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ABSTRACT

The global economic reports suggest that Africghés final frontier of the world and as the GDP dhiBpia
continues to rise substantially year after yeds tiite right time that Ethiopia indulge into chalimed marketing for textile
and garment industry. Moreover there is a sequeimizease in production and export of organic aotto the
U.S.A & Europe. It is realized that in the comingcdde garment and textile industry is taking aoseriturn towards
ecological produce and marketing of products. Ftlasideing one of the fastest developing econonmeafiica holds a
great chance to develop the fashion industry omtin@e as with the increasing GDP of the counteyd¢hstomer will have
a bigger pocket to spend on fashion & lifestyleduats. Moreover there is a substantial rise inethgcation if textile and
garment sector as well. All these factors togethidrcontribute to the growth of the Ethiopian matkf the industries

channelize their product sales through effectiveketing mix.
KEYWORDS: Ethiopian Textile, Product Marketing and Developmé&ashion, Brand Philosophy & Image

INTRODUCTION

In this paper, | will run through a brief of how rkating has helped a basic product clothing takspshof a
billion dollar fashion industry. Clothing has evetl/since the 1920°s from the times of Industrigbhation when fashion
became a product of mass produce. Fashion evoloetdthe Europe and U.S.A and hailed down to AsthMiddle East.
Today there are thousands of fashion brands whasle uccessfully captured the market and madeitdevimark in the
brand planet. According to the reports brand resedy Interbrand, Wal-Mart ranks as the top bramdJiS.A with a
business of 141,017 $m along with GAP, GUESS falhamin the list. Fashion accessories brand suchiféany & co.,
Coach also contribute to list of best brands. Inopa we have big ready to wear players such asatatdi&M which are
very strong players for the retail market of textind garment. On the other side of the planetave Hapanese brands
such as UNIQULO topping the branding charts foraAsn this paper we will see how these brands nzagkce in the
marketplace of Europe and slowly graduating to Agpigecisely India and then the new player on African

map —South Africa.
Need/Importance of the Study

There is a major need to organize the textile amtingnt sector in Ethiopia as in developing natisystematic
view of production and marketing still doesn't @xishich hampers the growth on a long-term basimm&of the

challenges faced by the Ethiopian textile and gatrsector are:
* No facilitation for research and development fowqeoduct development.
* Lack of product marketing in textile and garmertdtee
» No domestic brands to achieve customer loyalty.

» Imported goods monopoly in the market due to lowaliggiand productivity of Ethiopian goods.
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e Lack of qualified Human Resources to develop a nstable organization in garment companies.
e Sustainable development of livelihoods and strawes compliance.
* No avenues for experimental marketing methods asatatalogue selling, e-retailing and retail sgllin

LITERATURE REVIEW

Overview of Ethiopian Textile & Garment Industry

Ethiopia is one of the most populous countries fricaA with over 80 million according to the 2009nses and
growing at the rate of 2.7%. The country being yaitependent on agriculture, 85% of the Ethiopiapydation is living
in a rural setting. Ethiopia exported US$ 29 miiliworth of textiles during the first quarter of tfigcal year 2013-14 that
began on July 8, 2013, Addis Fortune reported. fils¢ quarter export earning was over 50 perceghéi than the
US$ 19 million made in the corresponding periodast year, but the exports are still likely to fallort of Government
target of US$ 500 million for the entire fiscal yed the trend continues. In 2012-13, Ethiopiartite sector exports
fetched US$ 99 million, much below the Governmangét of US$ 357 million. The Ethiopian textile ®eacomprises of
110 companies, and the export target for each ithai company for the current year is yet to beedained, according to
the Ethiopian Textile Industry Development Ins&tufTIDI). At present, the Ethiopian textile sectsroperating at
50 percent capacity, and in order to achieve thee@unent target, the production capacity would havbe raised, feel
industry experts. The government was projectedato 85 million dollars in the first year of the GTPhe last budget
performance met 73.1% of the projection. From titaltexport of textile products the following hataken the share of
exports in the 2010/2011 period; yarn and sewingaith (14.7%), textiles (36.9%), clothing (43%) amghd woven
products (5.4%)viww.allafrica.com

* A growing number of major retailers are sourcingtites and clothing from Ethiopia, as the countiyigustry
undergoes a major expansion program. They includ@miJK retailers, H&M, Tesco and Primark. In thest
financial year, Ethiopia's textile and clothing exjs grew 28% to US$84.6m. The Growth and Transébion
Plan (GTP) of the Ethiopian Government aims atiegrtextile export revenue of US$ 1 billion by 2018 and
creating 40,000 new jobs in the process It alseehdp attract foreign direct investment worth US$h.to build
nearly two hundred new textile and clothing plaintthe same period. There are an estimated 3 miliectares
available for cotton farming in Ethiopia, but o0nly80-40,000 hectares are currently used.

(Ethiopia: Macroeconomic Handbook, Access Cap2@l,2)

S-year

Average
REAL GDP VALUED ADDED 2005/06 200607 2007/08 2008/09 2009/10 2010/1L Growith
1. Mining and Quarrying (in '000 birr) 393.819 333.144 404 483 456,160 657.633 1,037,238
Annual Growth Rate -15.4% 21.4% 12.8% 44.2% 57.7% 15.7%
43,534,59 5763243 73.368.16
2. Service Sector (in '000 birr) 37,747,674 3 50,506,447 3 65,208,665 5
Annual Growth Rate 15.3% 16.0% 14.1% 13.1% 12.5% 14.6%
3. Manufacture of Textiles and Wearing
apparel—Gross Value of Production (in
'000 birr) 228940 331423 185,022 521,126 907,567
Annual Growth Rate 44.8% -44.2% 181.7% 74.2% 64.1%
4. Manufacture of Leather and
Footwear— Gross Value of
Production (in "000 birr) 1,022,744 1.213.791 1447236 1.332.345 1,639,518
Annual Growth Rate 18.7% 10.2% -7.9% 23.1% 13.3%
GDP at Constant Basic Prices (in
millions of birr) 93474 104.499 116,190 127 857 141,368 157,463
_Annual Growth Rate 11.8% 11.2% 10.0% 10.6% 114% 10.9%

SourceMoFED’s GDP Estimates for 2010/11, CSA’s Large Metium Scale
Manufacturing $ey 2009/10

Figure 1: Growth of Ethiopian Textile and Garment Sector



“Marketing as a Quintessential Tool for Growth of Ethiopian Textile and Garment Sector” 3

Highest Infation Rates— Afvica Highest Inflation Rates— World
Couniry Inflation—2011 Country Infation—2011
1 Erhiopia EL ) Belams 65.3
2 Sudan 220 Erhiopia L
3 Gunen 154 Republic of Yemen 255
4 Democratic Repoblic of Congo 154 Venszouela 245
5 Seemra Leone 16.0 Sudan 220
& Uganda 15.7 Sunname 129
7 Amngola 15.0 WVietnam 1%.0
5 Bunind: 14.0 CHisea 154
°@ Enitrea 123 Democrabie Republic of Congo 164
10 Swaziland 123 Srerra Leone 160
Top 10 average 18 Fop 180 average 2.5

SourcéMF Data Mapper of September 2011 WEO at www.imgf.o

Figure 2: Inflation Rates in the African Continent
The Western Influence: Why Fashion Brands Cultivaté in Europe and U.S.A

In 2000 the world’s consumers spent around US$lioiriworldwide buying clothes. Around one-third séles
were in Western Europe, one third in North Ameeal one quarter in Asia. Frequently the geographhégions more
popular within the fashion industry are Europe Blmith America, and the main reason is becausedhecgny activity on
those regions has very much to do with textile,aapband luxury markets. Not only there was a stpmoeconomy in
these parts of the world but also they allowed lithends to make way for business marketing intoousriconsumer
markets. 3.25 million tonnes of clothing and tedilflow through the UK each year — approximatelikgbper person.
Of this, around half is imported as textile prody@ quarter as ‘intermediate products’ (mainlyrifaland yarn) and the
rest as fiber (imported or produced in the UK). Appmately two thirds of the imports of fibers, yarand fabrics to the
UK are man-made. The UK exports 1.15 million tonnéglothing and textiles each year, comprisingfg) fabric and
some completed products — mainly clothing and darggne fifth of the UK’s annual consumption (byigig) of clothing
and textile products is manufactured in the UK. §loners in the UK spend about £780 per head per peachasing
around 2.15 million tonnes (35kg per person) ofchihone eighth are sent for re-use through charéres the rest is
discarded. The UK clothing and textile industry éoypd around 182,000 people in 2004 split evenltyvben clothing
and textiles. (Grail research, September2009) Winerdiscuss about fashion as a trade we take fijjernsdies of the
world such as New York, London, Paris, Milano arakyio. These cities became the hub of fashion a& isewhere the
industrial revolution took shape for example theéustrial revolution in Britain invented ready-to-ave A fashion capital
has outstanding specialization in terms of proauctiapacity: skilled workers, resources, and intiomaand a significant
market base of wealthy people to generate intenedtcompetition in terms of fashion and status. dities mentioned
above either possess the both or at-least oneeai.tBut, today due to globalization and standatidineof the fashion
product each city in the world can host a numbebrainds across the fashion system and make laaféspin this
industry. Moreover, the economy of a country shdaddsupportive to foreign investment into the tradé this is only

feasible if textile and garment sector form themsgth of the nation.( Magnus Danneck, July 2011).
The factor which made a difference for brands amtile industries in Europe and the USA were:-

» Clothing with a Brand Philosophy: - The companies were able to establish a relation thié customer through
the promotion strategies of the brand. The pieceathing was beyond covering the body, it becameagter of
pride to own a brand as it was speaking about érsopality of the customer. This made purchasirttabiag

more profound and emotional process which leachtoese in sales and booming the industry on th@ewh
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The greatest example is the birth of fashion acréss and today they form a more stable and swilEn

industry then clothing itself.

» Achieving Customer Loyalty through World Class Prodict: - The fashion capitals not only create a drive to
but also served a very high class product fromIéwvel of couture to ready to wear. The examplesuith

companies are Giorgio Armani in couture, Dieseldenims and ZARA as a market leader for ready tarwe

» The Appropriate Marketing Mix: - The brands translated their values through the rapsmarketing mixes
which benefited both the company and the consuiitex.company was able to earn profit keeping theipasn
mind for the consumer. Events, promotions, marketffers took the shape of a festival in Europe &ng.A.
The examples of perfect marketing mix are the Irstes by brands in the festive seasons suchaagglgiving
in the U.S.A. or the summer holidays/Christmas urdpe which gave the reason to the consumer towbthy
charm in the product. Also strategies by ZARA sash‘new collection every 21 days” in the storesaaloss
Europe gave the consumer the areas of spendireg thsin average timing between purchases and #restack

could be used to satisfy the season end/ festles saich in the end profited the company.

» The New Product with Newer Ways of Selling: +ashion product is believed to have the shortéstclycle
which is in turn an opportunity and threat for t@mpany. Adding to this the fashion consumer iy feagile
and demands a new product. A new product doesiglyia new range of clothes, the companies were t@ble
satisfy this by selling “old fairy tales with nevioskings”, which amused the consumer a lot as & wacket
friendly. There has been an established retail imofie and U.S.A. for past many decades now with big
departmental stores such as Harrods, London, SAk&vBnue, Macy's, Wallmart etc making a very stable
footprint into the economy. Newer ways of retailisigch as e-retailing also made the consumer expatiover
new ways of buying the same goods and adaptingete technology changes in the country. E-retailiag h

revolutionized the system of selling products biimef the companies as it saves the cost of retdlets.

e Trade Shows and Business Exchange:The fashion capitals of the world hosted variousitess enhancing
activities such as fashion weeks, trade showsjdasthows and various exhibitions big and smalbssrEurope
and U.S.A. which invited the interest of peopleptoticipate in the economies, to earn and give ladkrm of
the fashion product. A trade exchange strategynbtinitiates a fluidic process of business ofrgant brands in

the country but also gives a chance for other itithgsssuch as tourism to grow substantially.

» Towards a Green-Sustainable Future: The west is striving hard on making the fashiortesysecological in all
aspects. The concept of selling products with asages which is saving the ecology and is ethicalagorly into
progress. There are various researches at the niamé&urope and U.S.A. which intend to convert thigole
clothing system as a part of the eco-system. Tdieeption of being a part of the eco-system makesaest a

great platform for reviving the brands and makingnb brands of the future.

» Educated Professionals in Garment and Textile Seato- Europe and U.S.A. have the best schools for textile
and fashion design sector. There are school su¢hlds New York, Parsons, NY, Central St. Martigndon
etc. teaching the youth to how to be a part ofitidsistry and help in making the future of the exog. Educated

human resource is the biggest asset an econonyevafop and utilize them efficiently for a bettature.

There is no doubt that the western part of the aviwlsuffering major economic crisis is all indiesgrincluding

fashion and clothing but the stages of product kbgwveent and selling have to be essentially inspirech the west as they
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have been sustaining the fashion for more thannégweears now and have successfully establishedr&anto be learnt
from.

The New Emerging Fashion Marketing Frontier: India

“We need greater competition and therefore, needtdke a firm view on opening up of the retail

trade”. — Manmohan Singh, Prime Minister of India

The Republic of India is the third largest Asiaromaemy after China and Japan. Among the major emgrgi
markets, India ranks second in terms of econonoevtr with the IMF forecasting a GDP growth rate6d® percent for
2012. India is the second most populous countrthéenworld; approximately thirty percent of the coyis 1.2 billion
inhabitants reside in urban areas. India's indal&ed economy encompasses diverse manufacturirgjorse
(steel production, oil and gas refining, auto, fitas textiles) while also including traditionallleige farming, modern
agriculture, and handicrafts. The market is exgetbegrow from $4.7 billion in 2009 to over $14.iflibn by 2015 as
people change spending habits from necessity tratisnary. With increased spending power and ar-gcreasing
passion for fashion, there are significant growgipartunities in the industry. In 2012 alone, th&ulty market saw a
25 per cent increase. Apparel today has the lagjeste of the modern organized retail in India 2@% of the current

market of Rs.56, 000 crore and this is expectegtdav at a constant rate of 20% over the next 4sydéwustin, J.E., 1990)

The last decade has seen an immense progress a@lothang and textile business in India. There hbheen a
series of joint ventures from the brands of thelev@nd Indian domestic textile leaders . The Italdesigner Giorgio
Armani's company signed a joint venture with Inglialost valuable real estate firm, DLF. Giorgio Anngélolding, a
wholly-owned subsidiary of the Italian company, Iwhke 51 percent in the venture, the maximum addwor a
single-brand foreign retailer in India. Armani wilting 10 million rupees ($250,000) to the ventuvhjch would also act

as a wholesaling firm supplying Armani-branded praid to other independent retailers.

The world’s most popular ‘fast fashion’ brand, Zardian unit Inditex Trent -- a joint venture eten Inditex
and Tata Group's retail arm Trent -- has registepeafits in two out of the three years it has béerthe country.
In the first half of 2012, Inditex clocked revenwesrth 9.3 billion dollars (about Rs49, 000 croréd)e Indian unit made

profits of Rs38.3 crores and Rs22.5 crores in theipus two financial years. (Doing Business inigdn@012)

Alexander McQueen, Dolce & Gabbana, and Stella M@y are exploring real estate for stand-aloneesto
After opening his first boutique in New Delhi las&ar, Christian Louboutin is ready for a Mumbairiel. This year marks
the tenth anniversary of Louis Vuitton's presennelndia—it was the first luxury brand to set foot the country.
The Western notion of luxury hit Indian shores otéy years ago. It's still a country of salwar kaxes and saris.
But the Indian buyer has grown interested in fashiovesting small but precious sums in brandsotias seen a steady
and encouraging growth. As is the case globally wibst brands, accessories are doing very welkhiting is picking

up.

India is not stuck in a small pond any longer, va@éna new mall or luxury store, selling everythfrgm Harry
Winston watches to Tom Ford and Zegna, coming wgvety ten steps. “The media plays a significamt jpeintroducing
brands to readers by regularly allotting spacenéfven page 3, where Indian film stars are feaduend the recent gush

of international fashion magazines has broughtryxioser to home.

India followed the steps of media and marketingrfrine west and entertained various brands insieedintry

to make business. Through India’s policy of FDInfrbrands all around the world it made it a glokediplayer of fashion
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and accessory market in the world. One of the getagéxamples of luxury retail success on the lioE$iarrods,
5" Saks Avenue is DLF Emporio mall in New Delhi. Witkier 100 foreign brands on the location in deflsitands as a

great example for the upliftment of the businesa developing economy such as India.

Apnl-October

2009-10 2010-11 2010-11 2011-12%
Items Million US § Milkion US § Milbon US § Mallion US §
Readymade 10064.73 10627 99 551215 TOE8.74
Garments
Cotton Textles | 571141 B360.35 34466.96 489936
Manmade | 397088 4643.06 2465.75 321549
Textiles
Waollen Yan, 47020 42975 248.77 32465
Fabnics,
MadeupsEtc
Silk Textiles 396.05 59519 32395 B2 M
Handloom 264 85 36548 18589 32414
TOTAL 07312 25021.52 12203.47 16134.72

Source: Foreign Trade Statistics of India (Principal Condlities & Countries)
* as patdst figures available

Figure 3: Indian Textile and Garment Overview
The Fashionable Neighbor: South Africa

Government initiatives (through the JohannesburgnBmic Development Unit) are fueling the growthttod in
South Africa fashion industry. Fashion is a USD Br8industry in South Africa, yet the industry regmented across a
number of different competing fashion weeks eadr.y&rowth of the fashion industry is highlighteg the increase in
the number of large fashion events held in the tgufirom 2 in 2004 to 9 in 2008). This is attribdtto government
support and an increase in awareness of domestitbramong consumers. Johannesburg is fast emergjithg fashion
capital of Africa. The South African fashion induysis supported by the government as part of tlimeic development
program. In 2006, the Johannesburg Economic Dewsop Unit announced its goal to develop the citio ian

“an internationally recognized creative city”.

Some initiatives undertaken so far include: Estfigld a ‘Fashion District’ in the city that housegero
100 fashion enterprises and institutes and provideging to designers. Organized fashion competstiin the city.
Before becoming a democracy in1994, the desigroseit South Africa were dominated by the ‘Amerigauth culture’.
(Natalie R. Weathers, M.S., May 2003)However, tst few years have seen the emergence of sevarastio brands.
Fashion enterprises in the country have a divedifiange of designers, including established, eimgrgs well as
designers of different races and cultures. Majaigiehouses as well as individual designers canilbo Johannesburg’s
recognition as an emerging fashion marké&any high profile brands such as Armani, Prada, \éeace have short-listed
South Africa for expansion beyond the traditionaHion capitals. Young South African fashion desigrhave been

invited to the Paris Fashion Week to showcase theations.
Tomoca Coffee- The process of Taking a Basic Produio Retail. An Inspirational Case in Cross-Marketing
“When you drink a cup of coffee ideas start marghike an army”.

When we talk about Apple being one of the mostlsthbanding companies in the world we need we wiilkil
to know that apple believes in cross-marketing. l&pgets cross-inspired from companies such as Rixdorm best

graphics presentations. On the same end | wouddttikexhibit Tomoca coffee as a brand which is ableonly to export
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coffee to various brands in the world but also sgstully developing a retail brand and making aofiebasic product to a

retail commaodity.

The 50-year old Tomoca Coffee PLC is a pioneerdasting, grounding and selling coffee in Ethiopian.
Even though the company has been in business foa legntury it only started exporting coffee a ade ago. According
to the owners, the company has been honored fajuitdity produce. The company today has the capaaiproduce
34,000 kilograms annually. The garment and texsleuld be inspired from such commodities which taokery correct
shape in satisfying the market demand. RecentlySpanish organization called Business InitiativeeBlive (BID)

awarded TOMOCA for the high quality of our produgittp://www.tomocacoffee.com/

CONCLUSIONS

The Ethiopian garment and textile Industry hashiok about how to be inspired from the various reéirlg
strategies and trade policies from the Europe badxS.A in order to support the building up ofras from within the
country for domestic business. This paper alsoliglats ho have other parts of the world such asali& South Africa
have been benefited by such strategies of prodacketing. The need for mass marketing has to batenlewhere the
consumer inside the country should be loyal to dlmthing from the local manufacturers rather tharyibg imported
goods, moreover the textile companies should enipdhasd different levels of product extensionsts® dustomer is not
leaving the brand arena in any case. There shaufatdper positioning of the product in the markettrat the customer is

intending to buy the product locally rather lookimgt for imported goods.
Following are the solutions suggested for a gradtahth of the industry in Ethiopia:-
* More emphasis should be given on the micro and onlaeel economic factors.
» Contemporization of the traditional Ethiopian desig
* Brand Development -fashion product lines and acré=sLook for co-branding.
* R&D and technology; should be considered as arsinvent not cost as it pays rich dividend in future.

» Emphasize on improving the standard of labors beragiarment manufacturing is a labor intensive itrgius

productivity of industry directly depends upon gireductivity of labor.

 New ways of communicating to customers, like segditfiormation about new products, offers, througisdo

cell phones. E-retailing as a new experimental etang.
»  Give priority to consumers’ opinion.
* Help from government institutions to develop spkege&ment economic zones.
» To create a design council in Ethiopia in assommtiith education institutions such as iOTEX
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