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1. Introduction 

1960 heralded a significant changing point in the economy of the Balearic Islands, with the 

beginning of the tourist boom. In fact, at a national level, there was a spectacular rise in the number 

of visitors in one year alone, from 1959 to 1960, thanks to the introduction of economic policies 

designed in 1959. This growth was also evident in the Balearic Islands, albeit with a less impressive 

rise since a growth trend had been observed since 1955. Nonetheless, there was still a striking 

variation between 1955 and 1960. In synthesis, mass tourism separated the economic history of 

Spain and, more particularly, Mallorca into two major periods: one characterized by a growth model 

prior to tourism and another that strongly promoted this tertiary activity. The emergence of tourism 

began to bring about a drastic change to the economy of the Balearics and the tertiary sector grew in 

strength while others declined. 

In analyses of the development of Mallorca’s economy over the last one hundred and fifty 

years little reference has been made to the industrial sector. An absence of industrial activity in 

Mallorca and the obstruction of the industrialization process are two theories that have influenced 

most interpretations of the island’s history and economic development. As a result, the 1960s boom 

in mass tourism is regarded as having replaced an economy that was wholly dependent on 

agriculture, with little secondary sector activity. Although the importance of the agricultural sector 

in Mallorca’s economic development prior to the tourist boom cannot be denied, recent research in 

the field of economic history has cast considerable doubt on the simplistic vision cited above, while 

also demonstrating that a form of industrialization did exist, based on secondary sector. The main 

characteristics of this industrial development are as follows. Firstly, industry in Mallorca was 

centred primarily on the production of consumer goods (textiles, footwear and pickled vegetables). 

Secondly, there are clear links between industry and the economy’s primary sector, since the 

agricultural sector used tools and machinery that were manufactured by island factories. 

Meanwhile, rural areas provided inventive industrialists with certain complementary raw materials 

(almond shells) and other more orthodox ones that were used as energy, because a local mineral 

(lignite) was used when external supplies of coal failed. That is, changes in the agricultural sector 

were a clear stimulus for industry. This pattern of development is not much different from other 

forms of industrialization in Europe, and the Balearic experience is clearly a case of industrial 

development based on traditional sectors (which, despite their traditional origins, might even 

incorporate technology at certain points). The footwear industry fits in with this analysis, with two 

important distinguishing features. Firstly, it is perhaps the only “resistant” industrial activity within 

the Balearic’s tertiary economy, where the service sector and, above all, mass tourism account for 
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the greater majority of the GDP. Secondly, within the footwear industry, highly competitive 

businesses have emerged whose markets are neither limited in number nor in proximity. One prime 

example is Camper: a multinational business based in El Raiguer, a traditional Mallorcan 

manufacturing area with characteristics that might be seen as consistent with those of an industrial 

district. Let us now examine these aspects in closer detail. 

 

2. El Raiguer. An Industrial Centre 

El Raiguer is an area with strong manufacturing associations at the foot of the Sierra de 

Tramuntana mountains, between the city of Palma and town of Alcudia. Historically, some of the 

towns in El Raiguer1 have been characterized by different economic activities, different 

demographic patterns and higher wage levels than towns in the rest of the island (with the exception 

of eastern Mallorca, with Felanitx as its exponent2). El Raiguer has the following distinguishing 

features: 

1. Deeply rooted industrial traditions that still persist. A shrewd observer who walks through 

the streets of its towns will see tell-tale signs of a more or less buoyant economic past, in the 

eloquent form of aristocratic mansions, big wineries that still conserve vestiges of their 

artisanal traditions, or urban warehouses and workshops dedicated to manufacturing 

activities (textiles and footwear) that mark a specific process of industrialization. In the days 

prior to the tourist boom, the area’s economy was mainly based on lignite mining in the 

subsoil of Alaró and Lloseta, vine-growing in the fields of Binissalem, Consell and Santa 

Maria del Camí, and manufacturing activities. Among the latter, shoe manufacturing was by 

far the most important activity in production units in Alaró, Binissalem, Inca and Lloseta. 

The area became an inland hub in the network that formed Mallorca’s domestic market. 

Traditional forms of transport were complemented by the railway, which helped to boost a 

process of economic growth where activities of all kinds were generated (craftwork, 

agriculture, industrial activities and mining). Wine, cattle and textiles are some of the most 

typical goods that were loaded at Inca Railway Station, where goods from other 

neighbouring areas were also brought for delivery to Palma for distribution in the capital or 

to be loaded onto ships in the bay. There has always been a good synergy between the towns 

of El Raiguer. In the manufacturing sector, factory production systems have always been 

compatible with other smaller production units and even with home-based employment (a 
                                                
1 Alaró, Binissalem, Búger, Campanet, Consell, Inca, Lloseta, Mancor de la Vall, Marratxí, Santa 
Maria del Camí and Selva. 
2 See C. MANERA (2001a: 205-211). 
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traditional characteristic mainly promoted by the footwear sector). At the same time, 

viticulture and coal mining also contributed to employment mobility in inland areas and to 

the economic importance of the area. In the first case, these vine-growing traditions have 

played an essential role in recent initiatives to produce high-quality wines. In the second 

case, the mining of low-calorie coal was crucial until very recently as fuel for generating 

electricity. Thanks to this wide variety of activities, an economic area with unique 

characteristics was formed that is strongly reminiscent of a Marshallian industrial district 

and far removed from the traditional vision of a poor, backward, agricultural Mallorca with 

no entrepreneurial activities. The continuance of those dynamic economic traditions must 

today be identified with the recovery of the wine-producing sector and the leadership of the 

footwear industry. 

 El Raiguer is a microcosm that covers an area of 354 square kilometres (almost 10% of the 

total area of Mallorca). In 1998, it had a registered population of 66,000 inhabitants and, from 1950 

onwards, it has accounted for between 10% and 12% of the total population of Mallorca. In an 

island where tourism clearly predominates, the towns of El Raiguer have clear industrial ties, as can 

be observed by the percentage of the working population employed in secondary sector activities in 

1981 and 1991: 63% and 47% respectively. These percentages are higher than the corresponding 

EU averages for the same years, which are estimated as standing at 35% and 32%. The figures 

(which should be regarded with caution since they are taken from an application for EU structural 

funds and thus emphasize the importance of industry) point to two phenomena that would probably 

remain unchanged even if we had more reliable statistics at our disposal: firstly, a drop in industrial 

employment in the area, due to the crisis faced by the sector and a shift toward employment in the 

construction industry, hotel and catering trade and other services; and, secondly, a fall in the 

population of some towns and rise in the case of others. In the first two cases, the fragmentation of 

the footwear production process might help to explain this problem.  

2. Today’s industrial flexibility. The footwear sector in El Raiguer is characterized by a series of 

factors that have led to the development of a flexible industrial structure3. One of the most 

                                                
3 Flexible specialization is understood to mean a production system with characteristics that 
contrast with Fordist ones. This flexibility means that work is organized in a cooperative style on 
three levels, with office workers, skilled labour and unskilled labour. In contrast, Fordist systems 
show a clear separation between operators (the minority of the workforce) and unskilled workers 
(who form the majority). While with flexible specialization, production processes require direct 
cooperation between the manufacturing unit and its client (leading to the production of custom-
made goods), with a Fordist model, the key factor are prices. For an insight into the differences 
between both systems, see C. SABEL-J. ZEITLIN (1985), M. PIORE-C. SABEL (1990).  
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important factors is perhaps historical tradition. Generation after generation, the idea has persisted 

that high-quality shoes must be produced while keeping production costs at a minimum, and this 

has led to the development of a flexible manufacturing structure, involving different phases, that 

also takes advantage of home-workers (often employed on an irregular basis) as a way of reducing 

business costs. Goods are produced on a changing, seasonal basis as a result of diversification or 

changing fashions. Another distinguishing feature is the footwear industry’s orientation toward 

foreign markets, although the new international scenario, with the appearance of producers that can 

manufacture goods at much lower prices, has led to increased competition by regions with a low 

level of development. Despite all this, exports of Mallorcan footwear have risen sharply in recent 

years and businesses in El Raiguer have been at the forefront of this growth.  

 At the same time, the footwear sector in El Raiguer has had to deal with a crisis brought 

about by a number of different factors, such as increased production costs, external competition, 

shrinking markets, an inefficient sales network and, for a long time, the lack of a “designation of 

origin” or trademark. In combination with the rapid, high profits that tourism has generated, all this 

has led to a gradual process of disindustrialization in the area, particularly between 1981 and 1993. 

Given this negative situation, one possible solution for El Raiguer was to decentralize the 

production process. There are two advantages to this strategy: 

a) A reduction in labour costs, either through lower direct wages or by avoiding the payment of 

taxes and social security contributions. This trend toward decentralization should not just be 

seen as a response to a drop in demand, even though firms might be encouraged to increase 

production in a decentralized way when faced with a slight recovery in demand or a temporary 

one in order to maintain their share of the market instead of introducing technological 

innovations4. In El Raiguer, businesses tend to develop a fragmented manufacturing structure 

as part of a cost-cutting strategy, when labour costs come to represent a high percentage of the 

value of the goods they produce. The vertebration of the workforce and the production process 

is directed at bringing down labour costs. This process of decentralization is less complicated 

when concentrations do not necessarily generate economies of scale and, by extension, a 

reduction in average unit costs. The footwear sector is characterized by a fluctuating, 

discontinuous production cycle with a low level of integration. This means that some phases of 

a production process whose structure is strongly affected by certain external events can easily 

be separated. 

                                                
4 For more information on the subject, see J. BATLE-F. ORFILA-J. GARAU (2002: 123-136). For 
a general overview see M.T. COSTA (1988).  
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b) Increased flexibility in employment, so that the cost of labour is transformed into variable 

costs. That is, given how hard it is to maintain a workforce of over 50 workers, businesses have 

turned instead to subcontracting smaller workshops so that, rather than having all the workforce 

in one single manufacturing unit, the workers are spread across smaller units throughout the 

area. Thus flexible forms of industrialization which work in other areas of southern Europe 

(such as the paradigmatic Italian model) have become increasingly important5. The official 

figures do not reflect the black economy that underlies the area’s industrial makeup. Phases of 

the production process that can be carried out in homes are less subject to tax and labour 

controls, while the distribution costs of this classic domestic system are offset by low wages 

and the incorporation of female workers (who often have very low opportunity costs). This is a 

very typical pattern that readers will be well familiar with. Descentralization and flexibility are 

words that might seem fairly recent phenomena when they are applied to industry, but they 

have been assiduously used by the footwear sector in El Raiguer. Remember the practices of 

footwear businesses in the early century or those of the entrepreneurs’ descendents in later 

decades. 

3. The importance of the black economy. In 1998, The Regional Confederation of Aragonese 

Entrepreneurs and the Institute of Aragon completed a field study, based on the year 1995, which 

showed that 14% of Spain’s GDP was directly linked with the black economy, while this, in turn, 

was calculated to account for 18% of the workforce6. These percentages are even higher in the case 

of the Balearic Islands, with the black economy accounting for close to 19% of the GDP and 23.5% 

of the labour force. Evidently, this indicates a high amount of undeclared income and employment 

which affects the productive fabric and labour market of the Balearic Islands. The report highlights 

the economic sectors that are most likely to develop this type of practice7. In the case of Mallorca, 

the hotel and catering, furniture and wood manufacturing, fashion jewellery and, above all, 

footwear sectors are ones where black economy activities are particularly prevalent. El Raiguer 

combines legal, declared structures with production and distribution networks where irregular 

                                                
5 Numerous articles can be found on the subject. See, for example, F. BARCA (1984), G. 
BECATTINI (1979), G. BECATTINI- G. BIANCHI (1985), S. BRUSCO (1982), G. FUÀ-C. 
ZACCHIA (1983), G. GAROFOLLI (1978), L. GIOVANELLI (1983) and G. TASSINARI (1986).  
For a more general overview, see J.P. HOUSSEL (1985), M. MANERO (1987), A. SABA (1982) 
and A. VÁZQUEZ (1984, 1986).  
6 J.M. SERRANO (1998). 
7 As indicated in a document published by the Balearic Department of Labour & Training entitled 
Estudi sobre l’ocupació submergida a Balears (A Study of the Black Economy of the Balearics), 
Government of the Balearic Islands (Palma 1998). 
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employment is the norm. It is difficult to guess what share of the footwear sector can be attributed 

to black economy activities. Sociological research studies are needed, with surveys based on an 

extensive sample group, in order to draw reliable conclusions, although this is slippery ground for 

economists and economic historians. Obviously it is very hard to make an approximate calculation 

of the total impact of the black economy on a sector without the collaboration of business 

entrepreneurs as a whole, bearing in mind the scanty information that can be obtained from personal 

interviews with manufacturers. The latter are unwilling to show their trial balances and profit and 

loss accounts, and so naive requests by researchers tend to get nowhere. Everything therefore 

depends on the sincerity and interest of the interlocutor. Nonetheless, a general look at the official 

statistics (which, as we have already said, show certain contradictions) reveals a decrease in 

“official” paid employment and its replacement with what are presumably irregular employment 

practices. In this way, we can get an idea of the extent of the black economy. The figures that the 

Government of the Balearic Islands sent to Madrid when it applied for Structural Funds for El 

Raiguer show inconsistencies which also reveal some rather interesting information. Between 1989 

and 1993, the workforce employed in the footwear sector in the Balearics fell from 4,046 to 3,170. 

This is inconsistent with the general trend in unemployment, which fell from 1,569 in 1989 to 1,165 

in 1993. That is, the employment situation improved, but there was a drop in the workforce legally 

employed by the footwear sector8. If we contrast these figures, it suggests that over one fourth of 

the labour force of the footwear sector might be employed on an irregular basis, more specifically a 

percentage of around 40%. This figure should be regarded with caution and no firm conclusions 

should be reached, but it gives us a vague idea of the sector’s clandestine workforce9. That is, 

statistics that say little about the reality of the sector reveal hidden information that ties in with the 

population and the workforce of El Raiguer’s general idea of the footwear sector’s black economy 

activities, based on their own and other people’s experiences. As we said before, what is lacking is 

qualitative material before more definite conclusions can be reached10. 

                                                
8 See page 10 of “La comarca de “Es Raiguer” (Mallorca). Solicitud de Inclusión entre las Zonas 
Elegibles por el Objetivo núm 2 de los Fondos Estructurales de la C.E.E.” ("Es Raiguer" 
(Mallorca). Application for Inclusion among the Areas Eligible for Objective no. 2 of the EEC’s 
Structural Funds). See too a document published by the Balearic Department of Trade & Industry 
entitled Pla de Reindustrialització de les Illes Balears (Reindustrialization Plan for the Balearic 
Islands), Government of the Balearic Islands (Palma 1993). 
9 J.M. BERNABÉ (1981).  
10 One methodological example to follow is a recent study by B. SAN MIGUEL et al entitled 
Zapatos de cristal. La mujer como protagonista en la industria valenciana del calzado, 
Confederación Sindical CCOO-PV (Valencia 2000). B. SAN MIGUEL (2000: 125 et seq.) deals 
with a more specific case in Elche, treating it with equal rigour. 
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The footwear manufacturing process helps clarify this situation. The system involves a 

network of interacting legal and “illegal” (or clandestine) businesses, with home-workers at the 

lowest level. Businesses tend to subcontract labour or use home-workers for certain secondary tasks 

that, in turn, stimulate this type of employment. As R. Viruela explains, a factory might decide to 

subcontract a series of workshops, given the flexibility that this provides, since it can adapt to 

market fluctuations without the fixed costs of a larger workforce that it would otherwise need. This 

decentralization also affects the intermediary stages of the production process, which are the most 

labour intensive, while other tasks involved in the early and final stages of the production process 

(cutting and assembly operations) are carried out inside the factory.  A large number of workers are 

needed for the vamping and hand or machine sewing stages. Here female employment plays a key 

role, and this is the stage where irregular employment is typical. There is a clear sexual division of 

labour, and the distinction between what is men’s and women’s work is clearly defined, with 

different categories of employment and different wage levels11. Indeed a description of a typical 

black economy worker from the footwear sector in El Raiguer leaves little room for speculation. It 

is a woman of over forty living with her family, who uses this undeclared income for day-to-day 

purchases in order to complement other family earnings12.  

4. El Raiguer, An industrial district? El Raiguer’s characteristics (manufacturing traditions, a 

predominance of small and medium-sized businesses, strong commercial links, a flexible system of 

production) are all reminiscent of the concept of an industrial district as understood by A. Marshall, 

and taken up later by G. Becattini13: 

a) Small and medium-sized businesses have played a major role in the area’s economic 

development. El Raiguer contradicts certain visions from the fields of applied economics and 

economic history that claim that small businesses hinder technological change and, by 

extension, growth, since big firms are really the driving forces behind both things. These critical 
                                                
11 See L. ESPOSITO (1977: 111-146) and R. VIRUELA (2000: particularly 42-44).  
12 When asked about the black economy, a footwear industrialist from El Raiguer laconically 
replied it’s a mutually convenient network. The industrialists that we were able to interview indicate 
that it is a business strategy aimed at getting round the problems posed by labour legislation. The 
solution they propose are training programmes where 50% of the students would subsequently be 
given employment. This would contribute to the training of the workforce, because footwear 
businesses in El Raiguer currently suffer from a shortage of trained workers and this tends to 
stimulate the black economy. This information is taken from a document by the Balearic 
Department of Labour & Training entitled Estudi sobre l’ocupació submergida a Balears (A Study 
of the Black Economy in the Balearics), Government of the Balearics (Palma 1998), page 70-72, 
where it states that the vamping phase is the one that involves the highest number of irregularly 
employed female workers.  
13 A. MARSHALL (1919), G. BECATTINI (1992).  
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visions are influenced by neoclassical theories in the sense that anything below a minimum 

efficient scale is automatically considered to imply a mediocre system of business management. 

It is not demonstrated that big consortiums are always more innovative than small ones, even in 

a field as important as R&D14. In fact there are numerous examples of small businesses with 

technology and levels of efficiency similar to those of a larger organization15. Splitting up the 

production process does not imply that a business is not interested in introducing new 

technology, which it can invest in new areas like design. In El Raiguer, the most eloquent case 

is Camper, where a high amount of capital was invested in leading computer management and 

design systems. This also led to feedback with the suppliers of these products so that the 

programmes’ performance could be improved16. This is an important feature of an industrial 

district, according to M. Piore: work performed through a network. This suggests a high level of 

interaction which, as G. Becattini puts it, generates increased industrial and social 

interdependence17.  

b) El Raiguer has shown considerable flexibility in adjusting to changing demands, together with a 

capacity for adaptation and innovation. The area’s numerous small businesses and the 

importance of the footwear sector, with few economies of scale, have always resulted in high-

quality products that have been much appreciated by different markets over the course of 

history. Indeed, El Raiguer’s footwear has always been aimed at external markets and, whatever 

the period, documents calling for more trade incentives always feature the signatures of El 

Raiguer’s business entrepreneurs. Local businesses have had to adapt to bigger and bigger 

markets in which technical developments and a gradually fragmented demand have forced the 

sector to make new efforts. Whether we are talking about markets in the Antilles, Europe, North 

America or Asia, manufacturers in El Raiguer have adapted the organizational structures of their 

small and medium-sized businesses to demands met by large businesses or consortiums whose 

goods are produced in countries with lower labour costs. During this period of historical change, 

where technology and products have come to have an increasingly short life, two empirical facts 

should be noted which are useful in exploring broader theoretical ideas:  given its high 

standards, Mallorcan footwear continues to be sold worldwide, which means that mass 
                                                
14 The argument put forward in J.M. VALDALISO-S. LÓPEZ (2000: 322-323). 
15 As indicated by S. BRUSCO in the case of Italian industrial districts, contradicting the theory 
put forward by A. GRAZIANI and M. PACI, who claim that small businesses are associated with a 
low use of technology and with low salaries and that, in such cases, there is a notable drop in 
efficiency. See A. GRAZIANI (1975), M. PACI (1975) and the response by S. BRUSCO (1992). 
16 Interview with Lorenzo Fluxá Rosselló. 
17 M. PIORE (1992: 84-85). 
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production, in the Taylorist sense, is not the only form of development and that, by extension, 

there is no ideal business size. It is in this sense that the term “the second industrial divide”18  

was coined by M. Piore and C. Sabel to describe a phenomenon generated by the “stagflation” 

that followed the 1973 crisis: a phenomenon that contrasts with the Fordist/Chandlerian 

business model. The effects of the recession on variables like inflation, unemployment and 

consumerism brought about a drop in demand that led to a fall in productivity and falling profits 

by big companies. Assembly-line production, particularly the production of consumer goods, 

was in serious difficulties. Industrial districts and more diffuse systems of production with a 

greater capacity for change, characteristic of certain regions in Italy and Germany, began to be 

seen an alternative for other areas that fulfilled the necessary criteria for the acquisition of a 

certain flexibility. El Raiguer fits in with this process, with the added advantage of its traditional 

experience.  

c) Indeed, El Raiguer’s cultural background19 - its tangible, traditional capacity - is one of its most 

important assets. Footwear and leather have been major economic activities in El Raiguer for 

over 200 years. This is not always fully appreciated at a local level. Over the decades, through 

the day-to-day efforts of entrepreneurs and workers (with a relationship not exempt from class 

conflicts), improved strategies and skills have been generated for use in subsequent processes of 

development, with regular booms and crises characterized by corresponding periods of 

permanence or change. Innovations are always built on some kind of prior structure or know 

now, and economies like that of El Raiguer’s (which has always been characterized by a high 

number of businesses and, as a result, by a high level of organizational and trading experience) 

have a higher number of skilled workers than other economies with fewer business initiatives. 

This is a fundamental premise for the development of new entrepreneurial activities. One such 

example is Camper, a firm whose history we will now explore. 

 

2. The Birth of a New Business20 
 

 On April 5th 1975, a company named Coflusa S.A. was incorporated, with a share capital of  

1.5 million pesetas represented by 150 shares of ten thousand pesetas each. The aim of the 

company’s founders (brothers Antonio, Miguel and Lorenzo Fluxá Rosselló and their father 

                                                
18 M. PIORE-C. SABEL (1990), J.M. VALDALISO-S. LÓPEZ (2000: 460-461). 
19 See A.O. HIRSCHMAN (1961: 13-15), G. BECATTINI (1992), S. BRUSCO (1992: 33).  
20 Most of the qualitative information in the following pages is taken from conversations with 
Lorenzo Fluxá Rosselló. 
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Lorenzo Fluxá Figuerola) was to produce and sell a wide range of products, according to Article 2 

of the Articles of Association of the new firm21. However, they did not relinquish the possibility of 

tourism or real estate activities, since the article also mentions construction and hotel management, 

buying or selling real estate, developing real estate, and the sale of buildings, thus contemplating a 

broad scope of activities.  

 The firm’s origins go back to the mechanization of the footwear industry in Mallorca in the 

early 20th century, promoted by Antonio Fluxá, the founder of the family’s business activities, 

father of Antonio and Lorenzo Fluxá Figuerola and grandfather of Lorenzo Fluxá Roselló, who is 

the main protagonist of Camper’s financial development22. Thus this new business was based on the 

capital, experience and know how of the family’s predecessors. Nevertheless, one factor 

distinguished Fluxá Rosselló’s business philosophy right from the very outset: outsourcing the 

manufacturing process. As a footwear business, Coflusa S.A. was created to sell a certain brand 

name, without an industrial structure of its own. Indeed, its entire manufacturing structure was 

based on the concept of flexibility. In the early days, the firm had no specific footwear 

manufacturing premises of its own, since its infrastructure was based on the concept of supplying 

footwear with a high added value, using design and a specific business philosophy as a means of 

differentiation. What the entrepreneur and his team sought to produce was a product with a strong 

Mediterranean feel, aimed at customers with a certain sense of nostalgia and high consideration for 

an innovative yet traditional look, an urban style with clear rural connotations, and a young yet 

timeless design. This business approach (coming up with a brand image before the products 

themselves) was something that was completely new to the footwear industry in Spain. The main 

goal was to sell a name that would become symbolic, based on maximum flexibility (without the 

high costs of a permanent workforce) so as to be able to adapt to a changing market that could, at 

the same time, be influenced by the image they were selling. Shoes with a brand image were 

already known in Mallorca. Good examples (although they are not the only ones) are Yanko and 

Gorila. From a manufacturing perspective, both follow conventional production patterns since the 

firms use their own manufacturing facilities to produce the footwear. This is of little interest in 

terms of the demand, because what matters is the external image that consumers associate with the 

products. Yanko sells footwear for a specific type of user from the medium to high income bracket, 

while Gorila sells strong, resistant shoes that are good quality for money and are popular in homes 

with a low to medium income, thus making them ideal for schoolchildren. What attracts consumers 

                                                
21 “Copy of the Deed of Incorporation of Coflusa S.A.”. Information supplied by the firm. 
22 C. MANERA (2002). 
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is the brand image, which differentiates the shoes from others in the case of Yanko and guarantees 

long-lasting durability in the case of Gorila. 

 Camper’s distinguishing features can be summarized as follows: 

1. A flexible production system, based on designs with multiple applications and highly professional 

service. The system developed by Fluxá Rosselló eliminates the production and distribution chains 

that are characteristic of the sector. While traditionally goods passed from the manufacturer to the 

distributor, from the distributor to retailers and from the latter to the consumer, the system that 

Camper introduced begins with the manufacturer, which also distributes the products, and ends with 

the customer, who is well familiar with the brand image. The process is more complex than it might 

initially seem since it involves: 

a) The elimination of high transaction costs, with the firm taking over these duties; 

b) Swift service for retailers, which means narrower time margins; 

c) Aggressive marketing campaigns that highlight the virtues of the firm’s new shoes; 

d) High investment in design, which is the key to the products’ success. 

This business system was developed from the birth of the first pair of shoes, in 1975, 

although even this first model complied with the firm’s design concept. The “Camaleon”, a highly 

successful model of footwear that imitated the traditional shoes used by Mallorcan pig breeders 

(known as porqueres), was made of recycled material including car tyres and the remains of leather 

and canvas. The rural (camperola or pagesa in Catalan) connotations of this first important model 

of footwear gave rise to the name by which Coflusa S.A. would later be known, Camper: a name 

that reflects this rural concept but is nonetheless associated with a young, urban market in search of 

shoes with a unique, distinctive style. The idea was based on the casual, informal style of dress 

(and, by extension, of footwear) that was in fashion in the late 1970s. The “Camaleon” and other 

models were marketed using innovative advertising campaigns with a direct, ironic style of 

language that promoted an alternative sense of dress. Camper not only took into account the design 

of the actual shoe, but also the design of the packaging, sales outlet, and brand image, which were 

all characterized by a very different approach to the business23. The traditional concept of a shoe 

shop was a very rigid one. The retailer displayed the shoes in the shop window and, once the 

customer had seen a model they liked, they entered the shop, went outside again with the assistant 

to show the latter which ones they wanted to try on, and then had to wait until the assistant re-

emerged from a storeroom with the right pair. The shop window was full of shoes but the shop, in 
                                                
23 Fluxá Rosselló asked a Barcelona designer, Fernando Amat, to work on all the firm’s initial 
advertising campaigns. Javier Mariscal, a then relatively unknown artist, worked in close 
association with Amat. 
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contrast, was not, since all the stock was kept in small storage areas outside the customer’s view. 

Camper uses a different strategy. Consumers have direct access to the footwear, because nothing 

separates them from the products. They are laid out according to size and can be tried on without 

the need for an assistant. Meanwhile, the surroundings are used to transmit information through 

posters, the interior design, constant changes in the shoes on display, and regular changes to the 

flooring materials. All this guarantees a high added value through the positive impact that it has on 

customers. The bags that the firm gives shoppers bear dynamic messages like “I’ve just been to 

Camper”, “Tomorrow I’ll try out my new Campers”. These are just some of the ideas by designer 

Joaquín Lorente that make the firm unique. With this innovative philosophy, Fluxá Rosselló’s firm 

became Spain’s leading footwear business in 1986. 

 As is typical of the footwear sector, Camper’s manufacturing cycle is a seasonal one, with 

two yearly seasons: spring/summer and autumn/winter. Four stages can be defined in its 

manufacturing system, with the involvement of four different departments: 

a) The Footwear Engineering Department, with clearly defined tasks: 

• Working in close collaboration with the Design Department and producing a collection of real 

sample shoes;  

• Monitoring all the raw materials from different suppliers, testing them to make sure they 

comply with the approved standards and listing their specifications, 

• Manufacturing sample shoes once quality levels have been defined and plans have been made 

for the manufacture of the shoes; 

• Organizing the production process in workshops and factories, in accordance with the planning 

schedule for that season; 

• Quality controls of the differing manufacturing stages; 

• Inspecting the finished goods. 

b) The Planning Department, with the following duties: 

• Collecting sales forecasts from the Marketing and Sales Departments; 

• Carrying out studies of the capacity of the Engineering Department, and the capacity of 

suppliers and manufacturers; 

• Finding out factories’ raw material needs and their planning schedule for the finished products; 

• Monitoring the whole process so that corrective mechanisms can be introduced if there are 

deviations from the programmes that have been established. 

c) The Purchasing Department, whose functions include: 
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• Supervising the purchase of basic raw materials (particularly leather and soles) and different 

individual components or semi-manufactured shoe parts; 

• Collecting forecasted requirements from the Planning Department and programming the 

delivery of raw materials to the factories; 

• Making sure that any components bought directly by factories comply with the firm’s approved 

standards. 

d) The Manufacturing Department, whose duties it is: 

• To agree upon products to be manufactured by the factories, negotiating delivery dates; 

• To monitor the production process very closely, making sure that delivery dates and required 

quality standards are complied with; 

• To pass the shoes on to logistical distribution platforms. 

Each department has highly skilled members of staff who are used to working closely as a team.  

2. A clearly expanding business with production that has gradually been delocated. As we have 

already indicated, Camper does not have any manufacturing plants of its own because it outsources 

work to workshops and units that do not belong to the firm. It mainly works in El Raiguer, although 

areas outside Mallorca are also used: 
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Location of manufacturing units used by Camper in the Balearics, 1988-2001 
No. of factories involved in the manufacturing system 

 
SOURCE: data provided by Camper. 

 

Camper has continued to use footwear manufacturing units in Inca, whilst its use of factories in 

Alaró and the island of Minorca has dropped. The data highlights the firm’s interest in not 

spreading its main assets (i.e. traditional craftsmanship and, by extension, access to a workforce that 

is skilled at producing high-quality footwear) over too wide an area. Nonetheless, the company’s 

big step forward went hand in hand with its geographic dispersion, as can be seen in continuation: 
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Location of all the manufacturing units used by Camper. 
No. of factories involved in the manufacturing process 

 

 
SOURCE: own data and data provided by Camper. 

 

If we look at the table, we can see that although Camper continues to work with the same number of 

factories in Inca, it has only been able to increase its manufacturing capacity (closely related with 

the process of internationalization that the firm has undergone since the early 1990s) by 

manufacturing shoes in other areas with lower fixed costs. What stands out from the table is the 

amount of shoes that are made in manufacturing units on the mainland, like the Valencia region and 

Portugal, which will take precedence over the Balearics in some years’ time. The firm’s expansion 

has also involved the use of workshops and factories in Morocco (from 1994) and India (from 

1999), which have to fulfil a series of requirements that are part of Camper’s tacit code of ethics: 

not to use child labour, to pay the official wages in force in the producer country and to comply 

with legislation. These conditions are monitored by the company’s inspectors, who also check that  
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production processes are carried out in accordance with established environmental management 

programmes24.  

 The declared production data from 1984 to 2001 shows a process of solid growth. Four 

stages can be identified in Camper’s history as a footwear manufacturer: 

a) 1984-1990: A stage characterized by vigorous growth rates that began to be significant from 

1988, when the firm started to manufacture shoes in Italy, Portugal and Spain. Thus the Balearic-

based growth that can be observed from 1985 was further extended. The first Camper shops were 

opened and the firm consolidated its philosophy of providing added value through design, with 

Fluxá Rosselló converting Camper into Spain’s leading footwear manufacturer. In 1990, it 

produced almost one million pairs of shoes. 

b) 1991-1993: There was a slight drop in growth (1.9% in 1991 compared with the extraordinary 

figure for the previous financial year, followed by a new drop of 6.17% in 1992), although the firm 

continued to manufacture over eight hundred thousand pairs of shoes. During this three year period, 

Camper forged a solid presence in international markets. Market expansion became a leading 

priority for the firm, implying big internal changes: the greater professionalization of its 

management system, the incorporation of new highly skilled technical staff with international 

experience, and the collaboration of an important group of Mallorcan designers. In keeping with the 

footwear’s Mediterranean links, Fluxá Rosselló gathered together a strong team of people from the 

area who shared the same vision as he and could help boost his projects (with some of these 

professionals forming part of the firm’s management team). The firm’s early range of footwear was 

reinforced, and Camper continued to develop a concept that had been present right from the very 

beginning, which gradually became clear in its advertising campaigns: the definition of a place of 

origin, emphasis on a mixture of traditional and new values, and the clear identification of a brand 

image.  This was seen as a strategy that differentiated the firm’s products from those of rival 

businesses, as the industrialist himself explained: 

                                                
24 In 1999, Camper was granted one of the first EU eco-labels for one of its models in recognition 
of its environmental controls of the manufacturing and recycling processes.  
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SOURCE: own data and data provided by Camper. 
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A ñ o s Pares % crec.
1984 171.720   
1985 397.268   131,35 
1986 438.616   10,41   
1987 469.045   6,94     
1988 592.457   26,31   
1989 725.642   22,48   
1990 904.787   24,69   
1991 887.582   1,90-     
1992 832.786   6,17-     
1993 848.395   1,87     
1994 1.008.478 18,87   
1995 1.102.657 9,34     
1996 1.115.890 1,20     
1997 1.169.433 4,80     
1998 1.196.551 2,32     
1999 2.014.221 68,34   
2000 3.115.726 54,69   
2001 4.112.589 31,99   
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Nowadays all products are unfortunately much the same [but] brands 
should touch the hearts and minds of consumers. For us, there are two kinds 
of brands: synoptic and emotive ones. Synoptic ones are created at high 
expense by the team of a big multinational’s marketing department with a 
big budget at its disposal. “This one’s about telephones”, they say, or “this 
time it’s about something else” (…). Emotive brands begin with a group of 
people with no great financial means but a lot of effort and dedication, who 
gradually open up a market in a world that is largely synoptic or virtual. We 
are very satisfied to have a brand that we consider to be emotive and 
romantic25. 

 
With this as its premise, the firm decided to expand into the French, Italian, German and British 

markets. In 1992, it opened a store in Paris, followed shortly afterwards by another in London. In 

the two capitals, Japanese sales executives discovered the firm’s products, became interested, 

contacted the Inca office, visited it and placed large orders. The Camper phenomenon spread. 

c) 1994-1998: The firm’s business strategy to expand in a controlled way into selective European 

markets gave tangible results. The firm was now selling over one million pairs of shoes, with 

growth rates that were always positive. Nonetheless, the background scenario was a difficult one. 

The process of internationalization was financed through sales in Spain, with new stores in London, 

Milan, Cologne and Lisbon, while its sales teams also grew. This gives an idea of the big cash-flow 

that the firm had at the time. However, management difficulties in Germany led to a new change of 

strategy that was highly significant for the firm. It relinquished the idea of franchises and developed 

its own microeconomic system of management. By opening its own Camper stores, run by the firm 

and only selling goods with the Camper brand name, a new change was introduced as part of the 

firm’s strategy to reduce transaction costs to a minimum. At the same time, the firm’s designers 

came up with new models of shoes that were a great hit with consumers: “Brothers” which were 

immediately popular in Japan, and “Twins” and “Pelotas” which were both highly successful in the 

demanding Italian market. These three emblematic models were immediately imitated, giving 

Camper several legal headaches26. Despite this, the original brands were a favourite among 

consumers, further encouraged by spontaneous publicity by famous figures (Giorgio Armani, Iang 

Se Ming –the President of China–, Robert Redford, Nicole Kidman and Steven Spielberg, among 

others) who all wear Campers and are proud to say so. The Mallorcan firm achieved the same level 

of fame as Inditex-Zara, the Galician consortium, which developed in parallel to achieve great 

                                                
25 Lorenzo Fluxá Rosselló, “Camper: 3 Generations of Shoemakers in Mallorca”, at the University 
of the Balearic Islands’ School of Business Studies, May 2002. 
26 In 1998, the Paris Commercial Court forced two Italian firms, Sandalificio Forte di Foresi and 
Felici & Giovanneti, to pay Camper 400,000 francs for imitating its footwear and for unfair 
competition. 
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success. The reputation that the Mallorcan firm had forged was highlighted in economic 

publications of all kinds and in fashion magazines27. 

d) 1999-2001: A sustained strong rise in production, with spectacular increases: 68.34% in 1999, 

54.69% in 2000 and 31.99% in 2001. This went hand in hand with the consolidation of business in 

Japan, Europe and the United States. The export figures are significant if we look at the final decade 

of the 20th century: 

Camper’s Markets, 1990-2001. 
Number of shoes exported in round figures 

 

                                                
27 See L. ALONSO (2002) for information about Zara. Big similarities can be drawn with Camper. 
Prime examples of the said publications are the Financial Times, in the first case, and Vogue in the 
second. 



 

 20 

 

 

 
SOURCE OF TABLE AND 2 FIGURES: Own data and data supplied by Camper. 

 

From the above statistics, two key aspects are immediately noticeable. Firstly, from the second half 

of the 1990s, there was a big reduction in the importance of the Spanish market, offset by a huge 
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rise in international sales. Indeed, in 2000 and 2001, the majority of Camper’s sales were foreign 

ones, thanks particularly to the growing Italian, French, German, Japan and United States markets. 

Secondly, there is a direct correlation between production and exports (in which I include figures 

for the Spanish market), which show a rise not seen since 1998-1999. This means that there was a 

high level of synchronicity between production and sales, revealing a high degree of efficiency and 

low inventory of stocks.  

3. A keen interest in investing in innovation through technology and design. The firm has striven to 

create products with a strong sense of originality. To be able to continue doing so, Camper has 

developed certain techniques aimed at boosting its creativity, so that its designers’ ideas can be 

transformed into innovative, original, functional products. To achieve this, two key techniques are 

used. 

a) Strategic planning, with very careful analyses of the development process. Through a detailed 

study of all the stages that are involved in the development of a new product, including any direct or 

indirect tasks, the firm achieves a global overview of the design and creative process and the links 

between each stage. This structured approach allows many different points of view to be heard at 

different levels, from the sales network through to production, the consumer, and the competition. 

By incorporating all these perspectives at the corresponding level, products are created that adapt to 

the market’s needs, guaranteeing the feasibility of complex projects and creating interactive 

synergies. 

b) CAD tools, ensuring greater flexibility and reliability in the development of new products. 

Virtual shoe designs are produced so that decisions can be made with these virtual prototypes 

instead of with manufactured ones. This has a big impact on times and costs, since many different 

alternatives can be considered at a very early stage in design. The reliability of the final product is 

considerably improved with these techniques, because key components that play no major aesthetic 

role but ensure added comfort can be standardized. This creative rationalization encourages 

diversity, prevents the dispersion of the design process, and ensures the required standard of 

comfort and style. As a corollary, a few years ago the firm began to manufacture shoes with IDC 

technology: a system that is normally used to make protective footwear. With this new technology, 

Camper had to learn to manufacture shoes with new procedures whose results were not aimed at 

mass numbers of consumers while continuing to produce a clearly distinctive style of shoe. The 

outcome was positive for the firm, because the footwear offers greater advantages in terms of 

comfort (such as better insulation from damp) and new prototypes with a familiar Camper look. 

The best example is “Wabi”, which summarizes how tradition can be integrated with new 

technologies. It is a comfortable shoe for indoor use, made of recycled materials, aimed at 



 

 22 

consumers who spend many hours in offices or other indoor environments who need special 

footwear for this purpose. 

These two techniques are essential factors in the path towards business excellence: a path 

sought particularly by small and medium-sized businesses in today’s current process of economic 

globalization. In this way, these firms (among which Camper must be included) are able to offer a 

response that the US model of management, which prevailed until the 1970s, has been incapable of 

doing to meet technological challenges and demands subsequent to the crisis of 1973. Clearly big 

corporations have survived, despite difficulties in terms of production, sales and internal 

management (with scandalous cases of fraud in accounting and finance that have had worrying 

knock-on stock market effects). At the same time, there has been an obvious rise in businesses that 

use flexible manufacturing systems and even the emergence of hybrid organizations28. In this 

context, economies of scale continue to be important, as indicated by A. Chandler and W. 

Lazonick29, above all in the form of big consortiums, which are seen as being highly competitive 

internationally and destined to become economic leaders. It must not be forgotten, however, that to 

achieve success in foreign markets, companies must learn, as M. Porter states30, how to compete in 

closer ones and how to compete with other companies at a domestic level. In turn, a good network 

of suppliers is needed to provide decisive input at reasonable prices. Camper fits in with this 

profile: the limited economies of scale, which to an extent typify the footwear industry in Spain, are 

compensated for by increased productivity through innovation, design and reliable networks forged 

by the entrepreneur thanks to the firm’s successful domestic history. Camper currently has over 

twenty designers who use computers to create the over 250 models of footwear that the company 

sells each year, with around 20% of the proposed designs not making it to the high street. The 

Mallorcan firm’s success can be accounted for by the combination of all these factors.  

4. Sectoral leadership. Camper is an emblematic Spanish footwear firm if we bear in mind the 

following figures: 

                                                
28 J.M. VALDALISO-S. LÓPEZ (2000: 480-481).  
29 A. CHANDLER (1990), W. LAZONICK (1991).  
30 M. PORTER (1990).  
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Leading Spanish footwear manufacturers in 2000 
 
 

All the data, except for the workforces, is given in thousands of euros. 
(*) Data for 1999. 
SOURCE: http://www.guiame.net/flash/piel/html for all figures except Camper’s net profits, which were supplied by 
the firm. 
 
Camper’s importance as a domestic footwear supplier is undeniable, if we look at its turnover and 

the net profits it makes. This clear position of leadership is corroborated by the aforementioned 

production and export figures and by information from the profit and loss accounts. Once again, the 

figures are very impressive: 

 
Sales and employment at Camper, 1976-2001 

 
SOURCE: Data supplied by the firm. 

 
The firm saw a spectacular growth in sales between 1986 and 2001 (if we leave aside the initial 

start-up period between 1976 and1981). If, between 1986 and 1996, Camper managed to double its 

sales every five years, between 1996 and 2001 these figures rose almost fourfold during the 

internationalization and consolidation of the firm. What is equally important, this sharp rise was 

achieved with a production price per pair of shoes that was higher than the price set on mainland 

Spain (about 2000 pesetas in 1998). This points to the quality of the footwear made by the firm, 

compared with goods produced by other firms, which specialized in a more standard type of sports 

shoe or a much more inferior model than those produced by Camper. Price competitiveness, which 

is crucial for all firms, was offset in this case by the incorporation of other added values, described 

Empresas Facturación Benef. neto Cash-flow Rec. propios Inversiones Planti l la
Loewe S.A. 150,25         20,33           1.100     

Camper 108,54         21,73         14,14           100        
Tempe S.A. 97,26           5,17           8,50         13,05           130        

Colomer y Munmay S.A. 96,88           708        
Basf Curtex S.A. 89,58           6,01           8,83         24,23           3,02          253        

Kelme S.L. 75,01           220        
Ivan Shoes S.L. 72,12           80         

Grupp Internac. S.A. 52,00           4,1(*) 24,76           65         
Nuevos Calzados S.L. 45,68           3,01(*) 6,94             70         

Años Ventas Número Precio par
Millones ptas. empleos  (ptas. fábrica)

1976 65                     8           1.600                  
1981 270                   12         2.800                  
1986 1.500                19         4.200                  
1991 3.800                41         4.900                  
1996 7.000                69         5.600                  
2001 24.000              150       6.900                  
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in previous pages, which justify the Mallorcan firm’s higher prices. Its leadership is also 

corroborated by its big footwear distribution network. 

 Camper’s geographical coverage has become increasingly complex and diverse. From an 

initial store in Barcelona, when it first began, it now has 111 stores of its own where only goods by 

Camper are sold:  

SOURCE: Own data and data supplied by Camper. 

 

The Spanish, Asian and European markets account for most of the organization’s retail sales: 34%, 

30% and 30% respectively. Camper’s foreign sales strategy, which can generally be deduced by 

looking at its foreign sales, is closely mirrored by the pattern in its own sale outlets so that there is a 

close synchronicity among production, exports and retail sales. The company places emphasis on 

aggressive advertising campaigns, to the extent that sales problems are transformed into 

opportunities for transmitting messages about the company. This was the marketing concept behind 
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Walk in Progress, a campaign presented by the firm when it encountered difficulties finding 

premises in big cities, where leases are exorbitant and any delay in opening a business means high 

costs for a firm. Waiting for licences and other bureaucratic delays can prevent sales altogether if 

the authorities stop a shop from operating until the premises are in a conventionally acceptable 

condition. Camper turned this problem to its advantage by opening a store in San Francisco in the 

USA. The strategy it used was imaginative. The shop was set up by swiftly, introducing provisional 

décor as if it were in the process of building work, with a very low budget and one feature that was 

much appreciated by consumers: the furnishings were made of shoe boxes and customers were 

allowed to help decorate the store in simple style by painting their thoughts on provisional 

cardboard walls, knowing that all the different elements would later be recycled. The instructions 

were very basic: while work was being done to fit out the store, the customers could embellish it as 

they wished. When put into practice, in deluxe shopping centres, other traders from the area 

protested in indignation at a practice that they saw as damaging the image of the shopping centre as 

a whole. Nonetheless, all this – the design strategy and the protests – have only served to guarantee 

the success of the initiative. The Herald Tribune praised the Walk in Progress strategy taken by the 

Mallorcan firm and so Camper achieved one of its initial proposals: to supply consumers with the 

traditional quality that is characteristic of Mediterranean footwear in combination with a 

conspicuously modern, alternative way of doing things. The final outcome was an increase in sales.  

 Camper shoes are also sold in other multibrand stores where the firm’s distribution controls 

and advertising strategies are less important. In this case, its footwear is sold in 3,884 stores where 

the Mallorcan models compete on the same shelf with Italian, British and American footwear:  
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Camper’s coverage in stores not owned by the company, 2001. 
Sales outlets where the firm’s footwear is sold 

 
SOURCE: Data supplied by Camper. 

 
In this case, European stores play a more important role, although the firm is well represented in the 

United States and Asia. All this information, added to the aforementioned details of the firm’s 

market penetration, only serves to confirm the strong growth in demand for the firm’s footwear. 

*   *   *   *   *   *   * 

 No definite conclusions can be reached about a company that still has huge development 

potential and whose strategy may vary depending on market trends, although some key factors can 

be highlighted that might serve to summarize Camper’s successful business history. These 

considerations all revolve around a crucial question that has remained unasked while we 

familiarized ourselves with the firm. Where does Camper’s competitive edge lie? This is something 

that clearly worries many of its rivals and it is a question that is posed, in more academic and less 

monetary terms, by economists and economic historians. Camper’s case is not unique, since firms 

from other industrial sectors have evolved in a comparable way. Nonetheless, Camper has clear 

characteristics that differentiate it from others, thus the interest of economic historians and applied 

economists. Three factors must be highlighted:  

1. A flexible system of production, by which I am referring to the specific procedures involved in 

the physical production of the footwear and any added know how. Flexible production means 

that it can be reprogrammed at any time to adapt to the demand, with product improvements 

being made on the trot. Camper has a manufacturing structure that keeps fixed labour costs at a 

minimum, since part of the production process is home-based and it outsources manufacturing 

work to countries with cheaper labour costs but a traditional knowledge of the leather business 

Lugares Núm. Lugares Núm.
España 878 Yugoslavia 8
Francia 569 Corea del Sur 8
Italia 449 Israel 6
Alemania 386 Polonia 5
Reino Unido 326 Rep. Checa 3
Escandinavia 172 Eslovenia 3
Benelux 167 Líbano 3
Grecia 90 Marruecos 2
Estados Unidos 381 Túnez 1
Canadá 29 Tailandia 1
Japón 301 Malaisia 1
Hong Kong 14 Arabia Saudí 1
Australia 59 Croacia 1
Turquia 19 Fed. Rusa 1
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(like Portugal, Morocco or India). Despite this strategy, which has also been followed by other 

footwear manufacturers, an important part of the production process is still based in Mallorca. 

Here, the firm subcontracts factories and workshops with a high level of experience in the 

footwear sector to ensure continued craftsmanship. This guarantees standards that cannot easily 

be achieved without the necessary skills. The know-how process is also made more flexible. 

Camper is aware that mass designs are unfeasible because creativity involves long development 

phases where prototypes are made, before going on to the manufacturing stage. Despite this, it is 

moving toward a JIT (just in time) production model, as suggested by two indicators: the firm’s 

policy of receiving regular data from its stores with information about customer preferences and 

changing tastes, and the tendency to have less stock in the warehouse. 

2. The importance that is given to design in all areas of the firm. This is perhaps the main example 

of the added value that Camper provides, so that Italian imitations of its shoes take second place 

in comparison with a product that stands out from the rest. This strategy was introduced in a 

favourable political climate: the Spanish transition. “Camaleon” became popular among 

younger sectors of the population, who introduced this new style of footwear to the fashion they 

wore. At the same time, design was incorporated in all areas of the footwear distribution 

network, in combination with an ironic style of advertising. Camper stores also introduced 

window displays that encouraged a self-service approach to buying shoes. The shoe displays 

were hard for shoppers to miss, with interiors that were more openly accessible than 

conventional shoe shops. Camper’s pioneering approach made it highly competitive in a 

footwear industry that was familiar with the idea of brands and messages but lacking in 

information and innovative strategies. In Camper’s case, there was one other crucial element: 

the high standard of its footwear. 

3. International expansion and a market awareness, with strong penetration of European, Asian 

and United States markets. A big rise in production went hand in hand with the penetration of 

new geographic markets, while projects were also set in motion to open Camper stores. Against 

a backdrop of technological uncertainty and economic globalization, Camper decided to take 

advantage of its potential by increasing the demand for its goods, partially turning its back on 

the logic of achieving economies of scale through integration. The firm also decentralized its 

sales network, gradually avoiding franchises and reducing transaction costs. Camper produces a 

well-known type of footwear using procedures that break away from traditional ones. This can 

mainly be observed in sales and related processes. The firm is organized in such a way that it 

can introduce swift solutions to meet a demand with which it is increasingly familiar, thanks to 
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constant information provided by its sales agents. This allows it to vary products and take 

increasing advantage of the networks forged by the organization. 

In short, this system accounts for Camper’s successful business figures:  

 
Some figures for Camper for 2001 

 
(*) Data referring solely to Coflusa S.A. 

 
The firm has progressed in an incredible way since 1977: from net profits of 1.167 million euros to 

1.519 million in 1998, 5.665 million in 1999, 21.738 million in 2000 and 21.960 million 2001. This 

represents spectacular growth, particularly in the last years that I have cited. To maintain these 

profit levels, new opportunities are being considered and Fluxá Rosselló has returned to Article 1 of 

the Articles of Association of Coflusa S.A., contemplating diversification by investing in the tertiary 

sector, just as his father did in the late 1950s, thanks (on both occasions) to the resistant footwear 

business founded by former craftsman Antonio Fluxá. With this new strategy, three main fields of 

activity are being contemplated: shoe manufacturing, hotel management, and real estate. In the first 

case, we are talking about an accumulative process. In the second, Fluxá Rosselló has invested a 

large amount of capital in the management of a hotel in Barcelona and a rural tourism centre called 

Son Forteza. In the third case, the aim is to unify the management of all the industrialist’s real estate 

so as to optimize the administration process. This new stage of the business calls for another 

analysis, which surpasses the aims of this article.  

Ventas 144.242.905 €
Tiendas en España 38                  

Tiendas en el extranjero 73                  
Total de tiendas propias 111                

Tiendas multimarcas 3.884             
Plantilla propia 150                

Inversión en I+D (*) 3.382.562 €
Inversión en Inmovilizado Material (*) 117.881 €

Beneficio neto (*) 21.960.907 €
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