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The present and possible future of the Hungarian fashion industry in the light of central action and domestic purchasing power
In my thesis, I dealt with a broad overview of the domestic fashion industry. My choice of topic is closely related to my personal commitment, because years ago I chose the fashion as my profession. During this time, I worked for both international and domestic brands, which raised many questions about the profession and the operation of fashion industry companies.
My research objective is to learn what characterizes the domestic fashion industry at the meso (fashion industry companies) and micro (buying power) level and what perspective lies ahead.
The following questions formed the basis of my research:
1. What changes has the Hungarian fashion industry undergone since the regime change, and what can be expected in the coming decades?
2. How familiar are Hungarian fashion/brands/designers in this country?
3. How well are Hungarian fashion/brands/designers known abroad?
4. Who does the Hungarian fashion industry serve?
My primary research is based on interviews with the owners/designers of several Hungarian fashion houses, as well as management reports. I selected my interview subjects from several stylistic trends, and also took into account the size of the investigated companies. On the customer side, I obtained information about domestic consumers with the help of a questionnaire published online. I processed the interviews with content analysis, and the data from the questionnaire with Excel program. My research results show that the invested time, money and energy on the part of the fashion industry companies in many cases do not pay off if the company does not have a fixed customer base. Behind this lies the fact that companies often do not even have their customer segments clarified, i.e. exactly who they want to address with their new direction and product. They jump into the brand establishment with some new, innovative product that has not yet been "invented" without assessing the needs. Their survival is due to the foreign customer base, as the domestic purchasing power is very small mainly due to its price sensitivity.
Budapest could even become one of the biggest fashion capitals in a few years, if the hungarian fashion companies, would use Budapest's capabilities, the talent of domestic professionals and the interest of foreign consumers.



