CLOTHING DEMAND
FROM EMERGING
MARKETS

AN OPPORTUNITY FOR
LDC SUPPLIERS

Q"‘ International
/ \ Trade
,‘ Centre EXPORT IMPACT FOR GOOD



© International Trade Centre 2008

The International Trade Centre (ITC) is the joint agency of
the World Trade Organization and the United Nations.

Street address: ITC,
54-56, rue de Montbrillant,
1202 Geneva, Switzerland

Postal address: ITC,
Palais des Nations,
1211 Geneva 10, Switzerland

Telephone: +41-22 730 0111
Fax: +41-22 733 4439
E-mail: itcreg@intracen.org

Internet: http://www.intracen.org



CLOTHING DEMAND
FROM EMERGING
MARKETS

AN OPPORTUNITY FOR
LDC SUPPLIERS

Geneva 2008



ii

ABSTRACT FOR TRADE INFORMATION SERVICES

2008 SITC-84
EME

INTERNATIONAL TRADE CENTRE
Clothing Demand from Emerging Markets: An opportunity for LDC suppliers
Geneva: ITC, 2008. xvii, 278 p.

Study dealing with emerging fashion retail markets in ‘advanced’ developing countries — focuses on
Brazil, China, India, Malaysia, Singapore and South Africa; for each market provides overall dynamics
and economic growth potential, including expected market developments in specific product sectors;
discusses tariff structures and non-tariff requirements in detail; illustrates different sourcing patterns
and supplier requirements through case studies; looks at existing national support schemes provided
by governments (technical cooperation among developing countries) that could be utilized by the
LDC suppliers; explores possibilities for the integration of LDC textile and clothing exporters into the
overall value chain from ‘cotton to clothing’ for cooperation along the value chain; provides a detailed
list of useful contacts and addresses in the countries under review.

Descriptors: Clothing, Textiles, Market Access, Non-Tariff Barriers, Brazil, China, India, Malaysia,
Singapore, South Africa, Market Surveys, Case Studies.

English

ITC, Palais des Nations, 1211 Geneva 10, Switzerland

The designations employed and the presentation of material in this publication do not imply the
expression of any opinion whatsoever on the part of the International Trade Centre concerning
the legal status of any country, territory, city or area or of its authorities, or concerning the
delimitation of its frontiers or boundaries.

Mention of firm names and commercial products does not imply the endorsement of ITC.

Cover picture by Piotr Bizior (http://www.bizior.com)

© International Trade Centre 2008

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system or transmitted in any
form or by any means, electronic, electrostatic, magnetic tape, mechanical, photocopying or otherwise, without prior
permission in writing from the International Trade Centre.

ITC/P224.E/PMD/SC/08-111 ISBN 92-9137-358-3
United Nations Sales No. E.08.1II1.T.3



Acknowledgements

This book was developed within the framework of the ITC trust fund project, ‘Assisting LDC clothing exporters
to penetrate emerging markets’. The project and book outline were designed and its preparation supervised
by Matthias Knappe, Officer-in-Charge, Sector Competitiveness, ITC. It was technically managed and
coordinated by Rupa Ganguli, Adviser on Trade in Textiles and Clothing, ITC.

Contributions to the publication came from various sources, including national and international consultants.
A number of retailers, importers and government officials from each of the countries covered provided their
inputs, making the content practical, focused, including the provision of case studies.

The views expressed are those of the authors and do not represent the views of the International Trade Centre
or any organization with which the authors may be associated.

Introduction: Written by Rupa Ganguli, Adviser on Trade in Textiles and Clothing, ITC, Geneva.

Chapter 1 — Brazil: Written by Marcelo V. Prado, Sécio-Diretor, Instituto de Estudos e Marketing Industrial
(IEMI), Brazil.

Chapter 2 — China: Written by Qingliang Gu, Professor of Marketing, Business School, Donghua University,
Shanghai; Grace Gu, Liaison Officer for International Cooperation, Fashion Institute of Design, Donghua
University, Shanghai participated in the research and report writing.

Chapter 3 — India: Written by Simran Singh, Simran Singh & Associates, India.

Chapter 4 — Malaysia: Written by Doreen Tan, Senior Consultant and Trainer, Textile and Fashion Industry
Training Centre (TaF.tc), Singapore. Mila Araceli G. Remollino, Consultant for Textile and Fashion Industry
Training Centre (TaF.tc), Singapore participated in the research and report writing.

Chapter 5 — Singapore: Written by Doreen Tan, Senior Consultant and Trainer, Textile and Fashion Industry
Training Centre (TaF.tc), Singapore.

Chapter 6 — South Africa: Written by Liz Whitehouse, Whitehouse & Associates, South Africa.

We would like to give special thanks to the following institutions and enterprises for providing cases or
specific inputs:

O Brazil: C&A Modas Ltda., Arthur Lundgren Tecidos S.A, Lohas Riachuelo S.A, GZT Comércio e
Importacao Ltda., Irmaos Zolko Ltda.

O China: Shanghai Brilliance (Group) Co., Ltd, Carrefour Group, Shenzhou Knitting Co., Ltd, Li and Fung
Group.

O India: Future Group, Lifestyle International, Reliance, Shopper’s Stop, Westside (Trent Ltd).

U Malaysia: GCH Retail (Malaysia) Sdn Bhd, Magnificient Diagraph Sdn Bhd (Carrefour), Aeon Co. (M)
Bhd (Jaya Jusco Department Store), MJ Department Stores Sdn Bhd, Parkson Corporation, MJ Reject
Shop (2002) Sdn Berhad, Padini Holdings Berhad, Voir Group Companies, F.J. Benjamin (M) Sdn Bhd,
Utmost Apparel Sdn Bhd.



iv

O Singapore: C.KK Tang, Isetan (Singapore) Ltd, Metro (Private) Limited, John Little, Mohamed Mustafa &
Samsuddin Co. Pte Ltd, Takashimaya Singapore, Kiddy Palace Pte Ltd, Goldion Enterprise (Singapore) Pte
Ltd, F.J. Benjamin, Steven Enterprise, Giant - Hypermart, Carrefour, Ban Joo and Co. Ltd, South Pacific
Textile Industries (S) P/L, Chu Kwong Garment Factory Pte Ltd.

U South Africa: Edcon Group, Foschini Limited, Truworths, Pepkor, Woolworths, Mr Price, TFG
Manufacturing, Celrose Ltd T/A Celrose Clothing.

The book was edited by Leni Sutcliffe and Alison Southby.



Contents

Acknowledgements iii

Note xvii

Introduction 1
Chapter 1

Brazil 5

A brief overview of the Brazilian market for apparel 5

Executive summary 5

The structure and characteristics of the domestic market 7

Market size and prices 7

The domestic clothing industry 7

The consumer market for clothing 8

Per capita income 9

Socio-economic profile 9

Average factory prices of clothing produced in Brazil 10

Type of products supplied by the domestic industry and from abroad 13

Offer and demand in the national market 13

National production 14

Import developments, 2001-2005 19

Clothing imports by type 19

Main origins of Brazil’s clothing imports 22

An analysis of the tariff structure of imports 23

Taxes and duties on imports 23

Estimated cost of importing clothing 24

Regional agreements 25

Non-tariff market requirements 25

Special import regulations 25

Import licensing 25

Access to SISCOMEX 26

Inspection of prices 26

Customs procedures 26

The clearance process 26

Special customs regimes 27

Freight and transport requirements 28

Packaging, marketing and labelling requirements 28

Use of specialized companies 29

Ethical trading requirements 29



vi

Expected market developments
The domestic market
Market players
Sales channels
Number of companies in the clothing business
Apparel procurement practices
Use of e-commerce and ICT for procurement
Consumer preferences for specific fibre types and blending
Case studies of large national retailers and clothing importers
Case studies
C&A Modas Ltda.
Arthur Lundgren Tecidos S.A.
Lojas Riachuelo S.A.
GZT Comércio e Importagao Ltda.
Irmaos Zolko Ltda.
Products imported
Supply origins
Sourcing practices
The retail chains’ main requirements from LDCs
The retail chains” image of clothing imports from LDCs
The recommendations of the major retail chains on how best to penetrate the domestic market
What LDC clothing exporters need to offer to the major retail chains
Possible niche markets and product groups to be targeted
List of imports
Products and market niches offering the best opportunities
Support schemes for LDCs
Recommendations to clothing exporters
Supplying the retail trade
Possible partnership with Brazilian fabric producers

Annexes

I.  Brazil: useful contacts and addresses

II.  Brazil: main clothing retail and import companies
III. Brazil: macroeonomic indicators

IV. Brazil: sources of information

Chapter 2

TR EER, Fe RS HHEA 4RI T :

https://www.yunbaogao.cn/report/index/report?reportld=5 23072

29
30
30
30
31
31
32
32
33
33
33
33
34
34
35
35
36
36
37
37

39
39
39
40
41
41
41
43

44
45
50
51




