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BMA Noord Strategy Plan 2022 

Execu8ve Summary 

One of the challenges facing the BMA Noord is a general lack of awareness of the organisa7on and their 
cra8. According to members of the BMA Noord, one of the main challenges facing the organiza7on was 
this lack of awareness; lack of awareness of tailoring, lack of awareness of the organisa7on, and lack of 
awareness of the effort required by the tailoring cra8. Currently, consumers and some tailors themselves 
around Groningen, Friesland, and Drenthe are not aware of the branch. The social media presence of the 
BMA Noord is minimal, besides the na7onal Facebook and Instagram pages,  their presence on these 
plaKorms struggles to capture a wide range of diverse individuals from all around, including their 
exper7se. A lack of awareness and minimal social media presence places the branch in a difficult 
posi7on. Currently the members of the BMA Noord make up a very specific demographic that does not 
encapsulate a union of all professionals needed to move forward and grow. In terms of future solu7ons, 
it was indicated by members that the BMA Noord is in need of reaching out and bringing in professionals 
from different backgrounds and genera7ons, with a focus on new, young tailors.  

Chapter 1  

1. Mission 
We are the Northern Branch of the Branchevereniging Mode Ambachten, a collec7ve of local 
professionals in fashion working to share exper7se and develop professionally. We provide a plaKorm for 
professionals in the fashion industry to unite as a community and share techniques among different 
subdisciplines in Groningen, Friesland, and Drenthe. In our network of intergenera7onal knowledge 
exchange we aim to provide a bright future for tailoring in the northern region. At BMA Noord we 
connect local materials and local cra8speople, crea7ng authen7c items to fit the consumers individual 
style. 

2. Vision 
Our philosophy focuses on the produc7on of sustainable, local clothing inspired both by current 
innova7on, tradi7onal techniques, and years of exper7se. We strive to create a collabora7ve community 
where local products, tradi7onal techniques, and years of exper7se help shape clothing produc7on and 
consump7on in Groningen, Friesland and Drenthe. Our vision is threefold: 

1) To increase recogni7on and raise awareness for local tailors, providing the region with 
sustainably produced slow fashion. 

2) We’re striving to ensure that our members can make a fair and sustainable living from their cra8.  
3) We believe that mentoring young tailors is essen7al to merge tradi7onal ar7stry with modern 

techniques and innova7on. 

3. Ac8vi8es of BMA Noord 
The BMA Noord undertakes the following ac7vi7es: 



● Working with the Na7onal Board regarding compe77ons and the awarding of the BMA seal of 
quality (golden needle) 

● Par7cipa7on in the annual general mee7ng 
● Organising and aXending workshops on: 

○ Professionalisa7on of members 
○ Interdisciplinary educa7on by and for members  

● New (younger) member acquisi7on  
● Connec7ng members with fabric wholesalers, sewing machine dealers, and other designers. 

4. Stakeholder Analysis for the BMA Noord 

  Stakeholder Map for the BMA Noord: 

 
   
The diagram above examines the stakeholders related to the work of the BMA Noord. Providing a 
stakeholder analysis allows us to take a closer look at the abili7es, competencies and opportuni7es of 
the stakeholders, allowing us to reflect and create a plan that targets certain issues that we find through 
the analysis. The x-axis represents the impact of stakeholders while the y-axis represents the influence of 
the stakeholders, and the place of the stakeholder on the map highlights the level of interac7on needed 
(monitoring, informing, sa7sfying and working with) with said stakeholder. 

Star7ng with the boXom le8 quadrant are stakeholders that the northern branch should monitor. 
Stakeholders such as the Minsiterie van Onderwijs, Cultuur en Wetenschap, local compe7tors, fashion 
schools and educa7onal ins7tu7ons, have liXle impact on the day-to-day running of the BMA Noord; 
they are low impact and low influence. This does not mean that they are not important, the BMA Noord 



should s7ll monitor their ac7vity. However, as the BMA Noord develops and grows, certain stakeholders 
such as fashion schools and educa7onal ins7tu7ons may become more influen7al and transi7on to a 
new quadrant. 

The boXom right-hand quadrant is one which has a higher impact but a lower influence, these are 
stakeholders that we should focus on informing. These stakeholders include local media, other regional 
branches of the BMA, and the BMA Na7onal branch. Stakeholders in this quadrant are more likely to 
impact the daily workings of the BMA Noord, thus it is essen7al to keep them informed. 

The top-le8 quadrant is stakeholders with high influence on the work of the BMA Noord, therefore it is 
important to keep these stakeholders happy and sa7sfied. In rela7on to customers, members of the BMA 
Noord rely on their customers to make a living from their cra8, to gain new customers (through word of 
mouth), and to wear their pieces. If customers are not sa7sfied with the work of individual tailors and 
the organisa7on represen7ng them, the organisa7on suffers. Similarly, it is important to keep funding 
bodies and donors sa7sfied. For the BMA Noord to achieve its ambi7ous goals, addi7onal funding is 
needed, thus the BMA Noord must con7nue to work with donors and funding agencies to meet their 
criteria and keep them happy. Both of these stakeholders have a high influence on the organisa7on 
because if they are not sa7sfied, they can pull their funding. 

Finally, it is essen7al to work closely with the stakeholders in the top right quadrant as these 
stakeholders have a high impact and a high influence on the daily workings of the organisa7on. 
Stakeholders in this quadrant consist of the Execu7ve Board, the President of the BMA, and the 
members of the BMA Noord. It is important for the BMA Noord to work closely with the Execu7ve Board 
and the President as they set the na7onal agenda that is to be followed regionally as well as budge7ng 
and na7onal events.  

5. Organisa8onal Structure: 
BMA Organisa7onal Structure: 

 
Source: BMA Statuten versie Juni 2014  

The BMA is a non-profit union. The BMA Noord is a subsidiary of the na7onal branch. The structure 
includes a supervisory board, a na7onal board, and five regional offices. Each regional office has 
members, honorary members and non-members. The na7onal board consists of the president, the 
secretary, and the treasurer.  The board of directors has a number of tasks that they take on; they are in 



charge of the organiza7on's website, social media, daily management and the organiza7on's 
administra7on. Addi7onally, they put out a newsleXer around five 7mes per year, organize events and 
mee7ngs with the different members of the BMA, write protocols regarding the current COVID-19 crises 
and inform the members of the current measures and lastly, organise and host online workshops. The 
regional subsidiaries of the BMA are in charge of organizing events in their region (around four 7mes per 
year) for its members, these events consist of workshops, lectures and excursions. Addi7onally they 
make sure that the budgets are kept at the recommended amount.  Honorary members, ordinary 
members, and non-members can be tradi7onal tailors, shoemakers, bag makers, leather workers, 
embroidery professionals, fashion schools, in short: all fashion makers who work part-7me or full-7me in 
a fashion cra8 (BMA). 

https://www.modeambachten.nl/


Chapter 2 - Marke8ng 

1. Market Research 
1.1 External Analysis and Market Overview Internally 
According to BMA Noord members, there is a need within the organisa7on to diversify its membership 
especially when it comes to age. During the research phase, members highlighted that the BMA Noord is 
essen7al in maintaining and promo7ng tradi7onal methods in the tailoring cra8. Members also wanted 
to bring aXen7on to the genera7onal gap in the tailoring profession, no7ng a general lack of young 
people in the profession. This is highlighted in research from 2020, which shows that the Dutch tailoring 
profession is divided into two genera7ons: professionals who have been in the profession for up to 10 
years (29%) and professionals who have been in the profession for more than 20 years (55%) (van 
Deelen, 2020). More than half of Dutch tailoring professionals are 50 years of age or older (61%) and 
female (83%) (van Deelen, 2020). Therefore, members men7oned the need to communicate further with 
students in fashion design educa7on to close this genera7onal gap. More specifically, members wanted 
to work more with students; to see what they learn, what they know, to share skills, to support one 
another, and to mentor them. ‘Kennisoverdracht’ (knowledge transfer), providing support to co-workers, 
and entrepreneurship are also of paramount importance to the BMA Noord. 

A 2010 study of Dutch fashion design students regarding entrepreneurial inten7ons, highlighted how 
fashion design students were s7mulated entrepreneurially to a limited extent, with many not having 
enough knowledge about exis7ng policies (local and na7onal) and support organiza7ons (Profas, 2010). 
Students emphasised the need for more entrepreneurial educa7on in their study programmes, beXer 
communica7on regarding the exis7ng support possibili7es, providing more coaching for fashion starters, 
and help with iden7fying the target group. Therefore, the BMA Noord has the opportunity to connect 
with these students and help them navigate the period between student and budding entrepreneur. 
Members already highlighted the want to do this, as they men7oned demo7va7on and lack of support 
for students during the focus group. The BMA Noord, can provide support to fashion design students 
during their degree through internships, or a8er their degree through an appren7ceship programme. In 
doing so, the organisa7on can make themselves known amongst the new genera7on of Dutch fashion 
makers.  

Similar to this point, BMA Noord can help provide coaching for fashion starters. In providing coaching, 
BMA Noord members can help budding entrepreneurs become more confident in their cra8 and in 
star7ng their businesses. The goals of the students and the goals of the BMA Noord compliment one 
another, providing the perfect opportunity to work together. In a similar vein, nascent entrepreneurship 
can be crucial for businesses and organiza7ons seeking to create new opportuni7es (Reihlen & Werr, 
2015). Many professional services are based on personal rela7onships as well as reputa7ons, nascent 
entrepreneurs rely on client-based rela7onships in order to expand their services in the given market 
(Surie & Groen, 2017). Addi7onally it helps provide resilience in the ecosystem of the market.  

Finally, according to 2020 research, the majority of Dutch tailors are op7mis7c about their future, with 
58% an7cipa7ng an increase in clientele (van Deelen, 2020). The research highlights that Dutch tailors 
are aware of various social trends and developments influencing the field, with undervalua7on of the 
tailoring cra8 and sustainability being the most evident (van Deelen, 2020). This reflects the input from 



the BMA Noord members, who feel their work is given too liXle apprciea7on for the 7me, effort, and 
skill being deployed to create garments but also recognise the importance of the tailor in a circular 
economy. 

1.2 External Analysis and Market Overview Externally 
In terms of external market analysis, there is an appe7te amongst consumers for sustainable, ethically-
made slow fashion. According to Capgemini Research Ins7tute, 74% of the Dutch consumers indicate 
that they want to par7ally or completely adjust their purchasing behaviour, while 54%  indicate that they 
are open to sustainable products. Finally,  52% of Dutch consumers prefer to purchase more locally 
made/produced products rather than imported/non-local products in the next 12 months following the 
COVID-19 pandemic (Capegemini Research Ins7tute, 2020). 

The abundance and availability of products and services at the disposal of young consumers has meant 
that millennials pay more aXen7on to the price, an appealing and easily accessible website and style of 
clothing (GFK, 2017). However, less important are the workers and sustainability (Ibid). The compe77ve 
nature of the retail industry in addi7on to the COVID-19 pandemic have made it difficult for clothing 
retailers to con7nue to exist without a consistent  social media presence. Therefore, in a 7me when 
digitalisa7on and accessibility is key, an online presence is cri7cal for brands (Gruss et al., 2019).  

In a more local context, recent research from Gemeente Groningen also highlights the importance of an 
online presence. According to the research, even prior to corona, online is accelera7ng (Gemeente 
Groningen, 2020). Entrepreneurs need to use alterna7ve sales channels to the tradi7onal ones. Online 
sales channels have emerged as the most obvious, with digitalisa7on and integra7on of online markets 
increasing. Suppor7ng the research from earlier, consumers in Groningen are increasingly being forced 
to make online purchases resul7ng in an increase in both supply and demand for online retail services. 
Furthermore, Groningen is become less and less friendly towards retail, and in comparison to similar 
Dutch ci7es, the range of shops in the city centre is rela7vely limited. The fashion and luxury retail 
sec7on in Groningen city centre is especially poor in comparison to similar Dutch ci7es (Gemeente 
Groningen, 2020).  

2. Compe8tor Analysis 
2.1 Sister Organisa7ons Interna7onally 
The BMA has a number of sister organisa7ons ac7ng interna7onally. It is important to examine the work 
of the sister organisa7ons in comparison to the BMA to see what the organisa7on is doing well, what it 
can adopt, or what it can improve upon. 

Austria: 
The WKO Mode und Bekleidungstechnik represents the interests of the clothing industry, furriers, 
taxidermists and tanners, embroiderers, kniXers and weavers as well as those of tex7le cleaners, 
washers and dryers in Austria. The guild advocates beXer legal and economic framework condi7ons for 
its members, offers advice and support and up-to-date informa7on. It is very difficult to find informa7on 
about this organisa7on, but the organisa7on appears to mainly offer legal and economic support to the 
Austrian tailoring industry. The WKO Mode and Bekleidungstechnik’s website is confusing and 
inaccessible and their social media presence appears to be non-existent. 

https://www.wko.at/branchen/gewerbe-handwerk/mode-bekleidung/start.html


Germany: 
The federal associa7on of custom tailoring in Germany, or the Bundesverbandes des 
Maßschneiderhandwerks, represents the interests of independent bespoke tailors in Germany, work 
interna7onally with other tailoring unions, promote voca7onal training, par7cipate in events by the 
German Chamber of Cra8s, and establish and promote technical schools and specialist courses 
(Bundesverbandes des Maßschneiderhandwerks). The website of the BdM is under construc7on and 
thus has liXle informa7on available about the mission and vision of the organiza7on, so it is difficult to 
pinpoint. In terms of ac7vi7es, the BdM organises events, par7cipates in the EMTC, works with a number 
of partner organisa7ons, and provides training and support in the form of three year appren7ceships. 
However, in terms of marke7ng, the BdM has an ac7ve and appealing social media presence. The BdM 
uses Instagram effec7vely by using mul7ple forms of content (videos, carousels, stories, story highlights, 
posts, and reels), post regularly, and take part in challenges (such as the BdM Christmas Advent 
Calendar).  

A regional branch of the BdM, Der Landesinnungsverband des Maßschneiderhandwerks Bayern,  is the 
leading professional organisa7on represen7ng the interests of bespoke tailors in Bavaria. According to 
their website, the organisa7on is driven by the following message; 

‘As a bespoke tailor, we manufacture individual items of clothing for every occasion  
according to our own designs or according to the wishes of our customers. Our cra=smanship  
means that there are hardly any limits to crea>vity: we skilfully choose the fabric, the right  
design and the right cut. We draw paAerns, cut to size, sew together, feed, underlay - and  
ul>mately try with you and perfect un>l you are completely sa>sfied.’ 

In terms of ac7vi7es, the Maßschneiderhandwerks Bayern organizes events such as associa7on days, 
trade fair appearances, fashion shows, seminars and par7cipates in various other events. The 
Maßschneiderhandwerks Bayern also offers educa7on and training through a tailoring appren7ceship, 
offering both prac7cal and theore7cal training, followed by further training to become a master tailor, 
theatre tailor, or paXern tailor. They also do a lot of press and media work. The Maßschneiderhandwerks 
Bayern has a strong website, everything is available online and easily accessible including a membership 
directory. The organiza7on appears to be lacking a social media presence, with no Instagram and an 
inac7ve Facebook page. 

Switzerland:  
SwissMode, the Swiss professional associa7on for clothing design, focuses predominantly on the training 
of appren7ces and the basic voca7onal training of future clothing designers. SwissMode also offers 
further training for members and interested par7es and promotes knowledge exchange and skill sharing 
across disciplines such as paXern and fashion drawing, the development of figures, body propor7ons of 
men and women, materials, cuqng, fiqng and sewing to management and company organiza7on.  
Furthermore, SwissMode supports and promotes technical training schools, hosts and aXends various 
events, and is involved in shaping the agenda of the EMTC. As is the trend with the other tailoring 
unions, the website is quite bare and has liXle informa7on regarding their mission and vision. 
SwissMode is ac7ve on Instagram and Facebook but posts sparingly. 

https://www.bundesverband-mass-schneider.de/
https://www.bundesverband-mass-schneider.de/
https://www.mass-schneider-bayern.de/
https://www.swissmode.org/


2.2 Compe7tor Analysis Internally 
In many ways the cultural industry and its wide variety of entrepreneurs relate similarly to the  
founda7onal elements of what is needed for a tailor looking to grow their own business. Community 
growth and professionaliza7on have been essen7al for the success of entrepreneurs in the cultural 
industry. We decided to look at the organiza7on of Mooie Dingen Makers (MDM) as an example of how a 
plaKorm u7lizes the diverse range of skills and exper7se of crea7ve workers in the northern region of the 
Netherlands to establish a plaKorm where businesses, freelance workers and others can use the 
plaKorm to discover the extensive array of talents that the community of crea7ve workers has to offer. 
MDM is also the main regional compe7tor to the BMA Noord.  

MDM is a collec7ve of crea7ve entrepreneurs in Groningen, Friesland, and Drenthe. They strive to create 
a beXer crea7ve climate in the Northern Netherlands. They aim for more crea7on, with local hiring as 
the norm, working together to create a strong crea7ve industry with knowledge sharing, visibility, 
accessibility, and connec7on. MDM is trying to fix the issues with supply and demand in the northern 
region, finding that clients will s7ll outsource projects to the randstad when they could be done locally 
by local crea7ves. MDM has a strong website and social media presence, and conducts a number of 
different ac7vi7es. For example, MDM conducted research on the effects of the COVID-19 measures 
among freelancers in the crea7ve and cultural industry of Leeuwarden, and they have worked with 
Gemeente Leeuwarden on the Crea7eve Verdubbelaar, a grant ini7a7ve that supports crea7ve 
freelancers in Leeuwarden. They host a number of workshops, talks, and networking events to support 
professionalisa7on, and host a number of community ini7a7ves like Vrijdag Middag Borrels (VrijMiBos), 
Christmas gi8 exchange, and fun workshops on skill exchange. Finally, they run a podcast and spread 
news about relevant funding ini7a7ves, projects, and events.  

The website sets an establishment for crea7ves to discover each other, work together and provides 
clients with a list of people with different skills and exper7se that can be used for all sorts of projects. 
We believe that this has provided crea7ve workers a plaKorm where they can be part of a community; 
working together and referring each other to different jobs that may require their skills. Not only is this 
beneficial for clients as it provides easy access to someone with the required exper7se for a par7cular 
job, but it gives crea7ve workers access to more opportunity and growth as a freelancer, entrepreneur, 
writer etc in the field. We believe that this could translate well with the BMA noord and its members.  

2.3 Compe7tor Analysis Externally 
Sustainable Clothing Stores 
Over the years, Groningen has expanded its range of sustainable clothing stores in order to cater to the 
green movement within the fashion industry. Within Groningen there are mul7ple independent slow 
fashion collec7ves such Stardust, KOKOTOKO, Zich Zach and Haaste Reepje to name a few. Although they 
exclusively focus on sustainable fashion, their target market audience varies with many targe7ng the 
millennial and Gen-Z genera7on with their products. In terms of the strengths of these compe7tors we 
can derive the following: The majority of these stores have consistent media engagement with their 
target audience through the use of social media accounts. More specifically, sustainable clothing stores 
target the most commonly used plaKorms by the young genera7ons such as Instagram, and TikTok. 
Through these plaKorms clothing stores are regularly displaying their products through the use of 

https://www.mooiedingenmakers.nl/
https://www.stardust-store.nl/en/
https://kokotoko.nl/
https://zichzachgroningen.com/
https://www.haastje-repje.nl/


models rather than the simple mannequins o8en used by individual tailors in the BMA Noord. Although 
they vary in style, the clothing sold at these retailers follow the trends of interest of their target 
audience. In addi7on, retailers like Stardust regularly adver7se their fashion collabora7ons with local 
designers through their Instagram page,  bringing out the element of sustainability, proximity and 
support of local entrepreneurs within their products.  

However, despite these strengths, some weaknesses remain for these sustainable fashion retailers. For 
instance, not only does size vary significantly between shops, but size inclusivity remains absent in the 
garments made. This is problema7c given that most well established clothing retailers offer a wide range 
of sizes along with specific collec7ons especially tailored to pe7te, tall or plus-sized women. Moreover, 
pricing transparency varies amongst these retailers with most not disclosing the costs of produc7on in 
the  supply chain. Lastly, in terms of accessibility online not all stores have created a plaKorm that 
everyone can use no maXer their age, skill level, loca7on or presence of disability.  

3. Internal and External Target Groups 
3.1 Internal Target 
The members of the BMA represent a niche demographic of Dutch tailors in the North who hold a 
diverse range of exper7se in hat making, dress making and many other fashion cra8work.  As a result 
this impacts the way professionals from other demographics in the industry view the organiza7on.  
Currently, members feel as though more could be done to facilitate a plaKorm for professionals to 
exchange knowledge and grow as professional tailors and entrepreneurs in the North. According to BMA 
Noord members, the organisa7on should target two groups. First the organisa7on needs to place a 
stronger emphasis on the exis7ng members in terms of their needs and support the BMA Noord can 
provide tailors in the North. Secondly, members emphasized the importance of targe7ng young people, 
more specifically upcoming tailors from MBO/HBO levels.  

The acquisi7on of younger members is vital,  as it ensures that tradi7onal techniques and knowledge will 
be passed down to future genera7ons of Dutch tailors. The BMA Noord wants to focus on member 
acquisi7on and growing the organisa7on thus the external marke7ng strategy is aimed at crea7ng a solid 
brand image that will aXract new younger members. With that said, the focus of the internal 
communica7on strategy is to reach the members themselves and communicate the objects of 
community building, community growing and marke7ng advice. 

3.2 External Target 
The members of the BMA Noord strongly emphasized a great need to retain and aXract more customers. 
Following our focus group analysis, external target groups should target current and poten7al Dutch 
female customers of 25-45 years of age. 

Over the last few years, there have been a number of developments in the clothing market that have 
made it difficult for small retailers like the independent tailors of the BMA Noord to maintain a strong 
posi7on amongst mainstream retailers.  Firstly, the target group, Dutch women are earning and working 
more than before, meaning there is a small room of opportunity to shop for clothing during regular store 
opening hours, thus increasing the chances of an online shopping trip (GFK, 2017). Secondly, the 
economic crisis has changed the spending paXern of Dutch women with an overall decrease in not just 



spending on clothing, but also the amount of clothing pieces they purchase (Ibid). More specifically, the 
millennial group’s spending (born between 1981 and 2000) has fallen significantly with women in 2016 
spending 20% less on average on fashion than in 2007 (Ibid; Wijnia, 2016). Finally, the highly compe77ve 
nature of the fashion market means there are o8en newcomers that compete on pricing and 
convenience amongst their audience. As a result, brand loyalty amongst customers has decreased, 
forcing market players to op7mize the online and offline shopping experience in order to remain present 
in the mind of poten7al customers regardless of the plaKorm. It's interes7ng to note that whilst females 
spend less than males, they acquire more products sugges7ng they are more likely to purchase mul7ple 
products at a cheaper price (Joanes et al., 2019). For fashion retailers, young consumers are the most 
relevant target group due to their excessive and variety seeking purchase behaviour (Hume, 2010). 

4. Communica8on Objec8ves 
4.1. Internal Communica7on Objec7ves  
Internally, the BMA Noord’s communica7on strategy should focus on community building, community 
growing, and professionalisa7on (including how to market slow fashion). In discussion with BMA Noord 
members, many highlighted the importance of the community aspect of the BMA Noord to them as 
independent cra8workers. Being able to iden7fy who your colleagues are and communicate with them 
when you encounter difficul7es in your trade was an invaluable aspect to members. The internal 
communica7on strategy should help bolster these feelings of community whilst also providing support 
and  guidance to the members of the Northern Branch. 

In order to create a common personal connec7on between and among audience members, 
organiza7ons can use community building posts (Gruss et al., 2019). In terms of social media marke7ng, 
a “community building” post is one that is not solely focused on the organiza7on’s main func7on, in this 
case raising awareness and selling clothing. Internally, the organiza7on can promote the BMA 
community and provide emo7onal support to build stronger connec7ons and foster a strong sense of 
community between the members of the organiza7on. By promo7ng feelings of community within the 
organiza7on, the BMA can translate these feelings outwards to poten7al younger members or new 
clientele (Gruss et al., 2019). The BMA Noord could manifest this through a featured member column in 
their newsleXer dedicated to geqng to know their members, social media takeovers by members, 
regular pos7ngs of their ac7vi7es (workshops and social gatherings) along with seasonal emails to 
members wishing them a happy holiday, birthday, etc.  

As highlighted earlier, there is a need for expanding the membership base to include a younger 
genera7on. One way in which this can be done is through working at MBO level. Students are not aware 
of support organiza7ons that exist to help them become fashion entrepreneurs. As the BMA Noord 
already wants to work more with students, this offers the perfect opportunity to raise awareness of the 
organisa7on and offer their services to students. It is important to constantly communicate the existence 
of support organisa7ons to fashion design students who are entrepreneurially mo7vated (Profas, 2010). 
This communica7on can happen in a number of ways (social media, posters, markets, etc), however, 
working directly with educa7onal ins7tu7ons could be highly beneficial to the BMA Noord. Members can 
be present at student fashion events, educa7on ins7tu7ons, student and career fairs, or by providing 
guest lectures and workshops to students. Furthermore, focus group members highlighted the lack of 
awareness on both sides; that of the BMA and that of students and emerging tailors. BMA Noord should 



place more of a focus on communica7ng with students at MBO level to build rela7onships and 
encourage younger people to join.  

The internal strategy should also focus on providing advice to the members about professionalisa7on, by 
professionalisa7on here we mean increasing the professional quali7es through training and 
qualifica7ons. In terms of the BMA Noord, professionalisa7on communica7on should be regarding 
marke7ng slow fashion, social media use, finding your ‘brand’ and target group, product photography 
with your phone, contracts, or geqng subsidies and grants. BMA Noord should take more inspira7on 
from their sister organisa7on and compe7tor and provide their members with access to 
professionalisa7on tools. For example the BMA Noord could adver7se ini7a7ves like the Programma 
Permanente Professionele Ontwikkeling (Werktuig PPO) and how to find help applying for it (free 
consulta7ons from Cultuur+Ondernemen). Furthermore, according to BMA Noord members, there is a 
general feeling of ‘onzichtbaarheid’ or invisibility. Members do not feel seen nor do they know how to 
make themselves seen. By providing workshops on professionalisa7on regarding marke7ng, the BMA 
Noord can aXempt to tackle the issue of visibility and hopefully provide members with necessary tools. 

4.2 External Communica7on Objec7ves 
Externally, the BMA Noord should focus on community building, storytelling, providing informa7on, and 
community growing in their external communica7on strategy. Whilst it is also recommended for 
individual members and tailors to undertake these ac7vi7es on their social media, it is important for the 
BMA Noord to do so too. The BMA Noord represents the interests of it’s members and therefore reflects 
upon it’s members. Having a strong marke7ng presence as an organisa7on is important to draw in new 
members and new audiences and to represent your current members to a high standard. 

Similar to internal communica7ons, community building is vital for your external communica7on 
strategy. In order to create a common personal connec7on between the BMA Noord and audience 
members, the BMA Noord can create community building posts, related to relevant issues in Groningen, 
Friesland, and Drenthe. Through this community building, the BMA Noord can create a rela7onship with 
the consumer, building a community and thus increasing brand loyalty (Gruss et al., 2019). By fostering 
this sense of community, not only can the BMA Noord create a rela7onship with the consumer but also 
with poten7al new members. The coronavirus pandemic provides opportuni7es to create these 
community building posts by reminding your audience to stay safe and stay connected.  

During our research, more specially the focus group we held, we discovered that the members of the 
BMA Noord struggled with marke7ng themselves. One of the most effec7ve ways to communicate with 
your audience is through storytelling. The storytelling approach is one of the easiest ways to connect 
your brand with consumers, and establish long-term rela7onships and brand loyalty between you and 
your consumers (Tsai, 2020). Storytelling in marke7ng is the use of stories to create specific emo7ons 
and atmospheres to shape the audience's thoughts and beliefs (Tsai, 2020). Through storytelling, 
consumers can easily become integrated in an organiza7on’s story and adver7sements, arousing highly 
posi7ve responses from the consumer (Tsai, 2020; Edson Escalas, 2004). Research shows that brands 
that create emo7ons through storytelling are more effec7ve than price reduc7ons when it comes to 
influencing consumer opinion, especially in highly saturated markets (Barrena, 2009). This is vital for the 
BMA Noord as the market is saturated with clothing; the industry having 52 micro seasons a year (Cline, 

https://werktuigppo.nl/
https://werktuigppo.nl/
http://www.cultuur-ondernemen.nl


2013). Furthermore, sustainable clothing is now on the rise in terms of popularity. In order to dis7nguish 
yourself in this highly compe77ve market the BMA Noord, and its members, should engage in 
storytelling marke7ng. 

In terms of the stories you can tell, the research remains limited on what is the most successful. 
However, outlined below are some elements that you should consider when taking a storytelling 
approach (Chiu et al., 2012; Delgado-Ballester et al., 2016; Sanders et al., 2018): 

● Types of Brand Stories: 
○ Founder Experiences - what is your story as a member of the BMA Noord? How did you 

get here? What made you start your business? Tell the consumer your story, show the 
person and story behind the brand. 

○ Business Successes - tell the consumer about some of your successes, your proudest 
moment, how you felt during your first big sale, the highs and lows of being a small 
business owner, etc.  

● Characteris7cs and Elements: 
○ Authen7city  
○ Conciseness 
○ Humour 

● Techniques of Story Transfer - how you tell the story - video, pictures, text? 

Furthermore, the external communica7on strategy should use this storytelling method to provide the 
consumer with informa7on. Providing informa7on is vital, especially when it comes to social causes such 
as shopping locally or sustainably, such as the work of the BMA Noord. However, informa7on is o8en not 
a sufficient condi7on for behaviour change amongst consumers (Joanes et al., 2019). Research shows 
that by providing informa7on, organiza7on’s can increase knowledge among consumers, however, this 
does not automa7cally translate into behaviour change (Joanes et al., 2012). Therefore, it is important 
that in the BMA Noord’s communica7on and marke7ng strategy, informa7on is accompanied by other 
tools such as the storytelling method or pairing the informa7on to the message of the organiza7on 
(McKenzie-Mohr et al., 2011). 

Finally, as men7oned earlier, it was highlighted to us that expanding the community and the 
revitalisa7on of the Northern Branch was of paramount importance to the members. The BMA Noord’s 
external communica7on strategy (or social media strategy) needs to appeal to younger tailors and 
people fresh out of school to encourage them to join. Social media is unavoidable in the year of 2022, 
and having a strong, aesthe7cally appealing social media is vital. Examples of appealing and cohesive 
social media in this field include Dandelie, Bundesverband des Massschneiderhandwerks, Studio Jux, and 
Stardust.  Not only does social media aXract new members, it also appeals to clients and poten7al 
clients. Social media plaKorms have a wide audience in terms of age and demographics, and both target 
groups of the BMA Noord are present on social media.  This will be discussed further in sec7ons 5.2 and 
5.3. By using community building and storytelling, the organiza7on can hopefully generate a beXer 
image amongst younger audiences. 

https://www.instagram.com/dandeliethelabel/
https://www.instagram.com/bundesverbandmassschneider/
https://www.instagram.com/studiojux/
https://www.instagram.com/stardustgroningen/


5. Distribu8on Channels 
5.1 Members newsleXer 
An internal newsleXer distributed through email once per month. NewsleXer could include the following 
sec7ons: 

● Introduc7on column with the news of the month 
● Column about ongoing or upcoming events and projects such as the AGM or the EMTC. 
● A column about professionalism once a month. This could include advice about contracts and 

agreements with clients, informa7on about s7mulerings funds (already exists on the BMA’s 
Facebook), etc. 

● A column about something relevant RE: sustainability to the BMA. Examples include COP26, new 
Dutch or EU ini7a7ves, or local events such as Lutje Lokaal and Fair Fashion exhibi7on at the 
Groningen Synagogue. 

● A featured member of the month. Each month a member of the BMA is asked to write a column 
about themselves. In this column they can write about their cra8, their career, their journey to 
where they are now, etc. This is very important as community building within an organisa7on 
and with the clients of the organisa7on is incredibly important (see previous) 

5.2 Facebook 
Facebook is the biggest social media plaKorm in the Netherlands, therefore it is important that the BMA 
Noord u7lises the plaKorm in their marke7ng strategies. In July 2021, over 12 million people (71% of the 
popula7on) in the Netherlands used Facebook (Sta7sta, 2021a). During this 7me, 24.3% of the users 
made up the 25-34 year old demographic (Sta7sta 2021a). Facebook is set to con7nue its growth, 
projected to reach 16.6 million Dutch users by 2026 (Sta7sta, 2021b). As men7oned previously, it is vital 
that brands and organiza7ons u7lize social media in order to communicate effec7vely in 2021. In our 
research however, BMA Noord members highlighted that there is a lack of understanding on how to 
effec7vely market themselves online through Facebook.  

Looking at the following metrics when making posts to your audience is essen7al in understanding  how 
to communicate with your audience. (Facebook Algorithm: How It Works & 18 Tips To Beat It, 2021): 

● Signals are the indicators to Facebook that help them priori7ze what should be shown to each 
individual user. These sta7s7cs can be accessed through your pages' analy7cs. The most valuable 
signals for the BMA Noord are: 

○ Who: What friends, family members, or organiza7ons do you interact with the most? 
○ Type of Content:  The form of content users prefer. This could be videos, photos, ar7cles, 

links, etc. 
○ Interac7ons With Post: The number of likes, reac7ons, comments, and shares your posts 

get. 
● Predic@on u7lizes past behaviour and what Facebook knows about your audience and their 

habits to reasonably predict what content they are more likely to engage with. 
● Score is Facebook’s quality ranking for every piece of content out there for the users. The higher 

the relevance, the higher the score, and therefore more likely to show up on the Facebook 
newsfeed. 



It is important to track the analy7cs of the Facebook page and monitor the ‘signals’ to implement any 
changes necessary. It is cri7cal to understand who the viewers are on Facebook, by understanding the 
audience and what they want to see. In this way, BMA Noord members should be able to priori7ze the 
content they wish to expose to viewers. Understanding the BMA’s audience on Facebook can make it 
easier to predict their behaviour and online paXerns, giving an opportunity to provide content suitable 
for their desires, ul7mately increasing social media engagement and awareness.  

Over the course of the last two months, the average likes per post on the BMA Facebook page has 
averaged eleven likes. Moreover, the BMA has successfully managed to keep a consistent range of similar 
audience members, pos7ng content in the form of images of their workshops, pieces created by their 
members, visual reminders of upcoming events and advice ar7cles.  All in all, the BMA page successfully 
provides ar7cles and informa7on for like-minded individuals seeking a professional career in the 
industry. 

In considera7on of the content provided, we no7ced that the Facebook page has 869 likes, unfortunately 
the interac7on between the viewers and the page seem to be limited. This is something that needs to be 
taken into considera7on. The BMA has done a good job geqng an audience together, however we do 
not see any engagement between audience members and the page. This is something that currently 
needs extra aXen7on by the union. By providing content that can reach out to different social circles of 
professionals and customers, the BMA would likely increase recogni7on for the organiza7on and its 
members. By crea7ng engaging content that can be shared across social media you are able to reach and 
expand your audience (Westover, 2020). 

5.3 Instagram 
Instagram is another vital plaKorm for the BMA Noord’s communica7on strategy with around 7.29 
million people in the Netherlands (or 42.2% of the popula7on) using Instagram in July 2021 (Sta7sta, 
2021c).  Women account for 55.6% of Dutch users, and the biggest age demographic in the Netherlands 
is the 24-34 year olds (Sta7sta, 2021c).  Instagram is one of the most important plaKorms for building 
your brand and the community behind the brand. According to a recent survey by Meta (formerly 
Facebook), just by being on Instagram, brands can make a posi7ve impression on poten7al shoppers. 
Par7cipants surveyed say they perceive brands on Instagram as popular (78%), crea7ve (77%), 
entertaining (76%) and relevant (74%). Those top associa7ons remain consistent all over the world 
(Facebook IQ, 2019). 

The BMA Noord can use Instagram tac7cally, pos7ng different types of content to reach different target 
audiences and achieve various goals (Hearn, 2019). For example, if you want to reach users in the 
discovery stage (have people discover the BMA and ul7mately raise awareness of the organisa7on), the 
BMA Noord should focus on ads, hashtags, or partnering with other accounts. If you want to reach users 
in the considera7on stage (either considering buying items or becoming a member), the BMA Noord 
should post tes7monials from members or customers (depending on the target), share posi7ve reviews 
from members, or specific product details. Finally, you can target audience members who are in the 
decision stage with posts containing a call to ac7on (CTA), or posts encouraging them to do something 
(Hearn, 2019). 



As an established organisa7on, we recommend that the BMA establishes a brand story for their audience 
in order to form a meaningful connec7on with current and poten7al members. A ‘brand story’ is 
something that represents your organisa7on, it shows what you stand for through the origins, values, 
goals and mission of the organisa7on (Cvetkovic, 2021). In telling a  brand story, the BMA Noord can 
create a narra7ve that communicates their values (mission and vision) to their audience, as well as 
expanding their audience engagement (Cvetkovic, 2021).  This recommenda7on can be done through 
the use of short Instagram stories, displaying the behind the scenes of the work of the BMA and their 
members along with their workshop gatherings.  

Instagram, similar to Facebook, uses a number of metrics to judge the success of your post and 
subsequently boost or hide it. The Instagram algorithm uses the following metrics to determine your 
ranking in the Instagram feed (Thomas, 2021): 

● Time spent: Are you going to spend 7me on the post? 
● Likes: How likely are you to like the post? 
● Comments: How likely are you to comment on the post? 
● Saves: How likely are you to save the post? 
● Taps on Profile: How likely are you to tap on the profile a8er seeing the post? 

You can use Instagram Insights (analy7cs) to see what kind of content works, what content doesn’t work, 
and how your audience engages with your account. Furthermore, by comple7ng your account you can 
be further boosted in the algorithm. This means crea7ng a business account, having a bio, crea7ng story 
highlights, having a profile picture, etc. On Instagram, the simple things make a difference when it comes 
to boos7ng your account. Finally, when making your Instagram posts, take into account the methods of 
sharing your message, whether that be through community building, storytelling, or sharing informa7on. 
Using a mix of methods and different forms of content (post, video, carousel, story, reel) you can reach a 
wider audience. 

With that said, a successful page does not require a professional photography studio or a social media 
manager; in fact using a simple backdrop and ligh7ng can produce professional looking images at a 
frac7on of the cost and 7me. Furthermore, the BMA Noord can take inspira7on from their German 
counterparts, and take part in challenges and Instagram ‘take-overs’ to promote the organisa7on and its 
members to a wider audience.  

5.4 Website 
A func7oning and easily accessible website is cri7cal for both the BMA Noord and individual members. 
According to research from 2020, more than 50% of customers expect brands to have an online presence 
where their services are easily accessible (Waykar, 2020). A well-func7oning website is an incredibly 
useful tool as they are easily accessible to any customer regardless of demographic (you don’t need to 
have a social media presence to find a website of an organisa7on). Having a website is crucial in today's 
digital age as it helps to increase credibility, increase leads, garner organic traffic, provide informa7on, 
and spread your message (Council, 2021). Brands and organiza7ons without a website can result in a loss 
of opportuni7es, whilst brands with a well-designed, engaging, and easily accessible website can 
strengthen their brand image and credibility (Waykar 2020). 



As highlighted earlier, in 2022 a simple business card or informa7on pamphlet isn't sufficient to make 
your business standout. Therefore, a func7onal, appealing, and easily accessible website is the 
founda7on upon which the BMA Noord can build their marke7ng strategy. The BMA Noord however, 
does not need to build their own website, they can work in collabora7on with the BMA Landelijk to 
create a website most suited to the needs of the members. 

As men7oned previously, the exis7ng website of the BMA is currently under construc7on, with plans to 
be launched some7me in January 2022.  The website is planned to contain an about us sec7on, an 
organisa7on sec7on, informa7on for tailors, informa7on about educa7on, news, events, agenda and 
finally a contact us page. According to the research, the website of the organisa7on should consist of a 
homepage, an about us page containing the mission and vision, a contact page that invites enquiries, 
and a members' directory or porKolio page. The audience should be able to find everything they need to 
know about the organiza7on as easily as possible, thus the about page. If the audience wants to connect 
with the organisa7on, contact informa7on of na7onal and regional sec7ons should also be easily 
accessible for them. Finally, it was brought to our aXen7on at the focus group that the members wanted 
to be more visible within the organisa7on and to audience members. Therefore, having a members 
directory or porKolio on the website, where visitors can see who the members are, what they do, and 
where they’re based is of paramount importance. Examples of such a members' directory can be found 
at Mooie Dingen Makers and Maßschneider Bayern. Furthermore, the website should contain links to 
local fac7ons of the BMA, so that website visitors can more easily follow the work that goes on in their 
region. Finally, if the organisa7on has partnerships with other companies or brands it is also important to 
highlight them to add to the credibility of the brand. 

5.5 Workshops 
Members have highlighted the need to make their cra8 and living sustainable. Essen7ally, how can they 
make more money as a tailor. The BMA Noord can play a stronger role when it comes to suppor7ng 
entrepreneurship. One way in which they can do this is to organise workshops on professionalisa7on to 
provide members, non-members, and interested par7es with the tools they need to become strong 
entrepreneurs. Workshop themes can vary from informa7on about contracts, geqng subsidies and 
grants, marke7ng, finding your ‘brand’ and target group, product photography with your phone, or 
presen7ng. BMA Noord members can also con7nue to provide workshops on their niche, this will 
support the kennisoverdracht and the community within the organisa7on. 

Mooie Dingen Makers (MDM) regularly hosts workshops called the MDMA Sessies. Workshops are 
provided across the region covering both professionalisa7on and skill sharing. The goal of the workshops 
is to ‘de MDMA Sessies [bringen] de euforie terug in ondernemen’ (Mooie Dingen Makers, 2021). The 
workshops are open to members (free) and non-members (small fee to par7cipate) and typically end 
with a small borrel. These workshops support talent development and foster entrepreneurship between 
the members.  

A similar ini7a7ve could be very beneficial for the BMA Noord as members have highlighted they feel 
lost and unmo7vated when it comes to becoming entrepreneurs. Regular workshops can help to provide 
the entrepreneurial know-how whilst fostering a sense of community amongst members, which will 
hopefully result in more mo7vated members. Workshops should also support talent development and 



foster entrepreneurship amongst members result in a maintenance of the current consumer base and 
hopefully provide the members with the ability to gain new customers. 

5.6 Partnerships with Hoger Onderwijs 
The BMA Noord could also partner with educa7onal ins7tu7ons in the North. There is already a demand 
from the members to work more with students, and research shows that fashion design students are in 
need of stronger support from external organisa7ons when it comes to entering entrepreneurship. 
Workshops like this are mutually beneficial; the BMA Noord can raise awareness of the organisa7on and 
poten7ally gain new members, while fashion design students can receive support and mentoring.  

Essen7ally it is vital that BMA Noord brings in tailors from a different perspec7ve of the professional 
field. As previously men7oned, in order to create awareness about tailors and their speciali7es, and 
grow consumer awareness, we must strongly take into considera7on the younger genera7on in order to 
ensure not only growth, but survival of the organiza7on and the professions of the members. The 
current members of the BMA Noord have a well-founded experience that newly established tailor 
professionals cannot compare themselves to. The issue however is that the industry is rapidly changing, 
and the educa7on of young tailors differs to that of the members of the organiza7on. We believe that in 
order to develop recogni7on, we need to aXract young tailors to the BMA Noord, providing them an 
opportunity to be supported, learn and grow as young professionals as well as have them provide a 
modern perspec7ve to the current members of the BMA Noord. Our research shows that there is a gap 
between the genera7ons, and in order to successfully grow in the industry we need to focus on closing 
this gap to ini7ate community growth and development (van Deelen, 2020).  



Chapter 3 - Finances 
Addi8onal Funding: 

In order to achieve the ambi7ous goals of the organisa7on, the BMA Noord could benefit from 
addi7onal funds. Below are a number of funding op7ons that are available locally to regional arts and 
cultural organisa7ons: 

3.1 Funding for Talent Support  
As men7oned in Chapter 2, the BMA Noord can play a more suppor7ng role for fashion design students 
and students with entrepreneurial inten7ons. As the BMA Noord you can support local entrepreneurs 
and help them with talent development, this in turn will make you more appealing to the next 
genera7on of fashion makers and increase membership and credibility. Here are a number of talent 
development grants in Groningen, Friesland and Drenthe.  

● S7muleringsfonds Crea7veve Industrie - Regeling Vormgeving - with the Regeling Vormgeving, 
the S7muleringsfonds Crea7eve Industrie supports projects that contribute to the quality, 
development or deepening of the design field. The grant scheme is in line with the objec7ves of 
the S7muleringsfond to promote the development of ar7s7c quality, s7mulate experimenta7on 
and research and support reflec7on and debate. 

● S7muleringsfonds Crea7veve Industrie - Regeling 1- en 2-jarig Ac7viteitenprogramma - this 
scheme from the S7muleringsfond Crea7eve Industrie provides funding to cultural organisa7ons 
that have a 1 or 2 year program that contributes to promo7ng high quality, development and 
professionaliza7on of the contemporary crea7ve industry (in regard to design, architecture, or 
digital culture) within the Netherlands. The fund will be granted if the following condi7ons are 
met: 

○ Reinforcing the domains of design, architecture or digital culture; 
○ The ac7vity relates to the ins7tu7ons core task; 
○ The program of the ins7tu7on or organisa7on is at least of regional significance when 

applying for a 1-year ac7vity programme. 

3.2 Regional Funds for Organisa7ons and Associa7ons  
Outlined below is a (non-exhaus7ve) list of funding sources in Groningen, Friesland, and Drenthe that 
the BMA Noord can take advantage of to support their endeavours: 

● Regeling Subsidie Amateurkunst Leeuwarden - this is a grant from Gemeente Leeuwarden for 
local amateur associa7ons and founda7ons. You can apply for this grant as long as the ac7vi7es 
your organisa7on organizes makes a concrete contribu7on to strengthening the ‘low-threshold 
cultural offer’ in Leeuwarden. There are two grant periods in a year that the BMA Noord can 
apply for, (Period 1: 1 January to 30 June; Period 2: 1 July to 31 December) and more informa7on 
can be found at the link or through Gemeente Leeuwarden. 

● We the North - We the North is an ini7a7ve of Provincie Groningen, Provincie Friesland, and 
Provincie Drenthe in collabora7on with Gemeente Assen, Gemeente Leeuwarden, Gemeente 
Emmen, and Gemeente Groningen. This four-year cultural programme aims to support talent 
development in the fields of performing arts, pop music, and visual arts (including fashion 
design) in the three northern provinces  in 2022.  With their new grant for Nature and Culture, 
We the North wants to support talented ar7sts, curators, producers and organizers to develop 
and gain experience.  

https://stimuleringsfonds.nl/nl/subsidies/regeling_vormgeving/
https://stimuleringsfonds.nl/nl/subsidies/regeling_1_en_2_jarig_activiteitenprogramma/
https://www.leeuwarden.nl/nl/subsidies/regeling-subsidie-amateurkunst-leeuwarden
https://www.wethenorth.org/


● Sociaal Steunpakket Cultuur - this is an ini7a7ve from Gemeente Groningen to help support job 
reten7on and to maintain the supply of culture in Groningen in the a8ermath of the coronavirus 
measures. This grant is available to the following groups: 

○ Regional cultural ins7tu7ons (2.4 million euros). 
○ Local cultural ins7tu7ons (250,000 euros). 
○ Assignments crea7ve makers and freelancers (300,000 euros). 
○ Amateur art municipal council (200,000 euros). 
○ Emergency Fund Cultural Entrepreneurs (710,000 euros). 

● Crea7eve Verdubbelaar  - VET PROJECT? VERDUBBEL JE BUDGET under this ini7a7ve from 
Gemeente Leeuwarden and MDM. Crea7ve entrepreneurs and freelancers in Leeuwarden can 
apply to have their budget doubled under the Crea7eve Verdubbelaar. Creators can benefit from 
€750 to €1,500 under this scheme. This scheme is only open to people from Leeuwarden. 

● Cultuurnota Gemeente Groningen - every 4 years, Gemeente Groningen publishes their 
Cultuurnota. This is a memorandum that states which ins7tu7ons will receive a subsidy from the 
municipality for the next 4 years as ‘kunst en cultuur maakt onderdeel uit van het DNA van 
Groningen.’ 

● Cultuurnota Gemeente Emmen - according to their Culturele Basis, Gemeente Emmen hopes to 
con7nue to support professional and voluntary organisa7ons in the areas of art and culture. 
Gemeente Emmen is commiXed to offering new ini7a7ves for art and culture, to s7mula7ng the 
ar7s7c climate in Emmen through an arts commiXee, and suppor7ng more voluntary 
organisa7ons in the areas of art, culture, and history. 

3.3 Alterna7ve Funding Methods 
● The BMA Noord could possibly generate funding through the provision of workshops related to 

the various cra8s on offer within the organisa7on. 

https://gemeente.groningen.nl/cultuurbeleid-en-cultuuronderwijs
http://creatieveverdubbelaar.nl/
https://gemeente.groningen.nl/sites/default/files/Cultuurnota-Kunst-en-cultuur-voor-iedereen-2021-2024-Gemeente-Groningen.pdf
https://gemeente.emmen.nl/samenvatting-cultuurnota
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