hr, 2011).

Table 1. Structure of number of employees, total revenue and profit of companies (women entrepreneurship and other companies)

	
	Companies
	2002.
	2006.
	2007.
	2008.

	Number of employees
	Women entrepreneurship
	7,0%
	10,9%
	13,0%
	13,0%

	
	Other businesses
	93,0%
	89,1%
	87,0%
	87%

	Total revenue
	Women entrepreneurship
	6,5%
	6,4%
	10,5%
	11,1%

	
	Other businesses
	93,5%
	93,6%
	89,5%
	88,9%

	Profit
	Women entrepreneurship
	4,0%
	7,9%
	9,3%
	9,3%

	
	Other businesses
	96,0%
	92,1%
	90,7%
	90,7%


Source: Research of a Croatian association of business woman KRUG, 2009.

In the table attached below, it can be noticed that the business managed by women are prospering slightly, but still presents a considerable minority according to other businesses.
Entrepreneurship in the fashion industry
Entrepreneurship in the field of fashion is a topic that has unfortunately not been targeted by a substantial number of authors. However, economists have given it very little attention, tending to view it as, at most, a curious aspect of demand theory rather than as an important and interesting phenomenon in its own right. However, the argument for a positive valuation of fashion derives not from comparison of economies with and without fashion, but from reconsidering the value of these destabilising dynamics and their value in a world of plenty and uncertainty.
As Renzo Rosso, creator of Diesel, stated: “Fashion is inspiration, creativity and intuition. But it is also organization, strategy and management. These two apparently contrasting sets of elements have to come together to ensure the success of a business idea.” The challenges of a fashion entrepreneur can be differentiated between specific industry challenges and personal challenges. The fashion design entrepreneur as the heart of the company has to balance creativity and a hard fact managerial approach, as well as to consider industry related aspects. Fashion is ephemeral, dangerous, exciting and unfair. The fashion industry is an unpredictable and hypercompetitive market with short product life cycles (Saviolo & Testa, 2002).
There are many reasons why people follow fashion. First, they do so for attention, as a form of social communication through commodity signaling and demand for novelty. Second, following fashion is a cognitive efficiency, a way to economize on choices that are difficult or expensive to reverse. Third, it is fun, since being fashionable has its rewards when you get it right. Yet following fashion can still be messy and expensive, as fashion cycles cause the consumption abandonment of clothes, music, furnishings, appliances, cars, and so forth, long before those goods are physically worn out or fully depreciated. Each fashion cycle begins with the origination of a novel, attention-arresting idea adopted by a network of individuals, which induces each to reorganize their own consumption systems. In modern economics, the standard view is that fashion is irrational and inefficient. From a Schumpeterian or a Hayekian perspective, however, it seems to play a more positive role in stirring consumers to action that results in the growth of experience and knowledge. Fashion is consumer entrepreneurship, and has the same class of dynamic externalities as business entrepreneurship. Just as an increase in the strength of competition may prompt decision-makers to explore new ways of increasing productivity, so may a change in the relative competitive strength between status-conscious consumers force them to rethink their consumption choice. Ongoing economic growth requires not just entrepreneurship and risk-taking from producers, but also from consumers, who must find the will to buy, learn, and take risk (Potts, 2007.).
It is a subjective market with the need to be cutting-edge and relevant in terms of the creativeness (as Jones 2008 cites Crewe and Beaverbrook 1998). Subjective in the sense that fashion is based to a great extent on individual preferences and the taste of people. Fashion is a part of people’s social life and as an object of cultural value accounts for the well-being of people. Fashion is embedded in people’s minds in their leisure and working time as a way to express identity.
The fashion companies have to focus on the unique selling proposition of the products and on the differentiation from competitors. A fashion company needs an innovative business idea and a unique design language to capture the attention of customers that have an infinite choice of different products from upcoming fashion companies. As Bruce et al (2002) expressed: “Design matters. In a world where customers have increasing choice about what they buy and from whom, what makes them choose one product or service over another? In a word it is design (Bruce & Bessant, 2002).
One of the most powerful elements in fashion is time. Apparel is developed for different seasons, special events and for different times of the day (Jones, 2005). High fashion designers are working according to the traditionally fashion industry calendar, which is divided into two major seasons – spring/summer and autumn/winter (Jones, 2005). The whole fashion industry has arranged its business around this standard, it is visible for instance in the timing of fashion shows, which take place two times a year. 
Every company has naturally its own fashion cycle, whereby fashion design entrepreneurs mostly follow the international rhythm presenting two major collections a year to be part of the fashion business on a professional base. Managing the cash flow is especially a challenge in the fashion industry with its seasonal schedule. Due to the seasonality, the forecasting of the order volume is another challenging aspect. If a designer is new on the market, it is difficult to indicate how many clothing pieces will be sold. Establishing a sustainable company is hard since developing and producing a collection has to be pre-financed. A fashion designer gets the revenues back when selling the clothes but the next collection has to be started already in the meanwhile. Designers have to pay for the production costs of the clothes upfront. In the fashion design industry it is relatively easy to start up in contrast to other industries. The barriers to entry depend on the dimension of the venture, but for a small label it is possible to start basically with a sewing machine, compared to the clothing business where expensive machines are required (Burke, 2008).
New ventures need an adequate amount of capital to survive. A large number of businesses fail due to lack of enough finance backing the venture. There are further difficulties for small fashion businesses. Due to the small quantities of clothing pieces they are at the back of the queue when it comes to manufacturing. Fashion entrepreneurs usually have difficulties in accessing financial support because the business ideas are often considered to be high-risk investments and the margins are low. Additionally the value of a creative product is difficult to measure; the success of a collection mainly depends on the valuation and personal taste of the customers. Hence it is difficult to indicate the profit of a fashion business. It is hard for a fashion entrepreneur to predict the return on investment, which makes it less attractive to banks and investors. Investors or even business angel investors invest only if they see a large growth potential. Banks refrain from financing fashion entrepreneurs when they determine that the business and entrepreneurial skills of a designer are insufficient (http://www.entrepreneur.com).
Fashion Entrepreneurs' Portfolio of Skills 
The tasks of a fashion designer vary from company to company but as an entrepreneur, a fashion designer needs a large set of skills. It is a leave-taking from the traditional designer role into the balancing act of two elements - creativity with business skills and art with commerce. While they are often very confident about their creative work, they lack confidence entering the world of business. Management, marketing, accounting and financing have to be considered as weak points of fashion entrepreneurs. Several factors can influence and challenge the foundation and growth of a fashion design company: individual network, personality, education, personal background, attitude, role and behavior of a fashion design entrepreneur (Burke, 2008).
Like in any other industry, entrepreneurship in the fashion industry combines the creation and management of a venture with the specific aspects of the industry, in this case fashion. As Dickerson stated to the point: “The constant in fashion is change˝(Dickerson, 2003). Also, Drucker pointed out that there is the need for continuous innovation, which is very typical for fashion industry (Drucker, 1985).
Firstly, the design part consists of the aesthetic and technical product development process and the business part includes the business strategy and management of the label. Fashion entrepreneurs must be continuously innovative in their sphere of activity; fashion can be copied but not innovation. A fashion design entrepreneur is the key person that manages the entrepreneurial process and sets up a business to integrate their design ideas into the marketplace (Burke, 2008). 
There is an increasing recognition by the fashion industry that entrepreneurial and small business management skills are an essential component of the fashion entrepreneurs' portfolio of management skills, together with leadership, team building, communication and networking.
To become a successful fashion entrepreneur you need innovation to be able to identify opportunities in a climate of ambiguity and chaos, together with passion and enthusiasm for your products to encourage you to constantly improve your products' features. You also need determination and persistence to drive your ideas through the many obstacles and challenges you come up against. In a competitive market, it is not sufficient only to be creative, it is also important to be entrepreneurial with small business and project management skills and to be able to build a network of useful contacts. The technical skills refer to the technical knowledge you need to design and make your products. Every profession has its unique range of technical and trade skills and, as a fashion apprentice, it will be necessary to learn trade to be able to produce professional products so that the venture and products are commercially viable. 
Fashion design entrepreneurs have to be aware and in charge of all the different fields of the business:
• Research (market research, trend research, consumer behavior) 
• Product development (aesthetically, qualitatively and technically) 
• Sourcing 
• Production 
• Marketing 
• Distribution 
• Sales 
• General management (business strategy, direction of the brand, positioning, pricing, corporate identity) (Burke, 2008).

Table 2: Fashion Entrepreneurs' Portfolio of Skills – shows a structured subdivision of the key fashion entrepreneurship topics subdivided into their component parts.
	Fashion Entrepreneur

	Fashion Industry
	Entrepreneur Traits
	Starting Your Own Business
	Small Business Management

	Technical Skills
	Creativity, Innovation Etc
	Business Plans
	Source Of Finance

	Opportunities
	Spot Opportunities
	Registration
	Accounts

	Design And Manufacturing
	Networking Skills
	Market Research, Trend Research
	Small Business Management Skills

	Retail And Distribution
	Risk Management
	Marketing And Branding
	Project Management

	Supply Chain Management
	
	Sales And Negotiation
	Leadership And Teamwork


Source: Burke, S. (2008) Fashion Entrepreneur, Starting your own fashion business, Burke Publishing, UK 

It seems to be one of the most challenging tasks to be capable to balance and manage the two different elements. Jones (2008) cites in her article Yohji Yamamoto: “Fashion consists of both commerce and creation. You need to find the right balance, if not you cannot continue (Jones, 2005). Fashion entrepreneurship has been the driving force in developing the fashion industry but, as a profession and an academic syllabus, it is still relatively new and has yet to formally establish a defining Portfolio of Skills. 
Founding an own label is often considered as the highest creative goal a fashion designer can achieve. In day-to-day work as an entrepreneur, design is only a fraction of the whole. Much more time consuming are all the other aspects that have to be managed, which requires a large commitment of time and energy. A great stamina and openness is needed to accept this fact and to get along with it. If a company consists only of one person or a small team, lack of time is an eminent challenge. Designer Paul Smith stated: “The biggest mistake of beginners leaving the school is to believe that they are able to establish a label right away, with all the different fields which are connected to it. The creation of an interesting collection is only one aspect among several others, which are necessary to build a successful brand. (Jaeger, 2009).
Case study of successful woman entrepreneur in a fashion industry 
Introduction to a company MAK
Neda Makjanić-Kunić (1959, Split) by profession professor of Special Education and Rehabilitation, but by life obsession a fashion designer. So however, she chose designer profession and founded MAK in 1986 as a small tailor's trade and stepped through the small door of the "men's" business world, applying the "learning-by-doing system". Despite having not completed the faculty of design, she has constantly been professionally developing, reading and following the fashion world, as well as the latest improvements in design and materials. Successfully balancing between the roles of a mother and a businesswoman, she succeeded to establish the fashion house MAK with her own ideas and forces. MAK employs about 60 employees. Design studio and production facilities are located in the most modern technology and modernly equipped textile workshop in the area of Dalmatia, and presents one of the most popular Split and the Croatian company with a tendency of further business expansion. 

She entered in this business for the love of the profession who has followed her since childhood. Key features that make the successful entrepreneur should have firstly covering order, work and discipline, which should actually be a life philosophy. In addition, very important are persistence and knowledge of their work and above all, love the job you are doing and being a good team player. Women entrepreneurs should also continue to be confident and sure in herself and her plan. It is also extremely important to ongoing education and awareness about the important events related to the job.

Apart from the qualities and vision of entrepreneurs, very appreciable are the people who make the company. Good team and the respect of the employees are another important factor for success. There should be widened a positive energy, and a great respect and tolerance. In the company few employees work there for almost 18 years. Very often in these companies, is not exclusively dealing only with fashion and designing. Unlike the world's great drives with full teams of employees, in small firms a person must have knowledge of different jobs, such as creator, designer and tailor, as it is otherwise significantly difficult to survive, because for all who work for the company must have some kind of control. In the fashion business like this, it is very important to have a professional and dedicated team that work together to achieve good results, so that the brand was distinctive and that the company would go ahead. There are lot professions that need to be obtained like technologists, engineers, managers, designers...

It is important to constantly improve, educate yourself and constantly strive to be among the best and be informed about important events, as well as institutional support that are available. Also, great attention should be paid to technology that is continuously progressing. To have a perfect production, each year there is a need to invest in facilities and renewal of existing machines, and the drive to modernize the procurement of new machinery which is very important for the design.

Great importance is attached to the product quality. They are very important materials, which must be especially good and precise stitching and such that the jacket, skirt or pants “speak the language”. Semi-finished product is absolutely not acceptable. Today, if the product is not superior, you cannot compete with anyone given the large number of world famous brands. The market may also find a lot of "no-name" products, but competitive price, which also represents another form of significant competition.
Target market
In the fashion business is very important to carefully select and understand target market and appropriately adjust to it. Company MAK has found a chance to meet a segment of businesswomen. There was a lack of supply in the market, even in international brands offer, especially for women who wear a larger size, in which in some way can be seen as discrimination and humiliation of women. The company recognized that as their target group and addressed them with their collections. These are the business women who were difficult to find appropriate clothing in this region, including making the creation of larger sizes. These women have recognized and selected MAK as their brand.

MAK is a company that is recognized on the market for the variety of available and excellent design jackets, raincoats, coats, trousers and skirts. In particular, a great attention is dedicated to the quality of materials and quality of products performance in order to keep customers satisfied. Fashion house MAK puts a woman at the center of attention, and seeks to adapt to her needs in the best possible way. Profile of represented company clients are mostly business women from age 20 onwards.

MAK produces several renowned fashion lines:
• fashion line for businesswomen
• line of cocktail dresses
• casual sports line
• atelier line that occurs in association with many celebrities in pop music and media scene in Croatia

The company attaches great importance to every customer. Division of MAK fashion lines according to the profile of women who wear them can be classified as a business line that includes two collections - Basic (size 36 up to .44) and Lady (size.46 up to.52 and more). With a business line, MAK has Arty Chic line of 'cocktail' of models and dresses, atelier and the line that occurs in association with many celebrities in the media scene in Croatia. Also, the company offers certain types of personalized products in the form of business uniforms and offer conceptual design and implementation of agreed projects for hotels, restaurants, banks, business houses and travel agencies. Specificity in the development of business uniforms and suits is that there is no prototype, but is only done according the client's wishes.
Marketing mix
Major role for the successful business has carefully created a marketing mix. As noted above, a great attention is given to the product, its quality and adaptability to the customer The product has to be extremely good, and if necessary, be further adjusted to the customer in the form of small fixes to better fit the customer. Most products are distributed through the company’s own sales fashion salon network in the center of major cities, and part throw a partners network whose bid is in line with the company's image, such as Concept stores in Zagreb, Karlovac and Zadar. Special attention is invested in quality service and personalized approach to each client, and the most important is that every woman feels special and gets the product that best suits her. For this reason, it is also a lot invested in quality personnel.

When it comes to promotions, the Company mostly relies on fashion shows and related media events, investing in the catalog, the classic forms of advertising in the media that the target group follows, and if necessary, in the forms of sales promotion like coupons, discounts and so on. In recent times, it is also investing in newer forms of advertising, such as various forms of Internet marketing. Here above all, we can sort out a comprehensive website that is a very good source of information for all interested in a company. Also more attention is given to creating a profile on the famous forms of social media in order to achieve an interactive contact with clients, thus opening up many new possibilities in communication with the target market and assist in achieving a personalized relationship of clients with the company and brand.
Entrepreneurship infrastructure
Furthermore, considerable attention is needed to add to the importance of supporting institutions that can provide assistance and incentive companies in their business. The owner of MAK is a long-time president of the Association Section of Textile Craftsmen Split-Solin and president of the Textile Guild of the Chamber of Crafts of Split-Dalmatia County. It is also a member of the Section of textiles, leather and fur at the CCTC and a member of association of Croatian business women “KRUG”, where advocates for women's entrepreneurship in particular and women's equality in employment. These supporting institutions are the source of information and knowledge that can help improve the business, and a mutual place for exchange of experiences that contributes to an even greater positive synergy effects.

Special attention has lately given to encouraging women's entrepreneurship. Ministry of Economy, Labour and Entrepreneurship, the Croatian Bank for Reconstruction and Development and the Croatian Agency for Small Business (CASB) closed the circle, whose interest is to encourage women to more easily move into their own business. Reasons for lower participation of women in entrepreneurship lie, among others, the traditional views about the role of women in society as well as difficulties in accessing financial resources and insufficient contacts. Women often feel a lack of understanding of the social environment and lack confidence when it comes to engaging in entrepreneurial ventures and the risk of opening their own businesses. Many projects were introduced, such as "EntrepreneurSHEp Croatia" which aims to jointly contribute to promoting the development of women entrepreneurship in Croatia which is still underutilized. The Network of women's entrepreneurship ambassadors will help in increasing women's capacity to create vision, strengthening confidence in setting up and creating a successful business. Support to women entrepreneurs are provided in the form of payment of certain amounts of money, providing guarantees for loans to entrepreneurs, access to affordable loans, subsidies to the cost of kindergarten, etc.
Conclusion
Fashion facilitates an economic growth, but it can also be concluded that the fashion industry is very challenging and demanding, and it takes a lot of knowledge and organization in order to achieve a successful business. Fashion cycles work to periodically loosen accumulated constraints on the demand side, facilitating economic growth and personal development. Fashion is part of how economies evolve, not of how they decay. This is particularly challenging for small businesses, and even more so for those who are led by women. Entrepreneurs in this regard particularly highlight the need for stronger networking of women at all levels and exchange of information and knowledge. They stress that women's entrepreneurial initiatives deserve support national, regional and local authorities, international organizations and projects, and need to be extracted, and to help measure their effects. On the one side it is necessary to build a quality team and relationships within the company, and on the other, company relationship with its customers, constantly listening them and adapting to new demands and trends. Competitiveness in the fashion industry can be held only by insisting on investments in technology that enables higher levels of productivity and product quality with key innovation, creativity and design. It is very important properly segmenting the market, successfully identify profitable market niches and the orientation of the expanding base of satisfied and loyal customers with products adapted to the requirements thereof.
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