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Creative enirepreneurship: the
guidelines of the fashion design sector
in Lisbon from the perspective of
creative producers

ABSTRACT

The study presented aims to raise questions about the
perception of creative producers and their ability to participate
and adapt to the emerging economy model, based on the
development of creativity and authoral processes of product
creation. To this end, it took into account the transformations
observed over the past decade wich presented Lisbon as a city
with potential to become an exponente in innovation and
creative entrepreneurship. From documentary surveys of
recent economic indexes and identification of initiatives,
brands and copyright producers, some of the factors that
favored the development of the sector were verified. The data
that make up the research were based on interviews with
entrepreneurial designers, whose speeches provided material
for further analysis. The analysis of the perspective of the
professionals participating in the research points to factors
responsible for the processes that contributed to the
restructuring of the economy. In addition, they present the
consequences that transformations in the local design market
represented for these professionals in the search for
strategies that favor the stability of their brands in periods of
economic instability.

Keywords: creative economy. design. Lisbon.
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Empreendedorismo criativo: as
diretrizes do setor de design de moda
em Lisboa pela percepg¢ado de
produtores criativos

RESUMO

O estudo apresentado tem por objetivo levantar questoes
guanto a percepcdo de produtores criativos e de sua
capacidade em participar e se adaptar ao modelo de economia
emergente, pautada no desenvolvimento de criatividade e
processos autorais de criacdo de produtos. Para tanto, levou-
se em consideracao as transformacoes observadas ao longo
da ultima década, e que apresentaram Lisboa com uma cidade
com potencial para tornar-se expoente em inovagao e
empreendedorismo criativo. A partir de levantamentos
documentais de indices econbémicos recentes e identificacao
de iniciativas, marcas e produtores autorais, foram verificados
alguns dos fatores que favoreceram o desenvolvimento do
setor. Os dados que compbem a pesquisa foram
fundamentados em entrevistas com designers
empreendedores, cujos discursos forneceram material para
posterior andlise. A anadlise da perspectiva dos profissionais
participantes na pesquisa aponta para fatores responsaveis
pelos processos que contribuiram para a reestruturacdo da
economia. Além disto, apresentam as consequéncias que
transformagées no mercado de design local representaram
para estes profissionais na busca por estratégias que
favorecessem a estabilidade de seus empreendimentos em
periodos de instabilidade econémica.

Palavras-chave: economia criativa. design. Lisboa.
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Emprendimiento creativo: las pautas
del sector del diseno de moda en
Lisboa desde la perspectiva de los
productores creativos

RESUMEN

El estudio presentado tiene como objetivo plantear
interrogantes sobre la percepcion de los produtores creativos
y su capacidade de participacion y adaptacion al modelo de
economia emergente, a partir del desarrollo de la creatividad
y los processos autorales de creacion de produtos. Para ello,
tuvo en cuenta las transformaciones observadas durante la
ultima década que presentaran a Lisboa como uns ciudad con
potencial para convertirse en un exponente de la innovacion
y el emprendimiento creativo. A partir de encuestas
documentales de indices econémicos recientes e identificacion
de iniciativas, marcas y productores de derechos de autor, se
verificaron algunos de los factores que favorecieron el
desarrollo del sector. Los datos que componen la investigacion
se basaron en entrevistas con disefiadores emprendedores,
cuyos discursos proporcionaron material para un analisis mas
profundo. El analisis de la perspectiva de los profesionales que
participan en la investigacion apunta a factores responsables
de los procesos que contribuyeron a la reestructuracion de la
economia. Ademas, presentan las consecuencias que las
transformaciones en el mercado del disefio local
representaron para estos profesionales en la busqueda de
estrategias que favorezcan la estabilidad de sus marcas en
periodos de inestabilidad econdmica.

Palabras clave: economia creativa. disefo. Lisboa.
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1. INTRODUCTION

In recent years the city of Lisbon has witnessed a number
of changes, especially in areas such as the social and the
economic. In turn, it is necessary for organizations to seek to
adapt in the best way to the dynamics of a market that has
presented high levels of instability over the last decade. From
this perspective, the search for alternatives that impacted the
innovation sectors, and the renewal of strategies became one
of the main focuses of the actors involved in local production
and economy.

In observation of the international recession scenario that
has gradually settled since 2008 in Europe, Bauman (2008)
says that the moments of crisis are accompanied by moments
of intense social and cultural transformations, even acquiring
positive aspects, such as stimulating a (re)adequacy of the
actors involved. Thus, it was proposed to seek to understand
how local producers adapted to this changing market.

The proposal of this research aimed to observe the views
of designers as creative producers, given the recent economic
and cultural changes that occurred in the city of Lisbon. The
visibility given to Portuguese creators in the design product
development sector is an important motivation, so that one
can understand their perceptions and strategies to the
detriment of the transformations that have been configured
on a local scale and their own participation for the benefit of

this scenario.

2. DEFINITION AND CHARACTERISTICS OF THE
CREATIVE INDUSTRIES

The cultural and industrial resignification in postmodernity

was able to establish new relations of production and
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consumption of material and immaterial goods. Technological
advances and the consequent prominence of issues such as
sustainability, global crisis and scarcity of resources made the
concept of Creative Economy become "[...] increasingly
important in the world as the main link between culture,
economy and technology" (NEWBIGIN, 2010, p.9).

According to the United Nations Conference on Trade and
Development (UNCTAD), in a 2008 report the following

definition is proposed for the term:

In the contemporary world, a new paradigm of
development is emerging. It connects the
economy and culture, including the economic,
cultural, technological and social aspects of
development, both at the macro and micro
levels. The center of this new paradigm lies in
the fact that creativity, knowledge and access to
information are increasingly being recognized as
powerful engines driving growth in the
globalized world (UNCTAD, 2008, p.3).

By definition, the products and services developed by
industries and markets that are part of the Creative Economy
go beyond the notion of economics of the arts or economy of
culture, wich in turn recognizes strictly artistic and cultural
activities. It encompasses activities and services that dependo
on creativity as a generator of resources and innovation.

According to the United Nations Conference on Trade and
Development (UNCTAD), in a 2010 report, creative industries

consider:

Cycles of creation, production and distribution of
goods and services that uses creativity and
intellectual capital as primary resources; which
constitute a set of knowledge-based activities
focused, among others, on the arts, which
potentially generate sales revenues and
intellectual property rights; which constitute
tangible products and intangible intellectual or
artistic services with creative content, economic
value and market objectives; which are
positioned at the crossroads between the
artistic, service and industrial sectors; and
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which constitute a new dynamic sector in world
trade (UNCTAD, 2010, p.8).

Thus, it was defined that the so-called Creative Economy
would encompass the set of Creative Industries, being "those
activities that have their origin in creativity, skill and
individual talent, and that enhance the creation of jobs and
wealth through the generation and exploitation of intellectual
property" (NEWBIGIN, 2010, p.15).

Florida (2011) comprises this economic model as
responsible for major transformations in terms of values,
lifestyle, work habits and consumption. If before information
and its communication networks already demonstrated power
of influence in society, in this new community of individuals
and creative companies, information, creativity and
immaterial work become indispensable elements for the
functioning and dynamics of the markets that integrate the
Creative Industries.

UNCTAD classifies the following areas as creative sectors
(Scheme 1):

Scheme 1: UNCTAD Classification for Creative Industries

A/Y v\A Heritage

. \i/‘¢ N

<4+ <+
Functional
creations
Source: UNCTAD

Fonte: UNCTAD (2010)

Media

According to John Howkins (2000), most companies in this
sector are generally small to medium in size, and therefore,

have a greater potential for innovation and are the most
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favored by the growth of the creative sector. Another factor
pointed out is the collaborative work, mentioned by Florida
(2011). Companies that develop in the midst of such an
intense and fast period of exchanges, must be prepared to
work collaboratively with other professionals, other

companies and even with their customers/consumers.

2.1. Design as a Creative Industry

Among the various sectors encompassed by the definitions
of the Creative Economy and presented in the previous topic,
the field of Design is, in turn, the segment of interest intrinsic
to this research. For the United Nations Conference on Trade
and Development (UNCTAD, 2010, p.156) Design falls into the
category "functional creations" of the Creative Industries.

Also, according to the classification of UNCTAD (2010),
products classified as Design include architecture, decorative
objects, jewelry, toys and glass and fashion items. For fashion
is given a special emphasis, given its important commercial
potential and expanding, highlighting an important
differentiation between exclusive and handmade fashion
creations from those produced on an industrial scale.

According to Witheley (1993) it is also important to
consider that Design, as a creative sector, is directly related
to manifestations of social, political and economic situations
of a society. The professional of creation in Design is not only
a creator of commercial value, but a creator of social, cultural,
environmental, political and symbolic value from the
environment in which he is inserted (MARGOLIN, 2004).

Given its importance, it is believed that through Design
certain values of a society can become understandable to its

individuals through material production.

3. LISBON AS CREATIVE CENTRE
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The Creative Industries have brought to the fore into ideas
that involve new work behaviors, professional and consumer
interactions. The main responsible for these transformations
is the creative class, the professionals who drive the sector,
and through their activities stimulate local economic
development. These professionals, in turn, do not necessarily
focus on where job offers are, they gather in so-called centers
of creativity, "places that offer creative and stimulating
environments, that is, places that offer openness and
diversity, as well as opportunities and conveniences, where
they can express themselves and legitimize their identity"
(FLORIDA, 2011, p.11).

Also, according to the author, when these Creative Centers
arise, it is not for traditional economic reasons, and not always
through incentives from the local government. These centers
arise because that's where creative individuals want to be.
Aware of this behavior, companies follow these people. Or, as
in many cases, it is these people who create the new
businesses in activity.

Elected in 2015 as the creative capital of Europe, Lisbon
has become an attractive landmark for creators and creative
young people from all over Europe over the past few years.
Already in 2017 was created the Observatory of Cultural and
Creative Cities, a tool developed by the internal scientific
service of the European Commission and which at the time of
its launch covered 168 cities in 30 countries.

Regarding the specific field of Design, according to the
National Institute of Statistics, of the total number of
companies classified in Portugal in 2015, 8.6% - 4,555
companies - are related to Design activities and showed a
growth of 13% compared to the previous year. These
companies, in turn, represent 8.2% of the total jobs
generated in creative activities and 4.7% of participation in
the turnover generated by the creative sector in the country.
In the Metropolitan Area of Lisbon this total is 1,965
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companies focused on design activities and 2,715

professionals employed, according to a survey of 2015.

4. APPLIED METHODOLOGY

For the construction of the research, an inductive approach
was adopted, in which from the observation and analysis of
isolated cases and phenomena it is possible to propose or
verify the generalization of a given phenomenon
(RICHARDSON, 2009; GIL, 2012). In addition, the study can
be classified as exploratory and descriptive, since research of
this nature seeks to investigate mainly who, how and why of
the occurrence of certain phenomena.

For the selection of the sample of the companies
participating in the research, initial surveys of prospecting
were carried out through participant and unsystematic
observation in five collaborative establishments of local design
creators - We Make, Wetheknot, Real Slow Retail
Concept Store, Embassy and LxFactory -, located in the
neighborhoods of Alcantara, Principe Real and Bairro Alto. The
spaces are located in areas commonly identified as
strongholds of creative producers and because they are also
important tourist strongholds for the city.

The main criteria established for the choice of the final
sample was to a) be small companies, according to the
classification of the European Commission (2003) and based
on the definition of Howkins (2000) for the creative sector
enterprises, b) to have the products exposed and marketed
in store /physical space, ¢) to be brands created in their
current configuration from the year 2010, period established
as a time frame for the installation of the economic crisis in
Portugal and d) should meet, in its product catalog, at least
one of the following categories of projects of copyright
artifacts: clothing, footwear, jewelry and / or utilities /

decoration.
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Through an invitation letter, the first e-mail contact was
established with all companies initially registered in a digital
database to control the dialogue with them. The extent to
which, from this first online contact, the companies met the
prerequisites established for the sample, five companies were
selected that should make up the final sample for the
interviews. The interviews were conducted in the environment
of the store or studio of creation of the interviewees, in order
to provide them with a comfortable and familiar environment,
thus stimulating greater insights for the proposed dialogue.

The script of the interviews was elaborated with the main
objective of investigating with the local Design producers their
perceptions about the crisis period in Portugal and the capital
Lisbon. In addition, another relevant point for the research
was the strategies used to adapt companies/brands to the
reality of economic instability that was installed in the country
mainly between 2010 and 2013. On the other hand, aspects
such as government incentives and the possible impacts and
consequences of the actions of other sectors were also
important points to be considered by the interviewees. All
dialogue was recorded through audio capture and also
systematized through textual transcription.

Subsequently, a more detailed analysis of the views of the
respective creators interviewed was performed. As a research
tool fundamentally anchored in linguistic studies and even
psychoanalysis, Discourse Analysis aims to build bases of
dialogical understanding in verbal interlocution (enunciated)
between two subjects, enunciator and enunciatee (BAKHTIN,
1997).

In the notion of speech proposed by Orlandi (2001), a
message is understood as information and passed from an
sender to an interlocutor, who in turn captures and decodes
the message in isolation. Discourse Analysis allows access to
the Imaginary (or Imaginary Formations) of the subjects

involved in a given group or field of investigation. These
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imaginary formations, forged with the help of language,
reveal how these subjects imagine themselves and the social
relationships that surround them. Discourse becomes a
symbolic object of analysis and demands a careful, attentive
and disciplined reading of the reader.

The the

observations of the interviewees' discourses can be verified in

results from interviews and respective

the following topic.

5. PRESENTATION AND ANALYSIS OF RESULTS

Table 1 below is specified the main characteristics of the
participating Design companies, in order to illustrate their
framing in the research, indicated here by E1, E2, E3, E4 and
E5, according to the order of the interviews.

Table 1: Profile of the companies investigated.

Year of
. i Area of
Company City of x
Company | Segment Gigaton iqi i operation
i origin/operation | OP'
of the Size gin/op in Lisbon
company
E1 2010 Micro Lisbon Bairro
Jewelry enterprise Alto
E2 Accessories 2011 Micro Lisbon Bairro
(bags) enterprise Alto
E3 Clothing 2016 Micro Mafra/Lisbon Principe
enterprise Real
E4 Jewelry 2017 Micro S&o Jodo do Alcantara
enterprise Estoril/Lisbon
Clothi 2016 Micro Lisbon Principe
E3 othing enterprise Real

Source: Made by the author from research data (2018)

The companies are divided into three segments focused on
the creation in Design: Jewelry (2 companies), Accessories
(1 company) and Clothing (2 companies). Initially, furniture
artifacts were also considered as consumer goods
corresponding to the research interests, but the supply of this
segment was considered inexpressive or nonexistent in the

areas delimited for field research.
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All companies identified themselves as micro enterprises.
For this framework, the definition' proposed by the European
Commission was used to identify the size of companies in
Portugal. Thus, all companies have less than ten effective
employees directly involved in the production of the brand.

Because they work with small-scale production, the work
of companies often approaches a craft production, and in most
cases the owners themselves develop the whole concept of
the projects, besides participating technically, being generally
assisted by other few professionals who are in charge of the
making of objects on an auxiliary character. Only in the case
of the company E5 (Clothing) all products are made by
contracted professionals, limiting their participation in the
stages of planning, supervision and dissemination of products.

All participating companies were created between 2010
and 2017, remaining since then in their current configuration.
Allegedly, the interviewees established two main and
apparently divergent points as motivators and influencers of
the emergence and development of companies. The following
discourses (Table 2) represent these two points of
convergence of the proposed dialogue and will be better

clarified below.
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Table 2: Comparison of the discourses on crisis period in Lisbon/Portugal

Crisis Period
Company Speech
El "There were a lot of unemployed people in their
thirties or forties (years old) and everyone set out
to do things themselves. It had this impact...
people with training. A lot of people producing
good, quality things. And even the street fairs
have gained immense quality because of it... So
the crisis influenced positively. That was my bet”.
E2 "The company experienced few difficulties during
the crisis period".
E3 "The crisis motivated people who, like me,
redirected their creative work to Design, alone or
in partnerships. And I think it has positively
affected local creation".
E4 "Many colleagues did not find work at all. And
even when they were internships, they were
unpaid. These days they get internships where
you pay decently. And that's why, because they
couldn't find anything that was good that they
found themselves by choosing to go on their
own".
E5 "I think Lisbon, Portugal in general has been
through a great crisis. And in times of crisis I
think people's creativity increases. And I think it's
creativity to be developed because of a crisis. 1
created a company, I never thought. I worked in
fashion for a few years, i was a director of Gucci...
but I had that dream ten years ago. I took it, it
was an opportunity. I thought "how am I going to
take advantage of this period now and take
advantage of a period that's a disadvantage?" So
I thought, I'm going to try it and do something I
like".

Source: Made by the author from the interviews (2018)

Analysis of discourses:

This first approach is about the most immediate influence
pointed out by the interviewees as an influencing factor in the
creation of brands. Except for the Company E2
(Accessories), the other observed in the crisis an
opportunity to undertake in the creative sector autonomously.
Many professionals perceived in authorial creation a possibility
to undertake and re-enter the labor market, offering product

proposals based on the creative autonomy of their creators.
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The increase in these autonomous activities help to
illustrate Bauman's opinion (2008), when he states that
moments of crisis are accompanied by moments of intense
transformations. The moments of political or economic
instability end up gaining positive consequences when they
are an important driver of changes and adaptations by those
involved. Thus, the financial instability in Portugal spurred the
interviewees to seek in creation and design strategic
assumptions to remain inserted in the market, which in the
following years presented increasingly positive rates of
recovery.

On the other hand, with the consequences resulting from
the crisis in the other countries of the European Union,
Portugal has become an accessible and attractive destination,
which has led to an increase in investment in the tourism
sector in the country. Thus, analyzing these transformations,
the interviewees positioned themselves as it is possible to

verify in Table 3 below.
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Table 3: Comparison of the discourses on International Tourism in Lisbon/Portugal

International Tourism

Company Speech
El "Nowadays Lisbon is clogged with tourists and this is

what is making business work. I'd say at first there was a
lot of tourism, but not as much as now. Then there was a
huge break. Two years ago | feel a lot of difference in
tourism and the portuguese people bought again, but it is
not the same thing as it was before the crisis, it is not

comparable".
E2 "The consumer public has been constant."
E3 "Lisbon is a city increasingly visited by foreign citizens

[...] My target is increasingly foreigners with an age
between 25 and 40 years of age, accustomed to travel".
E4 "When | came back from London | noticed a huge

difference in relation to tourism. | think the city of Lisbon
provides international visibility to the products developed
here".

E5 | "By the time the company was created the flow of tourism
had already increased considerably. Portugal is on the
map of Europe as one of the favorite destinations of
Europeans, for facilitating taxes. It is a very attractive
country in many respects. | think Portugal is coming out
of the crisis, there is already more purchasing power.
People are already looking to buy more. And then there
is the complement of tourists, in which there is a lot of
investment in Portugal, both in real estate and
commerce. Tourism is directly related to the growth of
this economy.”

Source: Made by the author from the interviews (2018)

Analysis of discourses:

The accelerated growth of the tourism sector and its
relations with the increase in creative production in Lisbon
presented new questions about the influence and importance
of local development for the activities of the interviewees.
Having become an attractive tourist focus, this was a reality
that also brought consequences, in the opinion of the
interviewees. As for its position in the market, all companies
have pointed to the city of Lisbon as their main center of
circulation of products. During the interviews, the participants
clarify in more detail the relationship between the brands and
the importance represented by the city for the development
and positioning of them in the market (Table 4):
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Table 4: Comparison of discourses on the adequacy of the company in the Design market in Lisbon

Positioning in the local market

Company Speech
El "The city ends up attracting tourists, which
consequently..."

E2 "There are some newly created structures that drive

business creation in various areas, including Design,
such as the Mouraria Innovation Cente'r, where we are

now framed".
E3 "It's an increasingly cosmopolitan city."
E4 "It is the capital, now mainly has much more tourism,

you can see the possibility of reaching more people
more easily. And also for the exhibition that is much
easier, in the center of Lisbon".

E5S "I think Portugal today represents a little bit of what San
Francisco represented a few years ago. I'm already in
some stores in Lisbon, but Lisbon does not influence
much on my brand. I think the general public is very tired
of brands in general, like a Zara, an H&M and etc,
because they are products, has no soul. And | think all
brands need to have a soul".

Source: Made by the author from the interviews (2018)
Analysis of discourses:

The interviewees are unanimous in considering Lisbon the
central point of their activities, especially with regard to the
reach of consumers and brand communication, in physical
spaces and of wide tourist circulation. Tourism is once again
pointed out as a determining factor for the visibility of brands.
On the other hand, it is also mentioned the recovery and
revitalization of public spaces, in order to boost the circulation
and tourism investment in these roads. In recent years,
different public spaces have been revalued as emerging
centers of innovation, creativity, gastronomy and tourist
interest, such as Mercado da Ribeira, Marvila neighborhood
and Mouraria itself, with the support and organization of local
public administration sectors.

The attraction of a diverse target profile contributes to the
transformation of Lisbon into a cosmopolitan, socially and
culturally stimulating center, one of the main points
addressed in the definitions of Florida (2011) on the

structuring of Creative Centers. On the other hand, the author
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also states that these centers are not always directly linked to
government incentives and more by initiatives specific to
creative professionals. Asked about the participation of
government initiatives in direct support of their activities or
the activities of the creative sector in Lisbon, the interviewees
presented different perspectives and the impact on their work,

as can be seen below.

Table 5: Comparison of discourses on government support for entrepreneurs

Government support policies

Company Speech
El "In this area | don't think there is. In jewelry there is not

much, unless for large companies, which in this case are
not these small breeders".

E2 "Occasionally there are yes, but there is no great quality
criterion in the initiatives of the State. Design is wrongly
associated with status and unfortunately goes through
much of the celebration of established names in the
middle feeding the star system that was created around
this discipline".

E3 "I think something is changing, but | don't think it's a
political issue on the part of the governing authorities".
E4 "It's more on your own initiative. Now the Lisbon City

Council has opened workshops in the centre of Lisbon,
but they are all payable and contracts of up to four years.
But | didn't get to tell me why | was running another
project of ours, so this project couldn't. But in general,
there are no great incentives."

ES "At a more micro-economic level there are markets and
fairs that what needs more is to disseminate and start to
have better visibility. These are new concepts that are
helping a lot and the market is bubbling up at the level of
micro-enterprises, brands, along with social networks."
Source: Made by the author from the interviews (2018)

Analysis of discourses:

It is concluded that there are two positions regarding
government incentive. On the one side there are projects
sufficiently structured to the point that they have not been
massively affected by the economic crisis — the case of the
company of interviewee E2 (Accessories) — which also finds
support in local public development initiatives. On the other
side, there are the creators who had to search for

opportunities by participating in fairs and creative markets
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scattered in strategic points of the city, namely the
neighborhoods of Alcantara and Principe Real (creative
markets and fairs). Also in the Neighborhood of Principe Real,
as well as in Bairro Alto, central regions of the city,
collaborative stores are multiplied, whose activity model will
be commented below.

The importance of collaborative work pointed out by
Florida (2011) is strongly identified at this time of the
interview by all interviewees. On the option of meeting in
collaborative spaces, the interviewees reported what is
described below in Table 6.

Table 6: Comparative discourses on work in collaborative spaces

Colaborative Spaces
Company Speech
El "This started because of a fair that we started doing many
years ago. | was the last one to enter, but the other two
(one brand of clothing and the other of shoes) married very
well. And then they came to me because they thought it
would be another product that, in a good way, would not
occupy much physical space and makes a very nice set
(with the other pieces)".
E2 "Currently it is the only way we can have a space open to
the public, since the real estate price would strangle any
small business that was degrouped to the production of
own articles. The main advantage is the division of costs
(income, accounts, employees) and responsibilities. The
main disadvantage is the mischaracterization or dilution of
project identities in favor of a common concept".
E3 "l like the contact with the public in fair environments. The
opportunity arose after a proposal presented by me to the
organization of the event"
E4 "In the store the opportunity arose by friends in common
and one of the administrators of the space was there. And
showing the work there was an interest and we started
talking about the possibility of putting things there".
E5 | "It was a chance. | just happen to want to be present at the
Principe Real and | liked that store. | like being in stores
that have a goal similar to mine. And the Principe Real is a
very trendy area".

Source: Made by the author from the interviews (2018)

Analysis of discourses:

Again, two are the points that differ in the dialogue and
that point out the advantages and disadvantages of

collaborative work in the format presented in these shared
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spaces. The main advantages are the possibility of presenting
the products in a physical space, establishing direct access to
the flow of tourists circulating in the areas delimited for
research. The real estate issue was one of the most mentioned
factors as a reflection of the crisis, and later, also of a possible
overload of this same flow of foreigners in Lisbon, which
caused an overbilling of real estate values in the city.
Entrepreneurs understood how advantageous for all involved
the sharing of physical stores, especially when there is also a
consolidated sharing of values between the brands that
integrate the space.

In addition, the importance of local cultural identity as
attractive and differentiating to the tourist public also enables
the bias of the dissemination of creators in this format. It was
not uncommon, for example, to find spaces that highlighted
in showcases, online stores and social networks expressions
such as "Made in Lisbon", "Made in Portugal" or "Made by
Portuguese designers" as a way to value the expertise of

professionals and local traditions.

Figure 1: Showcases of collaborative stores in Lisbon, located in Bairro Alto.

g‘ Portuguese dasigners__‘ Desi and created locally |

Source: Photo by the author (2018)

When asked about the importance of the label "Made in
Portugal" and the strategy of adopting it in its market
positioning process, the interviewed professionals positioned

themselves as presented in Table 7 below:
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Table 1: Comparisons of the discourses on the factor "Made in Lisbon/Portugal”

The factor "Made in Lisbon/Portugal”
Company Speech
El "Yes, yes, | think (the use of the label) values a lot. We
don't have it here in the store window, but we're going to
change by chance and we're going to put it on, because it
was something that we really think happened".
E2 | "Partly yes. National production has a good quality standard
and the appointment of the production site produces value".
E3 | "Perhaps not with the impact as fast as you would wish, but
gradually it seems that the "made in Portugal" brings more
confidence to the consumer".
E4 | "l think it might be for some people. Portugal is now growing
in terms of contemporary jewellery. | think for some foreign
people there must be enough weight to have been a
product made here".
ES "It attracts. It's a very heavy seal. Portugal is very
fashionable. So everything that is "made in Portugal”,
"Made in Lisbon" is fashionable".
Source: Made by the author from the interviews (2018)

Analysis of discourses:

Traditionally recognized for artisanal, gastronomic and
cultural particularities, the locally developed work holds the
credibility of the local know-how. As a creative center, it is
assumed by the interviewees that the city offers the ideal
configuration so that they can express themselves and
legitimize their identities.

The legitimation of this behavior as a strategic possibility
is presented in the market growth identified by the statistics,
both related to the growth in the number of producers and the
changes already discussed by the consumer public. The return
to a new economic stability enables a resumption of credibility
and confidence in this market model that is consolidated and
holds this recognition. Or as one of the interviewees reports,

"Portugal is very fashionable".

6. FINAL CONSIDERATIONS

The study presented aimed to investigate changes verified
in the creative market of the city of Lisbon, in view of
discourses of creative professionals in Design. The use of

interviews and subsequent analysis of the discourses of the
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professionals interviewed allowed verifying some of the
impacts and consequences that resulted from the period of
economic recession and what strategies were possible, in
order to reposition the activities focused on Design in this
economic context.

The investments directed to tourism and the consequent
positive response of the sector, caused a foreign consumers
flow, which, in turn, favored a renewal in the economy. Design
Portuguese presented alternatives of affordable and
innovative products to this public, which, in turn, brought the
quality of "Made in Portugal" to the knowledge of the
international market. Having a strong awareness of local
identity was a factor pointed out as advantageous for the
ventures of the creative sector. In an economic scenario that
for decades has encouraged globalization and the
massification of industrial production, differentiating from
identity and cultural diversity in a region becomes a strategic
differential (FLORIDA, 2011, p.228-230).

Working in the collaborative format, although widely
practiced, is sometimes not considered the ideal way to
present the products, because they consider that presenting
many products in the same physical place can impair the
strength of the brand. However, in the opinion of the creators,
it becomes the most viable option, since for small producers
the values of real estate have become impractical in the
central region of Lisbon, the main focus of local tourism. One
way out is the commitment to a remodeling of the city, taking
special account of the real estate factor and incentive to new
businesses that are under development and seeking to
integrate into the market. In this way, it will prevent only big
companies from having space in the main parts of the city and
will benefit the multiplicity and diversity of small businesses,

which still seek incentives to develop and consolidate.
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i The recommendation adopted since 2003 by the European
Commission defines Micro-enterprises as having a number of staff
of less than 10 employees and having a turnover of less than or
equal to EUR 2 million.

i The Mouraria Innovation Center is an important project and
business incubation center of the creative sector managed by
the Lisbon City Council since 2015. In addition to financing
solutions and support to incubates, the project also aims to
support the training, visibility and offer of the services and
products developed there.
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