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Message from the ATGC Chairperson

It is with great pride and pleasure that the Asian Textiles and Garments 
Council (ATGC) of CACCI issue the second edi� on of the ATGC Newsle� er.

This issue contains an interesting collection of articles and special reports 
on trends and developments in the textile and garments industry, not only in 
Asia but in other countries as well. It also features a number of success stories 
of individuals who have ventured into the clothing business and have so far 
succeeded in their enterprise, and looking at prospects for growth in both the 
domes� c and interna� onal markets.

 We hope that this latest issue of the ATGC Newsle� er serves as a vehicle 
for CACCI members to obtain and exchange information on what is happening in the textile and garments 
industry regionally and globally, and get them ac� vely involved in promo� ng the further growth of the sector in 
the Asia-Pacifi c region.

 Taking this opportunity, I would like to invite you to join me and other CACCI members at the 28th 
CACCI Conference to be held on September 17-19, 2014 in Kuala Lumpur, Malaysia. Hosted by the Malaysian 
Interna� onal Chamber of Commerce and Industry (CACCI, with the support of the Na� onal Chamber of Commerce 
and Industry of Malaysia (NCCIM), this year’s Conference  will focus on the theme “Beyond 2020: Asia Pacific 
as an Engine for Sustainable Growth.” The two-and-a-half-day event is designed to provide another valuable 
pla� orm for CACCI members and invited experts to exchange views on measures that the business sector and 
governments in the region can undertake to help a� ain sustainable growth and enable the Asia-Pacifi c region to 
play a cataly� c role in the global economy over the next decade and beyond.   

 This year’s program has also been designed to make our Kuala Lumpur gathering another occasion for 
members to discuss current sectoral issues  As in previous years, we are once again organizing parallel break-out 
sessions on sectors of interest to members. Each of the sessions will feature invited speakers and panelists who 
will share their views on trends and developments, problems and issues, and prospects for growth in the sectors 
concerned. There will also be discussions on ac� vi� es that CACCI members can undertake to further strengthen 
business � es among themselves.  

 CACCI has also introduced a new session in this year’s program, namely, the “Discover Business 
Opportunities Through CACCI”.  This special session will feature special country presentations by Primary 
Members from selected CACCI member-countries. The country presentations are intended to provide the 
Conference delegates the opportunity to obtain more informa� on about the economic and business condi� ons 
and the trade and investment opportunities in the various CACCI member countries, as well as to learn more 
about the CACCI Primary Members and their ac� vi� es.   

 I therefore look forward to seeing you in Kuala Lumpur, and to your continued support of the Asian 
Tex� les and Garments Council and its ac� vi� es.

        Dawood Usman Jakhura
        Chairperson, ATGC
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2014 Textile Industry Development Opportunities and Challenges
With the continued rise of raw materials with labor 

costs in recent years, some manufacturers have begun in 
Europe and other markets outside the country to find a more 
cost-competitive destination, and attempted to find “the 
next country.” From Africa to the Americas, from Burma 
to Bangladesh to discuss the industry for the next hot spot 
purchases seem never stopped. Can be expected that in 2014, 
the transfer of production factors to promote manufacturing 
boom will continue surging, and Southeast Asian countries 
with cheap labor cost advantage will continue to be the talk 
of the protagonist. 

From a practical situation, the rise of Southeast Asian 
countries to promote global trade patterns did continue to 
evolve, even affecting the textile manufacturing relationship 
with the market rebalancing. In the context of this child, the 
opportunity to understand the challenges these countries 
with textile and garment industry will face in the new year to 
explore investment in production, development and sales with 
a viable mode of cooperation for development, which for 
promoting the building with other countries in Southeast Asia 
between China mutually beneficial multilateral trade relations 
have great significance. 

Opportunity to work with the challenges 

India 
Indias textile and garment industry is the most important 

manufacturing industry, accounting for about 12% of the 
countrys total manufacturing. According to Indias 12th five-
year plan, from 2012 to 2017, total planned investment in 
Indias textile and garment industry will increase by $ 29.5 
billion, direct employment opportunities will increase by 
3,000,000. 
End consumer warming 

Indian retail market is still underdeveloped, but for 

clothing with the textile industry, this situation is changing 
occur. About 9% of household budgets Indian consumers will 
buy used clothing, and 70 percent of consumers said they love 
to buy clothes. In the major product categories, mens market 
is showing a rapid growth, its annual compound growth 
rate will reach 9%. In 2014, the Indian mens market size is 
expected to reach $ 16.4 billion. In addition, this country 
luxury goods market will show rapid growth developments, 
the completion of $ 10 billion in sales in 2014. 
Net sales mechanism is not perfect 

2013, the global apparel industry recognizes the 
importance of e-commerce with social networking sites. 
But in India, online sales of apparel products but mediocre. 
Mehtas creative lifestyle statement, the development of 
e-commerce in India will face a series of challenges for 
Indian consumers still have a higher crime online fraud with 
vigilance, so the site will not have substantial sales growth. 
New year, the Indian garment enterprises succeed in network 
marketing gold market, but also has a standardized platform 
as the basis. 

Vietnam 
In Vietnam, the textile industry for the country of 2.2 

million people has given employment opportunities of 
employees per capita monthly income of nearly five million 
dong. Thanks to specialized production equipment with 
modern transformation, as well as the influx of foreign 
investors, the moment, the Vietnamese textile and garment 
industry has become the largest economic sector, a total of 
4,000 enterprises, annual turnover of $ 20 billion, equivalent 
to Vietnam 15% of GDP. 
TPP agreement forward 

Development opportunities in Vietnams textile industry 
with the Trans-Pacific Partnership Agreement (TPP) has no 
points close relationship. Based on current growth rates, by 
2020, Vietnams textile and apparel exports to the U.S. will 
reach $ 13 billion. However, with the implementation of 
TPP 2020 actual exports may reach $ 22 billion. This means 
millions of new jobs opportunities. TPP is considered can 
bring economic benefits, and can bring social benefits. 
Supply of raw materials self-sufficiency difficult 

Vietnams domestic raw materials production can only 
meet 30% of the textile industry production needs, so difficult 
to raise the industrys trade surplus. To import fabrics, for 
example, Vietnams garment export processing industry 
requires a variety of fabrics 6.8 billion meters per year, 
domestic production is only 800 million meters, and ordinary 
fabrics, most of the severe dependence on imports of high-
grade fabrics. Although the industry self-sufficiency rate of 3 
to 5 percent growth year after year, in 2012 reached 49%, but 
still far below the 90% of India with our 95%. 

. . . Continued on page 3
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Indonesia 
The United States is a major exporter of textiles and 

clothing in Indonesia. With the gradual recovery of the U.S. 
economy, the demand for Indonesian textile products will 
also increase. In addition to the United States, Southeast 
Asia, regional markets have not been severely affected by 
the global financial crisis, it is also a potential market for 
Indonesian textile products. 
Cotton fabric import restrictions cancel 

June 2014, the Indonesian Ministry of Trade will cancel 
the import restrictions on cotton fabric, which will promote 
the comprehensive development of the Indonesian textile 
industry, attract investment and create more opportunities. 
Cotton fabric, especially the white cloth, on Indonesias textile 
and apparel industry is certainly not less imports. Policy 
restrictions from May 1, 2012 began, and the provisions of 
the imported cotton fabric tariffs from 2.5% to 7.5%, which 
for the Indonesian textile and apparel industry is now a very 
big challenge. 
Domestic market sales slump 

With Indonesias minimum wage and rising energy 
prices, the domestic textile market prices rise, domestic 
market sales slump in 2013, sales are expected to decline by 
10% than in 2012. These factors include rising electricity 
production, wages. Indonesian Textile Association, pointed 
out that in the future some time, rising production costs 
will continue to weaken Indonesian textiles in the domestic 
market with international competitiveness. 

Pakistan 
Pakistans textile industry is the pillar industry exports 

55% of its total exports, and give 39% of industrial jobs. 
2012 - 2013 fiscal year, accounting for 53% of Pakistans total 
exports of textile exports. 
Obtain EU GSP plus status 

December 12, 2013, the European Parliament voted 
a motion by providing Pakistan GSP plus (GSP +) status. 
According to this resolution, since January 1, 2014, more 
than 600 kinds of textile products in Pakistan will be able to 
enter the 27 EU member states exempt market, the total value 
of duty-free products will exceed $ 1 billion. Industry insiders 
pointed out that the plan is expected to greatly facilitate the 
export of Pakistan to Europe, especially textiles with clothing. 
Energy supply is still tight 

Since 2013, the natural gas supply in Punjab, Pakistans 
textile industry is increasingly tense, tight energy has led to 
more than 30% of businesses closed, some enterprises are 
facing layoffs and cancellation of export orders problem. 
Serious power with natural gas supply resulting in Punjab 
textile production fell sharply, causing significant economic 
losses. According to estimates, the average loss of the 
province of $ 25 million a day. Although Pakistan DOE has 
introduced solutions, but still can not guarantee the normal 

2014 Textile                                     . . . from page 2

energy supply to all plants. 

Cambodia 
Thanks to relatively cheap labor costs, with exports to 

the U.S. to enjoy the preferential policies, the recent two 
years, the Cambodian garment industry exports increased 
significantly scale industries also continue to improve the 
ability to attract foreign investment. In 2012, the Cambodian 
garment exports to the EU $ 1.217 billion, an increase of 
32.4%, ranking ninth in the major garment suppliers in the 
EU; same year, apparel exports to the U.S. amounted to $ 
2.534 billion, ranked seventh in the country in its major 
suppliers . 
The ability to continue to attract foreign investment to improve 

The past two years, by virtue of its labor costs with the 
Cambodian exports preferential treatment to attract more 
foreign eyes. Attract investment from the situation, according 
to the Cambodian Development Council (CDC) statistics, in 
2012, agreed to $ 499 million of foreign investment in the 
establishment of 82 garment factories in Cambodia. February 
2013, UKTI British Embassy in Phnom Penh opened an 
office to help UK companies trade in Cambodia. 
Salary disputes frequently 

Exports was inconsistent with that garment factory 
workers to perform the standard treatment effect was worse, 
causing more workers to strike. According to statistics 
Garment Manufacturers Association in Cambodia (GMAC), 
and 1 to July 2013, the apparel industry were a total of 83 
strikes event, and this situation is still maintained. Singapore 
companies SL factories in Cambodia has always been 
controversy continued since August, the factory has been 
sacked 720 workers, other workers have suspended the work 
of 5000, the Chairman of the Cambodian Apparel Workers 
Democratic Union Ath Thron position, need to develop in 
order to protect workers wages interests as the starting point. 
The current minimum monthly wage has risen to $ 80, but 
this is still far below the expected salary levels of workers. In 
this child situation, in 2014 the Cambodian garment workers 
wages are expected to continue to rise. 

. . . Continued on page 4
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Bangladesh 
Bangladesh has 5,000 domestic textile and garment 

factories, 4,000,000 textile workers. Garment industry to 
create $ 19 billion a year in exports, accounting for 80% of 
the countrys total exports. Among the EU is an important 
export market for Bangladesh. 
Cotton or self-sufficiency rate will increase 

Moment, Bangladesh cotton production can only meet 
their 2% to 3% of the demand for cotton. According to 
reports, agricultural experts are developing a new cotton 
varieties, this new breed of cotton fiber length of 25 to 30 
mm, fiber quality and easy-stained uniform. According to 
the Bangladesh Textile Association, the moment Bangladesh 
needs to import 4 million bales annually, about 400 pounds 
per bale of cotton used in textiles. Bangladesh Cotton 
Development Board director Latif said, Bangladesh since 
the founding of the total planted 12 varieties of cotton, but 
the moment is the highest ever production of new varieties, 
the best quality, if cotton acreage this species can reach two 
million hectares, the meet 50% of domestic demand for 
cotton in 2021. 
Safety into a crisis of confidence 

April 24, 2013, located in the outskirts of Dhaka, 
Bangladesh Sarwar town building eight-storey commercial 
building suddenly collapsed. There are hundreds of shops 
in the building, a number of garment factories with a bank. 
According to news agency reported on May 6, the number 
of victims of this accident reached 622 people, while 2,500 
people were injured, the most severe ever in Bangladesh 
building collapse accident. After the incident, the United 
Nations International Labour Organization officials urged 
Bangladesh to strengthen supervision, lack of safety 
conditions close garment factory. The European perspective 
of the position they are considering taking appropriate action, 
including through GSP policy, restricting Bangladesh to 
the EU duty-free and quota-free apparel exports, in order to 
promote the Bangladesh garment industry to improve the 
production environment. 

Strategy with the layout 

Malaysia focuses dyeing and finishing technology 
The coming period, the textile and garment industry in 

Malaysia will focus on three core areas: high-value fashion 
apparel industry; dyeing and finishing with improved 
technology; study industrial textiles, in order to compete 
with low-cost in other countries in Asia continued industrial 
advantages. Among printing technology to improve 
the industry in Malaysia is seen as a cornerstone of the 
development of the textile industry. Moment, Malaysia has 
more professionals engaged in printing and dyeing industry, 
this area has sufficient labor to carry out industrial upgrading. 
In addition, the Malaysian government is trying to promote 
consumer awareness of the process of batik, batik clothing 

to let people know not only wear clothing suitable for the 
elderly, young people also can be worn, in an effort to be 
completed in the young population batik clothing pop-
oriented. 

Focus on the production of industrial park construction 
Myanmar 

New year, Myanmar migrant industrial facilities with 
environmental turbulence behind other objective factors 
will restrict industrial development. Myanmar garment 
industry competitive in the global market is weak main 
reason is that production facilities are still lagging behind in 
Vietnam, Cambodia and Bangladesh. To solve this problem, 
the Government of Myanmar to begin planning the export 
of textiles and garments fast track services, and strengthen 
facilities established. It is understood that the Myanmar 
Foreign Investment Committee will be in the south of 
Yangons Dagon Township construction of industrial parks. 
For foreign investors in Myanmar, the park will be given a 
one-stop service. Jina up factories necessary administrative 
services, such as obtaining ownership of the license column. 

Sri Lanka looks of high-end consumer market 
2014, garment manufacturers in Sri Lanka will be 

looking to lock in our high-end consumer market. Under 
the plan Sri Lanka Apparel Federation, the purpose of the 
garment industry in Sri Lanka is to be completed by 2016 
annual exports $ 5,000,000,000. In recent years, the Sri 
Lankan garment industry is gradually changing the direction 
of development, the country has significantly reduced the 
supply of low-end market. Sri Lanka The industry believes 
that Chinas market to new opportunities in the amplification 
of high consumer groups. To explore this part of the market, 
or directly in the textile industry in Sri Lanka became a 
manufacturer of high-end brands, or in its customer base, 
the depth of the market has been looking for an international 
brand, with its channel deepening market development. 

Thailand to strengthen ASEAN fashion center 
In 2013, sales in the retail market in Thailand is 

expected to reach $ 52 billion, an increase of 15% to 20%. 
After the new investment in the retail sector from local 
brands with international brands. 2014, the Thai textile and 
garment industry will focus on developing a fashion center 
in the ASEAN region. Established with the design talent 
cultivation, further consolidating distribution centers in 
Thailand in the ASEAN region by strengthening the status 
of the infrastructure. Thailands major export markets in 
Asia, including China, the Republic of Korea with Japan. 
Moment, exports to these countries accounted for about half 
of Thailands textile and garment exports. Among exports to 
ASEAN 23% to 24% of total exports accounted for 12% of 
Chinas exports.       

Source: Textile Machinery Network, January 3, 2014 
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Textile and Apparels 
Clothing the world

Towards stronger ASEAN vertical integration
T h e  A S E A N  E c o n o m i c  C o m m u n i t y ’s  ( A E C ) 

implementation of a “single-window” common market 
system by 2015 has pushed the countries in the region to 
innovate and forge more partnerships with like-minded 
investors to create a vertical production network for the 
textiles industry. An integrated regional production network 
allows each country to focus on specific components, creating 
one ASEAN supply chain. Vertical integration means less 
competition among countries as the markets work towards 
harmonized production.

The ASEAN Federation of Textile Industries (AFTEX), 
a group of textile and garment associations of the 10 ASEAN 
member countries, has launched the Source ASEAN Full 
Service Alliance (SAFSA). SAFSA works on linking ASEAN 
apparel factories to create a virtual vertical supply chain 
between buyers, textile mills, and apparel factories, enabling 
businesses to offer a complete service package to international 
buyers.

SAFSA has 45 members trading among themselves 
including 27 buyers with over US$ 50 billion in annual 
apparel sales. Some of the major brands that are SAFSA 
customers are the Benetton Group, Colombia Sportswear 
Company, Debenhams, Guess, Marks & Spencer, Polo Ralph 
Lauren, and Hermes-OTTO.

ASEAN-wide exports 
Textile is one of the largest export products from 

ASEAN, amounting to almost US$ 10 billion in 2011.
Several ASEAN member states are benefiting from the 

industry’s export growth. In the first quarter of 2013 alone, 
Viet Nam’s garments and textiles exports have reached US$ 
3.7 billion or a year-on-year rise of 18.3 percent. The country’
s largest importer has been the ASEAN market itself, which 
contributed US$ 111.4 million to Viet Nam’s exports, a 44.4 
percent year-on-year increase. This increase in inter-region 
trade of goods foreshadows the importance of ASEAN not 
just as an exporter but also as a market.

Lao PDR has also improved their game attracting orders 
from investors who used to import from China. Comparing 

the years 2011 and 2012, Lao’s export to Canada and Japan 
increased by 34% and 60%, respectively.

Thailand has around 4,500 textile and apparel factories 
employing almost a million workers. These factories range 
from man-made fiber plants, spinning and weaving, to 
dyeing and printing. Some of these are involved in ASEAN’
s integrated supply chain such as Bangkok Weaving Mills 
Groups which delivers pre-dyed fabrics by road to Cambodia, 
where another factory cuts and sews them for Benetton.

Establishing global standards
Global Language Monitor 2011 ranked Singapore as the 

8th fashion capital in the world, and 2nd in Asia, next only to 
Hong Kong. Singapore has become increasingly attractive to 
a rising number of inbound tourists for the variety of high-end 
international brands that can be purchased in the country. As 
Asian consumers become more affluent, Singapore engages 
in efforts to maintain its foothold as a fashion capital through 
events like the Audi Fashion Festival and the Asia Fashion 
Summit.

The shift towards creating a vertically integrated 
supply chain has attracted DuPont Imaging Technologies 
and Huntsman Textile Effects, which manufacture specialist 
chemicals and dyes for finished textiles to open centers in 
Singapore.

Meanwhile, Cambodia has established itself as a 
credible producer. The United Nations’ International Labor 
Organization independently monitors and reports on working 
conditions in the Cambodian textile factories according 
to local and international standards, which encourages 
companies like Levi’s, Gap, Sears, Wal-Mart, and Disney to 
choose Cambodia as their manufacturing hub.

Cambodia has around over 300 garment factories. 
AFTEX data shows Cambodia opens one textile factory per 
week. Its textile industry employs around 280,000 workers 
and accounts for 85% of Cambodia’s total exports. The US 
and Europe absorbs the largest chunks of its exports at 66% 
and 22%, respectively.

References include the ASEAN Federation of Textile 
Industries and Investing in ASEAN by Allurentis.  

Source: http://investasean.asean.org

Textiles and Apparels 
WHERE to invest?
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Asian Garment Industry To 
Undergo Further Segmenta� on  

 
The Asian garment manufacturing industry will 

undergo further segmentation in the next three to four years 
as competition becomes more intense, experts said. China, 
Thailand and Vietnam will mainly produce high-end clothing, 
while Bangladesh, Laos, Burma and Cambodia will mainly 
produce low-end clothing. 

At present, the majority of garments within the global 
marketplace are produced in Asia. Between 2005 and 2011, 
Vietnam’s garment export increased by 32 percent and China’s
increased by 15 percent. Percentage number increases for 
India, Turkey, Malaysia and Thailand were at about 7 percent, 
according to data from the Vietnam Textile and Apparel 
Association (VITAS). 

Statistics from the Thai Garment Manufacturers 
Association (TGMA) have revealed that garment exports from 
China account for 35 percent of the world’s garment export 
business. Bangladesh, India, Pakistan and Sri Lanka occupy 
16 percent to 18 percent of the global market. For Southeast 
Asian countries the numbers range from 10 to 12 percent. 

As start-up capital is not high and Asia has plenty of 
cheap labor, the garment manufacturing and textile industry 
play important roles in the economic development of many 
of Asian countries while also having a significant effect on 
people’s interests. 

Lu  Qi j i an ,  sec re ta ry -genera l  o f  the  Garment 
Manufacturers Association in Cambodia said that Cambodia’s 
garment and textile exports make up more than 80 percent 
of the country’s gross export business. Its contribution to 
the nation’s GDP accounts for 15 percent to 18 percent. The 
garment export income of Bangladesh makes up about 78 
percent of the country’s annual foreign exchange income. 

EU to support sustainable 
garment production in Myanmar

A programme aimed at promoting and supporting 
sustainable production of garments in Myanmar was launched 
at the first-ever meeting of the EU-Myanmar Task Force, held 
in Yangon.

The €2 million SMART Myanmar project aims to boost 
competitiveness of small and medium enterprises (SMEs) 
by building their capacity and increasing their skills and 
knowledge in partnership with local organizations, Myanmar 
Times reports.

The 3-year (2013-2015) SMEs for Environmental, 
Accountability, Responsibility and Transparency (SMART) 
program promotes and supports the sustainable production of 
garments “Made in Myanmar”.

Around 20 of the current 100 SME members of the 
Myanmar Garment Manufacturers’ Association (MGMA) 
would be chosen by the EU under the project, to be brought 
up to the European market standards, Andris Piebalgs, EU 

Though the garment industry in southern and Southeast 
Asian countries is booming, its development still faces 
limitation challenges. One major problem has been the rise in 
labor costs. 

Cheap labor has always been an advantage of the Asian 
textile and garment industry as it is more evident in South 
Asian countries. But in recent years, labor costs have been 
rising. Minimum wage in Vietnam has gone up by 20 percent, 
and Indonesia and Laos are at 20 percent and 22 percent this 
year. The average monthly salary for a Cambodian is almost 
100 dollars, which leads to labor shortage issues. 

In addition to labor, investors also have to deal with low 
productivity and bad product quality concerns. Moreover, it 
has been hard to raise Southeast Asia’s garment industry net 
value because it is too dependent on raw material imports. 

A general manager of a Thailand textile company said 
that at present only Thailand can carry out production of 
all the domains within the garment industry. Cambodia and 
Bangladesh are lacking in raw materials and can only produce 
ready-to-wear apparel. 

According to Vietnamese media, 11.8 percent of the 
fabric needed by the Vietnam garment industry is produced 
domestically. Most high-end fabric is imported. In 2012, Cam-
bodia imported from the Chinese mainland, Taiwan, Thailand, 
Japan and South Korea raw materials worth $3.12 billion. 

Compared to China, Southeast Asian countries and South 
Asian countries have more labor advantages. Therefore, some 
Chinese low-end garment manufacturers are moving there. 
Lu Qijian said that the high-end garment industry still thrives 
in China because China has advanced technology and high-
end skills. 

Source: China Daily . 
Source: YNFX, Dated- 15 Jul , 2013 - Global 

commissioner for development said at a press conference.
The project has already begun earlier in 2013 and so far 

14 Myanmarese engineers have been trained as consultants, 
who would now receive practical field experience in 
European garment manufacturing units, he said.

Daw Khine New, representing MGMA, said investment 
and manufacturing in the apparel sector has increased since 
the EU lifted sanctions on the country earlier in 2013.

However, some challenges related to power supply, 
logistics and regulations remain, he said.
Source: fibre2fashion News, November 18, 2013 (Myanmar)
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Textile Firms Take Eco-Friendly 
Route To Serve EU Demand  
 
As the European Union (EU) plans to become the single 

market for green products, textile companies are being urged 
to include sustainability in their business-as-usual practices to 
serve the demand for eco-friendly items. 

Peeraporn Palapleevalya, director of the Thailand Textile 
Institute’s (THTI) Textile Testing Centre, said manufacturers 
should focus on lowering their carbon footprint and engage in 
eco-friendly designs. 

“The demand for green products has risen from the 
young generation due to the increased awareness of the trend. 
And these people are the ones with the purchasing power,” 
she said. 

According to the Customs Department, Thailand 
exported $7.22 billion worth of textiles and garments last 
year. Of the total, $4.27 billion was textiles and the rest 
apparel. The largest export market is Asean, followed by the 
US, EU, Japan and China. 

For the first eight months of 2013, exports rose 4.38 
percent from the same period last year to $5.11 billion, of 
which $3.15 billion was textiles. 

Imports, meanwhile, fell 7.28 percent year-on-year to 
$3.2 billion, of which $2.73 billion was textiles. 

Peeraporn said Thailand is among the leader in terms 
of sustainability in the Asean textiles industry, with only 
Indonesia as the main competitor. 

“But Indonesia has only recently included this issue 
[sustainability] in its industry road map, and they have a long 
way to go,” she said. 

Some 100 business operators are participating in the 
THTI’s sustainability projects, she added. 

According to a 2010 global market report by Textile 
Exchange, textile waste occupies nearly 5 percent of all 
landfill space in the world, with 1 million tons of textiles 
ending up in landfills every year. 

About 20 percent of industrial fresh water pollution 
comes from textile treatment and dyeing, while 1 trillion 
kilowatt hours are consumed by the textile industry every 
year, accounting for 10-percent carbon impact globally, said 
the report. 

Thamrongchai Thanawutikul, plant manager of Thailand 
Carpet Manufacturing Plc., said the company has been slowly 
changing its production process and sourcing of material for 
its commercial carpets to be greener. 

However, he added that this has increased overall 
production costs. 

“But even if we did not follow sustainable practices, our 
customers would still buy our product. They like it, they say 
it’s good, but they are not willing to pay more for it,” he said. 

Source: Business Mirror . 
Source: YNFX, Dated- 23 Oct , 2013 - Global 

Improving the livelihoods of 
Cambodian silk entrepreneurs

ITC silk project helps enhance the skills of silk 
weavers and reduce rural poverty.   

by ITC News

Life is changing for 21-year-old Sreymom Heng, 
who lives with her parents in the village of Mreas Prov, in 
Cambodia’s southern Takeo province. She is one of 700 
weavers who have seen a nearly 40% increase in their income 
thanks to the two-year ITC project to improve to country’s 
silk industry.

Two years ago Heng knew little about the market 
demand for the silk scarves and smooth fabric she produced. 
Since, ITC’s silk project has helped her to increase her 
monthly income to between US$ 800 and US$ 1,000 from 
selling an average of 400 scarves and 450 metres of fabric. 
This is twice as much as the family’s traditional income from 
rice cultivation. ‘My products have improved both in terms 
of quantity and quality,’ said Heng, ‘and we receive more and 
more orders now.’ The project, which was launched in 2010, 
is funded by the New Zealand Ministry of Foreign Affairs and 
Trade.

The silk project sets out to alleviate poverty among 39 
rural weaving communities by improving technical skills, 

enabling weavers to develop new products and designs that 
met buyer requirements and establishing new marketing 
channels.

Poor farmers and producers living in rural areas make 
up 85% of the Cambodian population. In the silk weaving 
industry, an estimated 20,000 weavers, the vast majority 
of them women, constitute the largest workforce. Most of 
them are contract labourers working for intermediaries such 
as middlemen, traders or associations, who supply the raw 
materials and collect the finished products. 

. . . Continued on page 8
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Strategic sector
After assessing the export potential of various sectors, 

the Government of Cambodia identified the silk industry 
as a strategic area for poverty reduction. Silk weaving is 
labour intensive and can directly contribute to job creation, 
particularly in rural communities.

According to Pan Sorasak, Secretary of State at the 
Ministry of Commerce, the silk industry can also help 
alleviate the pressure on urban areas resulting from an 
accelerated rural exodus. The sector is not only promising for 
the country’s economic development, but also contributes to 
the economic empowerment of women and helps preserve 
Cambodia’s rich cultural heritage, according to Cambodia’s 
Diagnostic Trade Integration Study. 

Raimund Moser, an ITC Project Manager, said that the 
income generated from handicraft production helps rural 
producers rise out of poverty and is likely to have wider 
long-term benefits. ‘Many of these rural households invest 
the additional income generated into education, with strong 
positive effects on social and economic development,’ he 
said.

The ITC training programme focused on improving the 
skills of weavers at different stages of the production process: 
spinning, reeling, warping, dyeing and weaving. This has 
resulted in better quality products, more efficient production 
methods and the introduction of new and innovative designs 
matching international fashion trends and buyer requirements.

Heng, for example, has learnt new skills such as fly-
shuttle loom weaving, dyeing, design, costing, pricing and 
marketing, and turned her knowledge into practice. ‘In the old 
days I used the traditional loom, which could weave only one 
metre of fabric a day,’ she said. ‘But now I’m able to weave 
three to four metres by using the improved technique and 
equipment, as well as the shuttle-loom weaving skill.’

Meanwhile, her newly acquired skill of warping 
preparation allows her to work with less help and produce 
more. ‘By using traditional warper rolling, I needed four 

people to help and could only complete two warps a day,’ she 
said. ‘With the new technique I need only one person to assist 
me and I can complete up to five warps a day.’

Newly established village groups now specialize 
in different parts of the production process. According 
to Chomnab Ho, Marketing Manager of the Khmer Silk 
Villages Weavers’ Association, this results in a more efficient 
workflow, higher-quality products and an increase in orders. 
‘There has been an improvement in the production chain in 
terms of quality and quantity, which enables the association 
to receive more orders from buyers,’ he said.

The association worked closely with ITC, conducting 
most of the field-based capacity-building activities for 
weavers and setting up a network of field-based trainers. The 
presence of locally embedded extension officers ensures that 
the results of the project will be sustained even after the ITC 
project ends. ‘The local association is capable of providing 
assistance in technical issues after the completion of the 
project,’ said Ho.

Win-win project
At the same time, being involved in the project has 

also helped the association itself, particularly in terms of 
strengthened business management and increased knowledge 
of market trends and international markets. ‘The association 
has gained more clients both domestically and internationally,’ 
said Ho.

Based on the achievements of the previous projects, a 
new silk project was launched in September 2012, with a 
budget of US$ 1 million. This is part of a larger programme 
that aims to diversify Cambodia’s export economy and reduce 
its vulnerability to external trade shocks resulting from 
dependence on a limited number of products and markets. 
The new project will be implemented by ITC and funded 
by EIF Trust Fund, which helps LDCs become more active 
players in the global trading system by assisting them in 
addressing supply-side constraints to trade.

Source: ITC News, March 1, 2013

Improving                                         . . . from page 7
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Taiwan wins ‘World Cup’ of recycling: ‘Le Figaro’
MADE IN TAIWAN:A Taiwanese method of recycling plastic bottles into textiles was used to produce the 

uniforms of 10 teams in the World Cup, the report said

By Jake Chung  /  Staff writer

With the FIFA World Cup in Brazil capturing media 
attention around the globe, French newspaper Le Figaro ran 
a column by Anthony Bleux on Thursday saying “Taiwan has 
[already] won its world cup.”

The cause for the claim? Taiwan’s pioneering venture 
into breaking down polyethylene terephthalate (PET) and 
successfully recycling plastic into textiles put the words 
“Made in Taiwan” on the clothing of 10 national teams 
participating in the World Cup, the report said.

The material is more comfortable and sweat-absorbent 
than cotton, and it is made from an abundant resource in 
Taiwan, which consumes 4.5 billion plastic bottles a year, the 
report said.

The report added that using such materials to make 
clothing reduces energy usage by 30 percent.

The coloring of the material depends on the color of the 
bottles recycled in the process, the report said.

According to the report, when most of the world moved 
its factories to China in search of lower costs, Taiwanese 
textile manufacturers — such as Ecomax Textile, Eclat 
Textile, Singtex Industrial and Super Textile Corp — had to 
become innovative to boost their competitive edge, spurring 
the textile industry to launch decade-long research into 
breaking down PET in 1996.

Despite claims that PET bottles were not dissoluble and 
would not decompose for up to 400 years, the industry is 
now capable of making one complete soccer uniform out of 
materials recycled from 18 plastic bottles, the report said.

Thirteen million bottles, which could fill 29 soccer 
fields, were used to supply the material for clothing 10 
national teams competing in the World Cup, the report said.

Nike first partnered with Taiwan on using the material 
four years ago in the South African FIFA World Cup and 
made more than NT$2 billion (US$67 million) in profit, the 

report said.
According to FIFA estimates, the Taiwanese textile 

industry is the primary beneficiary of a US$40 billion market 
for PET recycled clothing, enjoying a 70 market share, the 
report said.

The recycled PET material can be used not only in 
textiles, but also in other industries, the report said.

At the 2011 International Flora Expo hosted in Taipei, 
Taiwanese designer Arthur Huang built a 24m tall building, 
the Eco Ark, using only hexagonal plastic blocks made from 
1.5 million plastic bottles.

The design was said to be resistant to typhoons and 
earthquakes, both of which are natural regular occurrences in 
the region, the report said.

The report concluded that Taiwan had shown itself to be 
an exceptional player and at the head of the “green innovative 
technology” game.

Source: Taipei Times, July 2, 2014 
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FEATURE: Local baby clothes brand seeks to grow into giant
BIG STEPS:After sowing the seeds of a clothing empire with a wholesale unit she opened with a friend, Cherry 

Lin is now on her way to cracking the baby clothes sector

By Amy Su  /  Staff reporter

Prano Kids clothing is displayed at the brand’s new store 
in the Tianjin Road Garment Wholesale Area in Greater 
Taichung in an undated handout.

In May last year, three young local entrepreneurs created 
a baby clothing brand, Prano Kids, that aims to become a 
global player in the children’s apparel market.

Although it is a newcomer, the startup aims to make 
Prano Kids the preferred baby apparel brand in Taiwan within 
five years.

This may seem a rather ambitious goal for a fledgling 
company, but achieving it would be only the latest chapter 
in the rise of the children’s clothing wholesaler that founded 
Prano Kids, who just a year ago was one of dozens in Taipei’s 
Wufenpu Garment Wholesale Area.

“The essence of our brand is to design clothing that 
combines comfort with style,” brand designer and core leader 
Cherry Lin told the Taipei Times.

Lin said that Taiwan’s baby clothing market is polarizing 
because most domestic clothing brands are plastered with 
cartoon characters, while others make kids clothes that 
resemble adult’s and completely miss the comfort element.

Prano Kids aims to fill the gap in the market for baby 
apparel that is comfortable, stylish and affordable, with each 
piece priced at about NT$1,000, she said, adding that it is 
targeting babies from three months to three years old.

Since Lin never studied fashion or design, she had to 
start her journey to making her ideas into reality from scratch.

The concept of the Prano Kids brand was spurred into 
being when Cherry Lin’s elder brother, Liston Lin helped her 
found the company.

Liston Lin has worked in the luxury industry in France 
for 10 years and specializes in luxury brand management, a 
bank of experience he says has given him a unique perception 
on the aesthetics of clothing design.

He says he uses this experience to enhance the brand’s 
design and quality, as its creative director.

“I always share my thoughts and inspirations on baby 
clothing with my sister, hoping that will inspire her designs. 
I think that my observations about children’s clothing and 
brands in France can contribute greatly to Prano Kids,” said 
Liston Lin, who resides in Paris, where he works in the fine 
jewelry department at Louis Vuitton SA.

The siblings believe that the quality of the materials 
used is the most important factor in the manufacture of baby 
clothes, so they use only combed and mercerized cotton to 
produce their clothes.

Both types of cottons are all-natural fabrics that are not 
subjected to any chemical processing.

To ensure high product quality, Cherry Lin and a partner 
from Hong Kong invested NT$4 million to NT$5 million 
(US$133,000 to US$166,000) to construct a clothing plant in 

Guangzhou, China, to manufacture products for the line.
Cherry Lin said that her vision for investment and brand 

positioning comes from the five years she spent working in 
the retail and wholesale industries.

She first entered the retail sector five years ago after 
quitting her job as an office administrator to invest in a 
women’s apparel shop in Taipei.

In January 2010, Cherry Lin and a friend opened their 
first baby clothing wholesale shop, Lan Kwai Fong, in the 
Wufenpu area. They opened a second store, Catasy, in March 
last year.

“The two stores generated about NT$50 million in sales 
last year,” Cherry Lin said.

The wholesale outlets sell products made in factories in 
China, as well as South Korean clothing that Cherry Lin and 
her partner bring back from their periodic scouting visits to 
Seoul.

Although her stores were performing well, Cherry Lin 
still decided to take the risk of launching her own brand 
because she said she was finding it increasingly difficult to 
stock the outlets with products that meet her expectations.

She said she does not feel that developing clientele will 
be an issue for Prano Kids, since she and her partner have built 
up solid rapport with the customers of their wholesale units.

The two outlets boast about 300 retail clients, among 
which is well-known local mom and baby care shop Angel 
Baby Inc, she said.

However, she does anticipate that it will be a challenge 
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Prano Kids cofounders Cherry 
Lin, right, and Liston Lin pose 
at their Catasy store in Taipei’s 
Wufenpu Garment Wholesale Area 
during an interview on April 10. 
(Photo: Amy Su, Taipei Times)

Garment powerhouse Makalot Co upbeat 
on second half amid new orders, clients

YO YOGA:Chairman Frank Chou told investors that providing functional 
sportswear for Gap and Zara could push profits up by about 25 percent

By Camaron Kao  /  Staff reporter

Makalot Industrial Co., 
a supplier for global fashion 

brands such as Zara, said yesterday that it expects its profit 
would grow more than 25 percent in the second half of this 
year on the back of rising sales for its functional apparel lines, 
which have a higher gross margin.

In addition to thermal and cooling underwear, Makalot 
started supplying yoga outfits to its clients this year, chairman 
Frank Chou told reporters at the company’s annual general 
meeting on June 23, 2014.

“Fashionable clothes with a bit of functionality are the 
mainstream products on the market, and some global brands, 
such as Gap and Old Navy, have started providing yoga outfits 
to customers — despite not being as dedicated as Lululemon 
Athletica Inc in terms of the product,” Chou said. “After all, 
not everyone needs expensive, professional sportswear.”

Chou said as a supplier for these brands, Makalot can 
enter the fast-growing market segment with its existing clients.

From January through last month, the company posted 
profit growth of 25.5 percent from NT$704.76 million a year 
ago to NT$884.29 million (US$29.49 million), while revenue 
grew 16.62 percent to NT$8.08 billion from NT$6.93 billion 
over the same period, company data showed.

For this year, Chou said Makalot would maintain its target 
to report revenue growth between 15 and 20 percent from 
NT$17.91 billion last year, with sales of functional garments 

likely to increase between 20 and 30 percent annually, 
alongside a 10 percent increase for other garments, he added.

To achieve its revenue growth target, the company plans 
to expand its manufacturing capacity in Indonesia, Cambodia 
and northern Vietnam, where production costs are the lowest, 
Chou said.

In addition, Makalot is to issue 20 million new shares by 
the end of this year to raise funds for the capacity expansion, 
the firm said.

By the end of this year, its production capacity in Vietnam 
is likely to account for 30 percent of its total capacity, with 24 
percent in Cambodia and 33 percent in Indonesia, it added.

Ecolot Textile Co., Makalot’s fully owned subsidiary that 
trades and purchases fabrics, is expected to report revenue 
of NT$800 million this year, up 40.35 percent from NT$570 
million last year, as it started doing businesses directly with 
global brands such as Micheal Kors, Abercrombie & Fitch 
and Gap, Chou said.

“Global brands used to allow apparel makers to choose 
fabrics they need on their own, but there is a growing trend 
for global brands to pay more attention to fabric providers and 
require garment makers to cooperate with them,” Chou said, 
adding that with Ecolot, the company can provide integrated 
service to its clients.

Source: Taipei Times, June 24, 2014

to sell Prano Kids clothing to retail clients since the brand is 
new and therefore unknown.

In an effort to minimize this potential problem, Cherry 
Lin registered the Prano Kids brand in the EU.

Getting that certification will take about nine months 
and cost her more than NT$100,000, but the document would 
make Prano Kids a European brand, which Lin says would 
not only serve to assure customers of product quality, it would 
also open the door for the brand to expand overseas.

To expand sales channels for Prano Kids, Cherry 
Lin launched a third wholesale outlet at the Tianjin Road  
Garment Wholesale Area in Greater Taichung last month.

To boost sales and brand awareness, she also plans to 
sell Prano Kids clothes on the Internet through PChome 
Online and Yahoo! Shopping starting later this year.

Cherry Lin said she expects the revenue contributed by 
Prano Kids to account for 70 percent of her wholesale and 

retail businesses in five 
years, from 30 percent 
now.

F r o m  r e t a i l i n g 
a n d  w h o l e s a l i n g ,  t o 
occupying an upstream 
r o l e  a  d e s i g n e r  a n d 
manufacturer, Cherry Lin’
s ultimate goal is to make 
Prano Kids a major “made 
in Taiwan” brand that can 
compete with the baby 
clothing departments of 
world-renowned cheap-
and-ch ic  cha ins  l i ke 
Uniqlo, Zara and Gap.

Source: Taipei Times, 
June 16, 2014
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Women sewing their way out of poverty
Connecting microproducers with the international fashion industry to build self-respect and better lives

Nicki Chadwick, Consultant, ITC

Hand-woven textiles and natural dyes from Ghana, Mali 
and Burkina Faso, two of the poorest countries on Earth, are 
finding their way into the global fashion industry through the 
International Trade Centre’s (ITC) Ethical Fashion Initiative 
(EFI). The initiative has only recently expanded into West 
Africa, linking microproducers with fashion buyers in 
Europe.

The EFI works to improve the livelihoods of micro-
entrepreneurs and marginalized community groups in East 
Africa, West Africa and Haiti by connecting them with large 
fashion houses and providing assistance for the creation of 
handcrafted treasures that consumers crave. Some of the 
world’s top fashion designers, such as Stella McCartney, 
Vivienne Westwood, Ilaria Venturini Fendi and Sass & Bide, 
support the initiative, which at its peak involved more than 
7,000 artisans, most of them women.

The EFI began as a pilot project in 2007 in Kenya and 
Uganda. While Kenya is industrially advanced, more than 
half of the population lives below the poverty line. The 
‘informal sector’ – which includes people who are excluded 
from the mainstream economy and usually do not have access 
to banking or savings facilities – is estimated to account for 
more than one-third of Kenya’s gross domestic product.

Since the project began, the EFI has been assisting 
artisans to gain a formal income and access to banking 
services, allowing those on limited resources to both plan 
and save. The Initiative’s major African hub is in the centre 
of Nairobi, a city of more than 3 million people where the 
contrast between the rich and the poor is stark. The Nairobi 
hub and a facility in Gilgil, in the Rift Valley, provide safe 
workplaces where women from diverse backgrounds are 
encouraged to collaborate.

In Kenya, women involved in the EFI produce 
accessories, mostly bags, as well as jewellery and shoes. A 
single bag might include up to ten different craft techniques, 
using the skills of as many community groups as possible.

In Burkina Faso, where most of the population is 
engaged in near-subsistence levels of agriculture, the Initiative 
has established a growing regional hub in Ouagadougou, the 
country’s capital, which also serves the EFI beneficiaries 
in Mali. Both countries are renowned for traditional craft 
techniques and their expertise in processing, dyeing and 
weaving cotton into beautiful fabrics that command high 
prices on international markets and are a great source of pride 
to the people who make them.

Fashion designers and others in the fashion industry are 
sourcing these fabrics through the EFI in West Africa. The 
project has already made an impact on the international fashion 
world with a weekender bag – made with fabric woven in 
Burkina Faso – that featured in Vivienne Westwood’s London 
fashion show in February 2013.

In Ghana, where almost 30% of the population 
survives on less than US$ 1.25 a day, there is a deep respect 
for handicraft traditions, along with a taste for fashion 
and growing manufacturing know-how. There the EFI is 
working with up-and-coming design talent to assist them 
in establishing their brands and build their businesses, 
providing work for a wide range of people, from seamstresses 
to accountants. The EFI, which is funded by Switzerland’
s State Secretariat for Economic Affairs (SECO), as well as 
Germany, Norway and Japan, uses fashion as a vehicle out 
of poverty, connecting marginalized communities, organized 
into business cooperatives, to international value chains in the 
fashion industry. 

It also satisfies the increasing desire of many in the 
fashion world to work with artisans who are paid a decent 
wage, have fair working conditions, and use materials that 

Designers Evelyn Portenier and Sabine Roth discuss their 
next collection with a collaborator in Burkina Faso © Chloe 
Mukai ITC

Weaving the fabric that will be the final touches on a dress. © 
Chloe Mukai ITC Continued on page 13
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are ethically produced and sourced. The initiative empowers 
women, allowing them to earn a regular income, improve the 
circumstances of their families and their communities, grow 
in confidence, and gain respect.

African fashion on the catwalk in Rome
Up and coming fashion designers are set to showcase a 

collection from Africa produced under ITC’s Ethical Fashion 
Initiative at the biannual Rome Fashion Week in July 2013. 
The event is held and organized by AltaRomAltaModa 
and features designers from around the world. The African 
fashion collection is co-managed by the EFI and will include 
collections designed by Italy’s rising star designer Stella 
Jean, and the Swiss fashion duo PortenierRoth, and with 
hand-woven textiles from Burkina Faso and Mali. It will also 
feature designs by Ghanaian labels Kiki and Christie Brown.

Stella Jean
Stella Jean is a Rome-born emerging fashion designer 

with Caribbean roots who presented her first collection in 
July 2011 and won the ‘Who is on Next’ contest, sponsored 
by Vogue Italia and AltaRoma. Stella Jean, a former model, 
combines African prints with modern elements to mirror her 
Italian and Haitian heritage. Her collections are ‘reflections of 
life that draw inspiration from the multifaceted experience’.
Stella Jean supports the Fashion-Able Haiti initiative, which 
is dedicated to creating sustainable jobs in Haiti by setting up 
manufacturing production sites for the American market.

PortenierRoth
Sabine Portenier and Evelyne Roth are two Swiss 

designers who launched their label in 2007. Their design 
concept is unique: they do not have seasonal collections, 
but instead create a collection for each year with a different 
emphasis on each season. The two designers have a passion 
for combining fashion and contemporary art in their 
presentations, for which they also have won several prizes.

Kiki Clothing
Kiki Clothing is a Ghanaian-based children’s and 

ladies’ wear and footwear brand founded by Titi Ademola, 
a Ghanaian-Nigerian fashion designer. Kiki Clothing 
collections encompass bright colours, African prints and 
casual styles. Titi Ademola’s ideas for her collections come 
primarily from her Ghanaian/Nigerian heritage and everyday 
life, in addition to other cultures. All of the products are 
manufactured in Ghana – with textiles from Mali and Ghana 
– with the aim of enabling African countries to profit from 
fashion.

Christie Brown

Ghanaian designer Aisha Obuoi, the founder of Christie 
Brown © Chloe Mukai ITCChristie Brown is a luxury 
women’s wear brand based in Ghana. It was founded by 
Aisha Obuobi in 2008 and named after her grandmother, 
who was the initial inspiration for Aisha Obuobi’s fashion 
career. In 2009, Aisha Obuobi won the ‘Emerging Designer 
of the Year Award’ at Arise Fashion Week in South Africa, 
and she was the only Ghanaian designer showcasing at Paris 
Fashion Week. By using modern styles and African prints for 
her collections, Aisha Obuobi hopes to provide a true taste of 
Africa for stylish, modern women.
Source: International Trade Centre, Trade Forum, July 1, 
2013
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Fabric weaving Burkina Faso. Traditional methods are combined with 
modern design in Burkina Faso © Chloe 

Mukai ITC. 

At the drawing board at an EFI workshop 
in Ghana © Chloe Mukai ITC. 
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Cra�ing economic independence for women
Creating sustainable employment through trade in rural villages in Viet Nam, more than doubling 

the income of thousands of people.

Evelyn Seltier, Managing editor, ITC

Despite Viet Nam’s impressive growth over the last two 
decades, inequality between urban and rural areas and among 
the country’s ethnic minority groups is on the rise. The 2010 
Millennium Development Goals National Report on Viet 
Nam indicates that the poverty rate for ethnic minority groups 
in 2008 remained high, at 50.3%, while for the Kinh majority 
it was 8.9%.

Agriculture continues to be the main economic sector 
in Viet Nam’s rural areas, but the income it provides is 
insufficient for smallholders to earn above the national 
poverty line of US$ 0.63 per person per day. In the off-
season, when farm work slows down, handicraft production 
allows for additional revenues, but lack of capital and market 
linkages result in meagre earnings. The additional income has 
a significant cultural and social impact on women, such as 
those in Hoa Tien Village in Quy Chau province who belong 
to the country’s ethnic Thai minority, one of 54 minority 
groups in Viet Nam. Thai women, particularly in Viet Nam, 
are famous for their weaving techniques, which they pass 
down from generation to generation. Still, many young 
women migrate to urban areas in search of employment. The 
government is keen to reverse this trend.

‘ T h e  h a n d i c r a f t  s e c t o r  a n d  w o m e n ’s  r u r a l 
microenterprises are often overlooked by policymakers 
as they tend to give priority to the development of large 
industries,’ says Do Kim Lang, Deputy Director-General 
of Vietnam’s National trade promotion organization 
VIETRADE. ‘Supporting rural women’s enterprises 
contributes to their economic independence, leading to 
increased income and employment opportunities, and the 
preservation of the environment and local traditions,’ he says.

ITC worked with the women in Hoa Tien Village, 
some 200 kilometres from the nearest city. Using detailed 
sericulture and brocade value-chain analysis, ITC determined 
that the villagers needed export marketing advice, assistance 
in design, and training in trade fair participation. Challenges 
were addressed through the promotion of decent work 

practices, technical skills training and entrepreneurship 
development, as well as through improved access to business 
support, finance and markets. 

These services, coordinated through the weavers’ 
80-member Hoa Tien Cooperative, showed that small changes 
can make a huge difference. Lang Thi Hoai, one of the 
beneficiaries, learned to ‘always put the tools and materials 
needed for weaving close to my loom, within arms-reach. 
Previously, I wasted a lot of time to go to find this and that 
needed for weaving,’ she says.

Sam Thi Khuyen increased her output thanks to a more 
comfortable weaving position. ‘Adding a soft padded cushion 
to my workplace prevents me from having pain,’ she explains.

Through greater cultivation of raw materials, an 
improved production process and participation at trade fairs, 
the weavers today enjoy higher incomes from an increased 
number of orders and reduced material and production costs. 
The average monthly income has risen from US$ 28 in 2009 
to US$ 47 in 2012.

‘We are now better able to manage the cooperative
[…] to ensure that whatever activities we do generate profit,’ 
says Sam Thi Bich, leader of the cooperative. ‘We also do 
better preparation for participation in trade fairs, such as the 
advance preparation of business cards, product catalogues 
and price lists. We understand that trade fair participation 
does not serve merely for selling the products at the fair, but 
also allows us to learn about market trends and find new 
customers.’ 

Continued on page 15
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Crafting economic independence for women © ITC

With ITC’s support, the weavers produce greater quantities of 
high-quality silk fabric faster, which significantly contributes 
to the cooperative’s competitiveness and ability to produce 
higher value brocade weaving items effectively and efficiently.
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For example, participation in LifeStyle Vietnam, an 
annual trade fair, in 2011 and 2012 resulted in direct sales 
of about US$ 3,500 for the cooperative, which means an 
additional income of US$ 44 per member. They have also 
received orders from buyers in Australia and Japan, as well as 
domestic clients from Ho Chi Minh City. 

Bui Thi Cop, a silk and brocade weaver, says: ‘In the past, 
dyeing colours were too monochromatic, with very basic 
colours. However, since the initiative was launched, we 
combine natural dyeing techniques with new techniques to 
enhance the quality.’ 

Because of limited or a lack of education, language 

Crafting economic                         . . . from page 14



barriers and insufficient business knowledge, some women 
faced difficulties in communicating with potential customers. 
‘Strengthening the Hoa Tien Cooperative’s ability to manage 
its commitments to both its members and buyers was an 
effective way of improving its members’ business prospects,’ 
says Govind Venuprasad, ITC’s Project Manager.

The project is part of a multi-agency initiative 
called Green Production and Trade to Increase Income 
and Employment Opportunities for the Rural Poor. It ran 
between 2010 and June 2013 and led to an increase in the 
average annual income of beneficiaries from US$ 1,310 
to US$ 2,760. It was financed by the Spanish Millennium 
Development Goals Fund and included partners such as the 
Food and Agriculture Organization, the International Labour 
Organization, the United Nations Conference on Trade and 
Development and the United Nations Industrial Development 
Organization. Each agency contributed its own expertise, 
from safety and health measurements to the provision of 
seedling and silkworm eggs, and training in farming and 
entrepreneurship. 

ITC, as lead implementing agency, set the baseline by 
conducting a value-chain analysis in 2010 to develop better 
integrated, pro-poor and environmentally sustainable value 
chains.
Source: International Trade Forum Magazine, October 1, 
2013

Fashion: A catalyst for change
Chloé Mukai, Associate Adviser, Corporate Responsibility, Poor Communities and Trade Programme, ITC

British designer Vivienne Westwood, 
in Nairobi, showcasing the 2nd 
Ethical Fashion Africa collection 
made with eco-friendly materials 
such as tent canvas, plastic bags and 
recycled brass. © Juergen Teller

The potential of the private sector 
to reduce poverty is well recognized; 
however, this has not been evident in the 
fashion industry. Fashion is one of the most 
globalized sectors, providing employment 
to more than 60 million people, mainly 
women and unskilled workers from poor 
economies. And it is expanding. According 
to Datamonitor, 2010, the textiles, apparel 
and luxury goods market was worth US$ 
2,597.8 billion in 2010 and has grown by 
4.2%, year on year, from 2006 to 2010.

Yet sweatshop production scandals 
brought into the public view are still 
frequent in the sector, with basic labour 
conditions unavailable to many workers, 
especially those from disadvantaged 
communities who have little awareness of 
their rights. Estimates by Lucy Siegel, an 
Ethical Living columnist at the Observer, 
in her 2011 book To Die For suggests that 
20% to 60% of garment production is done 
at home by informal workers.

A revolution in fashion has been 
building, with consumers questioning 
ethical issues such as labour practices and 
environmental impact. This has largely 
changed the attitudes within the sector 
and opened up opportunities for micro-
manufacturers from developing countries. 
ITC’s Poor  Communit ies  and Trade 
Programme (PCTP) is taking advantage of 
this shift to introduce micro-manufacturers 
– mostly women – into international value 
chains.
From Kibera to Kensington 

ITC’s Market Access, Transparency 
and Fairness in Global Trade: Export 
Impact for Good publication estimates that 
vast swathes of the global poor have been 
excluded from the benefits that trade holds. 
But technical assistance for marginalized 
communities is not enough. Targeted action 
in human development and empowerment 
are needed to overcome the many barriers 

Continued on page 16



Italian designer Ilaria Venturini Fendi, who heads Carmina 
Campus, regularly comes to Africa to work hand-in-hand with 
the artisans. Here, in Japan with Takashimaya Department 
Stores. © Takashimaya Department Stores

Buyers from the fashion industry develop products using 
materials and skills available locally – here, a community of 
women specialized in knitting. © Jeremy Brown

Continued on page 17
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that extreme poverty creates. This is exactly what the PCTP 
does: It brings together the poorest communities in the world 
to work alongside big names from the fashion industry. In 
doing so, it increases the volume of exports from low-income 
countries and least developed countries in particular, with 
special attention given to marginalized communities.

The approach is not intended to boost demand 
for ‘ethnic fashion’, but rather to convert mainstream 
fashion into a more ethical  endeavour.  To achieve 
this, the programme partners with brands that have a 
high enough profile to influence the market, or large retailers 
that can disperse products and messages broadly. These 
partners recognize that customer loyalty is of the utmost 
importance in an industry faced with volatility and market 
saturation, and respect for people and the planet consistently 
rank at the top of the list to ensure this loyalty.

So far, the PCTP has enabled over 7,000 micro-
manufacturers in East Africa to hold jobs that are fairly 
paid. The impact on the people has been substantial, with 
important improvements in housing, education, food security, 
access to medical care and water. One beneficiary, Mercy 
Waweru, has been able to buy a home as a result of the work 
orders generated by the programme in one year. Qualitative 
results have also been captured. Results from the social 
impact assessments have highlighted that 80%–90% of those 
involved feel empowered and have a stronger position in the 
decision-making process.  

Win-win for all  
It is not just the African communities that are benefiting 

from this initiative, however. Private sector partners are 
also gaining, as the approach is entirely market-driven 
and linkages between the international market and micro-
manufacturers are built on real trade relationships. 

Fashion:                                          . . . from page 15 Initially, many companies were hesitant to manufacture 
their goods in Africa on a large scale. Yet the production of 
successful collections, sometimes made wholly in Africa, 
has attracted a steady flow of new buyers to the initiative. 
British designer Vivienne Westwood joined the programme 
in 2010 with a small collection of 950 bags distributed by the 
online retailer www.yoox.com. Within weeks the items were 
sold out, and repeat orders were urgently placed. Westwood 
ordered 3,500 bags for the second collection and the ‘Africa 
Bags’ featured in her Gold Label line during Paris Fashion 
Week; the fifth collection is being developed in the Nairobi-
based product development centre. As with Westwood, many 
designers and retailers have realized that responsible fashion 
can make them more competitive and enhance their brand 
image. 

A unique system 
While the fashion industry will always find inspiration 

among Africa’s myriad cultures, materials and craftsmanship, 
a reliable and sustainable production and trade infrastructure 
is required. To this end, the PCTP is supporting a new 
business infrastructure in Nairobi to coordinate production 
work in Africa. This infrastructure is based on a not-for-profit 
intermediary between the communities and the industry. 
Buyers develop products with the assistance of the PCTP, 
using capacities and materials available in communities. The 
profits from these business transactions are then reinvested in 
a social agenda, defined by the communities themselves and 
implemented through specialized NGOs. 

This structure has been developed to enhance social 
responsibility. All the operations and production processes 
follow a rigorous agenda under the guidance of the Fair 
Labour Association, which guarantees that labour practices 
are fair, and that wages are well above the national minimum 
wage, typically at least double. Artisans are paid by the piece, 
depending on their skill level, and generate an income of 
KSH 500 to KSH 1,000 (about US$ 5 to US$ 10) per day. 



Ilaria Venturini Fendi regularly comes to Africa to develop 
new collections in association with the artisans from the 
Ethical Fashion Africa workshops, exploring innovative ways 
to reuse materials. © Chloé Mukai 

The business infrastructure is tailored around a unique system 
of work that enables micro-entrepreneurs - mostly women - to 
thrive with the talents of the fashion world. © Uupi Tirronen
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This is well above the average pay for this type of work, 
which equates to about US$ 3.90 per day for casual workers, 
based on the Government of Kenya minimum wage (Legal 
notice No. 96 – 18th June 2010). Environmental issues hold 
a key place in this system of work: environmentally friendly 
processes are favoured, and the use of recycled, organic and 
locally sourced materials prevails.

Today, the PCTP has engaged a number of key players 
from the private sector, such as Vivienne Westwood, Stella 
McCartney, Carmina Campus, Coop Italia and Walmart. The 
work they carry out goes beyond the delocalization of their 
production lines; it generates high-quality fashion goods that 
are backed by a compelling social responsibility story.

Source: International Trade Forum Magazine, December 1, 
2011
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TIFE fosters int’l 
competitiveness

Int’l conference encourages the upgrade of the textile 
sector in order To bring more competitiveness in an 

integrated world

By Dimttri Bruyas, Supplement Writer

On the second day of the Textile International Forum and 
Exhibition 2013, organized by the Department of Industry 
Technology under the Ministry of Economic Affairs, foreign 
experts discussed various strategies aimed at better fostering 
international competitiveness in the global textile industry.

Textile Competitiveness in an Integrated World
Dr. Devraj Mehta, national president of The Textile 

Association India, remarked that with the increased 
competition from overseas, companies should keep looking to 
diversify their client base and find new ways to grow.

As an experienced leader in the textile industry India, 
Dr. Mehta also highlighted the inconvenient truth about the 
global textile sector: “We are now learning to live without the 
support of the American and European markets which have 
been mass-purchasing globally in the textile industry.”

On the other hand, he pointed out that the rapid 
development of the textile markets in mainland China and 
India, as well as Brazil, Russia and South Africa offers new 
opportunities for the global textile sector. The BRICS nations 
have decided to allocate their development bank with of 
Thailand is the culture, which can add US$100 billion in 
funding. The bank is designed to help finance infrastructure 
and development projects in the BRICS countries and will 
pool foreign currencies to fend off any future financial crisis, 
while limiting each nation’s dependence on U. S. dollars.

Accord ingly,  Dr.  Mehta  sugges ts  tha t  t ex t i le 
manufacturers and officials from developing and small-size 
countries put more focus on emerging economies, hunt for 
new consumer markets and invest in research in order to 
foster innovation and development.

Textile Products for Emotional Value
A good example of this kind of creativ approach was 

offered yesterday during the presentation of another industry 
expert, Mayuree Na Rangsilpa, from Thailand.

Speaking about the “emotional value” of textile 
products, the chairwoman of Thai Man-Made Fiber Industries 
Association explained that Thai entrepreneurs aim to 
differentiate their oroducts in order to create more value.

“We need to understand our strengths she went on. “To 
begin with, Thailand is a top, tourist destination. “Another 
strength of Thailand is the culture, which can add value to the 
products.

With this in mind, Rangsilpa has high expectations 
Continued on page 18
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for this year’s TIFE. Taiwan, on the one hand, is 
strong in terms of technology, while the demand for 
technical fabrics and wearable technologies in also 
very strong in Thailand.

She took the example of some athletic sensors 
for sportsmen on display in the conference. 
“Something like that would be very popular in 
Thailand where football is the No.1 she said.

“When I go back I’ll work it out because 
Thailand is the prime location for international 
brands like Nike and adidas which produce so much 
in Thailand,” she added.

By putting focus on the technology instead 
of on the fabric itself, Rangsilpa believes that the 
TIFE offers a unique opportunity for international 
collaborations.

TIFE                                     . . . from page 17

Mayuree Na Rangsi lpa, 
chairwoman of Thai Man-
M a d e  F i b e r  I n d u s t r i e s 
Association, believes that 
the TIFE offers a unique 
opportunity for international 
collaborations.

Dr. Deveraj Mehta, national president of 
The Textile Association India, believes that 
the rapid development of the BRlCS nations 
offers new opportunities for the global textile 
sector. 

“I am sure that this is the starting point of a differentiation process (that goes beyond) the 
sole property of the fabric.”
                                                                                                     Source: China Post 

Textiles Industry in Hong Kong 
Overview
• The mainland and Hong Kong agreed in October 2005 

to further liberalise the mainland market for Hong Kong 
companies under the third phase of the Mainland and 
Hong Kong Closer Economic Partnership Arrangement 
(CEPA III). Under CEPA III, the mainland agreed to give 
all products of Hong Kong origin, including textiles, tariff-
free treatment starting from 1 January 2006.

• Hong Kong’s textiles industry serves not only the local 
clothing manufacturers, but also those on the Chinese 
mainland and other offshore production bases. Capitalising 
on the long experience in the manufacture of textiles, many 
Hong Kong companies are also engaged in textiles trading. 
Hong Kong’s textiles industry is reputed as a supplier of 
quality dyed and printed fabrics. It is also strong in cotton 
spinning, denim weaving, knit-to-shape panel knitting and 
fine-gauge cotton knit manufacturing.

• Hong Kong’s textile exports decreased by 5% in the first 
two months of 2014, after edging up 2% in 2013. Re-
exports, accounting for almost 99% of total exports, fell 
by 4% over the same period, while domestic exports slid 
by 18%. Among those re-exported, more than 72% were 
originated from the Chinese mainland.

• Asia is the leading market for textiles exported from Hong 
Kong, accounting for more than 92% of the total textile 
exports. Of the top 10 destinations for textiles exported 
from Hong Kong, nine of them are in Asia, with the 
Chinese mainland being the predominant export market.

Industry Features*
The textiles industry – comprising spinning, weaving, 

knitting and finishing of fabrics – had a total of 679 
manufacturing establishments as of December 2013, 
employing 4,658 workers, or 4.5% of the local manufacturing 
workforce. The textiles industry is one of Hong Kong’s major 
export earners, accounting for 2.3% of the total exports in 
2013.

  

* Industry statistics refer to production in Hong Kong only.
** Excluding knitwear from yarn

In recent years, with rising production costs and 
stringent environmental regulations, an increasing number 
of manufacturers have shifted their production of lower-
end products to the Chinese mainland and Southeast Asian 
countries. Their manufacturing operations in Hong Kong 
are focused on sophisticated and high value-added items, 
including quality ring-spun, open-end yarn, fine gauge knitted 
fabrics as well as complicated dyed and printed fabrics.

To enhance competitiveness in the global market, 
some Hong Kong textiles companies have formed strategic 
partnership with indigenous Chinese companies. For instance, 
some of them join force with mainland cotton suppliers in 
producing cotton textiles.

Hong Kong’s textiles industry is a major supplier to the 
local clothing industry. Producing textiles locally, Hong Kong 
textile manufacturers have an advantage in accommodating 
orders from local garment manufacturers in short notice. 
Meanwhile, a significant portion of textile exports is destined 

Continued on page 19
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for use in Hong Kong companies’ offshore production of 
garments, especially on the Chinese mainland.

Performance of Hong Kong’s Exports of Textiles^

^ Since offshore trade has not been captured by ordinary trade 
figures, these numbers do not necessarily reflect the export business 
managed by Hong Kong companies.

Following 2% growth in 2013, Hong Kong’s textile 
exports decreased by 5% in the first two months of 2014. 
Re-exports, accounting for nearly 99% of total textiles 
exports, experienced a decline of 4%, while domestic exports 
fell by 18%. With more than 72% of the textile re-exports 
originating from the Chinese mainland, Hong Kong’s re-
exports of textiles of China origin registered a decrease of 4% 
in January-February 2014.

Asia is the leading market for textiles exported from 
Hong Kong, accounting for more than 92% of Hong Kong’
s textile exports in the first two months of 2014. Of the top 

10 export destinations, nine of them are in Asia. The Chinese 
mainland remains to be the city’s predominant export market, 
accounting for some 60% of Hong Kong’s textile exports in 
January-February 2014.

Other major export markets of Hong Kong textiles 
include Vietnam, Cambodia, Bangladesh, Indonesia, Sri 
Lanka, the US, Thailand, India and the Philippines. In 
particular, because of Vietnam’s cheap labour and WTO 
membership, many foreign investors, including those from 
Hong Kong, have set up garment factories there. This gives 
rise to sustained demand for textile imports, making Vietnam 
the second largest market for Hong Kong’s textile exports, 
after the Chinese mainland.

Product-wise, Hong Kong’s exports of textile yarns 
(down 5%), woven fabrics (down 9%), knitted or crocheted 
fabrics (down 4%), finishing accessories (down 5%) and floor 
coverings (down 14%) all registered declines in the first two 
months of 2014, while special yarns and fabrics showed 9% 
growth.

Sales Channels
Hong Kong is both a leading production centre and 

a global hub for clothing sourcing. As such, Hong Kong’s
textiles industry is well positioned to serve both local 
and overseas clothing manufacturers and merchandisers. 
While many Hong Kong textile manufacturers and traders 
supply their products to the clothing manufacturers in Asia, 
particularly on the mainland, international textile companies 
are also using Hong Kong as a gateway to promote their 
products to other Asian economies. For instance, Brazil’s 
fast-growing fashion industry is attempting to leverage Hong 
Kong’s trade platform to promote their textiles and apparel on 
the Chinese mainland.

The industry is capable of producing either a wide range 
of quality products in bulk or specialised items within a short 
lead-time for varied applications. Its competitive edge lies in 
the superb quality and swift response to fashion trends and 
market demand. The industry has also earned a worldwide 
reputation for unique quality, expertise, workmanship and 
flexibility.

Hong Kong is an ideal one-stop shopping centre for 
buyers looking for new and trendy fabric materials. The 
Interstoff Asia International Fabric Show, held twice a year 
in spring and autumn, is a significant marketing and sourcing 
platform in the region for both fabric manufacturers and 
buyers alike. Organised by the HKTDC, the Hong Kong 
International Home Textiles Fair offers a wide range of high 
quality products such as bathroom textile, bedroom textile, 
kitchen textile, carpet and floor covering. It is a specialist 
platform, giving exhibitors and buyers of home textiles 
immediate access to markets in Asia and beyond.

Industry Trends
In line with the global manufacturing landscape and 

fierce competition across the board, Hong Kong’s textiles 
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industry has been moving up the value chain to cater to the 
demand for upmarket textile products with original designs 
or brands. Today, the operation of the textiles industry in 
Hong Kong is focused mainly, if not all, on higher value-
added activities such as sales and marketing, quality 
control, designs and development, while offshore plants are 
specialised in production operations. This, in turn, results in 
a high proportion of re-exports (almost 99%) in Hong Kong’s 
textiles exports portfolio.

With rising labour costs, RMB appreciation, volatile raw 
material prices and stricter environmental regulations on the 
Chinese mainland, many Hong Kong’s textiles manufacturers 
have relocated their production facilities to other Southeast 
Asian countries, like Vietnam, Cambodia and Bangladesh. 
A few companies have even set up offshore production in 
Latin America (e.g. Mexico) and Africa (e.g. Nigeria) to take 
advantage of preferential treatments allowed by regional trade 
agreements such as North American Free Trade Agreement 
(NAFTA) and the EU’s GSP scheme.

To stay tuned to the advancements of manufacturing 
technology and product requirements, the textiles industry, 
as a capital-intensive business, has invested heavily to 
keep up with the latest technological trends. Advanced 
production technologies are sourced mostly from vendors 
from Germany, Italy, Spain, Switzerland, Japan and South 
Korea. Modern technologies like automatic web spreading, 
nano bio-functional materials finishing and Texparts® Zero 
Underwinding are no strangers to local manufacturers. As 
such, Hong Kong textiles manufacturers are able to offer a 
wider range of fibres, yarns and fabrics to clients.

To comply with the global trend of green manufacturing, 
more textile corporations have adopted the bluesign® 
standard – one of the industry’s major voluntary standards for 
environmental sustainability. To be qualified, a corporation 
must reveal its chemical processes, dye compositions and 
relevant green workplace initiatives for scrutiny. Apart from 
the bluesign® standard, Global Organic Textile Standard 
(GOTS), the Oeko-Tex® Standard 100 or Oeko-Tex® 
Standard 1000 are other popular product labels that textile 
manufacturers use to show their greenness.

In line with the 12th Five-Year Plan, the China National 
Textile and Apparel Council (CNTAC) has recently issued the 
“Outline for Science and Technology Progress of Textile In-
dustry in the 12th Five-Year Period”, aiming to promote com-
prehensive upgrade of China’s textiles industry management 
and boost the development of high-end textiles products. 
Other areas covered include promoting technology innova-
tion, energy conservation and emission reduction, setting up 
industry-related standards and developing domestic brands.

CEPA Provisions
On 18 October 2005, the mainland and Hong Kong 

agreed to further liberalise the mainland market for Hong 
Kong companies under the third phase of the Mainland and 

Hong Kong Closer Economic Partnership Arrangement 
(CEPA III). Under CEPA III, the mainland agreed to give 
all products of Hong Kong origin, including textiles, tariff-
free treatment starting from 1 January 2006. According to 
the stipulated procedures, products which have no existing 
CEPA rules of origin will enjoy tariff-free treatment upon 
applications by local manufacturers and upon the CEPA rule 
of origins being agreed and met. But non-Hong Kong made 
textile products will remain subject to average tariff rates of 
10-25% when entering the mainland

Details of CEPA tariff preference, including origin 
criteria, are available from the following hyperlink: 
http://www.tid.gov.hk/english/cepa/tradegoods/files/
mainland_2014.pdf.

General Trade Measures Affecting Exports of Textiles
Despite the elimination of textile quotas among WTO 

members in 2005, the US and EU had subsequently imposed 
safeguard measures against imports from the Chinese 
mainland. Starting 1 January 2009, however, textile and 
clothing products originating in China no longer require any 
import licence or surveillance document before entering the 
EU. Meanwhile, textile and clothing shipments to the US 
made on or after 1 January 2009 are no longer subject to any 
quotas.

Product Trends
Among various kinds of fibres, cotton remains the 

most preferred material for consumers in the appeal market. 
With reference to Cotton Council International and Cotton 
Incorporated’s Global Lifestyle Monitor Survey 2014, “100% 
cotton” is the marketing term that is more likely to influence 
European consumers’ clothing purchase decisions, while 
more than half of UK consumers say they are willing to pay 
more to keep cotton their clothing in face of increasing fiber 
substitution.

From the perspective of product innovation, microfibers 
are drawing greater attention from textiles manufacturers. 
The major benefits of textile products made of microfibers 
are its light in weight and superior performance in keeping 
warm. Aside from microfibers, many innovative new fibres 
and fabrics have bought demand in many different areas. To 
answer the needs, more and more breathable, flexible, anti-
bacterial, anti-ultraviolet, wrinkle-free, water-resistant and 
environmental friendly materials are invented and marketed.

According to Texworld, technology and innovation 
remain the buzzwords in the coming seasons. Fancy 
weaves and prints will give more flexibility in the choice 
of manufacturing processes, while digital prints as well 
as artisanal decoration will make textiles more malleable. 
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Meanwhile, hand-crafted excellence, original visuals and 
exceptional handles will continue to be sought after, given 
consumers’ ever-growing appetite for uniqueness and 
distinctiveness. Solar-powered handbag made of a textile 
photovoltaic surface that powers a battery inside to charge a 
mobile phone and “climate costumes” that sense changes in 
carbon emission with light patterns using conductive thread 
and LEDs are just some examples of how technical textiles 
are shaping the future textiles industry.

Consumers, particularly in developed markets such as 
West Europe, the US and Japan, are enthusiastic about the 
environmentally friendly properties of biodegradable natural 
fibres like organic cotton, soy fibre and ahimsa silk. To keep 
up with this trend, manufacturers have also expanded their 
production of green textiles by utilising more bio-degradable 
materials and environmentally-friendly manufacturing 
processes, including high-efficiency management practices, 
process control, special processes, and recycling of 
wastewater.

Apart from rising green consciousness, product safety 

conducive to crea� ng be� er opportuni� es for CACCI members. 
2. Wide scope for networking - Participation in 

the various projects of CACCI will provide members the 
opportunity to expand their reach in Asia-Pacific by 
establishing contacts with the business communi� es of the 
region.

3. Participation in CACCI Annual Conferences and 
Training Programs - Members are invited to participate 
in the annual Conferences and various training programs 
which CACCI regularly conducts either on its own or in 
cooperation with other international organizations and 
member chambers.

4. Interaction in Product and Service Councils - 
Membership in CACCI allows participation in the activities 
of the various Product and Service Councils (PSCs) of 
the organization. PSCs are business groupings organized 
along product or service lines with a primary objective of 
promoting business cooperation, personal contacts, and 
technology transfer. 

5. Access to CACCI publica� ons – CACCI publishes the 
CACCI Profi le, its monthly newsle� er, and the CACCI Journal 
of Commerce and Industry, a bi-annual publication which 
features papers, speeches, and other ar� cles pertaining to 
issues aff ec� ng the regional economy. 

For more informa� on, please visit www.cacci.org.tw

remains a major concern for consumers, not confining to 
developed market, but emerging markets. For instance, 
a number of disqualified apparel fibers consisting of 
unsatisfactory levels of pH value, formaldehyde content 
and banned azo dyes, have been reported on the Chinese 
mainland in recent years. Meanwhile, in traditional markets, 
for example, the EU’s Rapid Alert System for Non-Food 
Products (RAPEX) revealed that textiles, clothing and fashion 
items were the main product categories for which corrective 
measures had to be taken, representing 25% of the total 
number of notifications of dangerous products in 2013.

With the rapid urbanisation of towns, along with the 
marriage and baby boom, the demand for high-end household 
textile products is growing rapidly on the Chinese mainland. 
It is reported that the annual growth rate of consumption of 
household textile products will exceed 20% in the next 10 
years, while the sector of household products is expected to 
replace the garment industry to present the leading demand 
for textiles.

 
Source: HKTDC Research, May 28, 2014
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