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Preface

The topic of second-hand clothing illustrates the economic, social, and environ-
mental impacts of global textile and garment value chains and, more broadly, the
complex interrelations in production, trade, and consumption between the Global
South and the Global North. The dynamics of global production networks in sec-
ond-hand clothing have already been examined in several master’s theses published
in the OFSE Forum. Encouraging students to explore this field of research is one
of the many contributions of Cornelia Staritz, who also supervised this thesis in her
role as Associate Professor at the Department of International Development at the
University of Vienna.

In her Master's thesis, Charlotte Lonitz focuses on the policies introduced in Rwan-
da to foster its domestic textile and garment sector by reducing the pressure from
imported second hand clothing and by national initiatives and strategies. The thesis
combines the theoretical approaches of Global Production Network (GPN) analysis
and the economics of import substitution policies for industrialization and consumer
behaviors. The research is based primarily on 48 semi-structured interviews con-
ducted in Rwanda.

The thesis offers a precise overview on the global textile and garment industry as well
as the global second hand clothing dynamics, followed by details on the national
textile and garment sector and the supporting policies in Rwanda. These include the
‘Made in Rwanda’ initiative, the import tariff against second hand clothing — which
Rwanda was able to keep as only countries in the East African Community — and the
sector-specific strategies to promote local textiles and garments production.

The analysis highlights some positive effects of the policy mix in terms of investment
and employment. However, the import substitution in the sector remained limited.
This was due to the persistent perception of locally manufactured clothing as inferi-
or, the rise in imports of new clothing from Asia, and the weak development of local
linkages and inputs. Furthermore, the changes in the national import and production
structures particularly affected local second-hand clothing retailers and low-income
consumers in Rwanda. The thesis thus provides an excellent example of the com-
plex interconnections and governance structures within value chains that shape the
outcomes national industrialization policies in a low-income country that seeks to
integrate into and upgrade within global production networks.

Bernhard Troster

Senior Researcher, OFSE
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Abstract

English

This thesis examines the impact of two interlinked industrial policy measures - the Made in Rwanda
(MiR) campaign and the protective tariff policy on second-hand clothing (SHC) imports - on
Rwanda's domestic textile and garment (T&G) sector. Drawing on a combination of theoretical
frameworks including Global Value Chains (GVC) and Global Production Networks (GPN) approaches,
Import Substitution Industrialization (ISI), and behavioral consumer economics, it analyzes the
effects on three differently affected stakeholder groups: domestic textile and garment
manufacturers, SHC retailers, and Rwandan consumers. It aims to assess to which extent
government intervention can alter global value chains in the apparel sector and whether ISI
represents a successful policy approach for Rwanda to stimulate sectoral transformation,
industrial upgrading and economic self-reliance. Methodologically, the study employs a mixed-
methods approach, drawing on 48 semi-structured qualitative interviews conducted in Rwanda, in
combination with secondary literature and macroeconomic trade data.

The findings reveal that the Made in Rwanda campaign succeeded in increasing visibility of and
interest in Rwandan garments among consumers and entrepreneurs. The policy therefore
stimulated demand for MiR fashion and attracted domestic and international investments, resulting
in local business formation, intensified domestic garment production and a diversified the
Rwandan T&G landscape. This increased production also triggered changes in employment: a pull
effect for tailors into formal employment and slow upskilling of workers as predicted in
industrialization theory. Still, import substitution remained partial because the product
characteristics of imported used clothing are continuedly perceived as superior compared to Made
/n Rwanaa clothes among many Rwandan consumers. Trade data shows that SHC imports into
Rwanda have been only temporarily reduced and are increasingly replaced by cheap Asian first-
hand clothing. Important factors that were identified to have hindered product substitution include
the high price points, lacking large scale production capacities, the export- or B2B-orientation of
mass producers and unequal spatial distribution of Rwandan garments. From a GVC-perspective,
broad-based industrial upscaling and technological upgrading of the garment sector have failed to
materialize, the country did not succeed in building up an upstream raw material or textile industry,
local linkages remain rare, and local sector expertise is still limited.

The study eventually highlights the uneven distribution of policy outcomes between Rwandan
clothing manufacturers, affluent consumers and Asian producers of first-hand clothes as direct
and indirect beneficiaries vis-a-vis the deteriorated working and living conditions of informal SHC
retailers and low-income consumer groups. It, therefore, underscores the need for more inclusive
policy strategies that balance long-term industrial goals with the present socioeconomic realities
of the Rwandan majority.



Deutsch

Diese Arbeit untersucht die Auswirkungen zweier industriepolitischer Interventionen Ruandas - der
Made in Rwanda (MiR) Kampagne und der Schutzzollpolitik fiir Second-Hand Kleidungs (SHC)
Importe - auf den heimischen Textil- und Bekleidungssektor. Die Studie stltzt sich auf eine
Kombination der theoretischen Ansatze der Global Production Networks, Import Substitution
Industrialization (ISI) und behavioristische Konsumforschung und analysiert die Auswirkungen der
MaBnahmen auf drei unterschiedlich betroffene Stakeholder-Gruppen: lokale Textil- und
Bekleidungs-Hersteller:innen, SHC-Einzelhandler:innen und ruandische Verbraucher:innen.

Ziel der Studie ist es, zu beurteilen, inwieweit staatliche Eingriffe die globalen
Wertschopfungsketten im  Bekleidungssektor  verandern kdénnen und ob ISl ein
erfolgsversprechender politischer Ansatz fir Ruanda ist, um sektorale Transformation,
Industrialisierung und wirtschaftliche Eigenstandigkeit zu fordern. Methodisch verfolgt die Studie
einen mixed-methods Ansatz und stitzt sich auf 48 semi-strukturierte qualitative Interviews in
Kombination mit Sekundarliteratur und makrookonomischen Handelsdaten.

Die Ergebnisse zeigen, dass die MaBnahmen erfolgreich nicht nur die Griindung lokaler
Unternehmen forderten, in- und auslandische Investitionen anzogen, die ruandische Textil- und
Bekleidungs-Landschaft diversifizierten und die heimische Produktion steigerten, sondern auch
eine Beschaftigungsmigration hervorriefen, Kompetenzen aufbauten und die Sichtbarkeit von
Made in Rwanda Bekleidung bei ruandischen Verbraucher:innen erhéhten. Dennoch blieb eine
substantielle Reduktion des Handelsdefizits an Kleidungsprodukten und eine signifikante
Importsubstitution aus. Dies kann einerseits zurlickgefihrt werden auf die unverandert
wahrgenommene Inferioritdt und die hohen Preisen von ruandischer Kleidung, gepaart mit
unzureichenden lokalen Produktionskapazitaten, der Export- oder B2B-Orientierung der
Massenhersteller und der daraus resultierenden lokalen Nichtverfiigbarkeit von MiR Kleidung vor
allem fir landliche und armere ruandische Haushalte. Die Second-Hand-Importe nach Ruanda
gingen nur voriibergehend zuriick und werden zunehmend durch billige asiatische Kleidung ersetzt.
Dariiber hinaus ist es dem Land nicht gelungen, eine heimische Textilindustrie aufzubauen, eine
breit angelegte industrielle Produktion und Modernisierung blieb aus, Geschaftsbeziehungen
zwischen lokalen Akteur:innen sind nach wie vor selten, und die Sektor-Expertise, die fiir eine
langfristige Wettbewerbsfahigkeit notwendig ist, ist nach wie vor begrenzt.

Die Studie betont auch die ungleiche Verteilung der Effekte der Policies zwischen ruandischer
Bekleidungsindustrie, gut situierten Konsumierenden und asiatischen Importeur:innen als direkte
und indirekte Begiinstigste versus SHC Handler:innen und armeren Konsument:innen, die unter
verschlechterten Arbeits- und Lebensbedingungen leiden. Sie unterstreicht daher die
Notwendigkeit integrativer politischer Strategien, die langfristige industrie-politische Ziele mit den
soziookonomischen Realitaten der Bevélkerung in der Gegenwart in Einklang bringen.



“No country has transformed industrially
without first protecting its local industry.
If you look at the countries that have industrialised such as the Asian tigers
(Singapore, South Korea), they had to protect their local industries.
So when you allow m/tumba, it means that you are killing the local industries.
If you want to grow your industrial base,

you need to have the strategy in terms of import substitution.”

John Kalisa
CEO of the East African Business Council

(Anami 22.06.2022)



Table of Contents

TINEFOAUCTION .ottt ettt ettt st e ms et ese st sa et e sae st e et st e s s tase st ese st se s b sassanssnssasensssnsssan 1
2 Theoretical FramMEBWOIK..........cceereerecrereeereenrerseseseessesseassesssesssesssssssssasssssssnsses

2.1Global Value Chains (GVC) and Production Networks (GPN)

2.2 Industrialization, Trade and Development TREOIES .....coveeeeeueirieirieeeeie ettt eeeeens 7
2.2.1Industrialization and Structural Change .........ccceceeeeieieieieeieeee ettt 7
2.2.2 Infant Industry Argument and Import Substitution Industrialization (ISI) .......ccccceveeenee. 10

2.3 Behavioral CONSUMET ECONOMICS ..c.vveveueueieiisieeeieieeteteieee ettt et seesens

2.4 Synopsis: Applying GVC, GPN, ISl and Behavioral Consumer Economics

3 Research Design and Methodology ........cc.coceeceeerueurnrercneeeeeneeeeseseeseseneeeseneneesesaessasasaeseeaseseens

ST RESEAICN DBSIGN .ttt s st e a s ese e se st sesesasesesnsesens

3.2 Methodology
3.2.1Data CollECtiON....ccueeerereieeeeieeeeeee e
3.2.1.1 Literature Review and Document Analysis
3.2.1.2 Empirical Research: Semi-structured INtErVIEWS........cccveeverereeeririeeeeeeeieee e
3.2.1.3 Macroeconomic Trade Data.......ccccceeeirieieieeeeeeeeee et
3.2.2 DAta @NAIYSIS . cuvvineeerencieirereie ettt s
3.3 Challenges and Limitations .....cccceeueuririeinirieeiceeeieieess ettt enens
3.3 TEMPIFiCAl RESBAICI ...ttt es e snnens
3.3.2 0UANtItAtiVE Trad8 DAta...cece ettt ettt ettt eseene e
4 The Textile and GarmeNnt INAUSITY........ccccccreerrenrenerererentnennereseresesesesssassssesesesesessssssessassesssasssssssses
4.1 Historical and Regional Developments in the T&G INAUSTIY ...c.cceveueeeirrinninccccceereeercenee
4.2 The Textile and Garment Value Chain........ccccceeeevererennnne
4.3 The Importance of the T&G Industry for Development
5 Global Second-Hand CIOthiNG Trade .........ceeceeeemreeerereeeerereerresereseessesssesassssssnesesssssasseseesrsssasees
5.1 History and Development 0f SHC Trade......c.oe e
5.2 Logics of SHC trade: Actors, Structures and Global Production Networks .........c.cccevceuenee. 33
5.3 Effects of SHC imports on markets in the Global SOUth ........c.ceiiieeieerrceeeeeees
5.3.1Positive Effects 0f SHC Trade......c.ccceeeiniceieiciricieeeece et seesesensesesenens
5.3.2 Negative Effects and CritiQUeS ..ottt
6 Case Study: Made in RwandaClothes vs. IMPOrted SHC.........coeeverererennereerereerrensenensseesesesssnens
6.1 The Rwandan Textile and Garment SECTOr ......c.cvceuveeeeerececineccirecerreeaes
6.1.2 Clothing Demand and CONSUMPLION ....coveveveeeeiririereeeeeete e
6.1.3 Textile and Garment Manufacturing in Rwanda.........cccevveeeneccucnennne
6.1.4 Second-hand CIOthes iN RWANGA ......c.euevireeieieieieirieee ettt ea s snsenas
6.2 Policies and GOvernment ACTIONS ..ottt eeneee
6.2.1The Made in RWaNAa POLICY .....c.ccueriririiiicieieicieieiers ettt eenes
6.2.2 The SHC IMPOrt Tariff POICY .....ccceicueeccrecce et seeaeaens
6.2.3 Textile, Apparel and Leather Sector Strategy (2022/23-2026/27)
6.2.4 Complementary Measures and INSTrUMENTS ..o eens
6.3 Analysis of Effects per Stakeholder Group ... e eeeereirierr e
6.3.1Effects on Trade with Textiles and Garments ........cccevevevereeeeeinnnrrceceieeeeee s




6.3.1.1 Textile and Garment IMPOITS .....c.veeeeeeeeieirerrr et

6.3.1.2 Textile and Garment EXPOITS .....cv et
6.3.1.3 Summary: Effect on Trade Deficit .................
6.3.2 Effects on Textile & Garment Manufacturing
6.3.2.1 Company Landscape and Business FOrmation ........c.ceeeeeernnencncnececeenenrenneneenes 59
6.3.2.1.1 Founding dynamics: Number and Age of Companies........cccoceeeeurrnncrcnccnenee 59
B8.3.2.1.2 COMPANY SIZE.ouvueuieeeeeeieieieiririeteieeeieesetesese st sssesesessesesenssssesesesesesesnnes 61
6.3.2.1.3 Type of Enterprises and FOrmMality ......ccoeveeeveeeieneieninrceeeeeeieecceeieene 62
6.3.2.1.4 Ownership Structures: Rwandan owned or Foreign Direct Investment............. 63
6.3.2.1.5 LoCality Of BUSINESSES....cviuieeieiierririririee sttt sene 64
6.3.2.1.6 Motivational Factors for Business FOrmation.........c.coeeeevecenccnnccncnceenneenns 65
Made in Rwanda campaign as a source of inspiration and encouragement.............. 65
Cultural Meaning of Made in Rwandafashion..........cceeeeeeenseeeereeseee s 66
Patriotism, Desire for Social Impact and National Contribution........c.cceeccccuevrenenennes 67
Beyond Policy: Broader Motivational Factors in Business Formation.........c.cccceeeuee... 68
6.3.2.2 Expanding Local Production of Textiles and Garments .........cccevveeeeeeevererrerererenenes 69
8.3.2.2.1ValUE Chain STEPS ...eoveveieeeeeeeieeietee ettt s s n s e 69
Production of raw, input and working materialS..........ccceeeveeeeennnnnncrcccceeieene 69
Fabric Production and SOUICING ......c..ceeeueeeurineeeinieicierccieeneie ettt nes 69
Product Development and DESIGN .....coccieeereieiririiirereeeee ettt 70
GarmMeNt ProQUCTION ...ttt 7
Marketing and DiStribDULION ......c.cuvueiririe e 72
6.3.2.2.2 Linkages, Backward Integration and Upgrading in Practice? .......ccccccevueuvenenee 73
6.3.2.2.3 Garment Production and SalES........ceerrennereneeieeiieieeirretreeeeeenereveee s 75
Production VOIUMES ...ttt 75
ProduCed ProdUCTS ....c.c.oviciriccircicrci ettt nes 78
TArget CUSTOMETS ..ttt s bbb e s e s s s esesnnan 81
B.3.2.3 EMPIOYMENT CreatiON..c.c.cucucueeeeeiriiicicciecicieietert ettt 90
6.3.2.3.TNUMDET Of BMPIOYEES ...ttt sene 90
6.3.2.3.2 Labor migration flows and educational background ...........cccceceevenrirceeenen 92
6.3.2.3.3 SKillS @nd traiNiNg.....ccceeueeiririeiereieeeeeete ettt s e s et ss e
6.3.2.3.4 Socio-demographic parameters
GENABT et
Nationality......ccccoeerererrerenne
6.3.2.3.5Income
6.3.2.3.6 Working conditions and benefits ........cccvvveeeerennnrrcccceeereeeeeenes 104
6.3.3 Effects on Second-Hand Clothing SECLOT......c.cveueiiiirneirr e 105
6.3.3.1Prices and CoNSUMETS Of SHC ......ccucuveucurieieiricietereeieeeieeceeieecse et 105
6.3.3.2 Effect on ConSumMPpPLion 0f SHC .....c.oveveveeiieeiececee et 106
6.3.3.3 Effects 0N SHC RETAIIEIS ...ttt 107
6.3.3.3.1 Characteristics 0f SHC RELAIIEIS ..o 107
6.3.3.3.2 Effect on Sales, Profitability and Employment........cccevvveriveeeeeennnerecnenes 109

6.3.4 Effects on Consumption and Consumers



6.3.4.1 Perception and Awareness of Made in Rwanda Clothing.........cevvevevecceienrnnencnes n3
Perceived Features and Deficits of different types of clothing.......c.ccceeevvnncccncnnnee N3
Visibility and Mindset Change since Policy Introduction
Changes in Demand for MiR CIOthiNg ......cccoieieirieieeeeieeee e
6.3.4.2 Effects on LOw-INCOME HOUSENOIUS .....cuvviiriririicceciceeteieer e
6.3.4.3 Summary: Changes in CONSUMPTION ...c.ccueueiririririreeeeierceereteeeeresteeeieserenesesseneeae

7 Discussion: IMPact EVaAIUGLION ...ttt sestesesssaeseess e st esassesensssesassesssesensens

7.0 Summary and Comparison Of EffECES ...t

7.2 Winners and Losers: Affectedness and Evaluations per Stakeholder Group .......coccceeeenenee. 134
7.3 Timing and Time Horizon of the Policies
7.4 Internal and External IMPediMeNntS.......covieeieeeeieieieieeet ettt sesesesennns
7.5 Way forward: Future Strategies

8 CONCIUSION ..eeverrereeereeeeerseeenssersenesessessensssssssessassessassessnssanas

G BIDlIOGrAPRY c..veverereeetrerienerereeseeeerieneaesesssesesessssesssensstsessssenssesasassssssssssssestsessssssssessssssssassssssesenes

ANNEX ottt e st et be st ese e s e e st b e e sne s et enese bt et e be b et e et e et e R et e R e Rt b e e et eRtenasaatesarnesenstn i
INEEIVIBW PAITNBIS....oeieiievetceeeeetet ettt ettt b bt s s bbb ssssses s s b ebesessasssesesesas i
INEEIVIEW GUIES.c.vcveeieiieieteteiciiieietete ettt ettt st sa b es sttt ebesesase s sesesesasasssssesesasensannnns iv
Legislative and Regulatory ENVIFONMENT ...ttt viii
T&B SECTON ECOSYSTEIM ..ottt ettt bttt iX
TFAAE ettt ettt ettt et et a e s st s s e s s e s e s R et e R et s e st b e s e bes e benensesensenn X
Production CharaCteriSTICS ...iivierieieieieeieisetetee ettt sttt a s esesesens Xiii



List of Tables

Table 1: Stakeholder groups interviewed during field reSearch .........cooocceeeevrnrencccccrerereenes 19
Table 2: Textile and Garment Imports into Rwanda 2015 and 2022.........ccceveeeerinrerereeeeeeeieennns 53
Table 3: Sum of Textile & Garment Imports and EXports in 2022.........ccceeeeveeerererereeerieeeeereesnnens 58
Table 4: Overview of Year of Establishment and Age of COMPEaNIES......cceeveveveirrirrinececieieieireene 60
Table 5: Distribution of T&G Companies acCording t0 SiZ€........coeurereeeurereueurereeeireeeeereeeeeeeeeereeeennens 61
Table 6: Rwandan garment production and deMand .........ccceeurereeiririreeeeeeeeieieieeeseeeee e eseseaeees 78
Table 7: Produced Product Categories Per PrOQUCEIS .......ccveuvveveueeeiiieieieeieeeie et ssees e vessinnens 78
Table 8: Number and Change of Workforce Since 2016/17.....c.c.cvrrreeneneceeeirnrreececreieeeereenes 91
Table 9: Categories of wages for tailors at Rwandan T&G COMPANIES......ccvueeevreeeeerecerereeerneneaenne 100
Table 10: Summary and Comparison of Positive Effects, Limitations and Negative Effects ......... 132
Table 11: Comparison of Winners and Losers 0f the POlICIES......ccccvvveeeeeeierieeecceeee e 134
Table 12: Summary of Evaluation of Achievement of Goals as set in Policies ......covvvecccvcnnnes 142
Table 13: EVOIULION Of IMPOITS .oueieieiiiieicieieieieiets ettt sesnees Xi
Table 14: EVOIULION OF EXPOITS w.ucuiiieieieicececitsie ettt ettt es b snaens Xii

Table 15: Distribution of estimated sales volumes regarding type and destination of customer .. xiii
Table 16: Retail prices and categories Per COMPANY ......c.ccceueveureririrererereeeereseseseesesesteesesesesesesseneas Xiv
Table 17: Share of women among total WOrKFOICe ......cccecueueuririnirircereccciceee e Xvi

Table 18: Categories of jobs within T&G COMPANIES .....ccvveueeriereiricirrreeeeseeeeeieee e xvii



List of Figures

Figure 1: Visualization of Intersections between Theoretical Approaches Applied in the Thesis.... 16

Figure 2: Simplified Textile and Garment Value Chain ........coeveeeeeeeeieieinirieeeeeeeee s 29
Figure 3: Production steps and value addition within garment production .........c.cceeveveveeennenne. 30
Figure 4: Available clothing segments and sources for Rwandan CONSUMENS .......cceeereerireeverennnes 4
Figure 5: Typology of relevant actors in the Rwandan Textile and Garment Industry.........cccccecu.... 42
Figure 6: Evolution T&G IMports into RWaNda......c.cceueieiviriiiieeeeeeeee e 52
Figure 7: Comparison of data on SHC imports by MINICOM and UN Comtrade .......ccccecevevevcrccncuenee 54
Figure 8: Evolution of Value of Rwandan Exports of T&G Products 2015-2022 in USD........cccccuee.... 55
Figure 9: Main Destinations of Rwandan FHC Exports in USD in 2022 .......cccceveeeevecenneeincceencenns 56
Figure 10: Evolution of Imports and Exports of T&G products compared...........cccceeevreverereeeenenenns 57
Figure 11: Evolution of the T&G Trade DefiCit 2015 = 2022 ......ceevieeeeereeeeeieeeeeeeeseeve e 58
Figure 12: Product categories from bespoke wear to mass repetitive items.......c.cccevevercecnccnnee 80
Figure 13: Categorization of Target CUSTOMETS ....ccceueieiririerireee ettt eseseans 82
Table 14: Distribution of Produced volumes by type of buyers and 10cation ..........coceeeeeeeeuereinenne 83
Figure 15: Estimated share of Rwandans among companies' customer base........cccevveeeeverennne 84
Figure 16: Target groups and pricing as per iNCOME GrOUPS ..c.eevreeveverereerenirsseesesseesssssesesesessssssesens 87
Table 17: Price ranges of second-hand clothes in Rwanda per product and retail point................. 105

Table 18: Price increases of SHC at wholesale and retail since introduction of the SHC policy.....106

Figure 19: Stylized Reactions to SHC policy by SHC Retailers .............. Error! Bookmark not defined.
Figure 20: Perceived advantages and disadvantages per type of Clothes .......ccccceeevrvvercnccnnee 15
Table 21: Comparison of price ranges between Made in Rwanda and imported clothes. ................ 122

Figure 22: Visualization of estimated migration of garment buyers between different sources ..128
Figure 23: Reinforcing cycle of low domestic production and demand..........cccccceeeeereerrenenccnenes 133
Figure 24: Factors hindering the policies' full effectivVeNess .......cocceeuerrrvnncccceeerreeeees 137

Figure 25: Change in T&G Imports according to MINICOM .......cccovceurieinnieincenceesceeecieseeieene X



List of Abbreviations

Abbreviation Full Word

AfCFTA African Continental Free Trade Area
African Growth and Opportunity Act

CAGR Compound Annual Growth Rate

Cut, Make, Trim

Democratic Republic of the Congo

EAC East African Community

CIP Competitive Industrial Performance Index

European Union

FDI Foreign Direct Investment

FHC First-Hand Clothing

Global Production Networks

GVC Global Value Chain

Government of Rwanda

International Labour Organization

PRC Integrated Polytechnic Regional College

Import Substitution Industrialization

MINICOM Ministry of Trade and Industry

Made in Rwanda

Micro, Small and Medium-sized Enterprise
Non-Governmental Organization

National Industrial Research and Development Agency
Original Brand Manufacturer

Original Design Manufacturer

Original Equipment Manufacturer

Private Sector Federation

Rwanda Development Board

Rwanda Fashion Designers Association

Rwanda Revenue Authority

Ready-to-wear

Special Economic Zone

Second-Hand Clothing

Small and Medium-sized Enterprise

Textiles and Garments

Technical and Vocational Education and Training
United Kingdom

United Nations

UNCTAD United Nations Conference on Trade and Development
UNECA United Nations Economic Commission for Africa
UNIDO United Nations Industrial Development Organization
US(A) United States (of America)

USAID United States Agency for International Development
World Bank

Workforce Development Authority

m o0
= =X
Q|+

cl= 2 T|=
== (=}



1Introduction

Context and State of Research

Since the early 2000s, consumption of garments has nearly doubled, and demand for clothing and
footwear in Europe alone is projected to increase by 63% by 2030 (Ngrup et al. 2019). The imperial
fashion lifestyle and ever-increasing "hunger" for cheap new pieces of clothing in the Global North
have not only brought about a decade-long exploitation of workers and the environment in the
Global South but also created a new subsequent industry of its own: the second-hand clothing (SHC)
industry. For the longest time, there was little academic and public interest in global trade and value
chains of used clothes. Few consumers are aware of the commercialization, value, global scale, and
impact of the SHC sector (Norris 2012). Since the 2000s, a growing body of literature and
policymakers have increasingly criticized this economic and environmental post- or neo-
colonialism. One major point of discussion among scholars is the potentially harmful effects of
cheap SHC imports on local textile and garment industries in developing economies (Frazer 2008,
Brooks 2015, Mburu, Marandu & Amanze 2018). Confronted with heaps of low-cost used clothes
flooding local markets, domestic manufacturers can hardly compete and are subsequently crowded
out of the market. This can have detrimental consequences for local industrialization, value
creation, and employment, according to critical economists. Also in Africa, the discussion of
industrial decline and clothing culture on the continent must be linked to the analysis of the second-
hand trade, posits Brooks (2015: 145), one of the pioneers with regard to the study of SHC.

In 2016, around USD 3.7 billion worth of used clothing was traded worldwide, of which around 20%
went to Sub-Saharan Africa (Mwasomola & Ojwang 2021). Well aware of the region’s need to revive
and develop its own textile and garment (T&G) industry the leaders of the East African Community
(EAC) in 2016 therefore decided to gradually phase out the importation of second-hand clothes
(mitumba) over a time span of three years. However, under pressure from both the local mitumba
lobby and external threats from the United States to dismiss participating countries from the
African Growth and Opportunity Act (AGOA), which grants them duty-free exports to the US, all EAC
member states withdrew from the joint policy — except Rwanda.

Aspiring to become a middle-income country by 2035 and to support infant domestic industrial
production, the small, landlocked country initiated the Made in Rwanda policy, which encompasses
a range of protective and subsidizing policy tools. Among them (a) an awareness campaign to
change consumer behavior and clothing buying patterns of Rwandans, (b) supportive

infrastructural, financial, fiscal and capacity building measures to boost local T&G manufacturing
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and(c)the implementation of the gradual tariff increase on imported second-hand clothes (chagua)
from USD 0.2/kg to USD 5/kg between July 2016 and December 2018. Through this move the
Rwandan government intended to “artificially” render chagua expensive and unattractive to
Rwandans, thereby stimulating a consumer shift to Made in Rwanaa alternatives, whose demand in
return triggers a growth in domestic T&G production, value creation, industrialization, employment
and economic independence.

Though not explicitly labeled as such, this approach represents a classic example of import
substitution industrialization(ISI). ISl is a state-led, protective trade and economic policy that seeks
to incubate a country's infant industries by shielding them from international competition. By
imposing trade barriers consumers are pushed to substitute imported goods with domestically
produced alternatives which is supposed to stimulate business growth and industrialization. ISI has
a long history, going back to pioneers like List in the 19th century, and it was applied by many of
today's "industrialized" countries, such as the United States, Germany, and Japan. In the mid-20th
century, structuralist economic thought and development practice "rediscovered" the approach
and adopted it across Latin America, Asia, and Africa to foster domestic manufacturing, reduce
import dependency, and promote postcolonial national economic sovereignty.

However, the effectiveness of such protective policies has always been the subject of controversy,
and most ISI policies were dismissed in the 1980s due to unsatisfactory results and the rise of the
neoliberal free trade paradigm. Nevertheless, economic sovereignty and industrialization pathways
in an interconnected world shaped by colonial continuities and concentrated power in global
production networks remain pivotal issues for "developing" countries like Rwanda in the 21st
century.

Research Interest, Gap and Scientific Relevance

Hence, it is of utmost interest to analyze whether such IS policies in Rwanda were able to achieve
the intended effects, in order to situate the unique case study in the heated debate around impacts
of protective trade policies, second-hand clothing trade, and global textile and garment production.
Historically, research on second-hand clothing has mainly focused on its usage in countries of the
Global North (Ngrup et al. 2019). Although there is a growing body of academic literature on second-
hand clothing in Sub-Saharan Africa, relevant gaps remain in connecting and quantifying the
different sides, actors, and nodes of the industry. While some authors try to demonstrate the overall
global interconnections, power structures and predominantly negative effects of SHC trade
(Hansen 2000, Baden & Barber 2005, Frazer 2008, Brooks & Simon 2012, Brooks 2015), others

purposely highlight the economic importance and employment options of SHC. The latter warn
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against negative consequences of banning SHC in Sub-Saharan Africa due to the popularity of
mitumba among consumers, low internal production capacities, and competition from Asia
(Prashar 2022, USAID 2017, Calabrese, Melchin & Mendez-Parra 2017, Oxford Economics 2024). Case
studies collecting primary data have focused either on garment manufacturers (Mwenda 2018), SHC
retailers (e.g. Brooks 2012, Sumo 2022, Panju 2024) or consumers (e.g. Chipambwa et al. 2016,
Abubakar et al. 2018, Ngrup et al. 2019, Mwasomola & Owjang 2021).

With regard to Rwanda, there is little scientific literature on the T&G industry, but some
commissioned reports by national or international institutions and students’ theses:

e Second-hand clothes
o Influence of SHC imports on employment and value generation (Haggblade 1990)
o Examination of the policy space and power dynamics in phase-out decision between
Kenya, Uganda and Rwanda (Wolff 2021)
o Contextualization within market recapturing strategy of Rwanda (Behuria 2017, 2019)
e General sector benchmarking and mapping (HEVA 2017, Msingi 2020, Gatsby Africa 2022)
e Assessment of technological capacities and shortcomings of T&G manufacturing (NIRDA
2017,1TC 2020)
e Mapping of actors and working conditions in the industry (ILO 2018)
e Analysis of success of MiR policy (Mbonigaba 2019, Fashion Revolution 2021)
e SWOT analysis of Rwandan garment producers (Dahlldf & Svansbo 2014, Kagayo 2021)
e Study of business practices/learning at Chinese investor C&H Garments(Eom 2018)
There is, however, no analysis systematically looking at “both sides” of the clothing market
(imported vs. domestically produced clothes), taking into account multiple stakeholder groups and
assessing the vivid interplay and outcomes of the SHC restrictions and the Made /n Rwanda policy.
The aim of this thesis is to close this gap, evaluate whether the goals of the policies were achieved
and deliver valuable insights into not only the realities and challenges of Rwandan T&G
manufacturers, retailers and consumers.
The research question this work intends to answer therefore reads:
"What were the effects of the Made in Rwanda campaign including a tariff increase on imported
used clothes on different actors of the country's textile and garment industry?”
The sub-topics and -questions are listed in chapter 3.1.
The present study is, to the knowledge of the researcher, the first in-depth investigation of
Rwandan T&G manufacturers of that scope. The thesis does not claim representativeness of the
entire T&G sector in the country, but it provides a comprehensive picture of the current state of a

wide range corporate industry actors, their capacities, and current struggles.



Structure of the Thesis

The theoretical framework of the thesis is presented in chapter 2: the Global Production Networks
study field, broader theories of industrialization, trade, and development, with a focus on Import
Substitution Industrialization (ISI) strategies, and behavioral consumer economics. Chapter 2.4
synthesizes these approaches and highlights their relevance for studying the multifaceted
dynamics of Rwanda’s T&G sector and the influence of the policies.

Chapter 3 elaborates on the study’s research design and methodology. It details the research scope
and questions, followed by a description of the applied data collection and analysis methods. These
include a secondary literature review, empirical field research, and quantitative trade data, jointly
analyzed using qualitative content analysis methods. Chapter 3.3 reflects on the ethical
considerations and challenges faced during the research process.

Chapter 4 and 5 provide contextual overviews of both sides of the global T&G industry: FHC
manufacturing and SHC trade. Chapter 4 presents figures and regional developments of T&G
manufacturing, describes the structure of the sector's GPNs, and discusses the broader relevance
of the industry for economic development. Chapter 5 similarly offers an overview of the expansion
of global SHC trade, analyzes its underlying logics, key actors and steps, and lastly discusses the
diverging academic perspectives on the effects of SHC on Global South economies.

Chapter 6 forms the empirical core of the thesis and presents the case study of second-hand
clothes versus Made in Rwanda garments in Rwanda. Chapter 6.1 provides an overview of the
national T&G landscape, while chapter 6.2 introduces the regulatory environment, and the two main
policies studied. Chapter 6.3 continues with a detailed impact evaluation of the two policies across
multiple dimensions and stakeholders: (1) Rwandan imports and exports of different categories of
textiles and garments over time, (2) domestic manufacturing (business formation and ownership
structures, production steps and volumes, employment creation, working conditions and skills
development, technological capacities, and persisting challenges), (3) SHC retailers and how they
were impacted with regards to business continuity, profitability, and employment, and (4)
consumers with particular attention to demand, availability, affordability, perception of Made in
Rwanda clothing versus other imported clothes. Chapter 6.3.5 summarizes the results by outlining
positive outcomes, negative unintended effects and unrealized goals/limitations.

Chapter 7 brings together the findings in a broader discussion while reflecting on the unequal
distribution of benefits and losses across different stakeholder groups, embedding the empirical
insights back into the theoretical framework, and discussing possible future policy actions as well

as open questions for continued research.



2 Theoretical Framework

2.1 Global Value Chains (GVC) and Production Networks (GPN)

The production, distribution and consumption of goods and services has never been purely local,
but since the surge of colonialism and even more since the second half of the 20" century they
increasingly “occur through complex webs of production circuits and networks” that are “highly
geographically extensive and functionally integrated across national boundaries” (Dicken 2015:54).
Since the 1990s, disciplines such as geography, economic sociology, international trade and
development economics, and international business studies have increasingly examined these
structures. Given the varying academic focuses, different theoretical perspectives, key questions,

and methodological approaches have led to the emergence of distinct chain and network concepts.

The Global Value Chain (GVC) approach analyzes inter-firm networks and relationships, governance
structures, enterprise decisions regarding production site allocation, and opportunities for
upgrading within value chains (Fischer et al. 2021). Yet, GVC analyses also study the outcomes of
these relations and decisions: structural trends in the “design” of value chains and the global
distribution of economic activities, technology, know-how, value capture, and development
opportunities across countries and regions. Research has found that global production is
increasingly dominated by multinational enterprises in the Global North that act as “lead firms” and
exert power on value creation and capture in GVCs through investment and sourcing decisions
(Crescenzi & Harman 2022). The distribution of activities along value chains is typically unequally
distributed: low value additing steps like manufacturing is often outsourced to networks of
domestic suppliers in the Global South, while pre- and post-manufacturing activities that generate
higher rents, such as design, research and development, marketing, or distribution, are performed
by the lead firms - a phenomenon referred to as the “smile curve” (ibid., Baldwin & Ito 2021).

Thus, a core element of GVC analyses involves studying upgrading opportunities of firms, countries
or regions along this curve. Economic upgrading describes the process of moving from low-value-
added activities that rely on low-cost production and minimal wages into higher-value activities
through skill acquisition, technology transfer innovation, productivity improvements in order to
increase the benefits (e.g. security, profits, value-added, capabilities) from participating in global
value chains (Gereffi & Bair 2003, Crescenzi & Harman 2022). Humphrey and Schmitz (2002) outline
four types of economic upgrading: (1) Process upgrading (Increasing efficiency by reorganizing

production or introducing new technologies) (2) Product upgrading (Moving toward more



sophisticated or higher-quality product lines) (3) Functional upgrading (Expanding the range of
functions performed or shifting toward higher-value tasks) and (4) /nter-chain upgrading
(Leveraging capabilities from one chain to enter another, more technologically advanced chain).
Additionally, Morris and Staritz(2014) identify Channel upgrading (Diversifying markets by targeting
new buyers, geographic regions, or product categories) and Supply chain upgrading(Establishing
or strengthening backward linkages within supply chains).

The “Asian miracle” of countries like China, Hong Kong, Singapore, South Korea, Taiwan, and Japan
between the 1950s and 1990s that succeeded in industrially upgrading their economies put hope on
the development opportunities arising from integration into global trade and value chains (Gereffi
1999). Nonetheless, scholars like Gereffi and Bair (2003) or Bernhardt and Pollak (2015) also caution
that participation in GVCs creates winners and losers, does not always yield positive social
outcomes, and may even lead to downgrading.

Thus, next to economic upgrading, a growing body of literature also studies social upgrading within
GVCs. It refers to improvements in workers' well-being, including wages, employment type, working
hours, and social protection and workers' rights (e.g. non-discrimination, freedom of association,
and empowerment)(Barrientos, Gereffi & Rossi 2011, Bernhardt & Pollak 2015).

The study of GVCs, upgrading processes and industrialization is also closely linked to the concept
of linkages: investments and business relations into related industries (Hirschman 1987/2025).
Economic literature distinguishes between vertica/(between firms at different production stages)
and horizontal (between firms in the same industry) linkages, as well as forward linkages
(connections to buyers) and backward linkages (connections to suppliers) (Morris, Kaplinsky &
Kaplan 2012). When a company decides to venture into upstream or downstream industry and take
over those activities in-house, this process is called backward or forward integration. In the case
of the apparel industry, backward linkages or integration possibilities constitute the natural and
synthetical fiber or textile production, as well as research and design activities, while forward
linkages go into marketing and distribution activities (more see chapter 4.2). The potential for
upgrading and linkage formation depends on several factors, including the type of commodity (e.g.
soft commodities vs. heavy industries), ownership structures (local or foreign), physical and social
infrastructure (e.g. transportation, utilities, regulatory frameworks), domestic capabilities (e.g.
skills, technological capacities), and policy environments (ibid.).

Upgrading processes are always accompanied by human capital development. Foreign Direct
Investments (FDI) and the inclusion into global value chains is said to go hand in hand with skill

acquisition to local suppliers and workers through both intentional upskilling as well as dynamic
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“learning-by-doing” processes or demonstration effects (Melitz 2005). Carswell and de Neve (2024:
723-727) find that, particularly in the garment sector, learning commonly takes place informally
through observation, repetition, and task-based trial and error rather than through formalized
training programs. Yet, Staritz & Frederick (2014:2020) also highlight that these knowledge spill-

overs are defined by the government type and degree of interaction between lead firm and supplier.

In contrast to the rather micro- and meso-level lens of the GVC framework, the Global Production
Networks (GPN) concept integrates these perspectives with socio-political, cultural, and
institutional factors. Rather than adopting a linear logic of value chains, the GPN approach
perceives production as a configuration of dynamic interactions among diverse actors within
complex production networks. Therefore, this interdisciplinary approach also accounts for non-
corporate actors such as states, international organizations, unions, civil society actors, and
consumers (Coe, Dicken & Hess 2008). It intends to holistically capture the relational structures,
global embeddedness, power relations and actor agency as well as labor regimes within such
networks. Thus, the GPN framework contributes to broader macro-economic discussions around
territoriality of production, variegated regional development, the distribution of value capture and

structural constraints. (ibid., Dicken 2015, Henderson et al. 2002)

2.2 Industrialization, Trade and Development Theories

2.2.1Industrialization and Structural Change

Throughout the history of capitalism, industrialization has played a central role in driving economic
development. Few nations have achieved high-income status without first establishing a robust
manufacturing base (UNECA 2016). This close link is reflected in the synonymous use of the terms
"developed" and "industrialized" countries. Traditional development economists, such as Chenery
(1975) and Kuznets (19686), refer to development as a stylized unilinear modernization path that all
countries must undergo in which they transition from agrarian (primary sector) to industrial
(secondary sector) and ultimately to service-based (tertiary sector) societies. While current
development paradigms are more holistic, industrialization continues to be recognized as a key
pillar of structural transformation and growth. This is evidenced by industrialization’s central place
in the Agenda 2030 (Sustainable Development Goal 9: ‘Build resilient infrastructure, promote
inclusive and sustainable industrialization and foster innovation.”) and the surge in industrial policy

measures around the world in the past years (Mold 2015, Ohnsorge, Raiser & Xie 2024).



Processes and Changes through Industrialization

Industrialization describes a structural re-organization of the economy, shifting from pre-industrial
small-scale, low-technology and sometimes self-sufficient modes of agrarian production to an
industry-based labor- and technology-intensive economy producing consumer goods and services.
This process is typically characterized by a reallocation of factors of production (labor, capital, land,
know-how) to manufacturing, the emergence of factory-based large-scale production, intensified
use of mechanization and automation, and therefore increasing efficiency and productive output.
Thanks to the processing of primary goods into industrial or consumer commodities, a higher level
value addition and retention can be achieved, since those goods are more specialized, more easily
tradeable and usually benefit from higher income elasticity of demand as well as lower volatility on
global markets. The manufacturing sector is said to be the center of learning and innovation of
countries, which may diffuse into other sectors and contribute to productivity gains, upgrading,
diversification and capacity building of the domestic economy. Industrial production has strong
backward and forward linkages into other sectors, thereby stimulating spill-over effects and overall
growth. Industrialization usually comes with broad labor market transformations as well: the
intensification of the division of labor, the surge of formal employment relations, increasing wages,
enhanced labor mobility, and urbanization. A higher degree of industrialization may allow
economies to meet the local demand for consumer goods with domestic supply, reduce
dependence on imports, advance national and international competitiveness and thereby foster
exports and integration into global production networks. (Morris & Fessehaie 2014, UNECA 2016,
Bernhardt 2018)

The stylized industrialization pathway often begins with labor-intensive, low-skill light
manufacturing (e.qg. garments or processed foods) and progresses through stages of technological
and skill upgrading toward more complex and capital-intensive sectors such as electronics or
automotives (Altenburg et al. 2020).

Industrial development is lauded as a “major driver of poverty alleviation and shared prosperity” as
it “unleashes dynamic and competitive economic performance which generates income and
employment, facilitates international trade and increases resource efficiency” (UNIDO 2020: 11).
UNIDO also argues that there is a notable positive correlation between levels of industrialization
and human development, noticeable in that most countries now classified as high-income and

highly developed states have undergone some form of industrial transformation (UNIDO 2020: 18f).



Regional Industrialization Pathways and Patterns

Industrialization may even have an emancipatory impact: some “newly industrializing countries” in
Latin America and East Asia were able to significantly expand their world share in the production
and export of manufactured goods in the second half of the 20t century, creating competition for
the “traditional” industrial centers and challenging the hegemonial world order (Gereffi 1990).

As industrial capabilities expand and productivity increases, wages rise, eventually prompting
global investors and multinational corporations to relocate to countries with lower labor costs. This
rent-seeking behavior might open a cycle of subsequent industrialization as less industrialized
countries might use that opportunity and embark on their own industrialization trajectory - a
phenomenon described by Kaname Akamatsu as the "flying geese" paradigm (Kojima 2000). In the
case of the textile and garment industry this means that regions like East Africa can enter the lower
tiers of global value chains and gradually upgrade their capabilities as the “leading goose” (e.g. East
Asia or Europe) moves towards more capital and knowledge-intensive industries (Eom 2018).
Nevertheless, the success of industrialization processes for broader development is shaped by
contextual factors such as colonial legacies, global trade regimes, governance structures in such
value chains which is why global patterns of industrial development remain highly unequal.

In UNIDQ's Competitive Industrial Performance index (CIP) “industrialized” countries like Germany,
China and the United States receive scores between 0.29 and 0.38 in 2022, while most African, Latin
American and Asian countries only reach scores between 0 and 0.9. Rwanda ranks 136" with a CIP
of zero (UNIDO 22.01.2015). Similar patterns emerge when looking at manufacturing value-added
share in national GDPs or global manufacturing export indexes.

Replicating past industrialization paths has become increasingly difficult since the global context
in which today’s late industrializers operate is markedly different from that of the 20" century. As
Lopes (2015) argues, the traditional models of import substitution or export-driven growth are no
longer viable options for African economies, given their structural exclusion from high-value
segments of global production. Mold (2015: 577 f.) similarly contends that limited access to global
manufacturing networks and low levels of foreign investment in East Africa constrain opportunities
for industrial upgrading.

Lastly, for industrialization to serve as a transformative force, it must be inclusive. This implies that
growth not only benefits large-scale industrial actors and owners of capital but also includes micro,
small, and medium-sized enterprises (MSMEs). Inclusive industrialization must be regionally
balanced, gender equitable, and integrative of marginalized communities and developmental

aspects like broad-based social protection, education, infrastructure, and the environment.



2.2.2 Infant Industry Argument and Import Substitution Industrialization (ISI)

Since the emergence of development economics, it has been debated whether inward-oriented
strategies - as seen in many American economies since the 1930s - or outward-/export-oriented
industrialization (EQI) strategies - exemplified by the “Asian tigers” of the 1970s - present the better
development approach (Gereffi 1990).

Theoretical Justifications and Objectives of ISI

One major inward-looking approach whose effectiveness has been extensively debated through the
past century is the Import Substitution Industrialization model. IS| is a state-led industrial strategy
aimed at protecting, developing and industrializing infant domestic industries by replacing
manufactured imports with local production. It aims to shield economies from external risks,
foreign economic relations, and monopolies while stimulating economic growth, industrialization,
and production diversification (Shafaeddin & Pizarro 2007, Vorotnikov, Muravyova & Petrov 2018).
The underlying assumption of ISl is that, in a free-trade environment, producers in less industrially
advanced economies struggle to enter higher-value-added markets due to their inferior productive
capabilities, lack of advanced technology, limited large-scale production, and consequently, higher
prices and lower product quality compared to global competitors.

The concept of ISI is historically rooted in the infant industry argument, initially formulated by
Alexander Hamilton in 1791 and further developed by Friedrich List in "Das nationale System der
politischen Okonomie" in the mid-19th century. List argued that economies should selectively and
temporarily protect emerging industries until they reach competitive maturity (Corden 1997). Even
classical economists like John Stuart Mill later acknowledged the validity of this argument. It was
later taken up again by dependency development, trade and structural change theories again.
Especially Latin American Structuralist schools developed the theoretical basis further,
highlighting deepening imbalances in trade and prosperity because of extractivist commodity-
based development models in the “periphery”. The Prebisch-Singer hypothesis, for instance,
suggests that such economies experience a long-term deterioration in terms of trade due to the
declining relative prices of primary commodities compared to manufactured goods (Prebisch 1950).
Therefore, ISI may open a way for subaltern countries to break this cycle by producing their own
manufactured products. The strategy is, therefore, closely linked to aspirations for self-sufficiency
and independence from the world economy, particularly from former colonial powers (Behuria 2017,
Baer 1972, Irwin 2020).
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Implementation ISI strategies

ISI policies employ various both protective and supportive instruments, including quotas and
exchange controls or tariffs on imported goods, preferential import exchange rates for industrial
raw materials and intermediate goods, currency devaluations to make imports more expensive and
exports more attractive, subsidies and cheap capital for domestic producers, governmental
investments in infrastructure and heavy industries to facilitate industrialization.

According to Goldar (1986), Gereffi(1990), Jauch & Traub-Merz(2006), UNECA (2016), and Jackson &
Jabbie (2020), IS is typically implemented and passed through the following stages:

1. Government artificially shortens the supply and increases prices of imported “simple
manufactured” goods, incentivizing citizens to opt for locally produced alternatives.

2. Increased demand for domestic substitutes, coupled with government support, leads to
greater investments in manufacturing and production outputs.

3. The growing manufacturing sector necessitates high numbers of workers and skills,
machinery, raw materials, and intermediate products, therefore triggering demand of
linked branches, labor migration and investments in human capital.

4. Total factor productivity and efficiency improve through technological advancements,
capital investments, economies of scale, and learning effects - the sector industrializes.

5. The replacement of imports moves "upstream" to higher levels of processing (backward
integration) and "sidestream" to additional sectors, typically transitioning from non-durable
consumer goods to more sophisticated and capital- or technology-intensive industries(e.qg.
automobiles, petrochemicals, steel, heavy machinery).

6. Ideally, domestically produced goods become competitive in global markets, fostering a

country’'s exports, diversifying its export portfolios and reducing trade deficits.

Application of IS| strategies throughout the centuries

Historically, many, if not all, now-industrialized countries employed ISI-like strategies during their
early industrialization phases. Mercantilist practices in 16th-century France and ltaly, trade
restrictions in 18th-century Britain, and widespread import restrictions throughout the 19th century
in countries like the USA, Germany, France, Canada, and Australia all reflect this approach. (Baer
1972, Wade 2003, Chang 2012, Brooks 2015, Wolff 2021) UNECA (2016: 39) even goes as far as
claiming that “it is not an exaggeration to say that, unbeknownst to most people, the theory of infant

industry promotion is the economic theory that has done the most to change the world.”
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A new wave of ISI policies emerged in the mid-20™ century due to global trade disruptions caused
by World War Il and independence movements in Latin America, Africa, and Asia. Early development
economists of the 1950s and 1960s, such as Raul Prebisch, Gunnar Myrdal, Arthur Lewis, and Albert
Hirschman, advocated for interventionist state and protectionist trade policies. Even the World
Bank initially supported IS| strategies (Jauch & Traub-Merz 2006). Countries like Mexico, Argentina,
Brazil, India, Indonesia, Tunisia, and Ghana adopted ISI as a principal method for achieving
economic growth and socio-economic modernization (Baer 1972, Jackson & Jabbie 2020). During
the 1950s-1970s, industrial output, investment, employment, and human capital substantially
increased in many economies implementing ISI - at least in the short run (Adewale 2017, Cherif &
Hasanov 2024). Nonetheless, many of these countries also increasingly faced problems resulting
from, among other things, an overly focus on similar consumer goods and lacking investments in
capital goods, inefficient small-scale production and failed modernization (Baer 1972, Irwin 2020).
By the 1970s and 1980s, ISI strategies faced increasing criticism in that they failed to create
expected job opportunities and wealth redistribution, led to inefficient state micromanagement,
distorted markets, prices, and consumption, restricted consumer choices, encouraged inefficient
allocation of resources, resulted in uncompetitive domestic firms reliant on protectionist policies,
and discouraged investments in innovation, product development and improvement (ibid., Melitz
2005, Lanka & Lalanie 2023, Cherif & Hasanov 2024). With the neoliberal shift in global economic
policy, ISI fell out of favor. The "Washington Consensus" promoted free markets and structural
adjustment programs in “developing economies”. Rapid growth in economies that liberalized trade,
such as the "Asian Tigers" reinforced the perception that export-led strategies were superior and
the true engines of industrialization (Irwin 2020, Kawakami & Gotd 2021). Consequently, many
governments transitioned from ISI to EOl approaches, including in the T&G sectors (Tewari 2008,
Dedeoglu 2010). Yet, it is important that both Latin American as well as Asian all combined both
import- and export-oriented measures to both protect their industries and harness the benefits of
GVCs which is why Gereffi (1990) calls for a reconsideration of the dichotomous typology between
inward- and outward-oriented strategies.

In the 21st century, domestic industrial policies, protective measures, and tariff wars have
resurged, particularly in the Global North. Jackson and Jabbie (2020:12) maintain that the high
dependence of many African economies on basic commodity imports is the “primary reason for the
backward state” primary which is why protectionist ISI strategies are needed for them. Some Global
South countries, such as Rwanda, Ghana, Uganda, and South Africa, therefore, now combine

targeted protectionism with export orientation (Irwin 2020, Behuria 2019).
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2.3 Behavioral Consumer Economics

Import substitution is a multifaceted process that also requires a shift in consumer preferences
from imported goods to locally produced alternatives. The study of consumer decision-making and
purchasing patterns has been extensively explored within the fields of consumer psychology,
marketing, and behavioral economics. These disciplines analyze "how individuals, groups, and
organizations select, buy, use, and dispose of goods, services, ideas, or experiences to satisfy their
needs and wants" (Kotler, Keller & Chernev 2021: 79).

The Relevance of Price

Traditional neo-classical microeconomic theories model consumption as a rational optimization
problem, where consumers with fixed preferences aim to maximize their utility from a bundle of
product attributes within budget constraints (e.g. Lancaster 1966).

Disposable income and price are indeed crucial determinants of consumer decision-making.
Supriadi et al.(2023: 125) for example find that price constitutes 51% of consumers’ buying decision
in Indonesia. The importance of price (price sensitivity) varies per product but also among
consumer groups, though. Clothing and shoes are traditionally products that people across diverse
countries are very price-conscious about (Statista 2023). Lower income households are usually
more sensitive to price differentials or increases, while the price component plays a lesser role in
higher socio-economic strata (Urbany, Dickson & Kalapurakal 1996, Witschi et al. 2021). Wakefield
& Inman (2003) additionally conclude that price sensitivity not only depends on income but also on
consumption occasion (functional or hedonistic) and the social context.

Qualitative Factors influencing Buying Patterns

Beyond price and utility, more recent behavioralist research incorporates contextual variables,
acknowledging the role of irrational consumer behavior, social influences, emotional factors, and
decision-making under uncertainty (Kahneman, Knetsch & Thaler 1991, Damasio 1994, Gigerenzer &
Selten 2002, Aliev & Huseynov 2014). Price, for example, is often related to brand positioning and
status consumption (Goldsmith, Lynn & Kim 2010), but also triggers impulsive sub-optimal purchase
decisions (Eunhee & Sangjoo 2012). One “irrational” factor influencing consumption, for example,
are habits: consumers tend to stick to products and brands they are familiar because that reduces
searching costs, risk and cognitive effort (Wood & Neal 2009).

Empirical studies have also observed that the country where is product is produced plays an
essential role in its appeal to consumers. Athar et al. (2024) find that the country of origin's image
has positive or negative influence on the trust in product quality and consequently on buying
decisions - also in SHC markets. This effect in combination with the fact that some consumers
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exhibit biases favoring domestically manufactured products is exploited in "Made in ..." campaigns
(Batten & Johansson 1989, Higgins & Glover 2023).

Gupta (2017: 10) categorizes the factors influencing consumer choices into direct and indirect
variables. Direct variables are inherent to the product itself, such as price, availability, brand
reputation, size, features, quality, appearance, durability, and exclusivity. Indirect variables, on the
other hand, are consumer-specific, encompassing aspects such as personal intentions, economic
status, tastes, lifestyle, social standing, gender, and age. A widely referenced classification by
Kotler, Keller, and Chernev (2021: 80-90) further refines these factors into four key dimensions:

1. Cultural factors - Socialization processes that shape preferences, attitudes, values, and
styles, influenced by national, religious, cultural, racial, and socioeconomic group
affiliations.

2. Social factors - The impact of reference groups, including membership, aspirational, or
dissociative groups, as well as family influence.

3. Personal factors - Variables such as age, life cycle stage, family status, occupation,
economic standing, lifestyle, values, and individual personality or self-concept.

4. Psychological factors - Underlying cognitive and emotional drivers, including motivation,
perception, emotions, selective attention, memory, and learning.

All those product- and consumer attributes influence the perceived value that a product offerstoa
buyer. Berezyuk et al. (2023) postulate that the purchasing intention for second-hand clothes is
derived from the perceived economic, emotional, social and quality value of a piece of garment.
This classification can be transferred to other types of clothes and shows that purchasing
decisions are not merely influenced by factual quality or price but by how their value and potential
needs’ satisfaction are perceived by consumers.

Changes in exogenous or endogenous product attributes, such as fluctuations in relative prices,
production costs, consumer perceptions, or rising household incomes, can lead to adjustments in
consumption behavior. The extent to which consumers substitute one product for another depends
on their specific preference structures within the product-characteristic space and their
sensitivity to price variations (Batten & Johansson 1989: 23).

The concept of product substitutability refers to the degree to which goods or services can replace
one another in fulfilling the same purpose (Moradi 2021: 221). Substitutability of products is often
quantified through the cross-price elasticity of demand, which measures how demand for one
product changes in response to price fluctuations of another. A positive cross-price elasticity
indicates that two goods are potential substitutes (Marshall 1920, Gu 2014). Actual substitution and
replacement rates of one product for another depend not only on their relative prices but also their

similarity in other features.



2.4 Synopsis: Applying GVC, GPN, ISI and Behavioral Consumer Economics

GVC and GPN

The thesis will draw on GVC analysis in order to assess both the domestic manufacturing as well as
the SHC value chain at the meso level with regards to their processes and production steps, the
characteristics of its (economic) actors (size, ownership, employees, formality, etc.), employment
creation, their participation in global commodity chains, realized upgrading and linkages, as well as
strengths and challenges of the manufacturing sector. This research, however, does not examine
the entire value chains or specific governance structures or power relations between different
actors within the MiR or SHC networks.

GPN theory helps embedding the Rwandan case and T&G market within the national and
international geopolitical, trade, and industrial policy context. Its broader theoretical lens allows
for analyzing how the government intervention has shaped both SHC distribution and consumption
as well as Rwandan T&G manufacturing.

Industrialization and Import Substitution Theory

Industrialization theories offer the theoretical basis of Rwanda's industrial policy, as they explain
how economies foster economic growth as they transition from small-scale “primitive” production
to high-output, technology heavy and high value addition industries. They offer macroeconomic
perspectives to situate Rwanda's development within trade dynamics and sectoral transformation,
including labor migration or technological upgrading. ISl is the blueprint of Rwanda’'s domestic
market recapturing strategy, that includes the Made in Rwanda initiatives and the SHC import
tariffs. The theoretical outcomes and practical experiences of other economies having applied ISI
form the comparative basis of this research to evaluate and contextualize the effectiveness of the
ISI strategy in the Rwandan case.

Behavioral Consumer Economics

The consumer behavior models help examine import substitution and the success of the mind-set
change component of the MiR policy at the micro level. They offer explanations on whether, how
and why consumers shifted in between the different clothing categories and what factors (e.g.
price, perceived quality, national identity) drove these decisions and production substitutions. This
is essential for assessing the consumption step in the Rwandan market where all commodity chains
(SHC, MiR and imported FHC) intersect.

Beyond individual consumer behavior, Batten and Johansson (1989: 24) highlight that product

substitution can also drive spatial substitution of production, influencing the relocation of

15



manufacturing hubs, regional specialization, and transformations in trade patterns. This
underscores the interconnectedness between micro-level consumer behavior and macroeconomic
and meso-level industrial dynamics, illustrating how firms' decisions regarding product mix, trade,
and location are shaped by the same principles governing consumer preferences.

Synopsis

Together those three theoretical frameworks provide a holistic understanding of how Rwanda's
T&G sector is simultaneously shaped by globally embedded value chains, state intervention, and
consumer adaptation. Industrialization and GPN theory contextualize the policies on the macro
level of government intervention, industry transformation and global dynamics, the GVC approach
offers atool to analyze market actors and their relations at a meso and micro level, while behavioral
consumer economics adds the micro perspective on consumers. Jointly, they deliver a suited
approach to look at “both sides” of T&G market (domestic manufacturing and'second-hand clothes)

and evaluate the effects of the policies in a multiscalar fashion.

Industrial Transformation /
Import Substitution Industrialization

+ Embeddedness of national
industrialization/ upgrading
strategies in GPNs

« Analysis of protective and
supportive policy tools

« Policy'simpact on
consumption patterns

« Import substitution by

consumers in practice

« Production/Distribut
Processes in GVCs (T&G, SH
. « Relations between actors
Global Production . Power, Upgrading, Linkages
Neworks / « Embeddedness in policy
contexts

Consumer Choice /

Value Chain Analysis Product Substitution

« Influence of national and
international branding on
consumer behavior

Figure I Visualization of Intersections between Theoretical Approaches Applied in the Thesis (Source: own visualization)
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3 Research Design and Methodology

3.1Research Design

Research Questions

In order to answer the overarching research question, which effects the MiR and SHC policies have

had on different actors of the T&G sector, the following subsets of questions per topic and

stakeholder group were formulated. They were guided by the intended impact areas defined in the

MiR policy as well as typical developments found in literature:

Trade with T&G products: How did Rwanda’s imports and exports of different types of textiles

and garments develop since 2016/17? Was the curbing of SHC imports, the push of MiR exports
and the reduction of Rwanda’s trade deficit successful?

Domestic T&G Manufacturing:

o Company Landscape and Business Formation: (How)did the policies stimulate local and
foreign investments and entrepreneurial activity in the sector? How does the industry’s
landscape look like (number, size, ownership, formalization and location of companies)?

o Production: Which value chain steps are performed in Rwanda by whom? Which, how
many and for whom are T&G products manufactured? Did structural economic
transformation, upgrading processes and backward or forward integration occur?

o Employment: How many jobs were created in the sector, for whom (gender, nationality
and education) and what are their working conditions (wages, etc.)? Did upskilling and
knowledge-transfer happen?

SHC Sector: What are characteristics of Rwandan SHC retailers? Which effects has the policy
had on prices and consumption of imported second-hand clothes? How did that alter the sales,
incomes and employment of SHC vendors?

Consumption: (How) did the influence consumer perceptions of Made in Rwandagarments vis-
a-vis other types of clothes? How did consumption patterns of SHC and FHC change and have
the policies led to a substitution from SHC imports to locally manufactured alternatives or why
(not)? How were different consumer segments and socio-economic strata affected by the SHC

import restrictions?

Summary & Analysis: Was the IS| strategy successful, i.e. were the intended effects achieved?
Which positive and negative effects did the policies have and how were they distributed
between different industry stakeholders? What are persisting challenges and hindering factors
that affect the Rwandan T&G industry and the effectiveness of the policies? Which industrial
strategy and development path should Rwanda pursue?



Definitions and Scope of Research

For the sake of demarcating the limits of the research, the research objects and subjects were
defined and operationalized as follows. Many actors, products or topics could not be included as
they are too numerous to capture appropriately and that would have surpassed the possible scope

of the thesis.

Included Excluded
Actors o Designer-led micro-, small and o Independent own-account tailors
medium-sized garment enterprises o Cooperatives
e |arge textile and garment o [Designers/creatives without commercial
manufacturers production
e Predominantly social projects
o CEOs/Founders o Individual Workers/Tailors
e Statements about workers by e Middle Management, clerical jobs, etc.
employers
o ADECOR (+ statements by other e Individual Consumers
actors)
e SHC retailers e SHCimporters and wholesalers
o Ancillary activities
Products e Garments: clothes of any kind for e |eather products
final consumers e Accessories
o Textiles: woven and knitted fabrics e Raw and input materials (fibers, yarn, trims,
of any kind of yarn etc.)
Topics/ o Mapping of T&G manufacturing o Relations between different actors of SHC
Questions industry and its development since or T&G value chain
2016/17 e Environmental aspects
o Realized consumption/ import e (Governance of the policies and other state-
substitution effects related topics (e.qg. tax earnings, GDP
o Negative effects on SHC retailers & contribution)
consumers
3.2 Methodology

3.2.1 Data Collection

J.2.1.1Ljterature Review and Document Analysis

The first pillar of this study is made up of an analysis of existing literature on the Rwandan T&G
market and the expected effects of the SHC phase-out on East Africa (ILO 2018, HEVA 2017, USAID
2017, Calabrese, Balchin & Mendez-Parra 2017, Wolff 2021). Additionally, Rwandan government
reports and policy papers(e.g. MINICOM 2017a, NIRDA 2017, T&G Sector Strategy 2022) were studied
to capture the ex-ante and ex-post status of the T&G industry, the government’s political rationale
and intended effects of the policies as well as their evaluation of the real impact. This information
was enriched by national and international media reports on the issue to capture different
stakeholder opinions (especially consumers and SHC retailers) on the phase-out decision.
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J.2.1.2 Empirical Research: Semi-structured Interviews

The empirical foundation of this research consists of a total of 48 semi-structured interviews,
conducted during fieldwork in Rwanda between 2" April and 29" May 2023'.

Based on a review of secondary sources of the Rwandan T&G industry including sector reports,
scientific papers and the policies in question the most relevant stakeholder groups to answer the
research question were identified and selected: (1) Textile and garment manufacturers, (2) Second-
hand clothing retailers, (3) Consumers, and (4) Institutions and Industry experts/ecosystem actors.
While local T&G manufacturers represent the beneficiaries of the MiR and SHC policy, retailers of
SHC clothes and Rwandan consumers were identified as important actors simultaneously affected
by the governments actions. Lastly institutional actors and industry experts were interviewed to
provide insight into the regulatory and support ecosystem surrounding the sector. The aim of the
wide range of interview partners was to incorporate a wide range of perspectives on the industry

and the research questions. A detailed list with all interviews can be found in the annex.

Table 1: Stakeholder groups interviewed during field research

STAKEHOLDER  INTERVIEW PARTNERS SOURCE & N° FOCUS OF DATA COLLECTION
GROUP APPROACH
(LI RCYG(EE M Founder, managers or other  Online search 30 Business metrics (history,
garment representatives of Rwandan  engines, social ownership structures,
ENTNEWRAT micro to large media, press, employees, production, target
enterprises manufacturers listings and reports customers, sales volumes),
as well as personal recurring challenges, effects of
recommendations the policy on their own business,
Approached via perception of the effectiveness
email, telephone, policy and the industry, business
whatsapp or social and industry outlook
media
Second-hand Vendors of imported Through 10  Effects of the policy on their
clothing second-hand clothes at local ~ acquaintances, business and the SHC sector,
retailers markets, shops or on the “cold calling” at personal perception of the policy,
street markets/shopping outlook on individual job future
malls and industry
Consumers Consumer rights association ~ Email contact and 1 Perception of palicy and its
ADECOR personal visit at effects on Rwandan consumers
office
Experts & Government officials (M/RD4,  Through literature 8  Rationale and actual outcomes of

Institutional
actors

MINICONM, RDB),

Industry ecosystem and
experts (Circular Economy
Hub, IPRC, Rwanda Fashion
Designers Association, Kuza
Hub)

review and online
research,
Approached via
email, phone and
personal referral

the policy, own evaluation of
success of policy

Perception of the T&G industry,
its challenges, needed strategies
and outlook

'Allinterviews were held in person in Rwanda, with the exception of one interview conducted via video call due to the travel schedule

of the respondent.
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Among the domestic T&G manufacturers, the 2017 NIRDA industry report was taken as a baseline
company database. Supplementary new interview partners were identified through open online
research, social media, news articles, reports by other institutions (e.g. ILO, HEVA, MINICOM, EAC
Gazette), the Visit Rwanda and Made in Rwanda websites? and employing a snowball sampling
technique in which industry actors were asked to provide additional contacts to other potential
interview partners. This open method allowed for a constant widening of the research scope,
increasing saturation of the sample and offering valuable contact information which are
particularly important within informal or less publicly visible networks. Several interview partners
were consciously excluded due to their small size, lacking business model, inactivity or product
choice®. Various businesses were not responsive to interview requests®, five companies were
approached but ultimately unable or unwilling to participate®, and three contacted companies
turned out to no longer be operational®. At the end, a total of thirty T&G producers ranging from
micro to large enterprises were identified, contacted and interviewed.

Most interviewees in this group are the founders and general managers within their companies or
held other positions in middle management’. Interviews with manufacturers ranged between 1-2
hours and were usually conducted in the interviewees' office or workshop or a neutral location.
Discussions were generally done in English, except for two interviews carried out in French.
Interviews with second-hand clothing retailers were carried out at Kimironko and Kimisagara
market in Kigali, at SHC shops in CHIC and MIC mall in Kigali as well as on the street and an informal
market in Gisenyi. The resulting ten interviews were partly arranged by local contacts of the
researcher, partly through spontaneous “cold calling” on site. The retailers turned out to be much
more reluctant and timid than other interview partners (more see 3.3.1), which is why their
interviews were done anonymously without recording and using local networks of contacts as gate
openers to increase trust and access. Given the low levels of knowledge of English these
discussions were carried out with the assistance of a personal translator, who provided
simultaneous interpretation to and from Kinyarwanda.

Interview partners were not renumerated monetarily for their participation, but if possible, their

business was supported through purchases after the interview.

% https://visitrwanda.com/interests/made-in-rwanda/ and https://visitrwanda.com/interests/made-in-rwanda/

®Focus on art&design: Shema Gaetan, Maison Munezero, The Mysteries, Focus on accessories, handicrafts or leather: /nzuki Designs,
Glo Creations, Gahaya Links, Too small: Kijpepeo Kids, Z6i, Irebe Afro Designs, Knox&Kavanna, Lii Collection, Rexson, Nellystore

“ African Sewing Club, Excellent Design, Inco lcyusa, OPoma, Amizero, Albert Supply Ltd, TAl Rwanda, SORECO, and AZ MEDIA PLUS
¥ House of Tayo, Rupari Design, Boldy Bonza, Sonia Mugabo, and T-Kay Garments

8 Made in Kigali, Kigali Garment Center Ltd, and HEMA Garments

7E.g. CEQ's assistant manager, head of external relations, country manager, board member, head of HR and the production manager
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The consumers’ perspective was captured by interviewing the Consumer's Rights Protection
Organization ADECOR that represents the rights of Rwandan consumers. Additionally, information
on consumer preferences and changes in consumption decisions was indirectly extracted from
statements of T&G businesses. Compiling a survey representative of Rwandan consumers and their
response to the MiR and SHC policy would have pushed the limits of this research.

In order to complement the views of the involved industry actors and get a better understanding of
existing challenges but also support structures, opinions and expertise of actors of the surrounding
institutional and sector environment were also included.

Semi-structured interviews were chosen as a suited methodological instrument given the
exploratory qualitative, yet partly quantitative and comparing nature of this study. To ensure
comparability and thematic consistency across interviews, core interview guides were developed
in advance. These guides included a predefined set of key questions used in all interviews, while
still leaving space for dynamic exchanges tailored to the individual respondent’s experience and
knowledge. Questionsincluded, on the one hand, questions on rather objective aspects like numeric
business data and, on the other hand, open-ended enquiries on subjective evaluations of qualitative
aspects (e.g. impact and success or failure of the policies). Especially the latter created space for
depth of the data material as respondents were able to elaborate on their individual experiences
and opinions. This was crucial for capturing insights and nuances that might not have emerged
through more structured or survey-based formats. The in-person and semi-structured fashion of
the interviews allowed an adaptation of the interview to the heterogeneous interview partners,
reordering of questions to facilitate a natural flow of conversation or adding individual or clarifying
questions depending on the interview's progression. This format also helped to mitigate the effects
of interviewee biases or respondent discomfort and supported trust-building between interviewer
and respondent, which constitutes an important aspect in such intercultural and politically
sensitive research contexts. Lastly, the structured but open methodology enabled the researcher
to follow up on unexpected insights, identify patterns across stakeholder groups, and adjust focus
areas as the fieldwork progressed. This iterative and inductive process was particularly valuable in
a context with limited prior research.

Most interviews were audio-recorded when the setting permitted and consent was given by the
participant, allowing later in-depth analysis of the data material. In situations where recording was
not feasible or appropriate, detailed written notes were taken by the researcher during the

interview.
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J3.2.1.3 Macroeconomic Trade Data

The data acquired from secondary sources and own empirical research was triangulated with trade
statistics from the UN Comtrade Database and compared to numbers available from Rwandan
governmental sources (MINICOM, RRA). The analyzed data refers to the 4-digit product categories
defined in the UN Harmonized System (HS). For worn second-hand clothes the existing HS code
6309 for worn articles is used like in other literature (e.g. Lampel 2020), new first-hand clothes
include any knitted or not knitted articles of apparel and clothing accessories (HS 61 and 62) and

textiles have been defined as a composite index of fabrics of diverse natural and man-made fibers.

6309 Worn clothing and other worn articles
61 Articles of apparel and clothing accessories, knitted or crocheted
62 Articles of apparel and clothing accessories, not knitted or crocheted

New Textiles/Fabrics 5007 Woven fabrics of silk
5112 & 5113 Woven fabrics of animal hair (combed wool, fine and coarse animal hair)
5208 - 5212 Woven fabrics of cotton
5309 - 5311 Woven fabrics of vegetable fibers (flax, jute, bast, paper yarn, other)
5407 & 5408 Woven fabrics of synthetic and artificial filament yarn
5512 - 5516 Woven fabrics of synthetic and artificial staple fibers
58 Special woven fabrics, tufted textile fabrics, lace, tapestries, trims, embroidery
60 Knitted or crocheted fabrics

Indicated values represent direct trade data on imports and exports, as reported by Rwanda,
referring to the Cost, Insurance and Freight (CIF) value of the traded T&G goods in US Dollars. The
examined timeframe lies between 2015 (before the policies) and 2022 (now), as 2022 constitutes

the latest available data set.

3.2.2 Data analysis

After the collection of data, the recorded interviews were transcribed and manual notes were
digitized. The thereby gathered material was then analyzed using the qualitative content analysis
method of Mayring (2022). It was organized and coded following the policy’s intended effects,
involved stakeholders, thematic sections and research questions. Hereby deductive categories and
codes originating from the prior literature review (e.g. categorization of companies according to
size, type of production, target clientele, etc., mindset change, employment creation, consumption
substitution, upgrading or linkages) were searched for, while other codes were created inductively
when themes appeared recurringly (e.g. educational and national background of the manager,
threat of Asian clothes, attractiveness of SHC, different generations of designers) which offered a
structured but also flexible analysis approach. The analysis was thereafter step-by-step condensed

into larger categories and contextualized with secondary data.
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3.3 Challenges and Limitations

3.3.1 Empirical Research

Sample and Selection Biases

A primary limitation lies in the sampling and scope of the study. Firstly, individual tailors and small
or informal businesses, though significant in Rwanda's garment sector, were excluded from the
sample. Consumer perspectives were not gathered through representative surveys but instead
inferred through interviews with producers and information from ADECOR. The sample size of SHC
retailers is by far too small to capture the realities of the multitude of actors in the Rwandan chagua
industry. Workers could not be interviewed at all, although important targets of the policies as well.
Additionally, the selected interview partners were almost entirely located in Kigali. As the capital
and main business hub of the country, Kigali naturally hosts a concentration of T&G actors, this
urban bias limits the generalizability of the findings to rural and semi-urban regions, though. Most
SHC vendors were approached via personal networks which might additionally affect their
characteristics and homogeneity. Moreover, the sample included only active enterprises,
potentially omitting the perspectives of businesses (both SHC and MiR) that have closed or failed -
which might deter the impact evaluation of the policies towards an overly positive assessment.
Identifying existing companies was not always easy - some manufacturers seemed out-of-
businesses although actually operating or were only found late through recommendations or in-
depth research (e.g. through non-related government reports). The selection might therefore be
skewed toward publicly known or digitally visible companies and still not cover blind spots.
Accessing respondents also presented challenges. Because the field study was conducted in April
and May, the dates overlapped with multiple holidays like Easter and the Rwandan Genocide
Remembrance Month which limited working days and availability of interviewees. Some companies
had outdated contact information or did not respond to messages, some interviews had to be
rescheduled multiple times.

Interview Barriers

Even when interviews were successful, not all respondents were able or willing to provide
information on every research aspect — either due to limited knowledge, hesitation, or a lack of
time during the interview itself. Thus, there remain some data gaps in the gathered material.

The quality and depth of interview data was sometimes affected by language barriers. While English
is one of Rwanda’s official languages, it was only adopted as such in 2008, which is why many older

respondents, or those with limited formal education, lacked fluency in English. In some cases, this
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limited the expressiveness of the interviewees, possibly leading to misunderstandings or missing
nuances in responses. Where possible, interviews were conducted partly or entirely in French or
translated from Kinyarwanda to lower the language barrier. However, this also potentially affected
the richness of the data negatively due to aspects and information getting lost in translation.
Accessing SHC retailers proved to be particularly difficult, as many encountered requests for
participation in the research with suspicion, hesitation and reservedness. This became noticeable
in short answers and incomprehension of the meaningfulness or individual value-added of the
study for them. One chagua vendor explictly asked whether the researcher was a “spy”, which
mirrors the general authoritarian environment in Rwanda which is shaped by surveillance and
mistrust. In combination with cultural norms of politeness and deference this political context may
have led to self-censorship or withheld criticism regarding the evaluation of the policies. Therefore,
the sampling technique (majoritarily) through personal contacts and the presence of a trustworthy
local person as a gate opener, was needed to priorly explain the purpose of the study for SHC
retailers to open up. Additionally, the researcher intended to explicate her independence, the
respondents’ anonymity (when desired), and to create a relaxed and respectful atmosphere.

Social and political desirability of answers may have also influenced the responses of institutional
interviewees (e.g. with regards to successes of policy) and companies (e.g. about working
conditions or production volumes).

A final but significant dimension of limitation is the researcher's own positionality. As a white
European academic engaging with Rwandan business owners, workers, and informal vendors, the
interviews were shaped by actual and perceived power and privilege asymmetries. Despite
conscious efforts to establish rapport, communicate respectfully and “at eye level”, and involve
local collaborators in the process, such imbalances cannot be entirely removed. They may have
contributed to guarded answers, particularly from more vulnerable or informal actors. In addition
to that, the selection and interpretation of material is shaped by the researcher’s conscious and

subconscious presuppositions about the research objects and subjects.

3.3.2 Quantitative Trade Data

The study also encountered challenges in working with quantitative data, especially concerning
SHC trade flows and local production figures. Available statistics were often inconsistent across
sources (UN Comtrade, MINICOM, ITC Trademap, Statista).
In the case of SHC, many goods are traded through informal and opaque channels, making it likely
that not all transactions are captured in national registries (Brooks 2015). Brooks and Simon (2012:
1275) estimate that only 0.6% of SHC goods are traded and documented formally.
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But evenin formal trade with T&G goods, volumes differ largely across sources and applied method:
reported imports and exports between Rwanda and the rest of the world were not congruent, which
indicates that they are under- or over-reported by national revenue authorities. USAID's analysis
for example shows a 10-fold difference in records of Chinese clothing exports and EAC clothing
imports statistics in 2015 (USAID 2017:10).

Moreover, scopes and definitions of which goods were included in the analyses (e.g. intermediate
textile products, fabrics or used textiles, footwear or leather products) were not always stated or
not congruent. This complicates efforts to triangulate interview findings with official figures.
Informality and lacking targeted collection of data concerning the Rwandan T&G additionally
aggravate the scarcity of quantitative data on domestic actors, production volumes and the like.
Last but not least, reports and analyses by government sources (e.g. MINICOM or USAID) as well as
specific industry actors (e.g. Kenyan Mitumba Association) should be met with caution due to

possible political intentions behind their postulated findings or successes.
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4 The Textile and Garment Industry

41 Historical and Regional Developments in the T&G Industry

The textile and garment industry stands as “one of the oldest, largest, and most global industries in
the world” (Keane und te Velde 2008: 7). It has kickstarted industrialization processes in many
economies, provides jobs to millions of people and accounts for large shares of global
manufacturing and trade. Due to rising demand for fashion global clothing production has doubled
in the past 20 years alone (Filho et al. 2022: 2). According to UNCTAD (2024), the T&G industry was
valued at USD 1.6 trillion in 2023 and is projected to grow even further to USD 3.3 trillion in 2030. In
2022, clothes worth USD 576 billion and textiles valued at USD 339 billion were traded, jointly
accounting for about 6% of all traded goods (WT0 2023a: 14).

Employment

Since textile and garment production are labor-intense processes the industry has been and
continues to be an important employer - not only, but even more pronounced in “developing
economies”. The textile and garment sectors combined are estimated to employ around 91 million
workers globally (ILO 2022: 5). The industry’s workforce is typically predominantly female: 50 million
of the latter are women (ibid.). In garment manufacturing even up to 80% of all workers are said to
be female (ILO 2019: 19). In Bangladesh even 90% of garment workers are young women (Keane &
te Velde 2008: 29). Therefore, the sectors offer chances for women, youth, but also generally
workers with low levels of education to enter employment and earn an income. At the same time
women are often restrained to low-skill tasks and remain underrepresented in better remunerated
decision-making clerical, administrative, and managerial positions (UNCTAD 2004, Keane & te
Velde 2008, Frederick 2016). Investments in their training and career pathways within the industry
are often limited, which leads to large gaps in upward mobility, skills and wages between the
genders. Moreover, the industry is also known for its deficits in decent working conditions. Unions,
human rights organizations and researchers have documented various violations of labor rights
and poor working conditions including low wages, excessive working hours, poor occupational
health and safety measures, insufficient social benefits, limited rights for workers to organize, and

gender discrimination (Barrientos, Gereffi & Rossi 201, Anner 2018, IL0 2022, Islam & Dey 2023).
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Trade and geographical distribution of T&G production

The T&G industry has undergone significant transformations over the past several decades,
evolving from a historically localized regional production landscape to one of the most globalized
industries worldwide. Since the 1970s, trade in garments and textiles has outpaced that of other
manufactured goods (Jauch und Traub-Merz 2006) and the T&G industry has become a symbol of
globalized production and consumption. This shift began accelerating with the neoliberal turn,
driven by the liberalization of trade and the emergence of global production opportunities. Over the
past fifty years, the industry has consistently relocated across the globe in pursuit of low-cost
labor, productivity differentials and preferential trade access (Altenburg et al. 2020, IADB 2022).
T&G production gradually moved from the former hubs of industrialized textile manufacturing in
Europe or North America to developing countries, particularly in East, South and Southeast Asia.
With its highly interconnected regional value chains Asia represents the most important producing
and exporting region, generating 70.6% of total world T&G exports in 2022 (WTO 2023a: 3).
Particularly, China has solidified its dominant position in the industry, increasing its share of global
textile exports from 10.3% to 43.6% since 2000 and controlling 31.7% of global garment exports
(ibid.: 79 f.). Other significant players in the market include the European Union (USD 227 billion,
although mainly through internal trade), Vietnam (USD 47 billion), Bangladesh (USD 45 billion), India
(USD 37 billion), and Tiirkiye (USD 35 billion)® (ibid.).

While these players continue to dominate the market, wage inflation and lack of sustainability
standards have triggered trends like nearshoring and reshoring among lead firms. Seeking to
optimize their cost-risk-ratio, clothing companies are exploring new suppliers in regions with even
cheaper labor costs, including Africa (TBI 2017, Altenburg et al. 2020).

While the production side of the T&G network is typically located in the Global South, consumption
of finished garments remains concentrated in the Global North: Europe accounts for 41.2% of global
clothing imports, and the USA and Canada for 21.5% (WTO 2023b: 80). This makes the T&G sector

an example of typical post-colonial asymmetric production networks.

Textile and Garment Production in East Africa
Textile and garment production in localized, artisanal manner has existed in East Africa since
Ancient times (Clarence-Smith 2014). The proto-industrial history of T&G production in the region

started in post-colonial times when the newly independent countries invested in larger scale

8 Figures refer to combined textile and garment exports, while some countries are stronger in textile production (e.g. China, India),
others focus more on garment manufacturing (Bangladesh, EU).
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clothing manufacturing and for this purpose used import substitution as a central element of their
industrial strategies. Between the 1960s and 1980s, domestic firms in the T&G sector experienced
noticeable growth, producing fabrics and apparel both for the local and export market, employing
thousands of people (Jauch & Traub-Merz 2006, Katende-Magezi 2017, Taifa & Lushaju 2020,
Mwasomola & QOjwang 2021). However, the neoliberal turn of the 1980s marked donor-driven
industrial strategies, macroeconomic reforms, privatization and trade liberalization led to a rapid
decline and de-industrialization of the sector in East Africa (Wade 2003, Brooks 2015, Wetengere
2018, Wolff 2021). The abolition of protective trade measures and international agreements like the
Multi-Fibre Arrangement (MFA) presented the infant T&G industries with new international
competition from imported used and cheap first-hand clothes from Asia. This negatively impacted
the East African T&G manufacturing landscape on the long run (Giovannetti & Sanfilippo 2009).
Wangwe et al.(2014:12) report that 22 out of 24 T&G factories in Tanzania and 85% of Kenya's textile
plants had to close since the 1990s (Mwasomola & Ojwang 2021: 2).

Presently, Africa's visibility in international T&G statistics is minimal, with the region comprising a
mere 4.6% of added value in T&G trade (WTQ 2023: 5). However, recent trends indicate a potential
reshoring of production from Asia to Africa due to Africa's vast pools of low-skilled cheap labor and
preferential trade agreements such as AGOA and EBA (Staritz & Frederick 2014, Altenburg et al.
2020). Within the last decade, countries like Ethiopia and Kenya, but also Tanzania, Uganda or
Mauritius with beneficial logistic conditions and infrastructure (access to ports, cheap land and
energy, availability raw materials) as well as an abundant young working-age population have
invested heavily in export processing zones and attracting investors to become sourcing locations
within global T&G production networks (Berg et al. 2015). These efforts are showing certain effects
of a resurgence of the region's T&G industry: Kenya, for instance, has lately become the fourth-

largest apparel exporter in Africa (Tyce 2019: 556).

4.2 The Textile and Garment Value Chain

As described earlier, textile and garment production are both organizationally and geographically
highly fragmented and conducted through complex global inter- and intra-firm networks. The steps
and actors involved in the design, production and distribution of garments from the original fiber

to the final piece of clothing are the following:
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- Activities: Harvesting, animal farming, ginning, combing, etc. / polymer extrusion
«Product: natural fibres (e.g. cotton, wool, silk) or synthetic fibres (e.g. polyester, nylon)

Fibre . .
«Actors: Farmers, petrochemical companies

Production

« Activities: Fibre processing: combing, spinning, texturizing
+Product: Yarn

Ul «Actors: Spinning mills (sometimes included in textile factories)

Production

- Activities: Yarn processing: weaving or knitting
« Product: Basic fabric

Fabric « Actors: Weaving/knitting mills (sometimes included in textile factories)

Production

TEXTILE PRODUCTION
A

- Activities: Treating, dyeing, printing, bleaching, desizing, scouring, etc.
«Product: Final fabric
«Actors: Dyeing houses, etc. (sometimes included in textile factories)

Fabric
Processing

« Activities: Sketching, pattern making, sample making
« Product: Sample/Prototype and pattern

Garment - Actors: Designers (of buyer or manufacturer), Pattern-makers

Preparation

« Activities: Cutting, stitching, assembly, embroidery, screenprinting, accessories and trims
« Product: Final garment
Garment R i .
Making - Actors: Garment factories (tailors, embroiderers, etc.)

GARMENT PRODUCTION

- Activities: Quality control, ironing, labeling, and packaging
«Product: Final garment
«Actors: Garment factories

+ Activities: Branding, marketing, warehousing, shipping, selling
pistri- N Product: Final garment
W, -Actors: Traders, Wholesalers, retailers, logistics providers

Figure 2: Simplified Textile and Garment Value Chain (Own illustration, adapted from Bishop & Smith 2004, Keane & te Velde 2008,
Fernandez-Stark, Frederick & Gereffi 2011)

There are different models of how this production and distribution process is organized and
managed. Yet, textiles and garments represent a classic example of a buyer-driven production
network coordinated by lead firms in the Global North that control the value chain through their
concentrated market power. While the buyers take over high value-added activities (design,
branding, marketing and distribution), they outsource the low value-adding manufacturing
activities to a global network of suppliers. (Staritz and Frederick 2014) Although buyers are not
directly engaged in the production process, through their sourcing strategies and requirements the

lead firms exert substantial control over the manufacturers, their activities and upgrading
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possibilities (Altenburg et al. 2020). Within the past years, different models of cooperation between
clothing suppliers and buyers have emerged (Fernandez-Stark, Frederick and Gereffi 2011):
= Cut, Make, Trim (CMT): The garment manufacturer processes the fabric procured by the
client according to their wishes into a garment, but is not involved in other processes.
= Original Equipment Manufacturing (OEM): The garment manufacturer additionally takes
care of the sourcing of all input materials (fabric, trims, etc.), finishing as well as logistics.
= QOriginal Design Manufacturing (ODM): The garment manufacturer takes over the design and
product development steps in consultation with the client.
= Original Brand Manufacturing (OBM): The garment manufacturer develops its own or a
client’s brand and might take care of its sales as well.
As described earlier, the labor intensive but repetitive tangible assembly functions (CMT) are
ascribed the lowest value-addition and are typically taken over by supplying garment
manufacturers in “developing economies”. Meanwhile, up- and downstream intangible activities
like research, design, branding or marketing which are less labor- but more knowledge-intensive
functions are associated with higher value addition and usually located within the apparel brands
in the Global North. This phenomenon is often referred to as the “smile curve” (see figure 3). The
goal of many producers and countries is therefore the upgrade along the u-curve into higher

positioned functions.

| !

Value addition

Product Development & Marketing, Branding &
\Desu)n Distribution
Production & Warehousing &
Procurement of Inputs Logistics

N

Cut, Make, Trim/

7

Garment Production

Production Flow

Figure 3: Production steps and value addition within garment production (Adapted from: Kawakami & Goto 2021: 77)

Therefore, the industry has experienced an increasing shift in business models and responsibilities
over the past few decades: Bangladesh, Indonesia, Mexico, and Vietnam have more T&G firms
offering full-package OEM services, while China, India, and Turkey have begun taking over design
activities and developing their own brands for domestic markets (Staritz & Frederick 2014: 215).

In return, the requirements for first-tier suppliers to be able to handle input sourcing, inventory

management, financing, logistics and product development have increased significantly, thereby
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imposing entry barriers for new low-capacity entrants willing to join global T&G value chains
(Altenburg et al. 2020). Consequently, a major question is whether Sub-Saharan Africa will be able
to integrate and upgrade in these GPNs or whether the inherently unequal and post-colonial

structures of the T&G industry will restrict them to basic CMT functions and recipients of clothes.

4.3 The Importance of the T&G Industry for Development

Throughout history, the T&G sector has played a crucial role as a "kick-starter" or first step on the
ladder to industrial transformation of numerous low-income countries (Fukunishi & Yamagata
2013). As a light manufacturing industry, the textile and garment sector is often among the first
ones to experience accelerated development and value addition, serving as a steppingstone
towards broader industrialization (Wolff 2021, Keane & te Velde 2008, Jauch & Traub-Merz 2008).
Several factors make the T&G industry an “easy starter sector”(Keane & te Velde 2008: 7) and suited
in fostering industrial development (Brenton & Hoppe 2007, Staritz & Frederick 2014, KIPPRA 2020):
(1) Low Capital Requirements: The sector requires relatively low initial investments and operates
with simple technology, making it easily accessible, (2) Labor-Intensive Nature: T&G manufacturing
absorbs large numbers of unskilled and semi-skilled workers, making it a critical source of
employment, (3) Catalyst for Investment. T&G production stimulates investments in related
sectors, such as logistics, retail, and textile machinery, (4) Upgrading Opportunities: The industry
offers future upgrading possibilities into fields like advanced manufacturing, design or branding.
Even the success and industrialization of many economies now considered “developed”, like the UK,
the US or Germany, based largely on their upscaled and mechanized T&G industry during the late
18™ and 19" century. Also many Asian economies in the second half of the 20™ century took the
“textile road of development” and relied on T&G for their economic takeoff (Jayan & Johny 2018).
However, “at no point in time (in the pre-WTO world) did any country ever try to develop its T&C
sector without applying some protection for its infant industries before opening up to competition”
(Jauch & Traub-Merz 2006: 9). Governments commonly implemented protective measures like
customs duties or import bans to shield their growing textile and garment sector and to equalize
productivity differentials before engaging in open market competition, so the authors. Such ISI-like
policies were, for example, employed by today leading textile and garment producers like Turkey
(Dedeoglu 2010) or India (Tewari 2008).

Despite different global configurations and development possibilities for “latecomers” in the T&G
industry today, the sector as well as its surrounding trade and industrial policies remain vital for

the development prospects of many developing and African countries (Jauch & Traub-Merz 2006).
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b Global Second-Hand Clothing Trade

5.1 History and Development of SHC Trade

The trade in second-hand clothing is far from a recent phenomenon, although it has for the longest
time not gotten large public and scientific attention. As authors such as Ginsburg (1980), Lemire
(2012) or Manieson and Ferrero-Regis (2023) have argued, it is deeply intertwined with the rise of
capitalism, industrialization, colonialism, and globalization. Global SHC structures arose during
colonialism and expanded in the post-colonial world whereby charity or Christian organizations
collected worn clothes as donations to distribute them to “the poor” in the Global South (Norris
2012). While initially conceived as a charitable win-win exchange, both non-profit organizations
(NGOs)and merchants soon discovered the potential of those low-cost goods for commercial trade
generating monetary income streams for NGOs and profits for traders. This commercialization
regarding worn clothes as a globally tradable commodity gained momentum in the 1980s, catalyzed
by trade liberalization and the restructuring of many post-colonial economies. From accounting for
less than 1% of global garment trade in the 1980s (Haggblade 1990: 508), SHC trade grew more than
sevenfold to over USD 1.5 billion by 2000 (Hansen 2004). Fueled by the fast fashion and ultra-fast
fashion lifestyle of the Global North, from there on it turned into an accelerating global multi-billion-
dollar industry including diverse actors connected through complex commercial networks.

Today, according to UN Comtrade data, a total of 3.78 million tons of worn clothes valued USD 5.53
billion were exported globally (UN Comtrade n.d.?). The market value of second-hand clothes, i.e.
the gross merchandise value, is estimated to be much higher at USD 197 billion (2023), predicting it
to grow to USD 350 billion by 2028 (ThredUP 2024). Yet, it remains difficult to determine exact global
flows and sales of second-hand goods, as well as profits and power structures within SHC value
chains since they remain fragmented, untransparent and largely informal and undocumented
(Brooks 2015, Manieson & Ferrero-Regis 2023).

The large majority of collected garments is exported to the Global South, often via intermediary
sorting hubs in South-East Europe, Northern Africa, the UAE, China, or Pakistan. The largest
exporters of used clothes in 2023 were the EU (USD 1.1 billion), headed by the United Kingdom (USD
487 million) and Germany (USD 333 million), the USA (USD 899 million) and China (USD 657 million)

(UN Comtrade n.d.”). The top five importers, on the other hand, were Pakistan (USD 387 million),

9Mp_s://comtradeDIus.un.oru/TradeFIow?Ifrequencv:A&Flows:X&Commoditv[)odes:6309&Partners:[]&Re90rters:all&period:ZO
23&AggregateBy=none&BreakdownMode=plus (own calculations, last accessed 16.04.2024)
Phttps://comtradeplus.un.org/TradeFlow?Frequency=A&Flows=X&CommodityCodes=6309&Partners=0&Reporters=all&period=20
238AggregateBy=none&BreakdownMode=plus (own calculations, last accessed 16.04.2024)
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United Arab Emirates (UAE) (USD 237 million), Guatemala (USD 212 million), Kenya (USD 187 million)
and Ukraine (USD 170 million) (ibid.). Global SHC trade become an increasingly complex system of
distribution since new trade and sorting hubs like the UAE, China, Pakistan and India have emerged
as re-exporting turning tables of second-hand goods (cf. Brooks 2015, USAID 2017, Prashar 2022,
Oxford Economics 2024). Despite these changing dynamics a clear pattern of an uneven trade from
the Global North to South becomes visible. Among the top 15 importing countries four are from Sub-
Saharan Africa (Kenya, Tanzania, Malawi, Ghana) and when subtracting re-exports the relevance of
Sub-Saharan Africa as a final destination of discarded clothes becomes even more visible (ibid.).

According to Oxfam, 70% of used clothes eventually end up in Africa (Kubiana 06.07.2015).

5.2 Logics of SHC trade: Actors, Structures and Global Production Networks

Although SHC trade is often framed as a form of recycling or humanitarian reuse, it functions as a
highly lucrative international commodity trade. The used clothing production network is centered
around the re-creation of value of discarded textiles and garments by re-entering them into the
global export market as capitalist commodities (Norris 2012). In this transnational flow, the profit
margins and power over prices, conditions or destinations tends to be heavily concentrated in the
Global North. Sorters and traders capture the bulk of value added through selection and grading,
while local importers and retailers in destination countries often operate on thin margins and within
informal economies (Norris 2015). These dynamics underscore the embedded power asymmetries
in global SHC trade (see also Lampel 2020, Mayer 2024).

Value creation and distribution steps include the following:

Collection

The value chain of second-hand clothes therefore typically starts in the Global North with the
collection of worn apparel. In Europe each citizen buys an average of 26 kg of textiles per year and
discards 11kg (European Parliament 2020). As clothing is increasingly produced for obsolescence,
the volume of used clothes available for redistribution has surged drastically. Pieces that are
considered to be reusable are often given to containers or shops of charitable organizations,
municipal collection systems, commercial collectors or take-back schemes of clothing retailers.
According to Fairwertung (n.d.), in Germany alone roughly one million tons of used clothing and
textiles is collected like this each year. Charities in Europe and North America have increasingly
outsourced their clothing collection to private firms, increasing the profit-maximizing logic of this
sector (Norris 2015).
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Sorting

Most donated clothing is sold to commercial sorting and recycling companies in South-East Europe,
Northern Africa, Asia or Central America that classify garments according to their condition, brand,
material, and potential resale value into different quality grades. Thereafter, T&G items are
categorized as (a) clothes suitable for retail in Europe, (b) those destined for markets in the Global
South, (c) textiles that are non-reusable but recyclable, and (d) clothes that cannot be repurposed
(Oxford Economics 2024). Data from German sorters suggests that only about 55% of the collected
garments, textiles, shoes and accessories are good enough to be resold abroad (grade I: 6-8%,
grade Il and IIl: 30-32%), another 32-26% is downcycled into industrial rags, insulation material, or
fiber fill and 10% represents waste that needs to be burnt (Fairwertung n.d.). Data from the UK
suggests that only 10-30% of collected clothes is resold as vintage clothes domestically, the largest
share goes abroad (Brooks 2015:88). The key drivers behind this sorting process are market demand
in recipient countries and the price paid per kilogram by overseas importers. The most desirable
garments, often referred to as “cream”, are destined for relatively affluent or fashion-conscious
consumers in emerging markets, while lower grades are routed to informal or low-income
segments of Global South economies (Brooks 2015). Even in that group one can observe imperial
hierarchies and the global attribution of value to regions: the better graded SHC is exported to
Southeast European or Central American countries, while lower grades are usually shipped to Africa
and Asia (Anami 2022).

Trade

Once sorted, second-hand garments are packed into vacuumized bales of around 45kg and
exported through global logistics networks. The trade is dominated by large-scale commercial
operators headquartered in Europe and North America. Prashar (2022) holds that also migrant and
diaspora populations play key roles in coordinating these activities between exporters and
importers. Shipping typically occurs via maritime freight, with containers full of clothing bales
arriving every day in key ports in East, West, and Southern Africa, Southeast Asia, and Latin
America. At the port of Ghana's capital Accra some 15 million used garments arrive every week
(Greenpeace 2022: 6).

Distribution

Large importers there sell multiple bales of SHC to wholesalers who usually sell single bales to
brokers who open them and sell the included items to large numbers of retailers on designated
markets around the country (USAID 2017). Often the exact content of the bales is unknown to the

buyers and since mixing different grades or categories of clothes remains a common practice
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(Brooks 2015), this represents a major risk factor to wholesalers and brokers. Additionally,
Greenpeace (2022:6) estimates that despite the prior sorting around 30-40% of the textiles arriving
in East Africa cannot be sold due to poor quality and therefore end up in landfills or as rags.

After ancillary activities like washing, repairing and ironing the clothes for better display, the
garments are then sold at general or designated SHC markets, shops, on the street or by maobile
vendors who come to people’s homes. These sales environments and channels differ in their degree
of formality and offered clothing categories. Specialized shops tend to carry high-grade items in
good condition, often from well-known international brands, catering primarily to middle- and
upper-class consumers. In contrast, market stalls typically offer a wider range of lower to medium
quality items, while street vendors sell the cheapest and lowest-grade clothes, including outdated
styles, garments made of poor-quality fabrics, or items with visible damage such as holes (own
research, USAID 2017, Nattabi et a. 2024). Data from Uganda demonstrates the importance of
markets as retail points in East Africa: approximately 83.5% of second-hand garments are sold
through markets, 7.4% in specialized shops, and 6.2% by street vendors (Nattabi et al. 2024: 9).
Qualities and structures also differ between urban and rural contexts.

Vendors of SHC are usually own-account entrepreneurs operating informally and therefore carrying
any entrepreneurial, occupational or health risk. Since selling clothes does not require a specialized
skill set, SHC retailing offers jobs even for people with low educational levels. In study in Ho district
in Ghana, 66% of interviewed SHC retailers did not attend school at all, 28% only primary school
(Emefa et al. 2015: 42). As the needed stock is relatively cheap and retailing does not necessarily
require a physical store, the sector does not necessitate a large initial capital and therefore offers
low entry barriers and promising business opportunities to many (ibid., Mhango & Niehm 2005, du
Plessis & Abdoolla 2022). SHC retailing is done by both males and females, although a certain
dominance of female vendors seems to exist. Studies from different countries (Ghana, Liberia,
Kenya, and Mozambique) found women to make up 40% to 77% of retailers (Emefa et al. 2015: 41,
Ahiable & Triki 2021: 6, Sumo 2022:146, Oxford Economics 2024: 5). Women tend to both sell and
buy more women’s and children’s clothes, whereas men sell predominantly males’ clothes (Sumo
2022). The SHC business is also characterized by a young to middle-aged workforce: according to
studies in Ghana, Kenya and Mozambique the majority of retailers are 30-45 years old, with many
also being younger (~30%) and some vendors (~20%) even above that age bracket, though (Emefa
et al. 2015: 42, Ahiable & Triki 2021, Oxford Economics 2024). The vast majority of SHC retailers are
self-employed and work on an informal basis (Mhango & Niem 2005, Norris 2015, Ahiable & Triki
2021).
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Consumption

Consumers in the Global South appreciate second-hand clothing for a combination of economic,
stylistic, and quality-related reasons.

Affordability arises as the number one purchasing factor influencing SHC purchases across
countries. In many countries second-hand garments cost as little as half to one-tenth the price of
new imported or domestically manufactured items (Baden & Barber 2005:10, ILO 2018:8, Choi &
Zhang 2021:1, du Plessis & Abdoolla 2022). A study by the Kenyan Institute of Economic Affairs (IEA
2021:3) showed that the median value of purchased used clothes per household was Ksh 280 (ca.
EUR 2) over three months - 91% lower than the median expenditure for new clothes. Therefore, SHC
is especially relevant and popular among lower-income households (Katende-Magezi 2017), which
is even more relevant for rural households (IEA 2021: 14f.). A cross-country study from Mozambique,
Kenya and Angola shows that low prices (31-46%) and the better price-quality ratio of SHC are the
most cited motivational factor (Ngrup et al. 2019). This data shows that purchasers of second-hand
clothing are very price conscious. Due to their limited overall household income, poorer households
show the highest price sensitivity with regard to clothing. Empirical data from South Africa found
that price elasticity of demand of apparel items among the lowest income quartile was -1.19,
meaning a price increase in clothing goods significantly reduces consumption, while higher-
income consumers displayed much lower price responsiveness (Burger et al. 2017).

SHC are not only economically accessible but also widely available through the wide-reaching
distribution networks and thereby easily accessible for consumers (Field 2000, Nerup et al. 2019,
Mwasomola & Owjang 2021). Aside from price, the perception of superior quality of second-hand
clothes plays a major role in shaping demand: SHC, particularly from Europe or North America, is
often regarded as of better quality and more durable compared to domestic or Asian-made
alternatives (Baden & Barber 2005, Chipambwa et al. 2016, Abubakar et al. 2018, Katende-Magezi
2017,1L0 2018, Nerup et al. 2019, Mwasomola & Owjang 2021, Sumo 2022). This is closely tied to the
positive reputation of Western brands, whose labels are interpreted as signals of status, style,
trendiness and fashionability (Hansen 2014, Chipambwa et al. 2016, Abubakar et al. 2018,
Mwasomola & Owjang 2021, IEA 2021). Consumers also cite the variety, uniqueness, diverse styles
and possibility to create individual outfits as an advantage of SHC compared to mass-produced off-
the-peg apparel (Hansen 2014, Chipambwa et al. 2016, Mwasomola & Owjang 2021, Taylor et al.
2023). Therefore, SHC offers the opportunity to aspirational consumers to afford high quality

apparel or even luxury labels on a budget (du Plessis & Abdoolla 2022).
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5.3 Effects of SHC imports on markets in the Global South

5.3.1 Positive Effects of SHC Trade

Economic Benefits: Creating Employment and Generating Value

The SHC industry is without doubt a large employer, particularly in the places of consumption. It
generates employment across the various stages of the value chain, including transportation,
sorting, trading, retailing but also in ancillary jobs like repair, laundry services or upcycling (Baden
& Barber 2005, Mhango & Niehm 2005). USAID" estimated that in 2017, the SHC industry provided a
total of 355,000 jobs in East African countries, which sustain some 1.4 million households (2017: 11).
Also more recent studies ascribe the industry a large employment potential: Oxford Economics™
(2024: 5) estimates the SHC imports from EU27+ alone create around 3,600 formal and 68,000
informal jobs in Kenya, outnumbering the Kenyans employed in domestic manufacturing (Prashar
2022: 16). Kenyan mjtumba retailers, moreover, argue that their sector not only employs many
people, but especially accommodates people with fewer opportunities like women or people with
lower education due to its largely informal nature and low low-threshold business opportunities
(Panju 2024). Haggblade (1990: 514) comes to the conclusion that SHC retailing has slightly inferior
consumption-employment creation ratio than domestic T&G manufacturing (5.4 vs. 4.8 jobs per
USD 10,000 in sales) but that it relatively creates many more jobs than imported FHC (0.2 per USD
10,000 sales) and that it offers the best income ratio (USD 702 vs. USD 504 for local tailoring).
Although largely informal, SHC business is also said to contribute to national GDPs of recipient
countries through wages, taxes and multiplier effects. In Ghana the SHC trade contributed USD 76
million to its economy and made up 0.4% of the total national tax revenues in 2023 through import
duties and VAT (Oxford Economics 2024: 5). Sumo (2022) therefore describes the SHC industry as a
relevant promoter of economic growth for developing economies like Liberia.

Social Benefits: Supplying Affordable Clothing

Imported second-hand clothes constitute a major source of clothing for people in low-income
countries, particularly poorer populations. It is estimated that SHC represent over 50% of total
clothing trade in Sub-Saharan Africa (Baden & Barber 2005:1). Commonly noted reasons for
choosing second-hand clothes are easy accessibility, affordability, uniqueness, quality and

durability, lack of alternatives and brand reputation (Mwasomola & Ojwang 2021: 6). Diverse studies

"t is important to note that the numbers were gathered by a US institution when the EAC had recently announced the introduction
of a SHC phase-out which the US strongly opposed and used commissioned research to underline the importance of the sector.

2 This report was commissioned by #umana, a global SHC player, which is why the selection and presentation of data might be biased
in favor of positive outcomes. As Brooks (2015: 172 f.) demonstrates one needs to be careful with similar statements by industry
actors, possibly following a biased intention.
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have documented that second-hand clothes are consumed by all socio-economic strata(Haggblade
1990, Baden & Barber 2005, Wetengere 2018, Frank 30.07.2018, du Plessis & Abdoolla 2022). Ngrup
et al. (2019: 1032), for example, found that in Malawi almost one fifth of households from diverse
strata have wardrobes consisting exclusively of second-hand garments and in Angola 44% buy
around half of their clothes from SHC. But especially for low-income households SHC offers the
primary and sometimes the only clothing choice apparel due to their low price points compared to
first-hand clothes (Field 2000, Hansen 2000, USAID 2017, Ngrup et al. 2019, Prashar 2022). This is
because poorer households need to allocate a proportionally larger share of their limited income
on basic needs like clothing. In Malawi, 51% of interviewed consumers reported having a total
apparel budget of less than USD 10 per month (Ngrup et al. 2019: 1030). Therefore, price was cited
as the primary motivation to buy used clothes in 31% to 46 % of cases in a comparative study across
Malawi, Angola, and Mozambique (ibid.: 1031). Studies from Rwanda (Haggblade 1990: 516) and
Uganda (Nattabi et al. 2024: 8) similarly found that households in the lowest income quintile buy
more SHC and use around half (45-55%) of their total clothing budget on used clothing, whereas the
wealthiest quintile allocates only 20-22% of their T&G expenditure to SHC and spends 3.5 times
more on new clothes. Therefore, SHC is in some countries like Zambia also seen as a form of
democratization of consumption that transcends socio-economic barriers (Hansen 2000).
Environmental Benefits

Lastly, the second-hand use of clothing, both at regional and international level, has been hailed as
a “seismic shift towards a more circular fashion ecosystem” (ThredUp 2024: 2) among fashion
brands, second-hand lobbyists and associated scholars. They hold that by offering a sustainable
afterlife to garments the embedded water or carbon footprint can be “reused” and negative
ecological effects of the fashion industry on our planet can be significantly reduced (Prashar 2022,
Klooster et al. 2024, Oxford Economics 2024). Farrant, Olsen and Wangel (2010:726) calculate that

the purchase of 100 second-hand clothing items of clothing saves between 60 to 85 new garments.

5.3.2 Negative Effects and Critiques

Economic Impacts: Barrier to Development of Local T&G Manufacturing and Industrialization

Scholars have consistently highlighted the threat SHC poses to domestic textile and garment
industries. Since trade with SHC does not incur any production costs, their final price is solely
composed by the sorting and transport costs and markup of the involved traders, which is why used

clothes outcompete locally produced alternatives (Calabrese, Balchin & Mendez-Parra 2017).
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Due to this price differential and competition domestic T&G industries were either driven out of the
market or not able to get a foot in the door. Many scholars like Hansen (2004), Frazer (2008), Brooks
(2015), Chipambwa et al. (2016), or Osanjo (2020), therefore draw a direct correlation between the
significant surge in SHC imports in Africa and the dramatic decline in domestic T&G manufacturing
since the 1980s. Frazer (2008) calculated that a 1% increase in SHC imports correlates with a 0.61%
drop in domestic textile production, attributing approximately 40% of Africa's production decline
and 50% of employment loss between 1981and 2000 to SHC imports.® Mburu, Marandu and Amanze
(2018:44) postulate that for every SHC job five jobs in the production and distribution of textiles and
garments are lost, due to the lower labor intensity of the sector. Until today, citizens and
researchers criticize Africa’s over-dependence on SHC imports to the detriment of the continent’s
T&G manufacturers, hindering its industrial upgrading, undermining opportunities for new market
entrants, and contributing to overall economic dependency on the Global North (Brooks & Simon
2012, Emefa et al. 2015).

Culture and dignity

Coupled with the decline of locally produced fabrics and garments, the influx of Western second-
hand garments can weaken traditional dress cultures and reinforce Eurocentric fashion norms.
Synonyms for second-hand garments like Aafa ulayain Nigeria or obroni wawuin Ghana describing
SHC as ‘the clothes of the dead whites’ (Brooks 2015, Manieson & Ferrero-Regis 2023) express the
awareness of Africans that they are wearing inferior discarded clothes of privileged “Westeners”.
This raises critical questions around dignity and self-esteem of consumers and countries in the
Global South as pointed out by Wetengere (2018). Abubakar et al. (2018) therefore describe that SHC
represents a form of “cultural imperialism” and criticize that it has eroded the rich cultural heritage
of traditional dress culture and identity in Nigeria. Also other authors like Chipambwa et al. (2016)
and Katende-Magezi (2017) point out that SHC can lead to cultural and traditional value conflicts.
Health

Another concern, often raised by governments and researched by a handful of scholars are the
health risks associated with pre-worn clothes. Authors like Rakhshanpour et al. (2021) and Guo &
Choi (2024) warn that SHC can carry bacteria, fungi, parasites and viruses causing skin diseases

such as dermatitis, scabies or fungal diseases.

% His conclusions have been contested, partly due to the inadequacy of available data (Wolff 2021). It is difficult to draw up a direct
causality that second-hand clothes crowded out domestic products. Some authors posit that East Africa never had a thriving T&G
industry and that it was mainly the cheap Asian mass products that drove local producers out of the market (Calabrese, Balchin &
Mendez-Parra 2017). Most probably SHC together with the SAPs and the influx of cheap FHC contributed to a mutually reinforcing
dynamic in which young existing local companies were unable to cater the region’s demand - a gap which was filled with second-
hand and first-hand imports which in return increased the pressure on and outcrowding of African garment manufacturers.

39



Environmental Impact

Last but not least, scholars, actors from recipient countries of SHC and environmental
organizations increasingly draw attention to the fact that the notion of circularity and sustainability
of SHC does not hold true and, on the contrary, disquise the paradox profit-driven linear value
chains causing dramatic ecological consequences of the industry (see Norris 2015, Hansen 2014,
Brooks 2015, Panju 2024). Research from East and West Africa or even remote places like Atacama
Desert in Chile have shown how massive amounts of textile waste accumulate there, polluting
landscapes, water bodies, soils and eventually local communities. Since 30-40% of worn items
arriving in East Africa are not reusable, in Kenya alone every day about 150 to 200 tons of textile
waste end up dumped or burnt on landfills, rivers or streets, as reports from Greenpeace (2022: 11).
Colonial Continuities

Some authors like Hansen (2004), Brooks (2015), Abubakar et al. (2018) and Manieson & Ferrero-
Regis (2023) highlight how the trade with worn clothes is interlinked with colonial structures and
manifests a form of “white imperialism” in which the Global North uses the South as a dumping
ground for their waste in order to protect their home environment and create markets and
dependency in the receiving country for their discarded products. The worn, lower quality, outdated
or even damaged SHC is often exported to poorer countries, reinforcing global hierarchies of value
and consumption. Thus, while being sold as sustainable circular business models and generous
donations to poorer countries, these global SHC practices represent unidirectional value chains
with unequally distributed power, a form of ecological and capitalist neo-colonialism that builds
upon environmental and social exploitation to maintain the Western imperial lifestyle and the
externalization of problems of the Global North to subaltern spheres by dumping clothing of inferior
quality in countries of the Global South (Norris 2012, Abubakar et al. 2018, Panju 2024).
Government Actions: Import Restrictions

Due to the above-mentioned economic, cultural, health and sustainability concerns diverse
governments including Uganda, Nigeria, Ethiopia, Zimbabwe, the Philippines, China or India have at
least temporarily banned the importation of worn clothes, shoes and textiles (Prashar 2022). Other
countries like South Africa have limited the importation of worn clothes to charity donations or for
the processing into industrial wiping rags, while In Ghana prohibits the importation of pre-used
underwear and handkerchiefs due to sanitary concerns. The implementation of such bans or
restrictions often remains ineffective because of continued smuggling and informal economies,

though (Abubakar et al. 2018).
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6 Case Study: Made in RwandaClothes vs. Imported SHC

6.1 The Rwandan Textile and Garment Sector

6.1.2 Clothing Demand and Consumption

With a population of approximately 14 million, Rwanda represents a relatively small consumer
market. The annual demand for apparel stands at around 82.5 million items, according to MINICOM
estimations (2022: 6). Rwandans purchased an average of 6.4 garments per year (Statista 2024).
These items are almost exclusively (99%) non-luxury items, with women's apparel constituting the
largest segment (41%) (ibid.). This demand is largely covered through imports of second-hand and
first-hand clothes, which account for around 95% (ibid.). But the market has seen growing demand
for domestically produced garments in recent years as well (IL0 2018, MINICOM 2022, Statista 2024).
According to Statista(2024), Rwanda's apparel market generated a total revenue of USD 426 million
in 2024 and is expected to grow slow but steadily, with a compound annual growth rate of 3.4%

until 2028. Rwandan consumers can choose from the following sources of apparel items:

IMPORTS MADEIN RWANDA

First-Hand Clothes Custom-made Clothes

(Cheap)Asian Y Own-account Designer
TR Tailors Businesses

D' d Large Designer
INEISEIaCES Manufacturers Businesses

Second-Hand Clothes Ready-to-wear Clothes

Figure 4: Available clothing segments and sources for Rwandan consumers (Source: own research and visualization)
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These products are produced and distributed to consumers by the following actors:

Rwandan T&G Industry

LOCAL
HEORTS PRODUCTION

Second Hand
: [ 1

Textiles&

Garments
Raw Materials

Informal Solo

Micro, Small and
Medium sized

Importers/
Wholesalers

Brokers/ Middle
Salespersons

Large
Manufacturers

Large

Retailers Entrepreneur

Tt Manufacturer

Workshops/Labels

[ x % 5

]

Figure 5: Typology of relevant actors in the Rwandan Textile and Garment Industry (Source: own research and visualization)

6.1.3 Textile and Garment Manufacturing in Rwanda

In contrast to neighboring countries such as Tanzania, the Democratic Republic of Congo (DRC),
and Kenya Rwanda has no history in industrial textile or garment manufacturing. The first and, for
many years, only large-scale T&G producer in the country was Usine Textile du Rwanda (Utexrwa)
established in 1984. Therefore, for much of its modern history, the country’s clothing needs have
been met through a combination of local micro-scale tailoring and large volumes of imported
garments from Asian manufacturing hubs as well as from East African trading partners (ILO 2018).
Until today, comprehensive data on the number and type of Rwandan garment producers remains
scarce. As proposed by literature (ILO 2018) and NIRDA (Interview NIRDA Il), MiR garment producers
can be categorized into these three groups:

(1) Micro Businesses: Independent Own-Account Tailors

According to the National Labour Force Survey (NISR 2024b: 41), approximately 124,247 people

are currently engaged in tailoring-related work. By far the largest share of these are

independent, own account tailoring businesses. The overwhelming majority of these tailors are

said to operate informally or semi-informally (ILO 2018). They typically work either

independently or in cooperatives, often in shared workshops (e.g. at Kigali City Market), small

shops, or even from their homes or street-side locations. Unlike other manufacturers, these
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tailors can be found all over the country, from Kigali to the smallest village. They primarily
produce custom-made garments according to the specific wishes of clients. Their work is
generally characterized by a high degree of manual labor and variable quality, with some
showing advanced expertise, others limited tailoring and fashion skills. Products are sold
directly to individual clients (usually loyal customers or interested tourists), with occasional
small-scale orders coming from local businesses or designer brands.

(2) Small and Medium-Sized Designer Businesses

Some tailors, designers and entrepreneurs have founded their own label, contributing to a
growing number of small- and medium-sized enterprises. They are typically founded and run by
a fashion designer and employ between a handful and 50 tailors. Operating on a boutique
production model, they rely on rather small-scale manual production processes and also take
care of the distribution of their Made in Rwandaapparel lines. Product offerings in this category
are relatively elaborate, high-quality, and expensive ready-to-wear collections and bespoke
garments. Styles typically span everyday wear, business casual chic and formal attire for festive
occasions. Their target clientele includes middle- and upper-class Rwandans, expatriates,
tourists, and members of the diaspora. While some of the more experienced brands have
gained national and even international recognition, there is an upcoming new generation of
lesser-known designers as well.

(3) Large T&G Manufacturers

Although still limited in number, Rwanda has seen the emergence of several large-scale MiR
garment manufacturers in recent years. These enterprises employ between 100 and 4,000
workers, making them the sector’s largest employers. Three large companies are foreign-
owned by Asian investors, while six are fully Rwandan-owned. Their production portfolios focus
primarily on uniforms, promotional textile items, on-demand export apparel and affordable
mass-produced basic clothes for the domestic market. Their customer base includes Rwandan
government institutions and private businesses, international buyers as well low-income
consumers within Rwanda. Unlike all other T&G producers, two of these large manufacturers

are integrated into global production networks as garment suppliers for foreign clients.

All the above-mentioned manufacturers produce and sell garments, majoritarily by using imported

fabrics and trims. There exists only one textile mill in the country, run by Ufexrwa. Fiber or other

raw or input material production as part of the T&G value chain is virtually non-existent.

The textile and garment sector is embedded in an ecosystem of sector associations, regulatory

bodies and other educational or supportive infrastructure, which are listed in the annex.
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6.1.4 Second-hand Clothes in Rwanda

In Rwanda, second-hand clothing is widely known as chagua, a Kinyarwanda term meaning "to
choose” or as mitumba, the Kiswahili word for “bundle” or “bale” (Kagayo 2021: 3). The trade in used
clothing has a long-standing presence in the country. In the 1980s, Rwanda ranked as the world's
fifth-largest net importer of second-hand clothing and the largest in Sub-Saharan Africa
(Haggblade 1990: 506). At the time, used clothing accounted for 5% of the value of all T&G imports
and made up more than half of all garments consumed within the country (ibid.: 509). The
commercial structure of the SHC sector was already complex in 1980, comprising 14 importers who
sold bales to approximately 40 wholesalers who in turn supplied around 700 distributors across the
country who then sold the items to an estimated 4,700 individual retailers (ibid.). While exact and
up-to-date figures are lacking today due to the high informality of the sector, available data
suggests that the fundamental structure has remained largely unchanged. USAID(2017:12) suggests
that the SHC sector accounts for 18,000 direct and 4,000 indirect jobs in Rwanda™. Large-scale SHC
imports enter the country via overland routes from Uganda, Tanzania, or the Democratic Republic
of Congo. Used clothes today make up 19.1% of all T&G imports (UN Comtrade n.d.). Since the
introduction of the restrictive tariff policies, informal importation through individual brokers or
vendors into the country has increased. Kimisagara market in Kigali serves as a central hub for the
wholesale of chagua, from where it is distributed in all districts to a multitude of retailers. Retail
distribution takes place across various “modes” that differ by degree of formality and price range.
e At the most informal end, street vendors sell garments directly to passersby or visit
households, offering clothing selections door-to-door. These usually represent inferior
grade B or C clothes, as those are the most accessible and affordable options for retailers.
e A more structured mode of sale occurs in fixed markets, such as Kimironko or Kimisagara
in Kigali, or in central markets in provincial towns. These include temporary market days,
especially weekends, which attract a large range of urban and rural consumers.
e At the more formal end of the spectrum are small, privately operated shops located in
shopping centers such as MIC or CHIC in Kigali or along commercial streets in urban
neighborhoods. These shops typically stock higher-quality or curated selections and target

more affluent customers.

¥ The US-American agency does not explain the methodology and validity behind these figures, though.
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6.2 Policies and Government Actions

The Government of Rwanda is “"committed to promoting the textile, apparel and leather sectors for
import substitution, reduction of balance of trade deficits, decent employment, and job creation”
(MINICOM 2022: Foreword). Therefore, the Made in Rwanda Policy and the SHC tariff increase are
embedded in and preceded by a series of Rwandan industrial and trade policies like Rwanda's Vision
2020/2050, the National Industrial Policy(201), the National Export Strategy(2011), the Domestic
Market Recapturing Strategy (2015) and the National Strategy for Transformation (2017). More

information on this legislative and regulatory environment can be found in the annex.

6.2.1The Made in Rwanda Policy

The Made in Rwanda (MiR) policy emerged as a central component of the 2015 Domestic Market
Recapturing Strategy and represents a holistic, cross-sectoral policy framework for industrial
development and trade competitiveness. The overall goal of the MiR policy is to “increase the
competitiveness of the Rwandan economy. This will improve the trade balance both by recapturing
the Rwandan market from imports and by improving the ability of Rwandan producers to compete
in exports markets, creating productive jobs in dynamic and resilient firms.” (MINICOM 2017a: 2).

It draws on the experiences of other “Made in ..." campaigns (e.g. South Africa or Ireland) and intends
to navigate in between the country’s focus on private-sector-driven growth and commitment to
free and open markets, on the one side, and its small developing economy struggling with
competitiveness and supply-side capacity issues, on the other side.

Concretely, the policy identifies an array of challenges for Made in Rwanda production and

accordingly formulates five pillars to address these (ibid: 1f.):

«High-potential value chains lack sufficient investment

to meet domestic demand Sector-Specific Strategies

«High production costs make the overall operating

; s Reducing the Cost of Production
environment uncompetitive

«Achieving sufficient quality is challenging for Rwandan Improving Qualit
producers P 9 y
«SMEs struggle to access domestic and international

Promote Backward Linkages
markets

- Consumers perceive Rwandan products to be inferior Mind-set Change
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By addressing these barriers, the Rwandan government follows these long-term goals (ibid: 2,10,15-
17), which laid the basic analysis dimensions of this thesis:

- Reducing the trade deficit (by USD 450 million p.a.)

- Growing exports and increasing foreign exchange earnings (17% growth per year)

- Encouraging self-reliance

- Promoting a sense of patriotism and pride in local capabilities

- Stimulating sustainable demand for competitive, value-added Rwandan products

- Growing local investment

- Facilitate economic transformation and establishing a domestic industrial base

- Encouraging entrepreneurship and creativity

- Safeguarding existing jobs and creating 1.5 million decent jobs and reducing poverty

Identified priority areas are labor intensive sectors like mining and quarrying, construction
materials, agro-processing, but also light manufacturing like textiles and garments.
With regards to Made in Rwanaa products such as clothing the government identified the following

shortcomings and consequent arrays of action (MINICOM 2017a: 7 f.):

Challange of Madeiin Rwanda Activities of government and theory of change
clothes
Perceived as bad quality and Mindset change through campaigns, positive role models, etc.
not trendy Actual quality improvements through trainings & educ. infrastr.

Limited availability, Increased offer
accesibility & awareness Improved visibility & accessibility (online platforms, fairs, media)

i Reduced price of MiR via reduced import tariffs and taxes
Expensive . .
Increased price of alternative second-hand garments

6.2.2 The SHC Import Tariff Policy

As shownin chapter5.3.2, the detrimental effect of imported clothes and shoes has been discussed
in Africa for years. In 2015, the East African Community (comprising Kenya, Tanzania, Uganda,
Rwanda, Burundi) accounted for 12.5% of global SHC imports (USAID 2017: 7) - a significant share
given the region’s relatively small market size. The idea of banning second-hand clothing had
already been discussed in political circles in Rwanda since 2011 (Wolff 2021: 1320) and so did the
members of the EAC. During their summit in 2015 they convened on the issue, looking for ways to

promote the development of the region’s textile and apparel industry. As a result, Heads of State
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published a joint communiqué in March 2016 in which they “directed the partner states to procure
their textile and footwear requirements from within the region where quality and supply capacities
are available competitively” in order to “promote vertically integrated industries in the textile and
leather sectors” (EAC 02.03.2016: 17). The directive constituted an attempt by the EAC states to
coordinate their industrial and trade strategy as a way to gain more self-reliance from international
markets and execute collective agency (0'Reilly & Heron 2023). Simultaneously, they announced a
planned gradual phase out of imported used textiles and footwear within three years, i.e. until 2019.
In alignment with this goal, the EAC started increasing its Common External Tariff on used clothing
from USD 0.20/kg to USD 0.40/kg or 35% (EAC 30.06.2016). As an almost immediate response, the
Secondary Materials and Recycled Textiles Association (SMART), a US-American federation of used
clothing exporters, filed a petition to the United States Trade Representative to suspend the East
African countries from their eligibility under the African Growth and Opportunity Act (AGOA). AGOA
represents a preferential trade agreement, enacted in 2000, offering duty- and quota-free access
for over 6,5000 products from Africa countries to the US market (Phelps et al. 2009). In return, the
African partners must establish "a market-based economy" and pursue "the elimination of barriers
to U.S. trade and investment" in order to receive those benefits (Caporal 2018). SMART therefore
argued that the EAC's directive equaled an import ban, violating AGOA's core open market
requirement and posing “significant economic hardship” to them (SMART 21.03.2017). In response,
the US launched an out-of-cycle review of the EAC's AGOA eligibility in June 2017, which intimidated
most East African countries (Wolff 2021). Especially Kenya, Tanzania and Uganda rely on relatively
large T&G sectors and their economies depend much on exports to the US®™ - a suspension from
AGOA might have had serious consequences for them. Thus, due to the external but also internal
pressure from SHC lobbyists and consumers first Burundi and Kenya, then Tanzania and Uganda
quickly reversed their course on the planned policy.

Rwanda, in contrast, was the only country that maintained its decision. The Rwandan government
through market analyses had come to the conclusion “that without strong measures to increase
prices of secondhand clothes, the garment industry in Rwanda would never take off.” (MINICOM
2017b: 3). They also highlighted that the US SHC exports to Rwanda only represent 0.2% of their
total SHC exports -resulting in negligible negative impact of the policy on US-American exporters-
while the move is crucial for the development of the infant Rwandan T&G sector (ibid.). Next to

purely economic motives, they also argued with the concept of agaciro and Awigira, a philosophy

' In Kenya, for instance, the exports to the US stood at USD 557 million in 2016, representing 8.8% of overall exports, and with textile
and garment products making up almost 70% of exports to the United States (OEC n.d.).
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of self-reliance and dignity, to justify the need of the policy (Behuria 2019). President Paul Kagame
in a statement explained his stance by being left no choice and having to take tough decision for
long-term benefit and development:

“We are put in a situation where we have to choose, you choose to be a recipient of used
clothes [...] or choose to grow our textile industries, which Rwandans deserve at the
expense of being part of AGOA.[...] As far as | am concerned, making the choice is simple,
we might suffer consequences, [but] there is always a way.” (Mwai 13.06.2017)

In contrast to other EAC partner states, Rwanda engages in comparatively little trade with the
United States which reduced the potential pressure and leverage of external retaliation. Wolff
(2021) also argues that Rwanda's authoritarian political structure might explain why the dominant
ruling Rwandan Patriotic Front was able to resist internal opposition to the ban.

The new tariff regulation which became part of the new T&G sector strategy took effect December
2016. Tariffs on imported worn clothing and footwear were risen from USD 0.20/kg to USD 2.50/kg,
then climbing to USD 4.00/kg by December 2017, and finally to USD 5.00/kg by December 2018
(MINICOM 2022: 11), representing a proportional increase of +2,500%. The ultimate goal was to
completely ban such imports until 2019, a move which has since been reconsidered and postponed
due to the lacking readiness of the domestic industry to supply the Rwandan population and
unprecedented events like the Covid-19 pandemic (ibid.).

Inthe following AGOA out-of-cycle-review the Trump administration pressured Rwanda to withdraw
from the tariff increase. Despite negotiations and diverse international media outlets reporting on
this David-against-Goliath-like trade war (Uwiringiyimana & Bavier 24.05.2018, John 28.05.2018,
Sabiiti 29.05.2018) the US government did not show understanding. In May 2018 the US
administration repealed Rwanda’s benefits for apparel. Since then, Rwandan textile, garment and
footwear products are taxed with a 30% levy when entering the US-market (Caporal 2018).

Since the implementation of the protective tariff policy, the smuggling of second-hand clothes into
the country grew in order avoid the increased import duties. Interviewed SHC retailers report that
the government therefore intensified luggage screening of people travelling into Rwanda,
especially from DRC and Uganda, looking for second-hand apparel through visual and olfactory
checks. In the second half of 2017 alone, authorities impounded 230 tons of illegally traded used
clothes (Esiara 03.02.2018), and the National Police continuously publishes reports of smugglers
being found with multiple smuggled bales of SHC (RNP 03.07.2021, RNP 28.07.2022, RNP 01.11.2022).
The government introduced high sanctions on such acts of illicit trade to deter possible imitators:
traders have to compensate for the evaded tax and may be imprisoned for a time span between six
months and three years, while smuggled goods are usually auctioned.
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6.2.3 Textile, Apparel and Leather Sector Strategy (2022/23-2026/27)

This specific sector strategy succeeds a previous strategy of 2016 and seeks to “develop and

professionalize the textile, apparel and leather value chains, empower operators at different

components of the value chains to effectively grow their businesses and contribute to the

industrialization and national development” (MINICOM 2022: Foreword).

It formulates the following objectives for the sector:

I

Facilitate access to affordable raw materials

Promote local manufacturing of textile accessories

Promote capacity development along the value chains

Promote access to finance for SMEs in the textile, apparel and leather industry
Capitalize on regional trade opportunities

Concrete planned interventions in order to achieve those objectives include

Promoting bulk importation of raw materials for the textile industry

Strengthening local capacities for production of fabrics and textile accessories

Promoting standard compliance and quality of locally made textile and apparel products
Promoting environmental protection and circular economy in the textile and apparel sector
Strengthening the capacity of IPRCs and TVETs to support the industries

Enhancing the capacity of operators in the textile, apparel and value chains

Supporting textile, apparel and leather MSMEs to access adequate equipment and facilities
Leveraging existing funding facilities

Promoting import of cotton from the region

Strengthening export of textile, apparel and leather products to the region and beyond

The government plans to spend RWF 4.49 billion (USD 5 million) over the time span of five years,

implemented through diverse institutions like MINICOM, PSF, RDB, NIRDA, or the TVT Board.
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6.2.4 Complementary Measures and Instruments

Awareness Campaign and Promotion of Made in Rwanda

To change consumer behavior the government aimed to improve the image of Rwandan products,
branding them as high value-for-money products and educating consumer on the benefits of
buying locally. The campaign also draws on traditional Rwandan values like agaciro(value, dignity,
self-worth), ubwiza (quality), /higanwa ku isoko (competitiveness), and Awigira (self-reliance) to
appeal to Rwandan consumers. The government continuously showcases and advertises MiR
products and services through various platforms like TV, radio, printed materials (brochures, flyers,
posters), digital media or initiatives like the “local wear Friday”. Government officials actively
supported these efforts by wearing Rwandan-made garments at public appearances, thereby
signaling political backing. Events such as the Made in RwandaExpo and the Rwanda Fashion Week
are organized to promote domestic designers, with some receiving support to represent the
country at high-level international forums (e.g. CHOGM, FIFA Congress). At international level the
government also tries to create visibility for MiR producers via dedicated websites and platforms

(e.g. madeinrwanda.eu, https://visitrwanda.com/interests/made-in-rwanda/ and Rwandamart).

They also introduced a "Made in Rwanda" label, which certifies that a product is wholly or
substantially transformed in Rwanda.
Regulatory Environment and Fiscal Incentives
To facilitate business entry and growth, Rwanda introduced a streamlined registration process via
the Rwanda Development Board (RDB), praised by manufacturers and investors for its efficiency.
Garment manufacturers benefit from a reduced corporate income tax rate of 15%, with qualifying
investments receiving up to 10 years of tax holidays.
Public procurement regulations were also adjusted to support local producers. For example, at
least 60% of public uniform orders are now intended to be sourced locally, and producers
demonstrating a local value addition of 30% benefit from a 15% bid advantage.
RDB, PSF and NIRDA also support RFDA with consultations, trainings, and advocacy work.
Infrastructure and Industrial Zones
Specific plots in Kigali's Special Economic Zones have been designated for apparel production.
Here, key infrastructure such as electricity, water, and waste management is provided, and land is
allocated under subsidized or installment-based models. In general, industrial electricity tariffs
have been reduced to regional standards. These infrastructure measures aim to reduce the cost of
production and attract both domestic and foreign investors.
Production Inputs and Logistics
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In order to offset the disadvantages of Rwanda’'s lacking textile production and landlocked
geography Made in Rwanda garment producers can request an exemption of import duties on raw
materials (fabrics, trims, etc.) and machinery needed for their production. The interviews revealed
that this incentive is not used by all MiR manufacturers by far because of information gaps,
bureaucratic processes, transaction costs and low order volumes that are preferably purchased at
local markets. The government subsidizes land transport from major ports in Tanzania and Kenya
to make Rwanda’s logistics more competitive. They also partnered with AwandAir and DHL for
discounted shipping rates of fashion exports. These discounts do not seem available and known to
all producers, though. The government also intends to group smaller producers together for bulk
procurement to reach necessary minimum order sizes and achieve favorable purchasing
conditions. Designers have not embraced such ideas, though, emphasizing their need for unique
materials and creative autonomy.

Access to Finance and Equipment

To address funding barriers for local producers, the Development Bank of Rwanda offers matching
grants of up to USD 100,000, covering 50% of project costs. Additional instruments include
subsidized loans under the Export Growth Facility with interest rates between 10% and 13%, and
export guarantees covering up to 80% of order values. NIRDA through its "Open Call” for the T&G
industry, additionally mobilized funds for manufacturers to acquire technology through grant, at a
discounted price or a 0% interest rate. These initiatives are designed to improve production
capacity and reduce capital constraints for emerging and growing firms.

Skills Development and Training

In order to address critical skill gaps investments have been made into skills development,
particularly through public-private partnerships. The Workforce Development Authority (WDA)
funds six-month training programs for employees of new textile investors, and the government has
established the dedicated #wandan Centre for Design and Clothing at IPRC Kigali with the help of
international experts from Kenya and Zimbabwe. Occasionally, MINICOM, RDB and NIRDA facilitate
trainings for business owners on different business and production related topics, inviting
international experts or financing study trips to experienced T&G destinations like China. In one

case, the President even funded the fashion studies of one designer in Italy.
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6.3 Analysis of Effects per Stakeholder Group

6.3.1Effects on Trade with Textiles and Garments

6.3.1.1 Textile and Garment Imports

Prior to the implementation of the SHC tariff policy in 2016/2017, Rwanda imported a total of USD
61.8 million USD worth of clothing and textiles annually (UN Comtrade n.d.). Almost half of these
imports were constituted by second-hand clothes (49%), 44% by new clothing, and only a minor

share by textiles.

T&G Imports into Rwanda 2015 - 2022
(UN Comtrade Data)
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Figure 6: Evolution T&G Imports into Rwanda (Source: UN Comtrade Database, own calculation and visualization)

Effects on Second-Hand Clothing Imports

The SHC import tariff had an immediate and visible effect on SHC imports: Their value almost
halved from USD 30.5 million in 2016 to USD 15.3 million in 2017(ibid.). However, this decrease proved
temporary - SHC imports began growing slowly but steadily again in subsequent years. By 2022,
SHC imports reached USD 33.5 million, surpassing pre-policy levels.

Effects on First-Hand Clothing Imports

FHC imports also reacted strongly as an immediate aftermath of the policy. Their imported value
fell from USD 26.3 million to USD 17.3 between 2016 and 2017. However, also this dip was short-lived:
since 2017, FHC imports were always stronger than SHC imports and grew significantly. In 2022, the
value of imported new garments stood at USD 51.8 million - nearly double when compared to 2016.

This growth reflects how FHC filled the newly opened gap left behind by the weakened SHC market.
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Effects on Textile Imports

The trend in textile imports further underscores changes in supply and production dynamics in
Rwanda. According to UN Comtrade data textiles have experienced an exponential development in
the past years: while still far below all other T&G imports in 2015 (USD 15.4 million) fabric imports
tripled until 2021(USD 45 million) and then spiked up to an import value of USD 90.6 million in 2022,
driven by a steep increase in demand for cotton and synthetic fabrics. This rise of +488%. over a
period of 7 years can be interpreted as a positive indicator, reflecting increasing demand for input
materials like fabrics and trims of an expanding domestic apparel production.

Summary and Interpretation

Rwanda saw a marked import decline in all T&G categories between 2016 and 2017 which showcases
theinitial market shock of the SHC policy. Starting from 2018, all product types began growing again
and by 2022 total imports of clothing and textiles had risen well above pre-policy levels. Despite the
government’s intention to protect the local market from foreign T&G products and decrease the
trade deficit, their imports grew by +120% since 2015 to USD 135.9 million (2022). The UN Comtrade
data suggests that the growth is mainly driven by the large increase in imported textiles (average
annual growth rate of +142.1%). The Rwandan market today is more saturated with imported
garments (both new and worn) than before the policy was introduced: clothes worth USD 85.3
million are still imported today - USD 28.1 million or 49.2% more than in 2015. Although first-hand
clothes today constitute the majority of all imported garment in Rwanda (60%), second-hand
clothes are far from phasing out, as the Comtrade data suggests (still USD 33.5 million - 11% more

than in 2015 before the restriction measures).

Table 2: Textile and Garment Imports into Rwanda 2015 and 2022 (Source: UN Comtrade, own calculations and visualization)

2015 2015 2022 2022 Total Growth  AAGR
2694914 371% 51782395 294% 92.1% 13.2%

Second-Hand 30.236.120 417% 33.551.831 19.1% 11,0% 16%
Clothes

LRy 57.185:235 | 79% 85.334.227 49% 49,2% 7.0%
15.400.434  212% 90.594.995 515% 488,3% 69,8%

OV \RGGICEE A 72.585.669  700,0% 175.929.222 100,0% 142,4% 20,3%
Garments

These trends suggest that the policy succeeded in reducing SHC imports in the short term but that
the long-term substitution effect has been largely absorbed by rising FHC imports, rather than by
local production. At the same time, the growth in textile imports may signal a simultaneous growth

of domestic manufacturing, assuming that these inputs are used in local garment production.
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Comparison to National Depiction of Evolution

The prior analysis draws on data from the UN Comtrade data base as a relatively “neutral” repository
of trade data. Yet, it is interesting to compare these findings with the depiction of the effects of
Rwanda’s government as they show noticeable differences. According to the 2022 MINICOM sector
report, total T&G imports first fell and then grew again strongly after 2017. With regards to textiles
and new clothes, both sources concur mostly - according to MINICOM, however, SHC imports fell to
almost zero and did not recover significantly ever since (see figure 7). These inconsistencies and
overly positive reporting of policy successes by the media (e.g. Bizimungu 02.01.2019) raise
concerns about selective framing and the political intention behind the displayed data.

Evolution of Second-Hand Clothing Imports
by source
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Figure 7: Comparison of data on SHC imports by MINICOM (2022 6)and UN Comtrade (n.d.)(Own calculations and visualization)
Trade Partners
When zooming in on where the textile and garment imports come from it becomes visible that they
are highly concentrated geographically. China strikes as the dominant supplier across all product
categories: it supplies almost all fabrics (90.6%), 85.9% of first-hand clothes and even two thirds
(60.1%) of Rwandan SHC imports.
Although quantitatively much less relevant, other suppliers of new clothes and textiles include the
traditional T&G producers India (2.3/2.4%) and Turkey (3.1%/0.1%), the re-export hub UAE
(2.3%/1.6%) neighboring countries like Kenya, Tanzania, or DRC (0.1-2.8%). SHC import origins are
a little more diversified including Global North countries as “traditional” emitters of worn clothing
(France (10.4%), Canada (5.3%), US (3.1%), Belgium (3.2%)), but also new sorting and re-exporting
hubs such as China (60.1%), India (8.5%) or the UAE (3.6%).
This reflects a strong dependency on China as a source not only for fabrics, inputs and garments of
all kinds. While Rwanda’s policy discourse has often emphasized reducing dependency on Western
SHC, the data rather indicates shifted toward Asian T&G products.
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6.3.1.2 Textile and Garment Exports’®

Before the introduction of the policies there were only two exporting T&G companies: C&H
Garmentsand to a much lesser extent Utexrwa(see also NIRDA 2017: 11). The total value of exported
T&G products stood at USD 4.1 million in 2015, although largely constituted by second-hand clothes
(67%, USD 2.8 million) interestingly (UN Comtrade n.d.). The value of net exported ready-made
garments was only USD 810,000 and Utexrwa exported fabrics valued USD 392,500 to Burundi that
year. The value of all textile and garment exports rose 13-fold to a value of USD 53.9 million in 2022,
however, mainly driven not by local produce but by re-exports. The latter made up 73.8% of total

exports in 2022. More details see tables 9 in the annex.

Rwandan Textile & Garment Exports 2015 - 2022
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Figure 8: Evolution of Value of Rwandan Exports of T&G Products 2015-2022 in USD (Source: UN Comtrade, own calculations and
visualization)

Effects on Second-hand Clothing

The exports of SHC rose strongly after 2016 and moderately since 2017 - in total + USD 17.1 million
over six years. In 2022, SHC still constitutes the largest export T&G product category although
99.9% of exports are made up by re-exports. The comparison to the SHC import data indicates that
in 2022 around 41% of chagua(USD 13.6 million) stayed in the country and 59% (USD 19.9 million)

were re-sold - almost exclusively (98.4%) sold to the neighboring DRC.

18 MINICOM data is not much considered here, as it mainly provides data on exported quantities and does not disaggregate T&G
categories consistently.
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Effects on First-Hand Clothing

Also the value of re-exported first-hand clothes rose from almost zero in 2015 to USD 2.8 million in
2022. Differently from SHC, among the new clothes one can see a strong net increase in exported
garments as well which signifies that those are garments that were manufactured in Rwanda.
These locally produced clothes grew strongly by +1633%. or USD 13.2 million since 20715.

This data is congruent with information reported by interviewees. Nonetheless, the overall export
readiness and capacities are still very limited: Out of the 30 interviewed companies, over one third
(12) reports no export activity at all, 10 manufacturers sell small amounts abroad (< 10%) and only 8
firms export on a regular basis. 99.8% of exported items within the sample are produced by the
number one export-oriented manufacturer Pink Mango C&0, who is also responsible for the
noticeable quantitative increase in FHC exported from Rwanda.

Major destinations of Rwandan produced garment in 2022, according to UN Comtrade, were the
United Kingdom, Tirkiye, DRC, Germany, Belgium and the USA, although exports to DRC were again
99% composed of re-exported garments. Exporters in the sample similarly reported Europe and
North America as their main target markets (largely driven by the diaspora there), as well as
neighboring East African countries to a lesser extent. The potential of the regional market through

the African Continental Free Trade Area (AfCFTA) seems to be not (yet) attractive and harnessed.

Main Destinations of FHC Exports in 2022
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Figure 9: Main Destinations of Rwandan FHC Exports in USD in 2022 (Source: UN Comtrade, own calculations and visualization)
Textile Exports

Net exports of textiles, however, have been zero since 2016. The value of exported fabrics also grew
strongly USD 16.7 million or +3316%. but the last export of domestically produced fabrics was the
before-mentioned order in 2015 to Burundi. Since then, all exported textile products simply passed

through the country as re-exports - majoritarily to DRC (94.9% in 2022).
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6.3.1.3 Summary: Effect on Trade Deficit

Comparing the overall T&G imports and exports shows that the SHC policy had a positive impact on
the trade deficit in the beginning: driven by the stark decrease in SHC imports between 2016 and
2017, the deficit also halved from USD -67.8 million to USD -33.1million. Since then, the gap between
exports and imports began rising again though, illustrated by the diverging lines in figure 10. Around

2020, the trade deficit already reached pre-policy levels (see figure 11).

Evolution of Textile & Garment Imports and Exports 2015 - 2022
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Figure 10: Evolution of Imports and Exports of T&G products compared (Source: UN Comtrade, Own visualization)
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Evolution and Composition of Trade Deficit 2015 - 2022
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Figure 11: Evolution of the T&G Trade Deficit 2015 - 2022 (Source: UN Comtrade, Own visualization)

Currently, Rwanda’s trade deficit in the T&G sector stands at USD - 122 million (see -). It is
strongly shaped by the large numbers of imported textiles (USD 90.6 million), compared to low
numbers of fabric exports (USD 17.2 million, almost exclusively re-exports), but also first-hand
clothing imports strongly exceed their exports (USD -35 million).

Hence, the policy did not succeed in its goal to grow (net) exports substantially, create more foreign
exchange earnings and decrease dependence on international produce through a narrowed trade
deficit in the long run. The high share of re-exports among Rwanda's exports has severe
implications on the value creation through such exports and illustrates a limited standing of

Rwandan T&G products on international markets.

Table 3: Sum of Textile & Garment Imports and Exports in 2022 (Source: UN Comtrade, own calculations)

Imports Exports Trade Deficit

§51.782.395 $16.818.652 -$34.963.743
$33.551.831 $19.900.277 -$13.651.554
$85.334.227 $36.718.929 -$48.615.297
$90.594.995 $17.223.029 -$73.371.967
$175.929.222 $53.941.958 -5121.987.264
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6.3.2 Effects on Textile & Garment Manufacturing

6.3.2.1 Company Landscape and Business Formation

6.3.2.1.1 Founding dynamics: Number and Age of Companies

Status Quo

There is no reliable data on how many textile and garment manufacturers exist in Rwanda, since
there is no comprehensive database including all industry professionals. Neither literature nor
experts were able to quantify the exact number of companies or the impact on that of the policies.
Utexrwa'sCEOQ Ritesh Patel who knows the industry very well talks about around 50 garment houses
currently existing (although not all are operational), Rwasibu Nshuti (Ma/son Inkindi) about more
than 30. Given my extensive research and observations, the formalized T&G sector does not seem
to be much bigger than the 30 companies interviewed. There certainly exist more micro and small
MiR garment producers, not many more medium-sized or large manufacturers, though.

Changes since policy introduction

Both institutions and industry actors report more entrepreneurial activity after the introduction of
the MiR and the SHC policy. Rwasibu Nshuti recalls that since the genocide in 1994 until around 2009
there was no single Made in Rwanda T&G brand, except for Utexrwa, while today there are many
more which is very promising (Interview Maison Inkindl)."We have so many locals who ventured into
that industry”, agrees Yves Ntabana (Interview Pink Mango C&D). Also Matheo Studio, MiR Company
#4, lzubaa, KUZA Hub, and /PRC concur in that the policy has encouraged designers and
entrepreneurs to enter the sector and create their own labels, which consequently led to the
industry’s growth. Especially MSMEs appear to have embraced the sector as something lucrative
which is visible through the increased number of MiR shops on streets and markets (Interview
NIRDA I, RDB, MINICOM).

According to the ILO report (2018: 7) there were 22 T&G producers officially registered with RDB in
2016, which is coherent with the database of 16 companies sampled in the 2017 NIRDA value chain
assessment (2017:9). Compared to today's estimated number of companies, this would signify a 1.5-
to 2-fold growth of formal Rwandan T&G enterprises. Christian Turahirwa from NIRDA sees a strong

causality between the policies and the increase in founding activities (Interview NIRDA I1).
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Age and Maturity of Researched T&G Companies

Year of # of oper. Companies # of

est. years companies

1984 39 Utexrwa 1

1998 25 New Kigali Designers (rebranding in 2010) 1

2009 14 Promota Creations 1

2012 1 Rwanda Clothing, Inkanda House 2 10
2013 10 Afriek (although new concept since 2018) 1

2014 9 Haute Baso 1

2015 8 Karssh (business in Kampala since 2008), UZI Collections, Moshions 3

2016 7 Umulinga 1

2017 6 Africa Uniforms (in HongKong since 1970s, in Africa since 2010) 1

2018 5 DIKAM, Vision Garment, Touch of Rwanda, Ufaco 4

2019 4 AMG, Kanyana, Pink Mango C&D (C&D: 1998, Pink Mango Group: 2011) 3 20
2020 3 MiR Company #A, Kezem, FL Collections, Mr. Endowed, Matheo Studio 5

2021 2 Urotozi Gakondo, Berabose Designs, Izubaa 3

2022 1 Asantii, Aria Designs, Inkindi 3

Table 4: Overview of Year of Establishment and Age of Companies”

The predominantly young age of enterprises further underscores the sector’s renewal. Qut of the
interviewed firms, two-thirds (20) were founded after 2016, suggesting a strong policy-induced
entrepreneurial response. Both many designer-led SMEs as well as larger manufacturers launched
their business after the policies which is a positive sign of diversifying actor landscape. A large
proportionis still in their start-up phase: the median company age is five years, only five companies
have been in business for more than a decade and only Utexrwaeven operated before the genocide.
Since the sector is characterized by SMEs, the average young age of the companies is not surprising
due to typical growth and survival processes of firms: large companies tend to be older (in Rwanda
17.9 years), while small companies tend to be less mature (7.7 years) (World Bank 2024: 11).

Looking at these findings, the sector appears to be flourishing, with high levels of founding activity
and a dynamic influx of new players, suggesting that the policies have positively incentivized
entrepreneurship and contributed to dynamic and diversifying textile and garment industry.

These numbers must be interpreted with caution, though, since they might be positively distorted
due to the fact that the sample only looks at active firms, not how many companies existed and had
to close down™. For a full understanding of the sector a closer examination of business mortality,

survival rates, and exit causes would therefore be necessary.

7 Many entrepreneurs started working in the industry informally or in a different country (e.q. Karssh, Africa Uniforms) several years
before, here the year of formal registration in Rwanda is taken into account. Companies that completely stopped business activity
or changed owners (e.g. C&H, HEMA) were not considered.

® During research at least 10 companies, identified in government reports and media®, either never launched their business or are
no longer operational. Cited reasons for discontinuation include Covid-19 (Kigali Garment Center), bad management and finances,
acquisition (C&H, HEMA Garments) or personal reorientation phases ( Made in Kigali, Kolbe). Even MINICOM admits that survival rate
of garment companies is “not the best’, an observation shared by Utexrwaand Pink Mango C&D.
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6.3.2.1.2 Company Size

Micro Small Medium Large
(1-2 employees) (3 - 20 employees) (21-100 employees) (>100 employees)
1-2 3-9 10-20 21-100 101-1000 >1000
= MiRCompany | = FLCollections: 4 = |zubaa:10 | = Moshions: 32 = Asantii:100 | = AMG: 1500
#A: 3 founders| =  Mr. Endowed: 4 = UzI:10 = Umulinga: 37 = Africa (indirectly
= AriaDesigns: 1| = Karssh: 3 = Inkanda = Rwanda Clothing: Uniforms: through 35
founder = Touch of Rwanda: House: 10 50 ~100 shareholding
= Inkindi: 3 4 = Kanyana: 1 = Promota: 109 societies)
founders = Urutozi Gakondo: 6 | = Kezem: 10 = Ufaco: 150 = Pink Mango C&D:
all: + freelancers | =  Afriek: 8 = Haute = NKD:187 4000
= Berabose Designs: Baso: 16 = DIKAM: 240
6 (working = Vision
= Matheo Studio: 6 with 300 Garment: 350
artisans) = Utexrwa: 500
3 9 5 3 8 2
3(10%) 14(47%) 3(10%) 10(33%)

Table &: Distribution of T&G Companies according to size”

The sample reflects a predominantly small-scale enterprise structure in the Rwandan T&G sector,
with almost 50% of all businesses (14 out of 30) classified as small enterprises, most of which
employ fewer than ten people. Ten companies fall into the Rwandan category of large enterprises,
though with substantial internal variation: six companies employ between 100 and 250 people, two
range from 350 to 550, and AMG counts around 1,500 tailors distributed across 35 decentralized
small-scale societies, though. Pink Mango C&D, with 4,000 employees, stands out as the largest
firm by far. Based on the sample’s finding, the sector lacks a strong medium-sized segment (only
three companies). Additionally, the sample includes three micro enterprises, that center around
their founders and contract independent freelance tailors.

In comparison to the national enterprise landscape, where 92.2% of businesses are micro-
enterprises, and only 0.2% are large (NISR 2024a: 29), the researched companies reflect a higher
degree of formalization and scaling within the T&G sector. However, the sample likely
underrepresents the significant number of individual tailors and micro-enterprises, which exceed
120,000 (NISR 2024b: 41) but were not included in the research design.

This observed enterprise structure, moreover, aligns with global and regional patterns in early-
stage T&G industries. In Kenya, for instance, over 74,000 micro and small enterprises coexisted
with only 170 medium and large firms in 2015 (World Bank 2015: 9). The dominance of SMEs in this
sector also reflects the industry's relatively low capital requirements and low entry barriers

compared to more technology-intensive sectors (ILO 2019: 16).

' This categorization applies the definition of enterprises from the £ntrepreneurship Development Policy 2020 (MINICOM 2020: 9).
Freelance, part-time or temporary workers were not counted as part of the permanent workforce.
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Changes since policy introduction

Analyzing dynamics in the sector’s company size structure, again, is difficult due to lacking historic
and macro-economic data. In NIRDA's 2017 baseline study out of the surveyed 13 manufacturers?
two only worked with artisan subcontractors, three had up to 20 employees (small enterprise), four
could be classified as medium-sized and four as large companies with over 100 employees. Large
differences existed even within this class, though: NADand Promotaemploying 105 to 160 workers,
Utexrwa 500 and C&H Garments1,450 tailors. (NIRDA 2017: 46 f., own calculations)

When comparing to today's sample, there seem to be many more small garment labels, especially
young designers(e.q. Matheo, Izubaa, Berabose, Touch of Rwanda, Kanyana, Urutozi Gakondo, etc.).
But the number of large manufacturers like Ufaco, DIKAM, Africa Uniforms, AMG or Vision Garment

has significantly grown.

6.3.2.1.3 Type of Enterprises and Formality

The Rwandan T&G sector used to consist largely of informal businesses which can also be seen in
low number of formally registered manufacturing companies before the policy (ILO 2018:7).

Within my sample, though, all interview partners indicated to be formally registered businesses.
This could be a positive result of Rwanda's government constantly pushing for the formalization of
its economy, but also due to social expectedness of the answer and the interviewee selection. As
described earlier, until today, there are no official numbers on the size of the sector because it is
still characterized by informality and has a large figure of uncountable own-account tailors, small
workshops, cooperatives and caritative projects (Interview RDB).

The prevalence of informality is not surprising as around 90.1% of Rwandan private sector
enterprises, particularly micro-enterprises, operate informally (NISR 2024a: 31) and 76.3% of
workers in manufacturing are estimated to be employed without a contract (ibid.: 110).

The majority of the businesses in the sample are registered as privately owned companies with
limited liability or as sole proprietors. Exceptions with different business models and ownership
structures are Pink Mango C&D(Rwandan subsidiary of Pink Mango Group and C&D Products Group),
Utexrwa (shareholding of the Indian Jobanputra Family), Africa Uniforms Rwanda (daughter of
multinational Hong Kong based company Africa Uniforms), Apparel Manufacturing Group (AMG)
(shareholding of a group of 35 tailoring associations, a government initiated project), Vision

Garment(shareholding of a group of reservists of the Ministry of Defense).

%0 Total sample size was 20, but seven had not even started operations yet or did not disclose any employment data.
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6.3.2.1.4 Ownership Structures: Rwandan owned or Foreign Direct Investment

Among the 30 manufacturers interviewed, the majority (18) of founders and managers were born
and raised in Rwanda. A notable portion (8) of T&G business owners have a diaspora background,
reflecting the country's violent history. Among this cohort, some were born in Rwanda, forced to
emigrate during the 1994 genocide and returned to Rwanda in the post-genacide era?'. The younger
generation consists of children of exiled Rwandans raised in the diaspora and are now embarking
on a “self-journey going back to [their] roots” (Interview /zubaa).?

In addition to that, four of the companies interviewed are foreign owned enterprises: Utexrwais
owned by an Indian shareholding, reflecting the long history of Indian investment in East Africa.
Lately, China increased its presence in the Rwandan T&G sector as well. The first Chinese investor
to settle there was C&H Garmentsin 2014, whose facilities were later acquired by the &0 Products
Group, that founded Pink Mango C&0 together with the Belgian-Rwandan CEO Mbonyumutwa. In
2018, Africa Uniforms, a Hong-Kong based multinational enterprise with manufacturing sites in
different African countries, started operations in Rwanda. Afriek was founded by a Dutch
entrepreneur who traveled to Rwanda and wanted to start a Dutch-Rwandan fashion business.
Listed reasons for foreign companies to invest in Rwanda or diaspora Rwandans to come back to
their home country for business included:

e ease-of-doing-business and support by the state: easy administrative processes,
quickness and responsiveness of institutions, fiscal and logistical incentives, willingness
of the government to cooperate and invest, the valorization of foreign investors,

e afavorable business environment: general safety, stability and low levels of corruption,

e |ow labor costs, and

e freetrade agreements?

e personal ties to Rwanda, sense of belonging and identity, wanting to “give back” to the
country

Compared the Rwandan average where 1.8% of companies show foreign or joint ownership
structures (NISR 2024b:13), the T&G industry seems more in international hands (13% of firms). This
high presence of foreign investments is typical of African manufacturing and the export-oriented
T&G sector, as different scholars observe (Staritz & Frederick 2014, Kennedy 2017, Wolff 2021).

When examining the size and importance of the firms in question, it is noticeable that three of the

foreign-owned companies are among the largest manufacturers with 4,000 ( Pink Mango C&0), 500

2 Pink Mango C&D/Asantii(Belgium), Haute Baso(USA), Rosalie Gicanda/AMG(France), Ufaco(Belgium) and Karssh(Uganda)

2 Berabose Designs(Belgium), /zubaa(France), the country manager of Asantii(Belgium).

% Africa Uniforms was urged by a major US-American buyer to relocate to Africa due to the lower import duties compared to Asian
manufacturers thanks to AGOA, before Rwanda lost its beneficiary status.
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(Utexrwa) and 100 employees (Africa Uniforms), respectively. This can be explained through their
higher available capital, industry expertise and business contacts, but it has serious implications
on relative market power, decision-making, value capture, working conditions and the target
markets of those big players. The company’s decisions are less rooted in Rwanda but depend almost
entirely on the management and investors abroad, which creates dependency. FDI companies tend
to be more efficiency- and profit-seeking, basing their manufacturing location decision primarily
on labor cost differentials, productivity, rents, lead times and market access. Unlike locally owned
companies, foreign firms are also more likely to withdraw from the host country if business is not
100% profitable anymore. (Staritz & Frederick 2014: 213) These mainly economic investment motifs
and constant donor-orientation could be seen in all interviews with non-Rwandan owned firms as
well. Utexrwa, for example, has been considering stopping operations in Rwanda due to disputes

with the Rwandan government and lacking return-on-investment (Interview Utexrwa).

6.3.2.1.5 Locality of Businesses

The vast majority of interviewed textile and garment businesses (29 out of 30) are located in Kigali,
with Africa Uniformsas the only exception owning a factory in Musanze. This observation may partly
be traced back to a possible selection bias, but the broader structural trend of business
concentration in Kigali was also confirmed by other surveys (NIRDA 2017, ILO 2018). Kigali's
dominance can be explained by its role as the country’s central trade hub, hosting the only
international airport in the country and easier access to both imports and exports. Additionally, the
key B2B (large companies and government institutions) and B2C clientele (educated, high-income
households) with strong purchasing power and demand for Made /n Rwanda products are mostly
concentrated in the capital. The government'’s efforts to centralize industrial activity in the Kigali
Special Economic Zone (KSEZ) reinforces this centralization. Within Kigali, businesses are
distributed correlating to their clientele profiles and the industrial nature of their production. High-
end boutiques are usually found in neighborhoods like Kimihurura, Gacuriro or Kiyovu, fewer known
designers with middle to high-income clientele in districts like Kicukiro, Remera or Gikondo and
large producers are all located in industrial and semi-industrial zones like KSEZ and Gisozi.

While tailoring and small-scale production exist in rural areas around the entire country, upscaled
and formalized T&G manufacturing remains almost non-existent outside Kigali.

This unequal spatial distribution, however, has severe implications for inclusive employment, long-
term development prospects and availability of MiR products to consumers. There are derisive

remarks that criticize that Made in Rwandashould rather be called Made in Kigall.
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6.3.2.1.6 Motivational Factors for Business Formation

Made in Rwanda campaign as a source of inspiration and encouragement

Among the 20 entrepreneurs that ventured into the T&G industry, 9 companies mentioned the MiR
and anti-SHC campaign as one of their motivational factors. Given the policy’s central goal of
business formation that is less than one could have expected. Chris Gentle, however, holds that the
Made in Rwanda campaign “was the most influential factor”, underlining that "the whole idea came
because of it, because of the government policy of supporting the locally made stuff” (Interview
Umulinga). Long Ngan also reflects that they “kind of started because there's a policy” and “wanted
to do something about it”, so they created the Afriwearline for the local market (Interview Africa
Uniforms). Also Mr. Endowed and Kezem described the policies as a window of opportunity which
theyintended to seize. Otherslike O/K4Mproudly promote that they are part of a large governmental
strategy in their marketing material: “DIKAM Ltd Company was started in 2018 in line with the
government policy to promote made in Rwanda products” (flyer).

More indirectly, the policies impacted new entrepreneurs by creating awareness and visibility for
the sector. This particularly seems to hold for SME designers. Chris Gentle illustrates the
omnipresence and call-to-action by the campaign: "By then, in 2016, Made in Rwanaawas supported
everywhere by the government. [...] | would be watching TV, | would see people wearing Made in
Rwanaa clothes, scrolling on Instagram, you know, Snapchat - all these different media”. Since he
was a young graduate with some savings, he therefore felt the urge to "do something as well” and
started his clothing company (Interview Umulinga). Similarly, Shiny Abdallah compares the
campaign to a platform that allowed Rwandan designers to showcase their talent and asked them
to proactively do something with that opportunity (Interview M. Endowed). Nadine Kanyana
(Kanyana World)and Rwasibu Nshuti ( Maison Inkindi)talk about how they lacked self-confidence to
start with fashion design, but that the campaign represented an encouraging turning point to them.
This attention of the government to the sector did not only directly affect upcoming designers but
also gave confidence to their social networks who then supported their career plans. Chris Gentle,
for instance, asked one of his relatives on whether to proceed with fashion who responded: “| think
you can do this. Because, you know, the government is supporting it" (Interview Umulinga). This
abstract emotional support came largely from symbolic actions of public influencing figures like
the President as a token of trust. Patrick Muhire recounts how the President used to wear clothes
produced abroad but now wears locally made shirts “because he also believes in us now” (Interview
Inkanada House). But also the rise of other MiR designers as positive and encouraging examples were

cited by some industry actors. Matheo Niyigena, for example, tried to convince his parents who
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thought that fashion design was not a serious career by telling them about Moshionsand showing
them the clothes that he had designed for the President. “That's when they actually started to
realize that, maybe me involving in doing this, it might be something”, says the designer (Interview
Matheo Studio). Experienced fashion houses with national and international reputation such as
Moshions, Rwanda Clothing, Haute Baso or House of Tayo have become a pull factor for some
upcoming designers (Aezem, Maison Inkindi, Matheo), but most Rwandan entrepreneurs still cite
international labels, creators and media like Dior, Gucci, Balenciaga or Yves Saint Laurent as their
major role models, source of inspiration and aspiration which shows that the industry is still very

dominated by European influences.

Cultural Meaning of Made in Rwandafashion

Even where the policy was not directly cited as a founding motivation, it has significantly shaped
many producers’ brand identity and marketing. Several entrepreneurs articulated a strong
aspiration to use fashion as a medium for cultural expression and a tool to reframe Rwanda’s
international image. Rather than viewing fashion solely as a commercial endeavor, many designers
described it as a means to represent Rwandan identity, history, culture, and creative richness. The
designers’ pride in their country and resulting will to share it with the world are mirrored in quotes
like this one by Shiny Abdallah: “As a Rwandan | love my country, my continent and to see the
richness we have in our culture, in our traditions. [...] | want to do something that's going to go
beyond the region, that's going to represent our culture” (Interview Mr. £ndowea). He describes how
being confronted with internationals who were unaware of Rwanda, rose his desire to educate the
global community about his home country. Similarly, /zubaaputs forward that Rwandans "have a lot
to say more than just the tragedy that happened. [...] We have a lot of talent and we want to show
it to the world, [...] because people know Rwanda for other things” (Interview /zubaa). This aim of
changing the narrative of Rwanda by using fashion as a communicative tool also expands to
showing that Rwanda is not only a “poor developing country” but able to produce high-quality
products that can compete in international markets (Interviews Urutozi Gakondo, Haute Baso, Mr.
Endowed, DIKAM, FL Collections, Berabose Designs).

Many businesses also highlight that they are a proud Made in Rwanda enterprises in their
promotional material. Urutozi Gakondo, for instance, writes on his website that ,the entire
production is proudly made in Rwanda” and Awanda Clothing emphasizes “We are a Rwandan
fashion brand. Everything of RWANDA CLOTHING is made in Rwanda and designed in Rwanda“. The
connection to their home country is also reflected in many company names (e.g. “Rwanda Clothing",

“Touch of Rwanda”, “New Kigali Designers”, “Made in Kigali”) or logos (e.g. Haute Baso's: shape of
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Rwanda, Kezem: cow horns). Rwandan culture and heritage also plays an important role in the
fashion of most SMEs. Elodie Fromenteau posits that /zubaa’s "identity lies the rich tapestry of
Rwandan culture” and Aarssh “aims at creating Rwandan fashion trends upholding the beautiful
uniqueness of Rwandan culture, climate and nature”. Many fashion houses use traditional Rwandan
aesthetics and combine them with modern elements. For example, Moshions has become known
for incorporating /imigongo patterns, reviving the amasunzulook or drawing inspiration from the
umushananadress. Kezemuses the cow, a culturally very significant animal in Rwanda, as a central
motif, FL Collections uses the mukotanyi fabric of the Rwanda Liberation Army in many of their

clothes and /zubaa, for example, features the image of a historic Rwandan queen on her t-shirts.

Patriotism, Desire for Social Impact and National Contribution

The above-mentioned national pride is also mirrored in an array of answers from companies of all
sizes, but especially larger ones, that desire to have a positive economic impact on their country.
Asjob creation and increased national self-reliance are among the policies’ objectives, this can also
be seen as an indirect effect of the MiR and SHC policy. For a substantial number of respondents,
the founding of their business was closely linked to a sense of social responsibility, patriotism, and
a wish to contribute to Rwanda's development. Two entrepreneurs describe how they used to have
different jobs before and decided to venture into MiR garments in order to do something with
tangible impact, meaning and innovation (Interviews FL Collections, Berabose Designs) Shiny
Abdallah agrees that fashion is not only about the making of clothes, but beyond that: “it's about the
impact you make to the world” (Interview Mr. Endowea). Maryse Mbonyumutwa, CEQ of Pink Mango
C&D and Asantii, calls upon Rwandan citizens and the African diaspora to not remain in their
victimized role as formerly colonized, but become protagonists in the betterment of their countries:

“There is a tired discourse coming out of the university and African intellectual circles in
Europe[...]: the situation of our continent is the fault of the colonizer or the neo-colonizer
[...]11 always ask the question: and after these observations, what do you do? My project
takes this message to the diaspora. Whatever the state of our countries and our economies,
the development of Africa is our primary responsibility. We must stop victimizing ourselves,
even if the grip of the neo-colonialists is strong, the answers to Africa’s problems must
come from Africans.” (Bangda 31.03.2023)

As a Rwandan, she believes “that we must all be part of the solution to our countries' problems” and
there comes a time when “you have to give something back to your country”(Cissé 30.05.2021). This
thankfulness to the state and feeling of responsibility to help the compatriots also came up in other
interviews: Chris Gentle describes how his target is “serving the whole nation. [...] It's about the

community”(Interview Umulinga).
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Even foreign-owned companies like Africa Uniformsor Pink Mango C&[Ddeclare that their business
activity in Rwanda, among other things, originates from the will to have a positive impact on the
country. Long Ngan emphasizes how they want to help Africans set up their own production
because “they don't really have access to affordable, good-looking clothes that are being made in
Africa.” He recalls that his father was so impressed by Rwanda the first time he visited and wanted
to “contribute something to the country”(Interview Africa Uniforms). Since then, contributing to the
Rwandan community is their self-acclaimed “first priority”, even if the factories there are not
profitable anymore. Also Pink Mango C&0 has set ambitious goals with nation-wide impact in its
cooperation contract with the government: It is supposed to provide 7,500 jobs, train 500
Rwandans and increase export revenues to USD 19.4 million until 2025.

Domestic job and income creation generally seems to be a very important topic for many T&G
companies. “It's all about the prosperity, the money you are bringing back, create more jobs on the
land here”, declares Joselyne Umutoniwase (Interview Rwanda Clothing). Diane Mukasahaha, CEO
of DIKAM, reminds that the labor-intensive local production offers greater employment
opportunities and positive spillovers for the country than imported ready-made clothes: “When you
open a factory here you offer more jobs[...]than those who import. A person shipping 10 containers
of cloths may create 5 jobs, but making those containers here could generate more than a hundred
jobs” (Bizimungu 18.11.2019). Especially job creation for vulnerable groups like the youth, women
(especially mothers, single moms or widows) or uneducated tailors seems to be a concern of MiR
entrepreneurs (Haute Baso, UZI, Umulinga, Ufaco, DIKAM, Pink Mango C&D).

Beyond Policy: Broader Motivational Factors in Business Formation

Motifs related to the Made in Rwanda campaign were not always cited as the pivotal or only reason
for starting a business. In fact, many companies mentioned other influential factors like
dissatisfaction with the previously available both imported or MiR clothing options?, rather profit-
driven business logics and seeing market opportunity and uncatered niches? or simply a personal

passion for fashion, styling and self-expressionZ.

This analysis shows that the policies were not the only, but significant factors in the establishment
of many of today’s Rwandan T&G firms by appealing to national pride and a sense of cultural as well

as economic togetherness.

% Matheo Studlio, UZI, Berabose, Rwanda Clothing, Kanyana, MiR Company #4, Haute Baso, Urutozi Gakondo, Moshions
% New Kigali Designers, Promota Creations, Africa Uniforms, Pink Mango C&0, AMG, Mr. Endowed, Kanyana, Izubaa, MiR
Company #4 or Inkanda House

% Matheo Studio, UZI, Berabose, Moshions, Kanyana, Karssh, lzubaa, Kezem, MiR Company #4, Umulinga
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6.3.2.2 Expanding Local Production of Textiles and Garments

6.3.2.2.1 Value Chain Steps

Production of raw, input and working materials

Large-scale production of raw and working materials for textile and garment manufacturing is
virtually non-existent in Rwanda?. Neither synthetic nor natural fibers are produced locally for
industrial use. As far as natural inputs like cotton are concerned, the lack of domestic production
can be explained through the country’s geographical setting, inappropriate climatic and soil
conditions, limited available land and smallholder farming structures resulting in globally
uncompetitive prices (Esiara 02.07.2016, ILO 2018: 9). Since the early 2000s, sericulture was
promoted as part of the National Industrial Policy and a potential avenue for upstream integration
but did not succeed eventually.?

Likewise, all other working, input and intermediary materials like yarn, needles, elastics, trims(e.g.
buttons, zippers, beads, laces), dyes, labels, or machinery (for weaving, cutting, sewing, buttonhole-
making, embroidery, printing, dyeing, ironing, etc.) are not locally procured but imported - mainly
from Asia. Ufexrwa, for instance, indicated to source its cotton from Uganda and Tanzania,
polyester from China, India and Indonesia, chemicals from India and dyes from Europe (Interview
Utexrwa). Larger firms with higher order quantities and sourcing capacities like Pink Mango C&0D,
Utexrwa, AMG, NKD, DIKAM, Ufaco or Vision Garment purchase their inputs directly at the source,
while SMEs typically purchase these materials locally from Kigali markets. The documentation of
the duty remission scheme on imported raw materials and inputs shows the extent and variety of
such imported materials: Ufaco, in the first half of 2023 alone, shipped 100 irons, 31t of laces or 70t
of labels into the country (EAC 21.04.2023: 9-12).

Fabric Production and Sourcing

Fabric manufacturing keeps being carried out by one textile mill in the country only: Utexrwa.
Despite this monopolistic position, linkages to domestic garment producers remain minimal and
the company mainly produces for its own garment production or textile products like bedsheets.
The vast majority of Rwandan garment firms source their fabrics from abroad. Reasons given by
respondents include the lower price, better quality and greater variety of imported fabrics as well

as high minimum order volumes (e.g. minimum of 50 pieces and 1,000 m of fabric for printing at

7 Rwanda is the only country in East Africa that does not grow cotton at commercial scale. Even in the neighboring countries the
majority of the regionally produced cotton is not processed on site, though, but exported to Asia (Mwasomola & Owjang 2021).

% |n cooperation with Utexrwa, a Korean investor and farmer cooperatives, the government invested in nearly 2,000 hectares of
mulberry plantations and established the Kigali Silk Factory, designed to process 70-100 tons of cocoons annually (Esiara 02.07.2016,
MiR Policy 2017: 5). However, the initiative collapsed due to poor coordination among stakeholders, low production volumes, inferior
silk quality, and the impact of Covid-19 (Interview Utexrwa, Behuria 2019, MINICOM 2022).
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Utexrwa) that impede small firms from using those services (Interview Africa Uniforms, NKD,
Matheo Studio, Karssh, Umulinga). Long Ngan explains that “it's really hard to find a fabric mill with
good quality in Africa right now” and that locally “either there's no supplier for certain things or the
price would be too high, or the quality would be worse” (Interview Africa Uniforms). Concretely,
Derrick Kanyona reports that domestic fabrics are on average 40% more expensive than their
Chinese competitors (Interview NAL). Generally speaking, fabrics of Utexrwa seem to have a bad
reputation among Rwandan entrepreneurs.

Exceptions of positive cases of local linkages and (temporarily) successful collaborations with
Utexrwa constitute the cooperation with Afriek, Berabose and Moshions. Afriek, willing to use
regionally grown organic cotton in their clothes, sourced the raw material on its own from Tanzania
and had it woven into a custom fabric by Ufexrwa which was then also used by Berabose and
Moshions |ater with different prints.

Among the sourcing locations China (14 responses) and India (5 responses) remain the major
players, 7 companies said to purchase their fabrics in Dubai and 2 in Turkey. The Middle East, and
Dubai particularly, has emerged as a turntable and hub for materials produced in East and South
Asia. Secondly, East Africa surged as an important source of fabrics with 7 companies buying their
fabrics from their neighboring countries Kenya and Tanzania, either because they offer a bigger
fabric variety than Rwanda or special fabrics like batiki High-end designers such as Moshions,
Haute Baso, Rwanda Clothing or FL Collections with a need for high quality and specialized fabrics
(like wool, cotton or linen) source them from Europe (Italy, UK, Netherlands or Germany).

Product Development and Design

Design and product development are largely carried out domestically, though with varying levels of
capacity and professionalism. Among the interviewed micro and small brands the design was
always done by the founder. Some medium-sized companies like Moshionsor Rwanda Clothinghave
been able to hire additional designers to support the CEO in the creative process. Two
internationally oriented brands, Asantii and Afriek, work with reputed and upcoming external
designers. The large MiR garment manufacturers employ dedicated in-house design staff. Pink
Mango C&D which operates under a buyer-driven OEM model is provided the designs and desired
materials by the client: “Our external buyers like Navahoo, LC Waikiki, ... come up with the material
they want, we buy it from Asia, they provide the design, we just follow and export to them”, explains
Yves Ntabana. Africa Uniforms offers both OEM and ODM services, depending on the client's wishes.
Since Rwanda currently lacks the educational infrastructure to train professional textile and

garment designers, researchers and product developers most designers in SMEs are self-taught
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(see chapter 6.3.2.3.3) and even most large manufacturers lack the capacities to hire seasoned
external designers and establish professional product development units.

The newly established study program at the IPRC Kigali intends to close that gap, however, it
remains questionable whether the existing design skills will suffice to scale up to internationally
competitive design and production in the near future. Yet, professional 0DM capacities are “a vital

attraction factor for potential export clients” (NIRDA 2017: 12) and functional upgrading endeavors.

Garment Production
The CMT activities to assemble the final piece of clothing are usually carried out by the tailors of
the respective company, except for a few different production models:

e Micro designer brands, like MR Company #4, lzubaa, Inkindi and Aria Designs, that don't
have the capacity to hire their own workers yet rely on on-demand free-lance tailors

o Haute Baso, since its inception, has outsourced the garment-making to a network of 10
cooperatives comprising around 300 tailors and artisans. Design, sampling, sourcing and
marketing and sales are organized in-house by the office in Kigali.

e Mr. Endowed has opted for outsourcing their entire production to Chinese mass
manufacturers due to available machinery and industrial production capacities, tailoring
skills and quality of the final product, material variety and professional work attitude there.

The actual production processes vary depending on the size and capacity of the enterprise. In
designer SMEs most steps are performed with manual or basic electric sewing machines by one
tailor finishing the entire garment. This production style marked by small batches, involving a lot of
manual work, artisanal skills and low standardization could be described as a “boutique style
production model” (cf. HEVA 2016: 16). Medium and larger companies work more functionally
disintegrated with multiple production lines and workers assigned to partial tasks like cutting,
sewing specific parts, filling, buttoning, finishing, ironing or packaging. Additional steps like
embroidery, printing, weaving additional parts like collars or accessory-making (e.g. beading) are
either performed in-house by large manufacturers (Pink Mango C&D/Asantii, Utexrwa, NKD, DIKAM,
Promota, Africa Uniforms) or outsourced to specialized individuals, cooperatives or local
subcontractors by MSMEs without the respective expertise or technology.

The degree of automatization and endowment with specialized machinery varies strongly: while
Pink Mango C&0 stands out for its modern and advanced technology, most smaller and domestic
producers appear to have rather outdated machinery not at international industry standard (see
also NIRDA 2017, ITC 2020).
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Marketing and Distribution

Since only Pink Mango C&D and Africa Uniforms operate under a buyer-driven contract-

manufacturing model, all other Rwandan T&G businesses handle all post-production branding,

marketing, distribution and retail activities on their own. Within the B2C business retail takes place

a)

b)

Via the producer’s own shop or showroom

All MSMEs operate or plan on having their own store or showroom since having a physical retail
space remains crucial, as Rwandan customers seem to prefer in-person shopping, valuing the
personal interaction, physicality of the fabrics and a proper fit (Interview MR Company #4,
Inkanda House). Special arrangements include showrooms in private residences (UZ), /zubaa,
Matheo, Urutozi Gakondo, Mr. Endowea) or shared retail (e.g. Aria Designs at Kuza Hub, Kanyana
and Aezem at the joint Art Rwanda Ubuhanzi shop). More established designers like Moshions,
Rwanda Clothing, and Haute Basohave upgraded their stores with auxiliary business activities
like a café or home décor unit to enhance the shopping experience and create consumption
synergies. Hospitality spaces as points of contact with international demand-rich potential
customers generally constitute attractive retail points (e.q. 7ouch of Rwandais located at café
Casa Keza, Rwanda Clothinghas outlets at luxury hotels near national parks and /zubaahas had
pop-ups at Marriott Hotel Kigali). Some high-end designers with an international client base
even have branches abroad: Moshionshas had pop-ups across all important African, European
and Asian fashion metropoles, Asantii operates stores in Johannesburg, Accra, Abidjan,
London, New York and Brussels and Afriek has a shop in the Netherlands.

The large MiR T&G manufacturers typically do not operate retail stores, focusing instead on B2B
and export. Exceptions include O/KAMand Vision Garment with small outlets at CHIC mall in
Kigali. Africa Uniforms previously tested three shops but closed them due to lack of turnover.
Ufaco said to offer their pieces for sale from the factory in the KSEZ.

Via retailers

Wholesale distribution via networks of individual dealers is common among large
manufacturers supplying the domestic market (Interviews O/KAM, NKD, AMG, Africa Uniforms,
Utexrwa). They sell their clothes in bulk to what they call “representatives” or “agents”, mobile
intermediaries and retailers more or less closely linked to the company, who take the items to
markets or shops around towns in the Rwandan districts. Ufacoalso described assuming that
task internally by regularly going to 13 Rwandan markets across Kigali and the country,

promoting and selling their produce there themselves.
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Internationally, some designers are featured in fashion boutiques or concept stores which sell
selected designer Made in Rwanda pieces (e.q. /nkanda Housein Canada, Umulingain USA and
Europe, Urutozi Gakondoin USA and Dubai, Haute Basoin Nairobi)
c) Viaonline platforms

Despite global growth in fashion e-commerce, online sales remain limited in Rwanda. Out of all
researched companies only 60% (18 out of 30) have a(functioning) website. Still, some of these
are outdated or only accessible temporarily. Out of these only six companies operate a working
web shop. Even among these, sales remain low because Rwandans are not used to shopping
online, consumers prefer physical interaction with the pieces (see above) and internationally
the high shipping costs make e-commerce unprofitable (Interviews Haute Baso, Rwanda
Clothing, Inkanda House, Moshions, Karssh). Likewise, the government'’s effort to create online
retail touchpoints during COVID-19 by launching the online platform RwandaMart for Rwandan
products has seen little acceptance locally (Interview /nkanda House).

Nevertheless, most businesses rely on online presence, especially social media, for visibility,
marketing and customer acquisition. Instagram and WhatsApp serve as affordable, far-
reaching tools for showcasing one’s work, especially among young designers. MR Company
#4, lzubaa, Matheo, Umulinga, FL Collections, Urutozi Gakondo, and Kanyana reported
significant portions of their clientele coming from online marketing (e.g. Kanyana World: 70%).
Still, word-of-mouth promotion and recommendations from existing clients or friends and
family remain the most important marketing channel among most SMEs (Interviews Urutozi

Gakondo, Afriek, NKD, FL Collections, Aria Designs, Kanyana World, Karssh, Inkanda House).

6.3.2.2.2 Linkages, Backward Integration and Upgrading in Practice?

When looking at the entire textile and garment value chain, the Made in Rwanadaand SHC policy have
stimulated growth in downstream activities like garment production and retail, most upstream
steps, i.e. raw material production and textile processing, are still performed outside the country.
As the earlier chapters have shown, fiber production projects remained unsuccessful. Since 2016
Utexrwa remains the sole textile mill in the entire country and yet unpopular among sourcing
companies resulting in a capacity utilization rate of a mere 20% (Interview Utexrwa). Although some
apparel producers with a Pan-African vision demonstrate a clear willingness to strengthen
backward linkages and exclusively source regionally, these wishes currently remain future visions
(Interviews Asantii, UZI, Berabose Designs and Moshions) Collaborative projects like the joint

sourcing of Afriek and Moshions from Utexrwa raise hope but remain anecdotal, with little
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indication of deeper long-term supply chain linkages. As a result, the sector continues to exhibit a
high dependency on imported input materials from Asia. In other words, despite the government’s
goal to achieve backward value chain integration, supply chain upgrading to textile or fiber
production did not occur. The fact that these upstream industries are particularly capital-, scale-,
and skill-intensive and therefore comparatively difficult to establish (Staritz & Frederick 2014: 219)
raises the question whether this particular industrial development path is the right one for Rwanda
with its geo-strategical and early-industrializing context.

Most Rwandan apparel producers operate functionally integrated business models by default,
performing nearly all steps from fabric sourcing to design, production and retail in-house by
themselves, as they operate their own brands themselves and are not integrated into GVCs as
suppliers. While this vertically integrated model does allow for a greater degree of value capture, it
does not necessarily reflect the functional upgrading, but seems a product of the localized, small-
scale, and often founder-driven nature of most enterprises that simply do not have the capacity to
functionally outsource tasks or become part of global production networks. Pink Mango C&0and
Africa Uniforms are the only export-oriented companies embedded in international value chains as
garment suppliers. They work mainly under an OEM production model, in which Rwanda is primarily
leveraged as a low-cost production base, while strategic decisions such as site selection or product
scope are completely buyer-driven (see Interview Africa Uniforms, Pink Mango C&0) and value-
adding functions like design, branding, marketing, and retail are retained by the international lead
firms. Nonetheless, them taking over tasks such as financing and sourcing of inputs, finishing,
packaging, and logistics of the final goods already represents a functional upgrading compared to
simple CMT activities. Africa Uniforms, additionally offers design services as well and has even
developed its own brand, which signifies that they are “moving up” the value addition ladder. Also
some larger non-exporting domestic firms like J/KAM, NKD, and Promota Creations, however,
reported small scale functional upgrading through the acquisition of embroidery and knitting
machines, allowing them to internalize such previously outsourced processes. In terms of process
upgrading, a number of manufacturers have invested in new technologies to enhance productivity.
Pink Mango C&U, for instance, has introduced an intelligent hanging garment transportation system
that improves the efficiency of its production lines.

Inthe realm of product upgrading, designers such as Matheoor Umulingahave expanded from basic
products like t-shirts to complex items including tailored suits and haute couture pieces. Similarly,
Pink Mango C&0 has evolved from producing simple export items like uniforms and polo shirts to

more sophisticated outdoor and sportswear collections or launching its spin-off Asanti;, which
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targets a completely different high-end consumer segment. This goes hand in hand with channel
upgrading: Rwandan designer labels like 4santii, Moshions, Matheo or Umulinga have been able to
enter new target markets and explore new clients in Europe, Asia, Africa and North America.
Rwanda Clothing also showed signs of inter-chain upgrading when venturing into the home décor
section and using her experiences, contacts and design and handicraft skills from garment
manufacturing to explore this related value chain.

Domestic horizontal linkages were only peripherally studied during this research. Manufacturers of
all sizes reported relying on specialized and non-specialized support functions, either through
formal contracts (e.g. for logistics, catering or printing), via freelance work agreements (e.g. with
bookkeeper, marketing persons or photographers) and sometimes such service providers are even
counted as part of the team (e.g. cooking or cleaning lady, driver purchases and delivering orders).
In summary, there are some examples of process, functional, and product upgrading, but the
broader transformation of the sector through vertical integration, diversified linkages or entry into

higher-value chain functions remains limited.

6.3.2.2.3 Garment Production and Sales

Production Volumes

As table 16 in the annex shows, yearly production volumes vary widely among the surveyed textile
and garment manufacturers in Rwanda from 50 pieces to 14 million pieces produced yearly.

Eight companies produce fewer than 500 items per year (all micro and small companies with less
than five employees)and nine SMEs fall in the bracket between 1,500 and 10,000 pieces. Among the
large manufacturers, five produce between 100,000 and 500,000 garments annually, while one
enterprise, New Kigali Designers exceeds one million pieces. Pink Mango C&D spearheads
production with around 14 million produced items per year.

It is important to mention, though, that production numbers vary largely in between product
categories due to differing levels of complexity in production but also depending on the season or
year and fluctuating number of orders which makes it difficult to determine and compare
production levels (Interviews MiR Company #4, UZI, Kanyana, Izubaa, Ufaco, Africa Uniforms).
Most MSMEs produce small to medium-sized collections with not more than 30 pieces per design.
Yet, many also just produce single pieces of outfits - either out of limited investment possibilities,
lacking demand and risk aversion i.e. only reproducing an item on demand when a previous one has
been sold (e.g. MiR Company #4or Aria Designs) or in order to showcase their artful couture pieces

and create an image of exclusivity (e.g. Matheo, Moshions, Rwanda Clothing or Inkind)).
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The significant jumps between production brackets illustrate the diverse landscape of the Rwandan
T&G sector and underline the stark differences in mass production capacity. Despite the relatively
large number of MSMEs their contribution to total output remains minimal. Based on available data,
less than 1% of total production is accounted for by MSMEs, highlighting the pivotal role of large

enterprises in upscaling and industrializing the sector (see table 15 in annex).

Changes since policy introduction

According to the 2017 NIRDA study the sector produced roundabout 4.63 million T&G items when
the policies were introduced (NIRDA 2017: 46f.).

Extrapolated from the recent data gathered as part of the field research, local production appears
to have increased significantly, reaching an estimated 17 million items in 2022/23.

While comparisons must be made cautiously due to differing data sources, this would signify a net
plus of 12.37 million items and a 3.7-fold growth over a time span of six years.

As described earlier, most companies in the sample were founded post 2016/17 and thus provide no
basis for historical comparison at company level - but constitute a net plus for the sector output.
Therefore, the illustrated increase, on the one side, reflects the establishment of new T&G
companies, mainly driven by new large players like Africa Uniforms, Ufaco, DIKAM, and Vision
Garment. On the other hand, it has profited from the growth of existing firms, particularly the
takeover of C&H Garments by Pink Mango C&D. The latter now produces approximately ten times
the output of its predecessor (from 1.4 million pieces to around 14 million pieces). But also other
firms existing prior to the introduction of the policies reported notable growth since 2016/17:
Rwanda Clothingincreased its output by a factor of 5.5 (from 1.800 to 10.000 pieces yearly)and New
Kigali Designers by a factor of 7.5 (from 200.000 to 1.5 million pieces yearly).??

However, not all companies experienced growth. Aarssh and Afriek reported slight declines in
production since 2017, while Promota Creations output fell by around 50%. Utexrwds textile
production decreased fivefold, with capacity utilization halving since 2018 (50% to 20%).

Several new entrants reported rapid initial growth around 2018/19 - indicating a positive impetus
on demand and production as a result of the MiR and SHC policies - but suffered sharp setbacks
later. 7ouch of Rwanda, for example, experienced her peak in business activity with several shops
and 25 employees before Covid-19, while she is now down to 4 employees tailoring a mere 50 pieces

per year due to the effects of the pandemic. Africa Uniforms, which used to operate three factories

2 All baseline data is taken from the 2017 NIRDA report (NIRDA 2017: 46 f.)
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producing up to 3 million garments, had to close down two of them and now only produces 4% of
their previous production output because of the loss of AGOA. AMG which was started in late 2019
and would have had a promising production capacity of up to 60 million pieces yearly thanks to its
large base of tailors, has suspended production entirely since the outbreak of Covid in 2020 due to

slumping demand, debts and mismanagement.

Gaps between National Production and Demand

The study commissioned by MINICOM in 2019 comes to the conclusion that Rwanda’s population
generates an annual demand for garments of 82.6 million (see table 6x).

Of this, only about 4 million pieces or 5% are supplied by domestic producers, leaving a 95% gap
that is filled by both formal and informal imports. It remains unclear whether the given data includes
garments that are destined for export or corporate clients, which would make the coverage of
domestic demand even smaller. When comparing given national demand of garments to the
production volume data collected as part of this research, the coverage gap appears even larger:
the extrapolated total production of 442,000 pieces for private domestic consumption covers only
around 0.5% of the total demand (see chapter 6.3.2.2.2)°. This inability of local production to
quantitatively cover the Rwandans’ need for clothes was also critically raised by some interview
partners (ADECOR, UZI, Afriek, Berabose).'[Rwandan designers don't] give enough clothes for not
even only people in Kigali”, warns Laurene Rwema Umutoni (Interview UZ).

Despite national demand exceeding national production of fabrics and clothing several
interviewees operate far below their potential. Ufexrwacurrently utilizes only 20% of its production
capacity, a notable decline from 50% in 2018 (ILO 2018: 28). Also Africa Uniforms operates at around
20% of its capacity, NAD at least at 75%. AMG theoretically has a huge production capacity but is
currently completely inactive due to internal problems®. This pattern of underutilization is
consistent with earlier findings: a 2016 industrial survey conducted by MINICOM (2017: 8) found an
average capacity utilization of only 45% among MiR firms, suggesting that sector-wide efficiency
has not substantially improved over time. Contributing factors include limited domestic demand,
outdated or inefficient machinery, the loss of AGOA eligibility, and challenges related to

management and production planning.

%t is important to note that these numbers only refer to the numeric quantity of pieces produced and not which products or how
intense their production process is (i.e. how many pieces can be produced in a given time). A direct comparison of the different data
sources should, therefore, be done cautiously.

¥ The shareholding with 1,500 tailors in total was able to produce up to 60 million simple items (face masks) within four months -
which is equivalent to an annual capacity of around 180 million pieces.
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Table 6: Rwandan garment production and demand (Source: MINICOM 2022:6, own calculations)

Local Estimated Covered by
Type of Product Production National Gap (total) local Gap (%)
(pcs) Demand (pcs) production

Jeans 140.285 8.110.596 -7.970.311 2% -98%
Socks 50 7.322.216 -7.322.166 0% -100%
Undershirt / -vest 2.528 7.019.987 -7.017.459 0% -100%
Pants 12.977 6.907.361 -6.894.384 0% -100%
Shorts (men's) 246.390 6.778.204 -6.531.814 4% -96%
T-shirt - knit (unisex) 1.222.808 7.659.060 -6.436.252 16% -84%
Panties - knit (women) 439 4.774.523 -4.774.084 0% -100%
Dresses 401.453 4.634.315 -4.232.862 9% -91%
Woven shirt (men) 88.901 3.857.428 -3.768.527 2% -98%
Skirts 450.477 3.832.719 -3.382.242 12% -88%
Blouse - woven 145.397 3.461.515 -3.316.118 4% -96%
Polo (golfer) 807.840 3.971.862 -3.164.022 20% -80%
Kitenge 136.531 3.293.151 -3.156.620 4% -96%
Underwear 2.988 2.975.194 -2.972.206 0% -100%
Bras 4.095 2.800.701 -2.796.606 0% -100%
Sweater (knit) or jumper 837 1.627.905 -1.627.068 0% -100%
Scarf 12.980 1.009.498 -996.518 1% -99%
Table cloths / apron 215.266 788.379 -573.113 27% -13%
Non-leather bag 106.297 610.142 -503.845 17% -83%
Night dress 14.549 502.506 -487.957 3% -97%
Hats 11.964 453.086 -441.122 3% -97%
Mushanana 48.910 169.513 -120.603 29% -N%
Traditional dancing attire 3.734 28,156 24422 13% -87%
(Ishabure)

TOTAL 4.077.696 82.588.017 -78.510.321 5% -95%

Produced Products

Unfortunately, there is no quantitative data on which specific products are produced in which

quantities in Rwanda. The latest available data at national level is study commissioned by MINICOM

from 2019. According to it the most produced products are t-shirts (1.2 million pieces) and polo
shirts (800,000 pieces), followed by skirts (450,000 pieces), dresses (400,000 pieces) and shorts
(246,000 pieces)(MINICOM 2022: 6, own calculations, see table 6).

Table 18 in the annex shows which products are produced by which manufacturer in the sample.

Table 7 below summarizes which product categories are produced by which group of companies.

Table 7 Produced Product Categories per Producers (Source: Own research)

Categor! Types of clothes Group of producers Producing companies
Casual wear and basic t-shirts, simple shirts, e large Utexrwa, NKD, DIKAM, Pink Mango
garments trousers, etc. manufacturers C&D, Ufaco, AMG, Vision Garment,

Africa Uniforms
e.g. Urutozi Gakondo, Izubaa

o SMEs in addition
to their existing
collections

o MSMEs with lower
to upper middle
income target
clientele

Urutozi Gakondo, MiR Company #4,
Berabose Designs, Aria Designs,
Afriek, AMG, Rosalie Gicanda, Touch of
Rwanda,  Haute Baso, Rwanda

Smart casual elevated basics

tops, shirts, trousers, skirts,
dresses, jackets, etc. for
everyday use but more
elaborate than simple basics
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Clothing, UZI, Inkanda House, Touch

of Rwanda, Matheo

Formal business wear and chic shirts, suits, blouses, o middle to high-end  Rwanda Clothing, Kolbe, MiR Company

ENNEICROTE GRS S trousers and dresses, partly designer SMEs #4, Haute PBaso, lzubaa, Karssh,

and celebrations traditional attire for special Asantii, Afriek, AMG, Rosalie Gicanda,

occasions or work contexts FL  Collections, Inkanda House,
Umulinga, UZI, Inkanda House, Touch
of Rwanda, Matheo, Moshions

Artistic outfits for creatives entire outfits for artists for e young playful and Matheo, Urutozi Gakondo, Moshions,
& Haute Couture events, video and the like creative designers  /zubaa, Maison Inkindi
Functional sports and Sport trousers and tops o large exporting Pink Mango C&0, Mr. Endowed,
outdoor wear Outdoor jackets (e.g. for manufacturer Berabose, FL Collections
winter) o dedicated small
designer houses
Children’s wear Shirts, dresses, skirts, e Large DIKAM, Ufaco, Rwanda Clothing
trousers, jumpers, etc. for manufacturers
boys and girls o dedicated
medium-sized
designer house
(Work) Uniforms & Shirts, trousers, jackets, e Large DIKAM, Promota Creations, NKD, Pink
Promotional items vests, etc. for military, manufacturers Mango C&D, Ufaco, AMG, Utexrwa,
police, corporations, printed Vision Garment, Africa Uniforms

and embroidered t-shirts

As the compilation above shows, the largest number of interviewees in the sample focusses on
smart casual elevated basic fashion items for everyday use (tops, shirts, skirts, dresses, jackets)
and more elegant attire for work settings or festive and formal occasions (suits, dresses, elegant
shirts, etc.). This correlates with high number of SMEs in the sample, their small-scale boutique
style production and their target clientele, namely middle to upper class Rwandans (see chapter
6.3.2.2.3). Aninteresting insight from research was also that almost all SMEs complement their pre-
produced ready-to-wear (RTW) pieces by offering made-to-measure apparel services (see figure
12). Designer businesses explained that RTW constitutes a “difficult business” (Interview Haute
Baso) and would not ensure their survival, which is why bespoke wear remains the core business
for many, often representing over 70% of their stream of income (e.g. Aezem, FL Collections,
Karssh, Inkanda House, Matheo, Aria Designs, Rwanda Clothing, Haute Baso). Joselyne
Umutoniwase elucidates that she as a medium-sized producer cannot compete with large-scale
manufacturers or SHC over prices and therefore needed to find their niche and unique selling point:

“l won't create a hoodie for 10, 20€ and make money here. | knew because the bigger brands
produce millions of those pieces and are going to be cheap. | needed to focus where people
need more knowledge in terms of creating clothes, which is like the work attire and special
occasion attire where you need to put a lot of effort. [...] That's what customers will need
and can't find in the second-hand. So | can offer that.” (Interview Awanda Clothing).

As mentioned in the quote many entrepreneurs brought up that MiR garments are especially popular
among Rwandans for occasional targeted purchases (e.qg. traditional attire, gifts or elaborated

outfits) for special occasions like birthday, weddings, funerals, church visits and the like, due to

79



their customization, cultural meaning, craftfulness and higher price points (Interviews Aanyana
World, MiR Company #4, FL Collections, Rwanda Clothing, NKO, Umulinga).

At the same time, some studios complement their more elaborate and expensive designer pieces
with more basic items like printed t-shirts, caps or other ready-to-wear articles to offer lower price

points and generate a more constant cash flow (e.g. Matheo, lzubaa, Urutozi Gakondo).

Micro to medium-sized enterprises: Kezem, FL Collections,
Karssh, Inkanda House, Matheo, Aria Designs, Rwanda Clothing,
Moshions, Urutozi Gakondo, Touch of Rwanda, Kanyana,
Berabose, Haute Baso, Inkindl, individual AMG societies

*
High-end fashion designers to showcase creative limited
—— | pieces: Matheo, Rwanada Clothing, Inkind), Touch of Rwanda
Small enterprises with limited investment possibilities: MR
Company #4 (on demand), Aria Designs, Karssh

Small collections (2-9 pieces): many small enterprises like U7/,
Urutozi Gakondo, Kezem, Berabose Designs, FL Collections,
Kanyana, Aria Designs, Inkindl, Inkanda House

Medium-sized collections (10-30 pieces): more established
medium-sized enterprises: Moshions, Haute Baso, Asantii
/zubaa, Afriek, Rwanda Clothing

Large enterprises: Pink Mango C&0, DIKAM, Ufaco, Vision
Garment, NKD, Africa Uniforms, AMG
Exception: Mr. Endowed

Large enterprises: O/KAM, Ufaco, Promota, AMG, Vision
— | Garment, NKD, Utexrwa, Africa Uniforms

In smaller quantities also SMEs: /zubaa, Touch of|

Rwanda, Aria Designs

Figure 12: Product categories from bespoke wear to mass repetitive items (Source: Own research and visualization)

The large-scale Rwandan T&G manufacturers, on the other side, focus on large RTW production of
basic casual items like t-shirts, simple shirts, dresses or trousers for the B2C market, and uniforms,
work wear and promotional items for corporations, schools, and institutions on the other side. Both
product categories require and profit from relatively simple designs, high-volume production,
repeated orders, low unit costs and economies of scale. Mr. Endowed constitutes a notable
exception in this product category as they outsource their production of casual and sportswear to
Asia which allows them to produce at higher volumes and lower costs.

Changes since Palicy Introduction

The 2017 NIRDA survey found that out of the 4.63 million domestically produced and sold garments
only 0.2% (ca. 10.000 pieces) were fashion items like dresses, shirts, skirts or trousers. Around one
half (47%, ca. 2.2 million pieces) were made up of basic shirts and t-shirts, mostly for promotional
use, and the rest (52.8%, ca. 2.5 million pieces) represented uniforms and work wear. (NIRDA 2017:
21,46 f., own calculations) In other words, around the time of the introduction of the policies only

the smallest portion of MR clothes was meant for Rwandan B2C consumers.
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Comparing these numbers to estimated production volumes within the sample (see table 15 in
annex), the following trends may be approximated*:
e The volume of locally available fashion items produced by MSMEs has more than doubled
from approximately 10,000 to around 22,400 pieces in 2023. Yet, this category still
represents less than 0.2% of total national production.

e The number of uniforms, workwear, and promotional items destined for Rwandan B2B

customers has grown modestly from around 4.7 million to 5.35 million pieces.

e Asignificant change goes back to the emergence of locally available mass-market clothing:

around 442,000 items like shirts, t-shirts, dresses, and jeans manufactured by large
producers are now available - a category that was almost non-existent in 2017.

e (Quantitatively most noticeable, however, is the rise in production of garments destined for

exports (more see chapter 6.3.1.2)

Gaps in Product Categories

As the previous chapter on types of produced garments has illustrated, there is a concentration on

smart and smart casual wear among MiR clothing producers, particularly SME designer studios.
These disparities can also be seen in the table above: the largest shortfalls between domestic
supply and demand can be found in basic mass-market items such as trousers, t-shirts, socks, and
undershirts with local coverage rates of around 0% and gaps ranging from 6 to nearly 8 million
pieces annually. Also complex items requiring specific materials, intricate production processes or
high quality like jackets and coats, jeans or sportswear are generally underrepresented in Rwandan
garment production. Other products almost non-existent in Rwandan garment production are basic
items like underwear, socks or children’s wear - a gap that has been also acknowledged by
interviewees (Interviews Rwanda Clothing, FL Collections).

These gaps reflect the technological and mass production limitations of Rwandan garment
manufacturing, the export-and B2B-market orientation of most large manufacturers and perceived

lacking demand or profit in the domestic mass consumption market (more see next chapters).

Target customers
The actual availability of Made in Fwanda garments to Rwandan consumers is closely linked to

where producers see demand and therefore which products they produce for whom. The following

% Quantitative comparisons shall be handled with care due to differing sources, unclear definitions of clothing categories and
possible data gaps or non-conformity.
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chapter therefore analyzes the target customers of MiR T&G producers along the lines of type of

buyers (final consumers (B2C) or corporate/institutional buyers (B2B)), nationality and location.

— Rwandans

L Non-Rwandans

(Expatriates/Tourists)
o Within Rwanda
(Domestic Consumption)

— Corporate Orders

= Institutional Orders
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Contract Manufacturing

Figure 13: Categorization of Target Customers (Source: Own research, 2023)

Type of Buyers: B2C vs. B2B

The clientele of Rwandan T&G enterprises reflects the segmentation of the sector between MSMEs
and larger manufacturers. MSMEs primarily operate on a business-to-consumer (B2C) basis,
catering to individual customers, often through bespoke tailoring or limited ready-to-wear
collections. There are some exceptions in which also these producers occasionally secure small
corporate orders, for example for uniforms or promotional garments for hospitality businesses (e.qg.
Aria Designs, Izubaa, Touch of Rwanda, lzubaa, Rwanda Clothing).

In contrast, large-scale manufacturers predominantly pursue business-to-business (B2B) models,
with B2B accounting for 50 to 100 percent of their total activities. These firms supply a range of
corporate clients including Rwandan companies (e.q. RwandAir, Inyange, MTN, hotels, restaurants
or security firms), locally operating NGOs like UN/CEFor World Vision, as well as international textile
companies and brands like Otto, Zara, Intersport, Navahoo, LC Waikiki or Cintas Uniforms. The
second large customer group is made up of government institutions like the military, police,
correctional services and schools, hospitals. Public procurement deals account for 20% to 70% of
their total revenue (Interviews Vision Garment, NKD, DIKAM, Ufaco, Africa Uniforms).

The preference for institutional and corporate clients is attributed to the reliability, predictability
and risk-reduced nature of large-scale orders vis-a-vis fragmented consumer markets. Long Ngan
explains that for them as a factory-based manufacturer “B2B is easier” because they are not a

retailer and in B2B they “just find one customer to buy everything.” (Interview Africa Uniforms).
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Similarly, Yves Ntabana makes clear that Pink Mango C&0 prefers having a guaranteed market by
external corporate buyers and those “those big big takers like National Police” over designing and
producing products for the B2C market unsure whether there will be demand on them (Interview
Pink Mango C&D). In addition to that, Ritesh Patel ( Ufexrwa) notes that the Rwandan end consumer
market it too limited in size and already saturated with competition, making it unattractive to them.
Nonetheless, more hybrid models are emerging as more manufacturers combine production of
uniforms and promotional items with the development of their own fashion brands for the domestic
market. Examples include NAD with its HIPPO label, Africa Uniforms through Afriwear, Ufaco
Garments, and Pink Mango C&Dthrough its B2C-oriented subsidiary Asantii.

Africa Uniforms and NKL, however, acknowledge a lack of expertise in direct-to-consumer
infrastructure and know-how which hinders their growth on the domestic B2C market: "We're a
manufacturer, we are not a retailer. But we want to kind of do both.” (Interview Africa Uniforms).
Despite these developments, the overall market remains skewed toward B2B. Based on mean
production volumes reported by the sample® (see table 8, for more details see table 15 in annex),
only about 2.5% of garments produced (approximately 442,000 pieces) are destined for private
consumption in the country. The remaining 97.5% goes to businesses or institutional buyers. Of
that share, only around one third is bought by Rwandan buyers (22.7% by national institutions and
8.8% by Rwandan private companies), the large majority (~ 66%) is exported to international

business customers (mainly by Pink Mango C&0).

Within Rwanda Outside Rwanda  Total

Rwandans 442,342 0 442,342 24%
Non-Rwandans 9,852 5,734 15,586 01%
Corporate Orders 1,516,184 11,212,000 12,728,184 74.8%
Institutional Orders 3,830,250 0 3,830,250 22.7%
5,798,608 1,217,734 17,016,342 100%
] 34.1% 65.9% 100%

Table 8: Distribution of Produced volumes by type of buyers and location (Source: Own research)

This leaves little room for local market development and import substitution by Rwandan
consumers. At the same time, the heavy reliance of non-exporting large manufacturers on public
procurement contracts raises concerns about overreliance on government demand and
competitiveness in private markets. While this form of state-driven substitution replaces previous
imports and contributes to local employment and value creation, it may create overdependence on

the state and fail to foster competitiveness in private markets.

% Data considers current mean production based on statements of manufacturers and are therefore just rough approximations of
total available clothes. Some data might differ when operations go back to their initial intention (e.g. AMG returning to serving the
Rwandan mass market, Africa Uniforms exporting again).
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Nationality of Buyers: Rwandan vs. Non-Rwandan
The national composition of the customer base of M/#garment producers is highly heterogeneous,

ranging from only targeting exports or international clients to only catering Rwandan customers.

Percentage of Rwandans among clients | Promota Creations
NKD Aria Designs Utexrwa
100% Africa Uniformiz i N 2 N e
0% A ¥ M |ambiUfaco AMG
80% FL Collectic Karssh DIKAM| Vision Garment
Kanyana

70% 2 v

5 Inkanda House
60% Haute Baso r
50% 2 9 vl
40% Rwa'nda Clothing

o i Touch of Rwanda
30% Pink Mango C&D Zubaa2uC
20% . Bsﬁabo'se e | Umulinga

Asantii e Moshions

0% |vatheo | [Inkindi

0%

Figure 14: Estimated share of Rwandans among companies’ customer base (Source: own, 2023)

- shows which share of the producer’s current clients is Rwandan. Next to the large range

one can distinguish different groups of T&G producers:

a) Large Rwandan-owned manufacturers (4MG, Vision Garment, DIKAM, Ufaco, NKD, Promota,
Utexrwa) that focus on mass-produced basic garments have a client base is entirely domestic,
but also because they are not capable of exporting (yet). An exception in this category is Africa
Uniforms, that used to be an export-oriented manufacturer but is currently only able to export
10% of its production (more see chapter 6.3.1.2.2). It is important to note that 86% of their
products are absorbed by corporate or institutional orders, though, and only 14% go to the local
B2C market.

b) Group B comprises micro and small enterprises that have a predominantly Rwandan clientele
(70-99%). Some, like /nkanda House, Karssh, FL Collections, and Kanyana, because they pride
themselves in producing for loyal local customers and focus on made-to-measure apparel, as
expressed by Sano Olivier “We want Rwandese to buy our clothes, we don't need the ones from
outside.” (Interview FL Collections). Others, because they don't have the visibility, means and
outreach to international customers (e.qg. Aria Designs, MiR Company #4, Inkanda House,
Karssh, shareholders of AMG). Respondent MiR #A, for example, notices that tourists only go to

the known brands or straight to local markets (Interview MR Company #4).
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c)

d)

Athird group includes well-established SME designers like Haute Baso, UZI Collections, Rwanda
Clothing, Touch of Rwanda, and Umulinga that produce very good quality clothes and have
achieved visibility and recognition among tourists, expats and internationals as well as affluent
Rwandans (shares between 30-60%). For Joselyne Umutoniwase Rwandan customers are
crucial multipliers and stable buyers: “l feel like for us to look inside is better than looking for
outside. [...] Those are the one who sustain your business. [...] Local customers are the best
because they are local and brand ambassadors” (Interview Rwanda Clothing).

A significant number of manufacturers primarily target international consumers and only have
between 5-25% Rwandans in their customer base. This includes the export-oriented contract
manufacturer Pink Mango C&0 and newer high-end designer brands, such as Matheo Studio,
Moshions, Asantii; Maison Inkindi, Berabose Designs, Urutozi Gakondo and /zubaa. Their
products and retail prices reflect both brand positioning and style preferences, often aligned
more global audiences. ,People who buy [...] my brand are very few: it's like 3% of the
population.[...]t's the people who mostly come from abroad. It's Rwandan diaspora, Rwandans
who live abroad. It's people who are visiting Rwanda. [ ...] Our shopping is 80% from foreigners”,
illustrates Moses Turahirwa (Interview Moshions). Other designers deplore that they do not have
more Rwandan customers but blame the lacking understanding of average Rwandans for their
fashion (see also chapter 6.3.4.1.1). Elisabeth Berabose notes that “the target audience is not
here”and the “local market is complicated’ (Interview Berabose Designs), while Matheo Niyigena
reflects that he finds himself “working with people from outside, mostly. Maybe few people here
in the country who like have a high fashion sense.” (Interview Matheo Studio). Therefore, but
also due to their higher expected purchasing power many Made in Rwanda garment makers
target tourists, expatriates, the diaspora and other buyers abroad who are willing to pay
premium prices and seek locally inspired fashion pieces and souvenirs. Therefore, most MiR
designer boutiques can be found in international neighborhoods in Kigali or close to hotels,
restaurants and sights with a flow of tourists.

Yves Ntabana justifies Pink Mango C&D's exclusive focus on international consumers and their
reluctance to explore local market potentials with missing Rwandan demand, the lacking
appropriateness of their current expensive niche products for the domestic market and the
complicated and risky retail business (see chapter 6.3.4.1.2). “The local market for clothes or
garment is very small | don't see the trend to grow. [...] It would be not really rational to invest
in producing some jacket to local market [...] because there is no demand on that [and] “that

would oblige us to change the production design” (Interview Pink Mango C&0). Similarly, Ritesh
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Patel of Utexrwa explains that the local market is complicated because 90% of Rwandans live
below the poverty line and, thus, there are “"very few you can attract to purchase because they
don't have the buying power.” He continues to tell that “people are not even able to purchase

[...]the shirt that we are putting in the market at a value of RWF 5,000." (Interview Utexrwa).

Looking at total numbers of how much of the domestically produced clothes is offered to Rwandans
reveals an alarming reality: less than 2.5% of Made in Rwanaa production is available for private
Rwandan consumers.

These dynamics are also viewed critically by some interviewees. Moses Turahirwa (Moshions)
postulates that people who buy Made in Rwanda“are very few: [...]it's the people who mostly come
from abroad [...]. But Rwandans themselves, that's not encouraged”. Likewise, Nadine Kanyana
observes that “most people here, they target tourists or not-Rwandan people. [...] They just want
to sell on a higher price, that's why they target people from abroad. [...] That's why there was a big
gap because everyone was producing for the tourists.” (Interview Aanyana World). Joselyne
Umotoniwase shares the feeling that Rwandan producers always target and favor the Global North
“We have this thing like ‘Oh, | can tell people, | sell this in Europe and | sell this in US and so'. Like,
you're proud about it. [...] | tell people ‘The money you make here is the same, has the same color
as the money you can make in whatever, Europe, US'” (Interview Awanda Clothing). She extends
this criticism to “the large scales, they are all exporting” (ibid.).

Similar patterns have been observed in other T&G producing countries. Calabrese, Balchin &
Mendez-Parra (2017: 13) therefore voice concern that “the marked export-orientation of the small
domestic production casts doubt on the usefulness of an import phase-out. If domestic producers
are oriented towards the export market, they are less likely to be interested in the small domestic
market, even when this is sheltered by tariffs.” This interdependence of demand and supply creates
acircular dilemma: manufacturers do not produce for the local market due to lack of demand, while
demand cannot develop without accessible, desirable, and affordable local products. Breaking this
cycle requires both stimulating domestic purchasing power and helping producers recognize the
untapped potential of the local consumer base.

At the same time, there are signs of a slow but meaningful shift. Some established designers like
Joselyne Umutoniwase (Rwanda Clothing) show a certain shift in clientele focus and report
increasing demand from local consumers: “When | started, | had a lot of tourists and expats.
Rwandans were really few. [ But] now it's really equal.” On the other end, the rise of Rwandan-based
mass producers has broadened the availability of affordable MiR clothing for local consumers,

which is very promising.
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Prices and Target Clientele

The pricing of Made in Rwanda clothing varies significantly across producers and is closely tied to
their production model and target clientele. Table 15 in the annex shows a detailed list of price
points per company and product type.

When grouped according to own indications of their target customer group and price range, it
becomes visible that most surveyed MiR T&G producers (12 out of 30) target the middle and upper
class, although with a large range of product prices even within that (see figure 16).

Shiny Abdallah pinpoints this imbalance as follows: “If you've actually checked around the fashion
designers here, they are only producing high-end stuff that cannot be affordable by everyone, you
know, the majority.[...]I'm not really criticizing the rest, but[...] we won't be producing for our own
people” (Interview Mr. Endowea). Alexis Kabayiza admits that lower income groups are not very
attractive and profitable for Made in Rwanda clothing producers, but also attributes that to the

growing competition from Chinese FHC that serve this customer group (Interview MN/COM).

High-end fashion brands with
Ve h- predominently international buyers
~100.000 - : Moshions, Izubaa, Matheo, Asantii,
3+ million RWF ' Pink Mango C&D
SME designers with high quality products
~ 60,000 - ———————| and partly international clients
440,000 RWF Rwanda Clothing, Afriek, Umulinga,
Berabose, Urutozi Gakondo
Experienced micro and small designers
~ 140,000 - — | with decent quality but limited outreach
100,000 RWF UZl, FL Collections, Touch of Rwanda,
Karssh, Inkanda House, Inkindi
(Young) micro and small designers
~ 20,000 - ———| intendedly offering cheaper products
50,000 RWF Mr. Endowed, MiR Company #4, Kanyana,
Aria Designs

Large mass manufacturers with local

—| clientele and rather simple products

Africa  Uniforms, AMG, Ufaco, DIKAM,
Utexrwa, Promota, NKD, Vision Garment

~5,000 -
15,000 RWF

Figure 15: Target groups and pricing as per income groups (Source: own research}”

Only the large-scale non-export-oriented manufacturers offer garments that are affordable to
lower income households. They offer t-shirts for 2,500 to 5,000 RWF, shirts or dresses for 5,000 to
10,000 RWF and trousers/jeans for 10,000 to 15,000 RWF. For some, providing affordable clothing

¥ These categorizations represent rough groupings, often with intersections since the product and price range of some brands is
significant (e.q. Urutozi Gakondo: 60,000 - 440,000 RWF). Classification of income groups does not refer to income brackets used
by Rwandan statistical authorities as those do not offer such detailed categories, but rather to statements of interviewees.
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is an explicit part of their mission: Rosalie Gicanda highlights that the mission behind the creation
of AMGwas to “produce much and cheap” (Interview AMG). Likewise, Long Ngan explains: “We try to
make products made in Rwanda and then we sell it at a very affordable price so that everyone can
afford wearing good clothes, [...] even from the village.” (Interview Africa Uniforms).

A number of young start-ups position themselves just above this lowest price tier, purposely
catering to lower middle-class Rwandans, in particular young customers or urban households with
limited income. They produce casual, everyday wear in the range of 15,000 to 50,000 RWF. Shiny
Abdallah declares that he consciously decided to go for outsourced mass production in China to be
able to cater to majority of Rwandans. “For me, I've chosen to produce for mass population. [...] |
want my stuff to be affordable by the majority.” (Interview Mr. Endowead). Respondent MiR #A echoes
this goal: ,We try to be affordable and reach out to those people who don't have the cash to buy
these expensive clothes.” (Interview MR Company #4 Apparel). And Nadine Kanyana describes her
clients as Rwandans who “don’t have that much money to spend” but want trendy clothes and “be
part of the Made in Rwanda group - but on a budget” (Interview Aanyana Worla).

The largest share of MiR fashion producers, mostly established designer-led SMEs, openly target
upper middle and high-income consumers, such as educated professionals with good and stable
incomes, corporate executives, politicians, ambassadors, international NGO employees, tourists,
and celebrities. Their cheapest products cost around 50,000 RWF, the majority ranging between
100 - 250,000 RWF though, with limited pieces exceeding 400,000 RWF.

Charlotte Shema describes her customers as “Rwandans who are really middle class and high class.
But [not] the ones which are like low, like, you know, the average”. She also observes that all
designers’ goal and marketing goes towards "hav[ing] more and more of those rich Rwandans who
are in the high level like ministers, like ambassadors, like those who work in the good NGOs.”
(Interview ( Touch of Rwanda). Particularly politicians, CEOs and artists seem to be an attractive
customer group for these entrepreneurs: “I have worked with every celebrity, only the President |
haven't met. [...]1 dress ministers and big people, you know, like all the artists or journalists”, says
Chris Gentle proudly (Interview Umulinga). Sano Olivier illustrates how these high-income and
publicly visible customers are favorable because of their large per unit spending: “They are few, but
when they buy, they buy” (Interview FZ Collections).

At the very top of the market, a small group of fashion brands such as Moshions, Matheo Studio,
lzubaa, and Asantiiposition themselves within the luxury or haute couture segment. Their clientele
includes national and international celebrities, diplomats, and artists. Prices in this category range

from approximately 100,000 RWF for simpler pieces to several million RWF for intricate, bespoke
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garments. Moses Turahirwa ( Moshions) embraces this exclusivity: “My clientele, the people that buy
my brand, they are exclusive. [...] Few people but very, very, very high end. Very less accessible.”
He says that he intentionally choses exclusivity over mainstream and will continue producing few,
handmade expensive pieces that “you can buy it at €900 or €1,000." (Interview Moshions). Elodie
Fromenteau describes her brand /zubaaas an “affordable luxury” brand - affordable meaning prices
between 100 and 500 USD.

Particularly celebrities and creatives like musicians, actors or models are an important revenue
source for these high-end brands as they require special, artful designs for performances and
public events on a reqular basis. /nkindi as an example makes around half of their revenue with
artists (Interview /nkindl). Moshions has dressed many famous clients like Kylian Mbappé, Didier
Drogba, several NBA players or South Sudan’s basketball team for Olympic games 2024, as well as
musicians like John Legend, the Kenyan band Sauti Sol or actors and actresses like Rossy de Palma

or Ncuti Gatw.

Locality: Urban vs. Rural

As outlined in chapter 6.3.2.1.5 nearly all examined Rwandan T&G manufacturing businesses are
concentrated in Kigali with the exception of Africa Uniforms and independent tailors or
cooperatives scattered across the country (ILO 2018). This unequal spatial distribution has severe
consequences on the dissemination and visibility and, hence, on the awareness but also availability
and accessibility of Made in Fwanda clothing between urban centers and rural areas.

Among the producers interviewed, only large manufacturers report systematic outreach to rural
provinces through their own distribution activities going to the major towns around the provinces
and via their decentral networks of retailers. Rosalie Gicanda highlights that their garments are sold
“in the entire country - in the East just like in the West” (Interview AMG)and Africa Uniforms
indicates to explicitly target “village people”. J/KAM reports that around 50% of its sales occur
upcountry.

In contrast, all MSMEs sell almost exclusively in Kigali and to Kigali-based customers. Moses
Turahirwa, for example, observes that people who buy his brand or Made in Rwanda clothes in
general are all from Kigali, “nothing, zero [ from] the districts.” (Interview Moshions). Similarly, Chris
Gentle points out that “It's complicated for the local, especially the people in the countryside. They
don't buy [ Made in Rwandawear]at all’(Interview Umulinga). Rwasibu Nshuti adds that many people
outside the capital remain unaware of the MiR campaign altogether (Interview Maison Inkind)).

Anecdotal evidence from interviews with upcountry retailers and consumers indeed suggests that
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MiR clothing produced by formalized manufacturers carries a mixed reputation outside Kigali:
mass-produced items are usually perceived as low-quality, while designer pieces are viewed as
elitist or impractical.

The fact that, even six years after the introduction of the policy, almost no larger scale garment
producer operates outside the capital produces spatial inequality in production and consumption.
But also a signifies missed (labor) market opportunities: with only 13.2% of Rwanda’s population
residing in Kigali (NISR 2023: 3), tapping into rural demand through adapted product lines, pricing

strategies, and targeted outreach could substantially broaden the consumer base for MiR garments.

6.3.2.3 Employment Creation

As elaborated in chapter 4.3, a fundamental reason to utilize the T&G sector as a kick-starter for
industrialization lies in its promise to offer easy entry jobs for unskilled workers, creating a pull-
effect for agrarian households (Keane und te Velde 2008). This chapter therefore looks at how many

jobs were created since policy introduction, for whom, and how working conditions are.

6.3.2.3.1Number of employees

Inits T&G sector strategy of 2022 MINICOM postulates that the textile and garment sector accounts
for nearly 15% of all workers employed in the manufacturing sector and ranks the third largest
source of employment within the craft sector (MINICOM 2022: 4). Put in absolute numbers, the
ministry specifies that 57,527 individuals were employed in the sector in 2021(ibid.)**. The Rwandan
Labour Force Survey 2023 comes to the conclusion that 61,069 Rwandans work as tailors,
dressmakers or associated professions (furriers or hatter) (NISR 2024b: 14).

The companies covered in this study’s sample jointly employ 7,442 workers (see tab|e|9). This figure
only includes the number of reported full-time employees. Many T&G producers additionally rely on
occasional part-time workers, freelancers or interns/workers in training®. Particularly micro and
small enterprises rely heavily on freelancers both for garment making, accessories (e.g. beading)
and services like photography, modeling, marketing, financing/bookkeeping or IT because they do

not have the capacity or need to hire someone full-time for those tasks.

% The data presented in the report stems from RRA data, but does not describe how employment is defined here.

% In total, interviewees declared to hire 325 freelancers and 62 part-time workers and more than 155 interns or apprentices. It is
important to note that conceptions and definitions of full-time, part-time or freelance work might differ between Rwanda and Austria
and between the respondents themselves.
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Change since policy introduction

According to MINICOM (2022: 4), the number of jobs in the Rwandan T&G sector rose starkly by 70%
from roughly 50,000 in 2017 and to 71,200 in 2019. This upward trend was, however, interrupted by
the COVID-19 crisis, resulting in a decline to around 57,500 jobs until 2021(the latest available year).
Still, the sector recorded an overall employment growth of 37%. over the four-year period.

When looking at the Labour Force Survey, the estimated number of Rwandans who have completed
a vocational training in tailoring and are now working in the field rose from 88,400 in 2017 (NISR

2018: 49) to 124,200 in 2023 (NISR 2024b: 41), marking a 40%. increase over six years.

Table 9: Number and Change of Workforce since 2016/17 (Source: own research, 2023F

Company 2016/17 Peak 2023 Total Change  Notes
change in%

Pre-2016 Established Companies

5

30 8 2 -13%

5 10 +5  +100%

4 10 6 +150%

2 16 +14 +700%  full-time employees, artisans: from 4 in

2014, 52 in 2015, 200 in 2018 and 300 in 2023

20 32 +12 +60%

1 37 +36  +3600%

20 50 +30 +150%  2014: 2 tailors + sisters

140 109 -31 -22%

105 202 +97  +92%  1998:5,2005: 20

565 500 -65 12%  2010: 740 employees

1500 4000  +2500  +167% After acquisition: 2019: 370, 2021: 1800,
Pink Mango C&D 2022: 2,500, Goal: 7,500 employees

2397 4977  +2580  +108%

Post-2016 Established Companies

0 4 + - peak: 2018/19 (before Covid-19)

0 4 oo -

0 4 o -

0 6 6 -

0 6 6 -

0 6 6 -

[ lzubaa | 0 10 A0 -

0 n a0 -

[ kezem | 0 12 a2 -

0 92 92 -

0 100 +100 - HEMA Garments: 2018 ~ 250 workers, peak:
HEMA Garments 2020

150 +150 - 2018:50, peak: 2019

[ DKAM | 210 +210 - 2018:30t0124

30 430 -

(aMe 1500  +1500 -

0 2485 42465 -

oL | o] | | ssods| 0%l

Free-lance employees, subcontracted service providers and solo entrepreneurs like Aria Designs, MiR Company #4, Maison Inkindi
were not included because they were not counted as employees - with that the positive effect would have been even higher.



Also the companies of the sample reveal a considerable increase in employment since the
introduction of the policies. Altogether, they report a total plus of over 5,000 jobs since 2016 which
signifies a growth of +210% from the initial aggregated workforce of 2,397 employees. Among the
12 companies that already existed before 2016/17, eight were able to expand their workforce
substantially, with several companies reporting employment growth well beyond 100%. The
remaining four companies experienced job losses, ranging from two to 65 positions. These losses
are small compared to the overall change within this group of companies that in sum more doubled
their employment level from 2,397 to 4,977. In addition to expansion among established firms, new
businesses founded after 2016 contributed significantly to overall job creation as well. Together,
these newly established companies account for 2,465 new permanent jobs, making up almost half
of the observed employment growth. The most notable contributor to this positive change was Pink
Mango C&0, which acquired and expanded the workforce of C&H Garments, creating more than
2,500 new positions. Another quantitative driver is the group of recently founded large-scale
enterprises such as Vision Garment, Ufaco, Africa Uniforms, AMG or DIKAM that have each
contributed between 150 and 1,500 jobs to the T&G labor market.

This development reflects a largely positive outcome in terms of job creation, even though the
sample does not cover the entire industry.

Nonetheless, several qualifications must be made: First, employment growth has not been linear.
Some of the newer companies experienced workforce reductions after reaching their peak around
2020. For instance, Africa Uniforms downsized from 1,000 tenfold to approximately 100 employees
or Touch of Rwanda reduced its staff from over 20 to just four. Additionally, the 1,500 tailors
accounted for AMG do not fully reflect the current number of active workers, as the shareholding
has currently stopped joint operations.

It is also important to acknowledge the limitations in sampling. Only currently active companies
were interviewed in detail, meaning that businesses that have gone bankrupt or ceased operations
but used to offer employment to significant numbers of workers (e.qg. 400 tailors at Kigali Garment

Centre) were excluded. This introduces a bias in favor of seeming employment growth.

6.3.2.3.2 Labor migration flows and educational background
Among workers (tailors)
The largest share of tailors employed by companies in the sample, particularly among MSMEs,

previously worked as independent self-employed tailors, often operating informally or within
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cooperatives®. For smaller firms with a limited training capacity, hiring experienced individuals
reduces onboarding costs and helps maintain quality standards. This aspect seems particularly
important considering that some founders and CEOs do not even know how to sew themselves.
However, many companies report substandard tailoring and finishing of own-account tailors which
is why almost all manufacturers offer training on the job in order to upskill their workforce, teach
them advanced tailoring techniques and align them with company-specific production
expectations (Interview UZ), /zubaa, Berabose Designs, Umulinga, Matheo). In some cases,
companies such as Awanda Clothing even use entry exams to assess applicants’ practical skills.
Also some large T&G manufacturers take on independent tailors or workers hitherto employed
elsewhere, but to a much lesser extent. They, by contrast, mainly recruit workers with little or no
prior education in the field (Interviews D/KAM, NKD, Pink Mango C&D, Utexrwa, Ufaco, Promota)
Derrick Kanyonya, for example, asserts that 40% of their workforce have been trained from scratch
by the company (Interview NVAD). The remaining recruitment happens in collaboration with
government training programs and vocational tailoring schools (Interviews Promota Creations,
DIKAM, Ufaco, Utexrwa, NKD, Pink Mango C&D). As an example, Ufaco works closely with Rwanda
Polytechnic TVET school through the National Employment Programme to offer six-month training
placements to approximately 100 interns per year. Yet, national statistics estimate that only around
half (56.2%) of all tailoring graduates in vocational schools later find a job as an employed tailor
(NISR 2024b: 41 f.), which shows the growing but still limited labor absorption capacities of the
industrial T&G producers. Staff migration in between companies was less present in the interviews:
only three companies mentioned to have hired from or lost workers to other garment
manufacturers (Interviews NAD, Utexrwa, Inkanda House)*

In summary, it is impossible to quantify the worker “streams” into the industry. As large
manufacturers employ the majority of all T&G workers, and they tend to train newcomers, this
group probably makes up the largest share quantitatively. Since several interviewees note that
many of their tailors had previously operated as self-employed tailors their migration needs to be
understood rather as a form of labor reallocation rather than net employment growth, though. This
shift, nonetheless, contributes to the formalization of the sector and signals a positive structural

change in the labor market in the T&G industry.

% Six SMEs indicated that 100% of their workforce used to be independent tailors before (Afriek, Berabose, lzubaa, Kanyana, Urutozi
Gakondo, Aria Designs), four agreed that the majority of their tailors worked in the industry before ( Promota, Umulinga, Inkanda
House, Rwanda Clothing).

¥ The degree of horizontal mobility within the sector might be higher in reality, though, if respondents held back such responses
due to their perceived non-desirability.
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For founders and managers

The founders and managers in the sample come from diverse professional backgrounds, with few
of them drawing back on long-standing professional experience in the industry. Six designers had
no prior work experience and founded their businesses directly after or even during their university
studies. A significant group of interviewed designer businesses (10) had previous experience in
adjacent creative industries (e.g. modelling, styling, photography, music, film, or design) whose
over lapses with the fashion industry appear to be a suitable entry point. Eight interviewees had, at
least temporarily, worked for other T&G companies either in Rwanda or abroad“ before deciding to
start their own ventures. Alexis Kabayiza (Interview MINICOM) and Eom (2018) also notice an
entrepreneurship-stimulating trend where former factory employees open their own fashion start-
up using their formerly acquired skills. Other founders came from entirely different sectors,
previously working in the private sector or at national or international public institutions®.

In summary, this analysis shows that the Rwandan T&G sector at management level is coined by
lateral entrants with high educational and socio-economic backgrounds within the Rwandan
context (university degrees, reputed prior employers, no agrarian households, etc.). At the same
time, this high entrepreneurial activity from people from diverse branches also showcases the

attractiveness and low entry barriers to the garment-making sector.

6.3.2.3.3 Skills and training

As described in chapter 2.2.1, human capital formation and knowledge spill-overs are among the
major ascribed outcomes but also the fuel the growth of an upcoming T&G industry.

Four MiR manufactures mirror this by highlighting the importance of empowering the Rwandan
population through capacity building and skills transfer. Long Ngan calls “empowering the local
community” to know how to make their own clothing one of Africa Uniforms’missions. Similarly,
Ntabana from Pink Mango C&0 points to the potential for vulnerable population groups: ,We
increase their skills in sewing, using semi-automated machines, designing. All this gives a positive
impact on the big population of young people and the women without employment. [...] We need to
consider also that aspect of capacitating the local citizens and make them more professional”

(Interview Pink Mango C&0D). Asantiigo as far as claiming that through upskilling of their workforce

“0 Kezem's founder at Moshions and Rwanda Clothing, Aria Designs at Vision Garment in the Sales and Marketing department,
Kanyana: internship at C&H Garments, the CEO of J/KAMused to be the chair of AMG and the founder of 7ouch of Rwanda worked
with her sister at Rwanda Clothing. The founder of Pink Mango C&Dand Asantiiworked in the T&G industry for large Asian wholesalers
for 20 years, Ufaco’sCEQ as a Viiscowholesale trader before and /zubaa worked as a fashion stylist and sales assistant in London.
4\ MiR Company #4 and Inkanda House), DIKAM, Karssh, Vision Garment, and Berabose Designs - PSF, MINEACOM, GIZ, UN Women,
UNAIDS, the Rwanda Biomedical Center, the Ministry of Health or the Ministry of Gender
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and designers they are “enabling a vital transfer of the skills [...], which in turn greatly benefit the
fashion and textile industries in Africa™? and also J/KAM wants to “help [their] workforce thrive,
addressing unemployment and contributing to Africa’s skilled talent pool”“,

This chapter therefore looks at the actual current skill availability in the Rwandan T&G sector,
practices of training and processes of learning.

Among workers (tailors)

As shown in the previous chapter skills acquisition of tailors in Rwanda takes place either through
dedicated vocational tailoring programs, through on-the-job training of the employer or informally
by learning from other tailors.

Among all TVET discipline, tailoring has consistently been the most popular training course in
Rwanda for years, absorbing one third (32.3%) of all vocational trainees as of 2023 (NISR 2024b: 41).
Still, most T&G producers invest in initial and continuous training of workers because of their
unsatisfying skill levels (see also ITC 2020: 60). At large factories newcomers usually need to
undergo a 3- to 6-month training, depending on their prior experiences. During this time,
apprentices often get paid less than their “fully trained” counterparts (see chapter 6.3.2.3.5).
Utexrwaclaims to train 600 workers yearly and estimates that on fifth of all workers in whole sector
were trained by them. As noted by Yves Ntabana, these trainings are needed to meet international
standards and compete with T&G players that have been in the industry for 20 to 40 years (Interview
Pink Mango C&[). The company has a training budget of USD 1,500 per worker (Benissan
15.09.2022).

Training topics cover a range of areas, including basic, industrial and premium fashion tailoring,
the operation of new machinery, adherence to quality standards, and trend awareness.

In smaller firms, training is usually carried out informally and based on the expertise of the founder
or lead tailor, while medium and large enterprises frequently employ external specialists from Asia,
Europe or East Africa to provide regular technical trainings ( Pink Mango C&D, Asantii, NKD, Utexrwa,
Rwanda Clothing, Umulinga, Africa Uniforms). Africa Uniforms also recently sent workers to its
facility in Mombasa to learn from their processes and experience.

Long Ngan, knowledgeable of skill levels and work attitudes of garment workers around Asia and
Africa rates the overall skill set of Rwandan T&G workers satisfying for basic tailoring but lagging

behind regarding productivity and advanced techniques. Nonetheless, he expressed appreciation

“2 https://www.asantii.com/pages/pink-ubuntu (last accessed 01.04.2025)
“ https://www.dikam.rw/about.html (last accessed 01.04.2025)
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for Rwandan workers' learning capacity and motivation: “the people are more hardworking in
Rwanda[...] and they are smarter” than Kenyans or Ethiopians (Interview Africa Uniforms).

The continuous investments in training seem to have materialized into a considerable degree of
sectorial human capital formation over the researched time span. Ritesh Patel, having been in the
industry for a long time, notices “a big, big change” concerning skills availability since 2016/17.
“Today we have so many people who are experts in the garment production line. [...] Today, | don't
think that [...] we are missing any good tailors or pattern masters” (Interview Utexrwa). Likewise,
DIKAM noted that finding skilled workers was initially difficult, but no longer poses a major
challenge. Similarly, Pink Mango C&Dreported unsatisfactory efficiency levels of its workforce of
45% noted when it started operations but was able to bring it up to 80% thanks to intensive in-
house training of its operators (ITC 2020: 60).

This upskilling process can also be observed in the fact that Rwandan workers are increasingly
getting promoted into higher level positions, into floor supervisors or even middle management

(Interview Pink Mango C&D, Africa Uniforms)(see also chapter 6.3.2.3.4).

Founders and managers

Among the interviewed founders and managers, the majority have completed secondary education
and hold a bachelor's or master's degree, but only a small minority has had formal education in
fashion. The only interviewee with a fashion-related university degree is Moses Turahirwa
(Moshions)who was able to complete a master’s degree in Collection Design at Polimoda Fashion
School in Italy through the financial support of the Rwandan President.

Two respondents studied creative arts (film and design), but the large majority of interviewees (19
out of 30), come from completely different backgrounds (e.g. business, science, IT, or humanities)*.
Since most garment entrepreneurs have no formal background in fashion or manufacturing, they
are largely autodidacts. Many designers (13) mentioned that they are self-taught and did not have
any experience in fashion before but learned all needed skills - sketching, sewing, fashion trends,
business administration and the like - from scratch. This learning mainly took place via online
media, particularly video tutorials, fashion blogs, platforms like Pinterest, and social media as they
offer easy and affordable access to inspiration, training, current trends and best practice

examples®. Chris Gentle describes how his first step when deciding to venture into MiR clothes was

“ 11 interview partners hold business or finance related degrees (business administration, international business, finance,
accounting, marketing), 5 studied in technical or science disciplines (natural sciences, civil engineering, computer science and IT,
public health and palliative care) and two subjects related to social sciences (international relations, peace and conflict studies).

“ Interviews Kanyana, UZI, Umulinga, MiR Company #4, Aria Designs, Kanyana, Touch of Rwanda, Matheo, Kezem
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researching the most needed skills for a fashion designer online (Interview Umulinga) and Matheo
recalls how after school he would watch YouTube video on sketching and tailoring techniques
"because that's what | could afford” (Interview Matheo).

The underlying reason why hardly any Rwandan T&G professional has enjoyed formal education in
industry-related subjects can mostly be explained by the absence of structured educational
offerings in fashion in Rwanda. Joselyne Umutoniwase recalls the situation in 2014 when "there was

1"

not even a small fashion school or institution or training. There was nothing!” (Interview Rwanda
Clothing), while Matheo Niyigena comments that the situation has not improved until today
(Interview Matheo Studio). Several interviewees emphasized this gap and named it as one of the
largest persisting challenges of the sector (see chapter 6.3.2.4).

Although it is impressive how Rwandan T&G enterprises have built up their businesses despite
these structural constraints, these gaps also pose challenges for the long-term professionalization,
upscaling, and internationalization of the industry. The recently opened Rwandan Centre for Design

and Clothing might be a good start to bridge this skills gaps.

6.3.2.3.4 Socio-demographic parameters

Gender

Workers/Tailors

Asin many other textile and garment sectors around the world, Rwanda's workforce in this industry
is highly female dominated. Across the interviewed companies, women made up 84% of all
employees. The Rwandan Labor Force Survey (2023) supports these findings, stating that 86%
(52,517 individuals) of all workers in tailoring and related professions are women (NISR 2024b:14).
The comparison to the share of females in Rwanda’s national workforce 41% (NISR 2024b: 81) shows
that participation rate of women in the T&G industry is above average - even almost double.
Within the sample, 14 companies even showed female shares of three quarters or higher (see table
19 in the annex). Notably, the highest shares of female workers were found in Rwanda’s large
manufacturing companies, such as AMG(98%), Pink Mango C&0(80%), DIKAM(80%), and Utexrwa
(87%). In contrast, small designer-led brands displayed more variation, with some hiring mainly men
(Afriek, Urutozi Gakondo, FL Collections) and others consciously employing exclusively women
(Berabose, Karssh).

Most interviewees explained the high share of women among their workforce with either
empowerment line of argumentation or women'’s better quality of work. Matheoand Berabose hold

that female tailors produce higher quality garments which Matheo Niyigena attributes to their
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precision and eye on detail: “I love the touch and the love that women do their stuff with” (Interview
Matheo Studio). Other managers appreciate the cooperative work attitude of female tailors while
their male counterparts were described to feel superior, misjudge their own capabilities and
behave rudely (Interviews Aarssh, Matheo Studio, Rwanda Clothing). Moreover, Mbonyumutwa, CEQ
of Pink Mango C&Dand Asantjiadds that given the right environment women are more productive,
conscientious and loyal than male workers (Bangda 31.03.2023).

Six companies (Aanyana World, DIKAM, Ufaco, Haute Baso, Pink Mango C&D/Asantil), all headed by
women themselves, claim that female empowerment through employment and economic inclusion
is one of their major company objectives and philosophies, using “fashion as a vehicle for positive
change”“®. Claudine Kanazayire (J/KAM)exemplifies the positive effects of female employment by
explaining how many of their female workers used to stay at home, doing care work and depending
on their husband, whereas now they earn an income through their wage labor which makes them
more self-reliant (Interview O/KAM). Ufaco, DIKAMand Pink Mango C&[Dalso mention that they work
particularly with young mothers, widows, sex workers or females with little school education,
because such “women are most vulnerable” (Interview Pink Mango C&D).

According to other studies (L0 2018) and accounts of interviewees professional tailoring in Rwanda
historically used to be a male-dominated field. Joselyne Umutoniwase ( Rwanda Clothing)describes
how this inequality rooted in the limited access to formal tailoring training for women, who slowly
entered into the profession via informal and autodidatic learning and empowerment processes.
Today, however, 92% of all vocational tailoring students are female (NISR 2024b: 93), and

Umutoniwase reports that today there are more female and male tailors in the industry.

Managers and Founders
Rwanda’s textile and garment enterprises stand out for a notably high share of women in ownership
and leadership roles. In the sample of 30 enterprises, 16 were founded or led by women, compared

to 11 by men, while three companies are led by shared team.

Female-led Male-led

MiR Company #A, DIKAM, Afriek, Promota Creations, | Urotozi Gakondo, Umulinga, Kezem, FL Collections, Mr.
Asantii, Ufaco, Berabose Designs, Haute Baso, Aria | Endowed, Utexrwa, Inkanda House, Africa Uniforms,
Designs, Kanyana, lzubaa, Karssh, Rwanda Clothing, | Inkindi, Matheo Studio, Moshions

Touch of Rwanda, UZI, Vision Garment

AMG, NKD, Pink Mango C&D

“ https://www.hautebaso.com/ (last accessed 02.04.2025)
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This equals a share of 63% businesses with female owner- or leadership across all sizes of
companies which lies above the national average, where only 39% of company managers and 40%
of sole proprietors are women (NISR 2024a: 71).

This gender distribution in leadership reflects both a generational shift and Rwanda’s positioning
as a leader in gender equality (Uwimama 2021). The higher number of female-led brands in the
sample suggests that the Made in Rwanda policy may have resonated strongly with female
entrepreneurs, offering new avenues for recognition, income generation, and self-expression.
Fashion in particular seems to provide a culturally acceptable space for female entrepreneurship.

Nationality

Workers/Tailors

Across all company sizes in the Rwandan textile and garment sector, close to 100% of employed
workers are Rwandan nationals, with few exceptions from neighboring countries.

Middle Management and Production Supervision

A different picture emerges at supervisory and management level in large manufacturing
companies, though. In these positions, it is common to find expatriates as managers, supervisors,
trainers and technical experts, particularly from Asian countries like China, Bangladesh, Thailand
or Hong Kong (Pink Mango C&D/Asantii) \ndia (Utexrwa) neighboring East African countries like
Kenya(NKD, Ufaco, Africa Uniforms). The use of international experts in these positions is explained
by the employers with the lack of local high-level know-how: Derrick Kanyona, for example, tells
how they were unable to find a qualified Rwandan for a supervisory role (Interview NAD),

This reliance on international staff, particularly in foreign-owned or export-oriented firms, is a
widespread pattern in African garment manufacturing, where expatriates often fill high-skill
technical or leadership roles (Staritz & Frederick 2014).

Yet, this typical repartition of responsibility, skill and power within FDI-driven and internationalized
T&G value chains seems to be slowly changing. As already noted in chapter 6.3.2.3.3, domestic
capacity-building and internal promotions seem to slowly unfold. Pink Mango C&0, Africa Uniforms
und Utexrwa report that more and more mid-level management roles are being replaced through
Rwandans now. At Ufexrwa currently only five out of 50 non-production employees are Indian
(Interview Utexrwa). Claudine Kanazayire proudly mentions that some of the supervisors at O/KAM
used to be from abroad but now all employees at all levels are Rwandans. Especially larger
Rwandan-owned enterprises like O/IKAM, Promota Creations, Vision Garment, Ufaco, and NKD

already do or strive to rely entirely on Rwandan labor, also in leadership positions.
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These developments suggest that while foreign expertise and labor is still existent and relevant at
technically demanding positions, a slow skills and power shift is underway.

Owners and Managers

As shown in chapter 6.3.2.1.4, the majority of owners or founders and managers are Rwandans (18),
with 8 having a diaspora connection and 4 non-Rwandan owners. Even the foreign-owned

companies usually have Rwandan country or factory managers as their local counterparts.

6.3.2.3.5 Income*’

Wage Levels

Wage levels of Rwandan tailors vary significantly between companies, roles, and experience levels.
Several employers stressed that remuneration depends on skill level, job function, and performance
of the employee (Interviews Rwanda Clothing, DIKAM, Promota, NKD, Matheo, Inkanda House,
Asantii, Karssh). Some apply merit-based systems or structured pay categories, for example, NAKD
uses three payment bands based on task difficulty, while 4santiireports that top performers earn
three times more than their entry-level peers. Pink Mango C&0 noted that employees can receive
wage increases after a year under contract. Nonetheless, most workers are concentrated in lower
pay brackets, and only a few reach the upper tiers such as specialized tailors or supervisors. Their

monthly wages in the sample range from RWF 60,000 to RWF 500,000 per month.

Table 10: Categories of wages for tailors at Rwandan T&G companies (source: own research, 2023)°

<RWF100,000/

RWF 100 - 199,000/
month

RWF 200 - 299,000/
month

>RWF 300,000/ month

month

60-80,000 RWF, in
category B: 80-
100,000 RWF

Pink Mango C&D and
Asantii: 70,000 (with
possibility for raise

100 (- 150,000) RWF
Africa Uniforms:
~120,000 RWF
NKD: category A
100-150,000 RWF
Utexrwa: RWF

200,000 RWF
Rwanda Clothing:
200,000 RWF after
staying for 3 years
(most tailors)
Inkanda House: 200 -

= NKD: in category C: = Urutozi Gakondo: = Touch of Rwanda: = Karssh: up to 400,000

RWF (depending on
experience and
productivity)
Rwanda Clothing: up
to 500,000 RWF for
very experienced

after 1year) 150,000 250,000 RWF tailors, delicate
Ufaco: 70,000 RWF, Rwanda Clothing: (depending on level of finishing
during training 150,000 RWF for experience)
30,000 RWF very basic activities | = Matheo Studio:
= DIKAM: 90-100,000 like attaching ~250,000 RWF
RWF buttons = FL Collections: 250,000
RWF

“7 Data on income was only collected and analyzed for employment-related income of wage laborers in tailoring positions. Adding a
differentiated picture of all positions within the companies would have pushed the envelope of this thesis. Incomes of the self-
employed owners/founders were similarly not included since they rely much more on more irregular income streams and payouts to
themselves resulting from the remaining profit between gross turnover and expenses (more see IL0 1998).

“ Some companies are missing (UZ/, Promota, Kanyana) because they did not want to disclose data on the wage levels of their
employees. Other rely on other payment structures, like on a per piece basis (e.q. Aria Designs, MiR Company #4, lzubaa, Haute Baso,
Mr. Endowed) which is why they are not listed here.
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It is striking that large manufacturers across the board pay less than their small and medium-sized
competitors. NKL, Pink Mango C&Dand Asantii, Ufaco and DIKAM pay their workers less than RWF
100,000 per month, at least for new entrants, Africa Uniforms pay around RWF 120,000 and Ufexrwa
RWF 150,000 per month. During the six-month training phase beginners at Ufaco are paid as little
as RWF 30,000 per month.

While a remuneration of RWF 150,000 per month signifies the upper end of salaries among large
T&G producers, it represents the bottom of wages for simple tasks among garment SMEs. Most
tailors in this group receive around RWF 200 to 250,000 per month ( 7ouch of Rwanda, Rwanda
Clothing, Inkanda House, FL Collections). Some very experienced tailors performing delicate tasks
can receive a salary of up to RWF 400,000 or 500,000 per month (Karssh, Rwanda Clothing).

The discrepancy between salaries can partly be explained by the players’ position in the market and
the different nature of work between larger and smaller T&G producers. Since mass production
involves more repetitive, lower-skill tasks and large manufacturers have near to oligopolistic
positions in the T&G labor market, they have high wage-setting power and can exploit the
competition between rather unexperienced young workers. Meanwhile, SMEs often require more
specialized tailoring and tend to hire more highly skilled dressmakers (see chapter 6.3.2.3.2).
Moreover, managers of small and medium-sized enterprises appear to have a closer relationship to
their workshop and hence feel a stronger responsibility and sense of fair remuneration for them
(more see chapter 6.3.2.3.6). Charlotte Shema, for example, explains that she prefers having fewer
well-paid employees than hiring more at an exploitative wage (Interview 7ouch of Rwanda).

Wage levels in context

Opinions among employers on the adequacy of such wages varied, though. Some SME employers
negatively commented on the low salaries of the large employers (Interviews Aanyana, Haute Baso,
Karssh). Having worked at a large garment factory herself, Nadine Kanyana remarks that the salary
she pays “is very good compared to the factories where I've been” (Interview Kanyana World). Two
large manufacturers similarly acknowledge the average low wage level of tailors. Ritesh Patel, for
example, admits: “Our workers, as salary they are getting 150$ every month. 1508, these people they
are poor, you know, you can say they are basic standard. To live, the required minimum is 75,000
for food and other daily needs” (Interview Utexrwa). Derrick Kanyona also acknowledges that NKD's
wages are low and that they would love to lift them more than the yearly 5-10% but deplores that
they cannot due to the price pressure from the market (Interview New Kigali Designers).
Meanwhile others even argue that the on average low wage level is one of Rwanda’s comparative

advantages from a merely cost-driven globalization perspective (Interviews Pink Mango C&D,
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Ufaco). "The core good thing here is we have cheaper labor that makes the cost of making
attractive. [...] Taking advantage of cheap labor and targeting the external market, that is some
comparative advantage of Rwanda”, voiced Yves Ntabana (Interview Pink Mango C&0). Compared
to both Asian and other East-African T&G producing countries, Rwandaindeed offers lower average
wages at mass production®. Long Ngan, however, also underlined that the favorable wage ratio in
Rwanda is abrogated by its lower productivity and skills level (Interview Africa Uniforms). Agathe
Nyiranshimiyimana emphasizes that the situation also needs to be seen in Rwanda’s context as a
developing country with high levels of unemployment, which means that having stable wage is
already an improvement to many Rwandans (Interview Ufaco). Matheo Niyigena supports this
sentiment, saying that "having a full-time job here in Kigali or in Rwanda in general, it's something
very good” (Interview Matheo Studio).

Comparisons were also made with other professions and tasks. Pink Mango C&0 states that even
primary school teachers in Rwanda earn less than their tailors®, Matheo Studiounderlines that the
wages paid to employed tailors usually exceed the unstable and low income of independent own-
account tailors. 7ouch of Rwanda adds that one also needs to consider qualitative aspects of the
job like responsibility, stress level and occupational safety: “It's a good salary because there is some
people who work in banks and they get less than that. You know people who do dangerous or
stressful jobs”(Interview 7ouch of Rwanada).

When looking at national statistics, the wages of tailors indeed seem to be slightly higher than the
Rwandan average. According to the 2023 Labour Force Survey (NISR 2024b: 20), Rwanda's national
average monthly income across all sectors is RWF 68,481 which corresponds to the lowest wage
levels reported by large garment manufacturers. The median income, however, is only RWF 26,000,
which means that half of the Rwandan population earns less than that. Just 16.5% of workers
nationwide earn over RWF 100,000 (ibid.). In contrast, 70% of the companies in the sample that
provided wage data reported paying more than RWF 100,000.

Nevertheless, it is important to consider urban-rural and sectoral differences in wages as well: in
Kigali, where almost all interviewed companies are located, the average income is significantly
higher at RWF 131,096 (ibid.: 112). Moreover, industrial sector wages are approximately 25% above
the national average (ibid.: 21). In this light, the wages of the industrial T&G players do not seem

very high for making a living in an urban setting, while salaries paid by SMEs are still above average.

“ Ranges of average unskilled to skilled wages in T&G sector: Kenya: USD 115-200, Tanzania: USD 80 - 110, Uganda USD 50 - 300,
India: USD 125 - 250, Bangladesh: USD 95-110, Sri Lanka: USD 200 - 250 (Gatsby Africa 2022: 22)

% Entry-level teachers in Rwanda earn a net monthly salary of around RWF 200,000 to 250,000 (after taxes)(Buningwire 22.08.2022),
i.e. much more than tailors at Pink Mango C&D.
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Payment Modalities and Positive Externalities

For freelance collaborations or irregular tasks other payment structures other then monthly wages
are applied. For example, Matheo Studio pays freelancers RWF 15,000-20,000 per day when
additional workers are needed, while designers like Haute Baso, lzubaa, Aria Designs or Mr.
Endowed pay per produced pieces.

The rest of T&G employers, however, expressed to pay their employees regularly on a monthly
basis®. If that holds true, it constitutes a positive characteristic of the formalized T&G industry
compared to the broader national context, where only one third is paid out monthly and 61.5% are
day laborers (NISR 2024a: 19). Stable incomes through formal employment can signify relevant
socio-economic benefits and contribute to broader well-being and improved livelihoods for the
contracted tailors and their families. /nkanda House mentions that his employees use their salaries
to pay for food, clothes and school fees for their children, while Umulingademonstrates the positive
impact on the self-reliance of former school drop-outs and drug addicts: “Now they are making
their life, they are supporting their families, they are providing for themselves” (Interview
Umulinga). Pink Mango C&Dand D/KAMboth highlight the importance of having a contract and being
paid on a regular basis through an official bank account as the foundation for taking out a loan from
the bank, which can be used as capital for any kind of project like housing or transportation.
Changes since policy introduction

Although government data on historical tailoring wages is limited, available sources suggest a clear
upward trend. In 2011, wages in the sector were so low (RWF 15,800 per month) that textile workers
at Utexrwaorganized a six-day strike (Kwizera 06.04.2011), which is not common at all in Rwanda®.
According to the 2018 ILO report the average salary of an employed tailor at that time was still only
RWF 40,000 (ILO 2018: 15). Nadine Kanyana, having worked at C&H Garments as an apprentice in
2017, likewise reports that entrants there were paid RWF 33,000 with upgrading opportunities to
RWF 55,000 for experienced tailors. “The conditions were not good at all, [...] | was being paid
RWF33,0001[...] for working five and a half days from morning till evening. [...] The bike transport
fees were much more than what | gained” (Interview Aanyana Worla).

Comparing these wage levels to indicated salaries today, even the lowest wages reported in the

2023 sample are about double the 2017/18 wages. This increase indicates very positive progress

St is important to note that information on incomes was only gathered through interviews with the management levels. This analysis
can therefore not deliver any statements on the reliability or practical extent of wages paid to workers.

%2 This strike remains the only incident in Rwanda's history documented in the Global Nonviolent Action Database
https://nvdatabase.swarthmore.edu/search/node?keys=rwanda (last accessed 12.02.2025).
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with regard to nominal wages in the sector. Alexis Kabayiza from MINICOM attributes these risen
salaries to increased competition between employers today.

Nationally, the average income has increased by 17.5% since 2017 (from RWF 58,677 to RWF 68,951)
(NISR 2018:vi, NISR 2024b:112), suggesting that wages in the T&G sector may have grown at a faster
pace than the national average. Nevertheless, one also needs to account for general inflation and

rising living costs in Rwanda that minimize the real wage growth.

6.3.2.3.6 Working conditions and benefits

Working conditions like formality of employment, employers’ adherence to workers' rights, working
hours, occupational health and safety, workplace facilities or additional benefits were not the focus
of the interviews and therefore not analyzed in-depth here. Broader observations that were made
but should be studied in more detail include the following:

Especially medium-sized and large manufacturers seem to offer formal but temporarily limited
employment contracts (renewed yearly) which ensure stable wages, health care, social security and
pension payments, employee rights like holidays or maternal leave. This may signify an
improvement compared to the situation of own-account tailors and the national average which is
coined by informality which usually involves fluctuating, insecure incomes, entrepreneurial risk and
no security net. Most visited workspaces looked okay with regard to professional set-up, safety
measures, daylight, ventilation, space and noise, while some were cramped, dark, dirty or very loud,
though. Many employers reported providing in-kind benefits like lunch, water, allowances for food
or even accommodation. Pink Mango C&0and Asantji additionally installed an infirmary, a nursery
and a low-cost grocery store next to their factories. SMEs in particular describe close family-like
and longstanding relationships between them and their employees and emphasize their personal
responsibility for their workers’ security and wellbeing. All given information should be treated with

care due to possible interviewee biases and the lacking perspective of the workers themselves.
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6.3.3 Effects on Second-Hand Clothing Sector

6.3.3.1 Prices and Consumers of SHC

Prices of second-hand clothes in Rwanda vary depending on (correlating) factors like quality
(grade), vending location (Kigali or up-country) and type of retail business (market, own shop,
mobile street vendor). From own observations and the existing literature, the following
approximation can be made on average price points of chagua:

Table 16: Price ranges of second-hand clothes in Rwanda per product and retail point (Source: own observations)

Street vendors Market Specialized shop

RWF 500 - 1,000 RWF 1-3,000 RWF 2 - 3,000
RWF 1,000 - 2,000 RWF 2 - 5,000 RWF 5 - 8,000
RWF 3 -5,000 RWF 5 - 15,000 RWF 10 - 20,000
~ RWF 5,000 RWF 10 - 25,000 RWF 15 - 30,000

As described in chapter 5.2, “second-hand clothes cater for people of all economic classes” (Frank

30.07.2018) but are particularly popular among low-income households.
The clientele of the interviewed SHC retailers can broadly be categorized into the following groups:

(1) Two retailers report a mixed clientele across income groups (Interviews SHC #7, #8).

(2) Anotable group consists of relatively well-off middle-class customers, typically employed in
urban office jobs that “make good money” and are “civilized” (Interview #5). These customers
typically seek chic higher-grade garments that are fashionable and in good condition like
trousers, shirts or blouses (Interviews SHC #1, #2, #5, #6).

(3) Two respondents described their customers are urban young women and mothers with
limited financial means who desire to “look good and stylish”, though (Interviews SHC #3, #4).

(4) Last but not least, the two vendors from Gisenyi describe their clientele as normal people

who like cheap clothes, i.e. average rather poor rural households (Interviews SHC #9, #10)

Some MiR manufacturers also observe that even Rwandans with high incomes use chagua to
complement their wardrobe and create unique styles (Interview Rwanda Clothing, Karssh, UZ)).

The tariff increase on SHC imports from USD 0.20 to eventually USD 5.00 per kilogram had a
substantial impact on chagua prices throughout the value chain. According to government
projections, the intended outcome of the policy was a retail price increase of approximately 30%
to 60% (MINICOM 2022: 11). However, data from interviews with SHC retailers suggests that the

actual price effects were significantly higher. Retailers reported that the prices they paid to
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importers rose between threefold and up to eightfold per bale or per item (see table 18). While some
of these cost increases were passed on to final consumers, that was not fully possible in fear of
even higher customer losses (Interview SHC #3). Nonetheless, end-user prices rose by
approximately 50% to 200% since the introduction of tariff policy - far exceeding the initial
estimates. ADECORcommented that the prices of chaguain Rwanda are around three times higher
than in its neighboring countries because of the new duties (Interview ADECOR). Given the average
income levels of Rwandans, these shifts have had direct severe implications on the affordability

and access to clothing in the country, particularly among low-income consumers.

Table 17: Price increases of SHC at wholesale and retail since introduction of the SHC tariff increase

Item Before SHC polic Now Increase Source
Wholesale prices

RWF 5,000 RWF 20,000 +300%. Interview n°1 & 2
RWF 100,000 RWF 300,000 +200%. Interview n°1 & 2
RWF 100,000 RWF 600 - 800,000 +500 - 700%. Interview n°5
Retail prices

RWF 5-10,000 10 - 25,000 RWF +100 - 150%. Interview n°6
10-20,000RWF  +3 -6k RWF = +50%. Interview n°7

[ Anyitem | RWF 4,000 RWF 7,000 +75%. Interview n°3 (since 2021)
RWF 8,000 - 10,000 RWF 14 -15,000 +50-75%. Gahigi 17.11.2020
RWF 4,000 RWF 7,000 +75%. Gahigi 17.11.2020
RWF 1,000 RWF 3,000 +200%. Frank 30.07.2018

6.3.3.2 Effect on Consumption of SHC

The increased cost of second-hand clothes as a result of the tariff increase (as depicted in the
previous chapter), also showed an effect on SHC consumption: multiple interviewees and media
reports agree that the policy indeed decreased demand for used clothes - but also they are far from
vanishing from the Rwandan market.

As seen in chapter 6.3.1.1, trade data similarly shows that the tariff increase initially decreased the
number of worn clothes coming into the country, although their demand and importation have since
rebounded and reached pre-policy levels again since 2022.

Almost all interviewed SHC vendors described non-negligible declines in their sales and customer
frequency (more see chapter 6.3.3.3.2). This observation was shared by various manufacturers
(Interviews Utexrwa, UZI, Rwanda Clothing, Moshions Touch of Rwanda, MiR Company #4, Matheo
Studio). Charlotte Shema and Respondent MiR #A agree that second-hand garments are still there
but much fewer and less competitive. “It's still a little bit of a problem, but not much as it used to
be” (Interview Touch of Rwanda). Joselyne Umutoniwase is thankful that because of the policy the

“second-hand madness” and overconsumption which was “really, really big” from the poor to the
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middle class and especially among the youth was disrupted (Interview Awanda Clothing). Patrick
Muhire highlights that “there are customers who no longer have second-hand clothes in their
wardrobes” but admits and that it depends much on the person’s stratum (Interview /nkanda House).
Other interviews bring forward that the quantitative reductions in imported second-hand clothes
were actually not that large due to the continued love of Rwandans for chagua. Numerous
manufacturers and retailers coincide in that SHC remains a popular if not the most used source of
clothing in Rwanda thanks to its affordable, accessible, unique, stylish and high-quality features®.
“They are still always in jeans or denim jackets or t-shirts, which are not made in Rwanda because
that's what they can afford,” remarks Matheo Niyigena (Matheo Studio). The average low income of
Rwandans resulting in high price sensitivity, in combination with long-term consumer habits and
persisting mindsets most probably contributed to them not completely renouncing from chagua.

Thus, most Rwandans accepted the need to either allocate a higher budget to clothing or buy fewer
or less frequently®. “So what has happened? When these 90% [poor] people, they were buying five
pairs in a year, they are minimizing: they are now buying three pairs”, says Ritesh Patel from
Utexrwa. Joselyne Umutoniwase sees that people now buy SHC more consciously - less items but
better quality: ,Anybody [...] had to think twice. Before, if | was buying five t-shirts, now, with [...]
the change of the market, I'm going to buy one and buy a good one.” (Interview Rwanda Clothing).

She and /nkanaa House also mentioned that during the first years after the implementation of the

SHC policy some Rwandan consumers “got frustrated” and shopped abroad in Uganda or Congo.

6.3.3.3 Effects on SHC Retailers

6.3.3.3.1 Characteristics of SHC Retailers

Location and Type of Business

The majority of interviewed SHC retailers are located in Kigali, with two being conducted in Gisenyi
(Interviews SHC #9, #10). This concentration is not representative of the vendors’ distribution in
Rwanda, but stems from the researcher’s location focus on the capital as well as the sampling
approach which majoritarily based on personal contacts as an entry point to acquire interested
interviewees. According to observation and respondents’ information SHC retailers operate in
urban and rural markets throughout the entire country. Kigali as the capital functions as the main

trade hub and transshipment point, though. Therefore, importers and wholesalers of SHC are

% Interviews SHC #1, #2, #3, #4, Afriek, Touch of Rwanda, Matheo, Aria Designs, Kuza Hub, RFDA
5 Interview Utexrwa, Rwanda Clothing, SHC #1, #2, ADECOR, Frank 30.07.2018, Essa 05.10.2018, Gahigi 23.06.2021
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mostly concentrated in Kigali, while middlemen and women distribute the goods to smaller towns
and retailers who then sell the goods to their clientele.

Four of the interviewed retailers operate their own shop in Kigali (two at CHIC and two MIC shopping
mall), although often jointly with other retailers (Interviews SHC #1, #2, #5, #6). Three interviewees
have their own stall at Kimironko and one at Kimisagara market, while one sells her clothes on an
informal openair weekend market in Gisenyi and one as a mobile vendor on the street. All retailers
are self-employed, the shop owners have an official business license while the others work

informally.

Source of SHC and Import Channels

Retailers described a range of sourcing strategies: four retailers buy their products themselves at
Kimisagara or Gisozi market in Kigali (Interviews SHC #1, #2, #4, #8), two interviewees receive their
clothes from middlemen who buy selected items that might be fitting to the retailer's product
portfolio and bring them to their shop (Interviews SHC #3, #4), two retailers have direct
connections to wholesalers who get their SHC from Kenya, Uganda or DRC (Interviews SHC #5, #6)
and four interviewees occasionally travel to Uganda, Kenya, or DRC themselves to source used
clothes through informal suitcase trade (Interviews SHC #1, #2, #9, #10).

Offered Products

The chaguaproducts offered by interviewees vary widely:

e Six retailers sell women'’s clothes (dresses, skirts, blouses, t-shirts, jackets) (4 to rather
middle-aged women, 2 focus on younger women)(Interviews SHC #1, #2, #3, #4, #9, #10)

e Oneretailer focuses solely on baby clothes, four supplement their portfolio with clothes for
children (Interviews SHC #1, #2, #3, #8, #10)

e Threeretailers focus onjeans and trousers (2 for women, 1for men)(Interviews SHC #5, #6,
#7)

e One retailer offers mixed products (both male and female shirts, t-shirts, etc.) (Interview
SHC #9)

It is striking that many retailers sell clothes to peers of their own age, gender and societal function

(i.e. men selling men'’s clothes, women selling women’s clothes, mothers selling children’s clothes).
This finding is congruent with reports from Liberia (Sumo 2022).

Nearly all interviewees reported that they source and offer only the best available grades, which
was indeed also reflected in the physical condition of the products, which appeared to be of good
to very good quality. Many items originated from unknown brands and appeared outdated in terms
of fashion trends. Notable exceptions included interviewee SHC #9 and #10, whose cheaper items

exhibited distinctly lower quality including stains, holes, outwashed or bad quality fabrics, a visibly
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used appearance and outdated styles. This illustrates the stark variation in SHC quality depending
on the vendor type and market segment.

Interestingly, some business owners complement their offering with imported first-hand clothes
(e.q. for baby items) (Interview SHC #1, #2), others with African or Made in Rwanda fabrics and
products (Interviews SHC #5, #6).

Gender Composition

Among the ten interviewed SHC retailers, seven are women and three were men. This female
majority, however, does not necessarily allow conclusions to the broader gender distribution in the
sector since it likely reflects a selection bias caused by the researcher’s personal female contacts.
Observations suggest that SHC retailing provides opportunities for both men and women, with a
certain dominance of women among SHC vendors. Meanwhile, importation, wholesale and
middleman positions appear to be much more male-dominated.

Market Entry and Duration in Business

The average time in SHC business among interviewees was 6.1 years, with a median of 4.5 years.
Four retailers started their businesses before the introduction of the SHC import tariff policy in
2016, while six entered the sector afterward. Several interviewees cited friends and acquaintances
that were already SHC retailers as convincing motivators and pull factors for joining the sector
(Interviews SHC #1, #3, #8, #9). While some indicate to be passionate about second-hand clothing
and fashion (interviews SHC #3, #4), others were more pragmatic, viewing SHC simply as a viable
business option (interview SHC #10). The good income potential was mentioned several times
(interviews SHC #2, #9, #10), in combination with the favorable low capital required to start a SHC
business (interviews SHC #3, #10).

These findings challenge the assumption that the policy rendered SHC retail completely
unprofitable since evidently a number of entrepreneurs still sees sufficient opportunities in it. That
said, this picture might be skewed, as the sample includes only still-operating businesses and not

retailers that worked in SHC before exited the sector due to the policy.

6.3.3.3.2 Effect on Sales, Profitability and Employment

Since importers handed down the increased product costs due to the rise in import tariffs, second-
hand retailers were faced with increased wholesale prices and decreased demand from customers.
Given the worsened business environment SHC retailers were faced with the decision to quit
retailing completely and look for another job, switch to other apparel, resort to illegal trade with
SHC, leaving the country or accepting the worsed income conditions. Quantifying the business

responses and job losses due to the SHC policy is difficult due to the lack of macro-economic data.
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Labor exodus

Essa (05.10.2018) and Jean Baptiste Hategekimana (Interview ADECOR) noted that SHC retailers
emigrated to neighboring countries like Uganda or DRC with less restrictions and therefore a more
beneficial businesses environment for SHC retailing. As described in chapter 6.2.2, some
wholesalers and retailers also resorted to smuggling second-hand apparel into the country to avoid
the increased tariffs and maintain their low retail prices (see also Dijkstra 01.10.2020).

Many retailers simply quit their job due to the unfavorable new environment, though. “Since the
second-hand clothes tax was implemented in Rwanda, business dried up and most people have lost
their jobs here”, reports Bayingana Mark, a SHC retailer Biryogo market in Kigali (Essa 05.10.2018).
Similarly, three out of ten interviewees stated that many of their peers had left the business due to
a lack of profitability (/nterviews SHC #3, #4, #7). USAID (2017: 12) predicted that 62% of SHC jobs
across the EAC would be lost, equivalent to 11,100 jobs in Rwanda, though the methodology behind
this figure and the reliability of the data is debatable due to U.S. export interests.

Conversely, respondent #1 voiced that not many retailers had exited the industry and that those
who did left for personal reasons. One interviewee decided to quit the industry after the
introduction of the policy but resumed the businesses in 2021 (Interview SHC #2). This example
illustrates both the signaling effect and the persisting attractiveness of the used clothing sector.
Even more difficult is to estimate how many of the prior SHC vendors remained unemployed and
how many were able to take up a new occupation. Even Delphine Uwase from RDB upon request
recognizes that many SHC businesses had to close and retailers are now starving (Interview RDB).
One very common observation by both interviewees and the media is that retailers simply switched
from imported second-hand to imported first-hand clothes, majoritarily from China (Interviews SHC
#1, #2, #4, #5, #6, RFDA, John 28.05.2018, Dijkstra 01.10.2020, Gahigi 23.06.2021). These products
offer similar price points and therefore target a similar clientele, which is why retailers can profit
from their previous business experience. A switch to ready-made Made in Rwanda garments could
hardly be observed. SHC retailers #5 and #6 expanded their portfolio to fabrics with African wax
prints and Rwandan handicrafts, mainly targeting tourists. They say that they would love to also sell
MiRclothes, but domestically produced garments are too capital intense (Interviews #5, #6).
Some government representatives voiced expectations that SHC retailers could take up the newly
created tailoring positions in the MiR sector (Interview M/RDA /). There is no evidence of this labor
migration flow since both tasks require very different skill sets, as also noted by one manufacturer:
“You can't be selling second-hand and because you stop, you become a tailor, no! Those are two

different things” (Interview /nkanda House).
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Conditions for remaining retailers

For those who remained in SHC business, life became much tougher. Ibrahim Rutayisire reports
that he has nothing else to do because “the customers have stopped coming. [...] | don't make
enough money selling used clothes anymore. It's complicated now.” (Gambino 29.12.2017)
Respondent #4 tells how sourcing second-hand clothes has generally become harder because of
the restricted offer (Interview SHC #4) and interviewees #1and #2 complain that the quality and
trendiness of clothes arriving in Rwanda has declined (Interviews SHC #1, #2). At the same time
wholesale prices have increased starkly (Interview SHC#1, #2, #7, #8): Interviewee #2
demonstrates that before the policy they were able to buy a bale for RWF 100,000 and resell the
items for RWF 300,000 while now a bale already costs RWF 300,000 at wholesale, signifying an
increase of 200%. At item level, a dress that used to cost RWF 5,000 in wholesale now incurs a
quadrupled cost (RWF 20,000)(Interview #1) and the wholesale price per jeans likewise increased
by RWF 3,000 to 6,000, as described by interviewee #7.

These increased sourcing costs also translate into higher retail costs, which have entailed
significant drops in sales, though (Interviews SHC #1, #2, #3, #4, KrauB 26.02.2018). "My sales
plumped because | had to increase my prices fivefold to be able to make a living", reports Rajabu
Nzeyimana, a SHC vendor from Kigali (Dijkstra 01.10.2020). According to retailer #4, her sales have
declined by 50%. Interviewee #2 explains that while previously 80% of purchased items could be
sold in a month, while now the rate is just 60% and retailer #1reports that sometimes two full days
pass without a single customer buying anything. Cited causes for the diminished demand include
the higher prices of SHC rendering them unaffordable to consumers (Interviews SHC #1, #2, #7),
the general inflation and tighter household budgets (Interview SHC #3) and the resulting
substitution of second-hand with cheaper fist-hand clothes (Interviews SHC #4, #5, #6).

Since not all cost increases can be passed on to the price-sensitive consumers, SHC retailers are
also faced with diminishing profit margins: While one was able to make a profit of around RWF
200,000 per bale, the remaining profit is now between RWF 100,000 - 150,000 (Interview #2). This
reduced profit margin that constitutes the self-employed vendors’income has made many retailers’
lives difficult and left them in precarious living conditions. Nzeyimana, for example, regrets that he
cannot pay his children’s school fees anymore (Dijkstra 01.10.2020). Interviewee #6 summarizes
that the positive aspect of SHC retailing is, that it helps numerous people live a decent life. Given
the increasingly tougher business environment, retailer #3 mentioned that she is considering

leaving the sector because there is not enough profit in it anymore.
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Despite these deteriorating conditions, many retailers have sticked to the business and more
Rwandans seem to keep entering the sector, indicating promising business opportunities. Notably,
six out of ten interviewees had started their business after 2016 and interviewee #3 even
complained about new vendors entering the market and creating increased competition.

All interviewed SHC vendors underlined that Rwandans continue loving c/hagua because of its
affordable, durable, qualitative, special, unique and stylish features and therefore will also keep
preferring it over Made in Rwanda clothes. These differentiating characteristics and their loyal
group of customers made retailers survive and stay in the business (Interviews SHC #1, #5, #86).
Other challenges that retailers frequently cited included high taxes (Interviews SHC #1, #2),

expensive shop rents (ibid.), and growing competition from FHC sellers (Interview SHC #3).

6.3.4 Effects on Consumption and Consumers

Comprehensively assessing the effects of the SHC tariff increase and the MiR policy on Rwandan
consumption of garments® is difficult due to the lack of extensive consumer data.

According to Wolff (2021) even government officials admit that the restrictive measures on used
clothes were received with ambiguous feelings by citizens. The Rwandan Consumer's Rights
Protection Organization ADECOR suggests that most consumers “did not appreciate” the decision.
The organization has not received any officially filed complaints from consumers, but they
anecdotally cite private conversations in which they have noticed certain discontent in the
population®. They criticize that the decision to phase out chagua was taken “over night” without
prior consultations and condemns that consumers had and have no say in the policy. They hold that
the policy is not consumer oriented or based on science, but rather reflects a hasty, sentimental
decision (Interview ADECOR).

ADECOR comes to the conclusion that the overall effects of the SHC policy on Rwandan consumers
were negative, depriving consumer from their right to choose. A central point of criticism is that
Rwandans are left with fewer and expensive options due to the lack of sufficient and affordable

domestically produced alternatives that can cover their demand.

% This chapter only looks at final consumers of garments as they were the main targets of the SHC policy, but does not look at
demand for Made in Rwandatextiles of businesses since that is covered in chapter 6.3.2.2.1.

% The absence of official complaints can possibly be explained by the repressive political climate in Rwanda that does not open many
spaces for public petitions of the civil society without fear of consequences.
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6.3.4.1 Perception and Awareness of Made in Rwanaa Clothing

Perceived Features and Deficits of different types of clothing

The ascribed positive features of SHC found in other countries (chapter 5.2) in relation to
domestically produced garments resonate with the description of perceived shortcomings of Made
/n Rwanada clothes. According to ADECOR Rwandans base their garment buying decision on the
following factors in descending priority:

Price

Quality of product

Diversity, longevity and adaptedness
Quality and variety of fabric

BN

o Price & Affordability: As noted by ADECOR, price constitutes the number one decision criterion
for most Rwandans when making clothing purchases. A large number of interviewees and
media likewise acknowledge that Rwandan consumers, especially those from lower-income
brackets, prefer and need cheap clothes. Since MiR is commonly more expensive than SHC or
at least regarded to be so, this price differential remains significant barrier for broad adoption
of MiR clothes among Rwandans.¥ In addition to that, Joselye Umutoniwase describes how
other assets than fashion culturally inhere value and symbolic meaning in Rwanda, therefore
holding back investments in fashion items: “Rwandans they're not really big consumers in terms
of fashion.[...] They are not going to break the bank, get a loan to buy clothes. [...] We have so
many other priorities than Europe. The pride here is more like 'l have a piece of land even if my
shoes have a hole you can see’. Or | have a cow or field or a farm” (Interview Rwanda Clothing).

e Quality: A frequently cited concern of consumers relates to inferior quality of MiR clothes (e.g.
poor stitching, substandard fabric or unsatisfactory finishing).% In a survey by MINICOM from
2016, 38% of respondents stated they buy imported products because of their quality, whereas
only 9% valued the same feature among MiR products (MINICOM 2017: 7). In contrast, SHC is
highly regarded for its durability and long-lasting nature (ibid.).

e Variety & Uniqueness: Diverse interviewees mentioned that Rwandans love unique clothes and
they don't want similar pieces or dress “like everyone else” (Interviews AMG, Karssh, Berabose).

MiR apparel, however, is said to be repetitive and all look the same, using the same rather

5 Interviews Berabose, Utexrwa, Afriek, lzubaa, Touch of Rwanda, RFDA, SHC #1, #2, #4, #5, #6, #7, #10, John 28.05.2018, Frank
30.07.2018, Kagayo 2021: 7, MINICOM 2017, ILO 2018, MINICOM 2022.

% Interviews Aria Designs, Afriek, SHC Interview SHC #1, #2, #3, #4, #10, John 28.05.2018, Essa 05.10.2018, Frank 30.07.2018, Kagayo
2021:7.
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traditional fabrics, patterns and designs.® “When you see Made in Rwanada, everything is similar:
shop A, the shirts they are producing, shop B can also produce. [...] They are selling almost
similar things”, describes respondent MiR #1. She explains that therefore, especially the young
generation turns to international brands searching for unique and outstanding apparel
(Interview MiR Company #A). Second-hand markets offer a broad and diverse assortment with
unique pieces, varying styles and different qualities and price points for everyone®. ,When you
go in a second-hand store there's a bunch of different stuff. Somewhere that everyone finds
themselves in’, highlights Matheo Studio. Rwandan customers have gotten used to the varied
offer (4ria Designs), what Rosalie Gicanda calls the “chagua mentality” (Interview AMG).

Style & Taste: Linked to the issue of repeated traditional MiR designs is also a perception of
locally made apparel as old-fashioned, while SHC appears more modern, fashionable and trendy
(Interviews Touch of Rwanda, MiR Company #4, Dijkstra 01.10.2020). Maximilien Kolbe explains
that “people don't want to look like some tribal African prince anymore”(Celeste 27.05.2015). On
the other hand, several designers /zubaa, Rosalie Gicanda(AMG), Beraboseand Rwanda Clothing
observe that Rwandan consumers, differently from West Africans or Europeans, don't have
much of a fashion, shopping and going out culture and therefore don't value clothing that much.
According to Rosalie Gicanda Rwandans are rather reserved in their fashion choice and hesitant
toward more experimental or daring styles (Interview AMG). Western-inspired unconventional
avant-garde couturiers like Moshions, Matheoor Maison Inkindiare perceived as fanciful, overly
artsy, “weird” (Interview Maison Inkina/)and not aligning with the local aesthetic tastes, realities
or body shapes by some (Interview AMG). Matheo Niyigena notes that he has not had a Rwandan
client in two months, which “shows you that what you are making may be not for them.” He
summarizes that “few people here in the country who like have a high fashion sense.”(Interview
Matheo Studio). Joselyne Umutoniwase is similarly astonished by the little (international)
fashion knowledge and awareness of Rwandans. She establishes that styles of Rwandans are
“just pure accidents” as nobody reads magazines or knows international designer brands “You
can get a Birkin bag here of 10,0008 - nobody cares. You can leave it on the street. They might

steal things inside only” (Interview Rwanda Clothing).¥'

% Interviews AMG, MiR Company #4, Matheo, DIKAM, Aria Designs, Karssh, FL Collections, Gambino 29.12.2017, Frank 30.07.2018.
8 Interviews AMG, Aria Designs, Matheo, SHC #1, #2, Frank 30.07.2018, Gambino 29.12.2017

% These statements show that only high, Western-like fashion inspired by known brands is perceived as worthy fashion by some

designers and that there is a growing disconnect between the contemporary Rwandan fashion and average local consumers.
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Since Made in Rwanada garment production is not homogenous but includes increasingly more

actors and products, the following illustration aims to capture the main ascribed advantages and

disadvantages of the respective product group.
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Figure 18: Perceived advantages and disadvantages per type of clothes (Source: interviews, IL0O 2018, MiR Policy, own
visualization)

Visibility and Mindset Change since Policy Introduction

As shown above Rwandan consumers were and sometimes still are skeptical toward Made in
Rwanda garments. Since there is no numeric data on consumer perception then and now, the
evaluation of the MiR campaign regarding the intended mindset change draws on retrospective
judgements and narrations of interviewed stakeholders.

According to the 2016 MINICOM survey, 89% of respondents indicated that the MiR campaign had
influenced their perception of local products (MINICOM 2017: 6%), suggesting a broad awareness
impact of the policy even if the nature of this influence remains nuanced. Several manufacturers
confirmed a positive evolution in consumer attitudes towards MiR clothing after the policies.
Initial negative perception and reservations about MiR clothes

Many producers describe how Rwandan consumers were initially very skeptical and questioning the

quality and legitimacy of the domestic textile produce.

% The survey was carried out among 149 visitors of the 2016 Made-in-Rwanda exposition in Kigali. Therefore, generalizability of data
is questionable and extrapolation to all of Rwanda should be done carefully since the survey was carried out by the government body
that administers the policy and done in a small non-representative sample of Rwandans that are already interested in M/Rproducts.
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Chris Gentle (Umulinga) and respondent MiR #A describe how back then Made in Rwandaproducers
and clothes existed, but hardly anyone knew them. In addition to that, “people didn't understand
why they should buy from you”, recalls Chris Gentle. “You couldn't convince them to wear Made in
Rwanda things, they thought it's cheap” (Interview Umulinga). Patrick Muhire adds that Rwandans
were judgy “because they didn't believe that we could do something good.” (Interview /nkanda
House). Seeing the (high) quality of Made in Rwanda garments apparently made many customers
think they were produced abroad. Rosalie Gicanda remembers that people used to come in, look at
one of her jackets and ask “Is this jacket really made in Rwanda? So we really had to give people
confidence”(Interview AMG) For the same reason Joselyne Umutoniwase placed her workshop next
to her shop as a means of transparency and convincing: “They would not even believe my tailors are
Rwandan. [...] I'm like ‘No, actually it's 100% Rwandan!". [ Therefore] the first important thing | put
in place was to have my production close to the shop because people then can believe and see.”
(Interview Rwanda Clothing). According to O/KAM, some retailers who purchased ready-made Made
/n Rwanda garments even removed the local label and replace it with “Made in China” or “Made in
Turkey” which demonstrates the high level of distrust in the quality of Rwandan-produced apparel.
Incipient dismantling of preconceptions

Despite this immense initial headwind and mistrust, MiR producers also talk about slow
improvements in the image of clothes made in Rwanda. “They started judgy but once they come to
us and they get anything from us, they come and they won't stop coming. [...] Now they no longer
go [abroad to purchase clothes] because they know that they can have clothes they want made
internally in their own country”, says Patrick Muhire from /nkanda House. Joselyne Umutoniwase
recalls how Rwandan garment producers had to invest a lot in convincing Rwandan consumers of
the equality and substitutability of their products with SHC. “We were like ‘'We are here! Come to us!
We can do this, whatever you are searching in the second-hand, we can try to come close to that!”
(Interview Rwanda Clothing). She says that it took a while, but that they eventually suceeded and
that it was worth it. Chris Gentle and Matheo Niyigena observe how the value attributed to which
type of clothing and the norm what is perceived as modern, trendy and fashionable have changed:
“Nowadays, when you wear a Chinese shirt and somebody is wearing a Made in Rwandashirt, people
will look at the person who is wearing Made in Rwanad', says Gentle (Interview Umulinga). Niyigena
adds that "now anyone who wears the second-hand is considered a cheap person. [And] everyone
who now wears designer, especially from Rwanda, is considered to be knowing what's going on and

going with the time” (Interview Matheo Studio).
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Visibility and awareness

Almost all manufacturers acknowledged that the Made in Rwanda and SHC policy contributed to
this change by creating awareness, visibility, interest and curiosity about MiR clothing
manufacturers among consumers. According to Patience Chitura from /PRC Kigali the campaigns
catalyzed the Rwandans' societal interest in fashion in general and thereby also put fashion made
in Rwanda in the spotlight. Although personally also a critique of the policy, Moses
Turahirwasuggests that sanctioning SHC “was probably needed [...] for that kind of awareness”
(Interivew Moshions). The ban on second-hand clothing constituted a crucial turning point and wake
up call for many consumers, shedding light on the existence and offer of Rwandan T&G producers
. "Before [ chagua] got banned, [...] it was like [the Rwandans] never tried to go or approach their
local designers or local tailors”, says Matheo Niyigena (Matheo Studio). But the "ban” disrupted
people’s way of thinking and buying describes Patrick Muhire: “People started asking questions: ‘If
the taxes on second-hand clothes are going up, what are we going to do? And they got answers: We
have local fashion designers, we have a local garment industry. [...] It was that time that they
started to know that we existed” (Interview /nkanda House). Likewise, Joselyne Umutoniwase holds
that the governments interventions “brought a lot of visibility to what we were doing. People started
then searching for brands [...]. For designers to be able to thrive and live, it had to be that people
realize that we are there” (Interview Rwanada Clothing). Therefore, to Shiny Abdallah (Mr. Endowed)
the Made in Rwanda campaign was a “platform” given to the designers to showcase their talent. The
campaign minimized the “fear of contact” between producers and consumers and arose curiosity
among Rwandans “to discover new things”(Interview 7ouch of Rwanda). Thanks to this new visibility
even people who used to buy cheap SHC are now slowly by slowly “understanding the Made in
Rwanda concept” (Interview Aanyana Worla) and willing to save for and buy it (Interview Umulinga)
Conscious spending to support the national economy

The MiR campaign also installed an elevated pride in national production and an understanding in
Rwandans why they should buy locally to support the domestic economy. Rosalic Gicanda recalls
that “people started to appreciate it and see the added value [of MiR garments].[...] And above all,
the pride of saying ‘This thing is done in my own home and by someone | know"." (Interview AMG).
Claudine Kanazayire agrees and adds that Rwandans intentionally buy Mir garments to support their
fellow citizens since it might also positively affect their own environment: “It might create
employment for your own auntie working at a garment factory” (Interview O/K4M). This feeling of a
tightly knit both social and economic fabric building up on mutual support and narratives around

national unity was echoed by other designers, too. “When it's made in Rwanda it feels like family,
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like someone from our family just made this. You are supporting our economy, you are supporting
our people”, says Nadine Kanyana (Interview Kanyana World) and Matheo Niyigena adds that
"wearing a designer here in Rwanda now, is considered like you are being supportive.” (Interview
Matheo Studio). Laurene Rwema Umutoni states that the consumers “understood that what we're
trying to build is going to be best if they support the system”, which means that a joint effort from
both the supply and the demand side is needed to advance the industry and the country. Joselyne
Umutoniwase (Rwanda Clothing) confirms that the act of buying something made in Rwanda
represents an act of support for brands that in return create jobs and revenue in Rwanda.

Pride and cultural meaning of Made /n Rwanda clothes

This was accompanied and catalyzed by the underlying broader cultural and psychological meaning
of purchasing MiR clothes. For some Rwandans, MiR garments seem have come to symbolize
dignity, identity, and self-respect in contrast to the historical dependence on second-hand clothing
(SHC). Laurene Rwema Umutoni reflects the beginning of this onsetting mindset change as follows:

“When the government started teaching 'You're wearing something that someone else was
wearing and then, you know, they throw it away, then they bring it and then you pay money,’
they [Rwandans] started feeling something. They were like ‘No, we actually deserve more!
[...]1 So mostly the behaviour change was that they understood that actually they can get
better.” (Interview UZ/ Collections)

This sentiment is echoed by Linda Mukangoga Ndungutse ( Haute Baso) and Rosalie Gicanda (AMG),
who postulate that the policy was also about pride and self-worth becaue “nobody wants to wear
something someone else has discarded” (Interview Haute Baso). Appart from these allusions, the
discussions around dignity and breaking up colonial structures of consumption that are much more
present in international discourses were not mentioned much by interviewees.

FL Collections, Umulinga, Kanyana, UZl and DIKAMreport that their customers are happy and proud
to be able to wear something that is locally made. Other manufacturers also highlight which
importance MiR clothes have for the conservation of national heritage and cultural expression.
According to Derrick Kanyonya (New Kigali Designers) MiR has restored pride and thereby
encouraged Rwandans to wear more traditional Rwandan attire, while Nadine Kanyana (Kanyana
World) notes that MiR apparel offers something unique and true to Rwandans' beliefs or culture
which makes them feel much more confident. High-end MiR designers describe their customers as
informed Rwandans “that understand the philosophy or the ideology of Made in Rwanad (Interview
UZ)) and want to “represent [their] country” because they are “proud of [their] culture.” (Interview
Izubaa). It remains questionable whether this development toward a more conscious consumption

of domestic products is supported and practical to all Rwandans.
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Gradual improvements and long-term impact

Many interviewees, however, also admit that this mindset change took a while to unfold and
constitutes along, work-intense and ongoing process. Joselyne Umotoniwase holds that the effect
of the policies works “on the long run, gradually, not immediately. [...] You know, you cut off the
system they are used to - of course they are in shock.” That is why “It took time for them to realize
‘Oh, this is a Rwandan brand we can embrace and love.” (Interview Rwanda Clothing). Others like
Claudine Kanazayire (J/KAM) or Rosalie Gicanda (4/6) remind that mind-set changes require time
and patience due to sticky preferences: “You know, for Made in Rwanda, you have to change
people's mentality. But changing habits is difficult. [...] But little by little, when we started doing
exhibitions people loved it. It wasn't exactly easy, but it started slowly.” (Interview AMG).

Summary

In summary, almost all manufacturers and institutions say that thanks to the MiR campaign “the
mindset of the local people changed” (Interview /nkanda House) and that it "has done a lot in terms
of advocacy.” (Interview MiR Company #4 Apparel). Therefore, it has been described in very positive
ways, for example as a much needed “starting point” (Interview /nkanda House) and a “godsend” for
Rwandan fashion makers (Interview 4MG).

Despite this overall improvement, visibility within the MiR sector remains uneven. The general
public seems to only know the largest manufacturers (Utexrwaand Pink Mango C&D) as well as the
handful of established designers like Moshions, Rwanaa Clothing, UZl, House of Tayo or Sonia
Mugabowho are also spotlighted in public campaigns and events (e.q. Visit Rwandasite, side events
at international conventions). Meanwhile others, longstanding designers like Aarssh or Inkanda
House, and large domestic manufacturers like O/KAM, Ufaco, AMG or Vision Garment, remain

virtually unknown to consumers and even within the industry.

At the same time, the above-described impressions only mirror the experiences successful Made
in Rwandaproducers have made with their clientele. The image of Made in Rwanda clothing among
SHC significantly lower, sometimes it is even encountered with disdain. MiR apparel, according to
them, is still considered too expensive (Interviews SHC #4, #5, #6, #7), of inferior quality and
durability compared to SHC (Interviews SHC #3, #4, #10) and disliked by Rwandans in terms of style
(Interviews SHC #3, #4). If so, Made in Rwanda clothing is preferred mainly for special occasions
like weddings (Interviews SHC #5, #6). Therefore “chagua will always win and never disappear”,

believes retailer #1.
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Changes in Demand for MiR Clothing

Growth in Demand

The majority of producers interviewed affirm that the attention and market for locally made
clothing has increased since the introduction of the policies.® The main driver behind this observed
shift in buying behavior of Rwandans, as indicated by the interviewees, has been the increased
awareness and changed perception of Made in Rwandaclothes. Real betterments in product quality
added to an improved perception of MiR clothing find Umulinga, Inkanda House and /zubaa.

While most interviewees cannot make statements on concrete changes because their business
was established after 2016, some manufacturers indicate a positive direct impact of the measures
on their enterprise’s sales. Karen Uwera (Aarssh) and Joselyne Umutoniwase (Rwanda Clothing), for
example, noticed a sharp increase in sales after 2016. Charlotte Shema ( 7ouch of Rwanda) reports
that the share of her Rwandan customers has risen from 20% to nearly 50% now. Likewise, Matheo
Niyigena credits the policy with having the few Rwandan customers that he has: “If we still had them
importing those clothes, | think those that | have, | wouldn't have them.[...]So | think it affected me
ina good way.” (Interview Matheo Studio).

The second important contributing factor to this consumption shift was the weakening of price
competition from SHC and creating a level playing field for Rwandan manufacturers. “No one can
produce and beat the second-hand”, states Ritesh Patel (Interview Utexrwa), which is why “the
second-hand is a major, very serious competitor for any company that produces for the local
market”, concurs Yves Ntabana (Interview Pink Mango C&0). Thus, “making chagua more expensive
has helped us" (Interview J/K4AM) and “balanced the prices” (Interview Umulinga). Joselyne
Umutoniwase highlights that the increased tariffs took away the comparative price advantage of
SHC: “Now as it gets expensive, even the second-hands, you think: [...]'Okay, if I'm paying so much

I

money for second-hand, why wouldn't | go and have that jacket made by that brand?!” (Interview
Rwanda Clothing). Similar views were also expressed by Aria Designs, UZl, and MiR Company #A.
Limited Direct Impact but Indirect Modes of Action

Other interviewees were not so positive about the real consumption effect of the policy. Ritesh
Patel, for example, expressed strong hopes for the domestic T&G sector after the introduction of
the policy (Dijkstra 01.10.2020), but seemed much more disillusioned about the practical

substitution effects since the policies today (Interview Utexrwa).

5 Interviews Haute Baso, Promota Creations, Ufaco, Maison Inkindi, Aria Designs, Matheo Studio, MiR Company #4 Apparel, AMG,
DIKAM, UZI Collections, Karssh, and Touch of Rwanda
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In general, a surprisingly large number of interviewees, ten in total, stated that the SHC policy had
no or hardly any direct impact on their personal customer base or sales®. “l won't say it translated
into more customers and money”, says Joselyne Umutoniwase (Interview Rwanda Clothing). Patrick
Muhire sees no causal link to the SHC policy: “I don't think the increase of my customers is due to
abolition of the second-hand, no.” (Interview /nkanda House). Moses Turahirwa is even more
resolute with his evaluation: “If you ask me as a brand, | would say it did not affect anything,
honestly.[...]I'm sorry to say, but it does not affect my brand at all” (Interview Moshions).

What is striking in this list of producers is their target clientele and product focus. Most of them are
high-end designers whose customer segment was never reliant on SHC and as such, the policy did
not shift their demand. Patrick Muhire reflects that his type of clients looking for fine bespoke wear
has maybe “never gone for second-hand clothes” which is why he does not consider chagua a
problem or competition for him (Interview /nkanda House). Moses Turahirwa concurs that his
customers are exclusive and “not even queuing on the market to buy the second-hand clothes”
(Interview Moshions). Elodie Fromenteau also believes that Made in Rwanda and second-hand
clothes are “a different target market” (Interview /zubaa). That is because the offered garments
differ completely in terms of quality and price, identifies Apollo Bahizire Bitorwa (AfrieA).

Others like NKL, Promota Creations or Pink Mango C&D are mainly into business customers or
promotional textiles, which is why SHC buyers are not their customers and the SHC policy did not
have a direct impact on them.

Yet, even many of the producers who indicated to not have benefitted directly from the SHC ban
acknowledge its indirect benefits and the impact of the MiR campaign as a whole. Patrick Muhire
(/nkanda House) notes that the initiative did not affect himself, but it helped other actors and “the
industry at large”. Haute Baso and New Kigali Designers appreciate the indirect effects on the
sector though increased awareness, a stronger spotlight on the sector and improved skills.

Other consumer migrations

Another finding from the interviews is that the increased demand for MiR has not solely resulted
from reallocated SHC consumption. In fact, in many cases, it appears to reflect a shift from
imported ready-made apparel, particularly “Western” brands. Many upper-end brands report that
their customers are high-income Rwandans who consciously decided to change to locally made
garments. Patrick Muhire (/nkanda House), for example, recounts that President Kagame used to

wear imported suits from Italy or West Africa but now bets on local brands. And Chris Gentle

8 Rwanda Clothing, Moshions, Inkanda House, Afriek, Haute Baso, Berabose, Pink Mango C&D, Promota Creations, NKD and Ufaco
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(Umulinga) concludes: “There is a big change. [...] Before even the government people, would not
wear Made in Rwandathings. They wore only Louis Vuitton, Gucci, Dior, you know, those big brands.”
Furthermore, as highlighted in earlier chapters, a significant share of demand for MiR clothes stems
from diaspora clients, tourists, expats and global buyers but not Rwandans who purchase chagua.
6.3.4.2 Effects on Low-Income Households

The comparison between Made in Rwanda and imported second-hand clothing shown in the
previous chapters demonstrates the large disparities between product prices and target
customers of these apparel sources. Especially when contrasting SHC garments with the clothes
tailored by Rwandan designer SMEs, which are the MiR products that are most known by the
population, huge gaps manifest: while you pay around RWF 80,000 for a designer Made in Rwanda
shirt, you can get a similar one for RWF 4,000 second-hand, as Karen Uwera exemplifies (Interview
RFDA). Products of large domestic manufacturers get closer to SHC retail prices but are still up to

5 times higher than the imported worn clothes (see table 21).

Made in Rwanda Clothes Imported Clothes

Mass Own-account Designer SMEs  Second-hand Cheap “Western”
Production tailor (Asian) brands
RWF RWF RWF RWF RWF 3,500-  RWF 50,000 -
5,000-10,000 15,000-25,000 50,000-100,000 1,000 - 8,000 10,000 100,000

Table 19: Comparison of price ranges between Made in Rwanda and imported clothes (Source: Own Research)

These price differentials need to be seen in the socio-economic structure of the Rwandan society:
52% of the population are considered poor as they fall under the international poverty line of PPP
USD 2.15 per day (UNDP 2023). According to the Labour Force Survey, the Rwandan average income
in 2023 was 68,656 RWF (NISR 2024b: 20). The large income inequality in the country distorts this
number, though. The lower 50% of the population earned less of the national income than the top
1% (12.8% vs 19.7%) (WID 2023). A better key figure to show the reality of the majority of Rwandans
is thus the median income which stood at 26,000 RWF in 2023. Only one sixth of Rwandans earns
more than 100,000 RWF per month (NISR 2024b: 20). In other words, except for the products offered
by the large manufacturers, half of the Rwandan population can not even afford the cheapest MiR
products offered by domestic small and medium T&G producers from their monthly income.
Impact of the SHC Policy on Poor Consumers

Therefore, the majority of Rwandans relied largely on second-hand clothes as a cheap source of
clothing but is now facing rising prices and a diminished offer of imported SHC:

“Now if they ban second-hand and the second-hands were always for the majority and we
are still producing for the few rich people, there's still a gap right there, a very huge one and
we haven't really grasped the meaning of banning the second-hand out-fits. So where we

122



should come in is replacing and filling the gap that that campaign created. [...] Otherwise,
people will be naked. They won't have anything to wear, you see? [...] They are the people
we need to be producing for. Seriously. Because otherwise we are only going to, you know,
keep importing.” (Interview Mr. Endowed).

The media, especially foreign outlets, have repeatedly highlighted the adverse effects of the SHC
policy on ordinary Rwandans, leaving particularly the poor and rural communities without access
to basic clothing or affordable alternatives (Gahigi 09.02.2018, John 28.05.2018, Frank 30.07.2018,
Essa 05.10.2018). Francois Habiyambere from Bugesera District, for example, recounts how RWF
9,000 used to buy clothes for his four children, but now that amount isn't enough for two which is
why they are still wearing the same worn-out clothes from several years ago (Gahigi 23.06.2021).
And Fillette Umugwaneza, a mother of two, reports that “Before, even with a little money, you could
buy enough second-hand clothes for a child. But some children in my neighborhood are now naked”
(Uwiringiyimana & Bavier 24.05.2018). SHC retailer Bayingana Mark aptly summarizes this
unvoluntary balancing act as follows: “Some people don't have a choice between dignity and
necessity. They are too poor to be able to care much about that.” (Essa 05.10.2018). Therefore, one
consumer in Kigali holds that “It would have been fair if the government allowed second-hand
clothes for the sake of the poor” (John 28.05.2018).

Exclusive Made in Rwanda garments

Upon question most SMEs targeting the middle- and upper class recognize the limited accessibility
of their products to poorer strata. Joselyne Umutoniwase (Rwanda Clothing) admits: “I know what
I'm offering is quite expensive for the average consumer who normally were into second-hands”,
and also Elodie Fromenteau declares that “obviously not everyone can afford it, I'm very aware of
that” (Interview /zubaa). Charlotte Shema (7ouch of Rwanda)and Laurene Rwema Umutoni (UZ/
Collections) express empathy for people that purchase their clothes second-hand and accuse MiR
products of being expensive because they could get the same item for half the price at second-
hand - "l totally understand them. And If | was like them, | would do the same.[...]| see that people
would want to have more [MiR apparel], but there is this gap of the pricing.” (Interview U7/
Collections). Ritesh Patel emphasizes that “90% of the population don't have the buying power” to
get their clothes made in Rwanda because they live under in poverty (Interview Utexrwa). Matheo
Niyigena adds that therefore “everyone who is wearing designer clothes in Rwanda is considered to
be rich.” (Interview Matheo Studio).

Yet, few designers appear willing to lower their prices. Brands like Moshions or Rwanda Clothing

openly say that they chose exclusivity and small production volumes over the mainstream market.
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In addition, there seems to be a certain degree of ignorance on incomes and living realities of
majority Rwandans among the comparatively privileged SME business owners. Karen Uwera poses
that the poorer classes are “sorted” since they can go to the cheap local tailors (Interview Aarssh)
and some brands like /zubaa or Mr. Endowed call themselves affordable to the youth, offering
products at a minimum of USD 45, though. Chris Gentle (Umulinga) and Amini Deodactus (Urutozi
Gakondo)propose that people simply need to understand and save more for their MiR outfits. High-
end designers Joselyne Umotoniwase (Rwanda Clothing) and Moses Turahirwa ( Moshions) even hold
that Rwandans were overconsuming clothes and the step was hence needed re-assess clothing
needs for sustainability reasons: “So the poorer [...] most of them had too much clothes, they
cannot even have space for. Because clothes were so cheap, like a euro, half euro, [...] You buy
them in bulk. So people were overconsuming” (Interview Awanda Clothing). This line of reasoning
appears disconnected from the lived realities of poorer Rwandans, for whom clothing remains a
basic necessity rather than a question of minimalism and conscious sustainability choice.

Some MiR producers express a desire to offer more affordable products but argue that their high
production costs make price reductions currently impossible (Interviews Awanda Clothing,
Berabose Designs, Haute Baso, Urutozi Gakondo).

Others point out that the Rwandan T&G market has differentiated over the past years and that the
price and product range has amplified (see also Interview MINICOM). Annette Mukayiranga is
optimistic that the increased number of producers will help prices of MiR clothes go down (Interview
NIRDA 1). Sano Olivier (FL Collections) highlights that consumers can find different quality levels at
different price points in the market now (e.g. a MiR shirt for 15,000 RWF). Chris Gentle draws
attention on the large number of unknown and therefore cheaper small MiR brands (Interview
Umulinga), while Nadine Kanyana and Patrick Muhire remark that also cheap industrially produced
MiR clothes exist. “We have industries that make cheaper clothes for, for the poor people.”, says
Muhire (Interview /nkanda House). Kanyana adds that “sometimes their prices, they just shock you.
Like 5k a shirt, 7k a shirt. They have prices, you wouldn't believe it's made in Rwanda. [...] So you
just need to know where to shop depending on your pockets” (Interview Aanyana Worla). Yet, hardly
any interviewee could name the mentioned mass industries, which raises questions whether

consumers are aware of those cheaper industrial garment options.

In sum, a current struggle of the Rwandan T&G industry at the moment is the availability and
allocation of locally produced accessible and affordable clothes. ADECOR reminds that policy-

making should look at the majority and not the minority of citizens and the current MiR model does
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not meet the needs of most Rwandans. Ritesh Patel emphasizes that growing the T&G market is
“very, very challenging” and that “the only one thing that makes it possible” is to “empower these
people to have sufficient money to purchase” (Interview Utexrwa). Without addressing these
structural constraints, MiR textiles and garments risk remaining an elite niche rather than a tool for

broad-based import substitution and development.

6.3.4.3 Summary: Changes in Consumption

Changes in Demand for SHC and MiR Clothes

As shown in the previous chapters, demand for MiR clothes has risen which was to a large extent
driven by increased visibility and promotion through the Made in Rwanaa campaign. Perception of
MiR clothes has improved but varies largely between different societal groups (see different
depiction of manufacturers and SHC retailers). At the same time the SHC policy did, at least initially,
reduce spending on imported worn clothes. Being confronted with higher prices and less SHC
available on the local market, Rwandans were forced to reconsider their buying habits - some
turned to domestically made alternatives, but many Rwandans sticked to chagua, either accepting
the higher prices, reducing the number or frequency of SHC items, or searching suited alternatives
abroad. Therefore, it remains difficult to estimate how much of that inflow was thanks to previous
buyers of second-hand clothes. It is conspicuous that out of 30 interviewed companies many said
that the SHC policy did not have a direct effect on them and only five named SHC as a major
competition to their products. Meanwhile, most producers called the competition from first-hand
clothes - either cheap Chinese products or reputed international brands - or other domestic
garment producers as their largest competitors.

Shift Toward Asian First-Hand Clothing

Many interviewees commented that rather than shifting to MiR garments, many consumers
redirected (at least part of) their demand toward low-cost Asian imports (Interview SHC#4, #5,#6,
ADECOR, Umulinga, Moshions). Media reports and studies from other countries mirrored this
development alike (Calabrese, Balchin & Mendez-Parra 2017, Gambino 29.12.2017, John 28.05.2018,
ILO 2018:9, Gahigi 23.06.2021). Trade statistics (chapter 6.3.1.1) consolidate this impression: while
SHC imports dropped after 2016, imports of new garments from Asia (especially China) filled the
vacuum that was left behind and in 2019 surpassed SHC import volumes.

Apollo Bahizire Bitorwa (Afriek) and Chris Gentle (Umulinga) note that China and Bangladesh today
produce almost everything that is imported and worn in Rwanda. Especially poorer strata

substituted SHC through Asian FHC as they constitute the better substitute for SHC than expensive
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MiR clothes (Interview SHC #4). Moses Turahirwa observes that people in the villages, both old and
young, now mainly wear “fake brands from abroad, that are Chinese-made because that's what they
can access” (Interview Moshions).

The increased popularity of Asian FHC is also mirrored in the fact that many SHC retailers switched
to those ready-made garments and that chagua vendors perceive cheap Asian imports as their
strongest competition (Interviews SHC #5,#6).

Also many producers view this substitution as problematic and perceive Chinese mass produce as
the largest competition - even more than second-hand clothes. “The first competition, of course,
it's Made in China. Their clothes [are] even more a problem [...] than second-hands,” says Charlotte
Shema ( Touch of Rwanda). The cited comparative advantage of Chinese T&G manufacturers lies in
their high and professional production capacities, their aggressive dumping prices, unfair business
practices and their better price-quality-ratio.

"Being cheap is the first thing that is a threat because of the lifestyle we have. [...] And you
don't want to compete with Chinese people. It's crazy! [...] Even if you did it for cheap here,
let's say it's something like a jumper of 15,000, the Chinese they will bring another jumper
for 5,000. You will never compete.” (Interview Touch of Rwanda)

“What | can say is that the biggest competitor is[...] those international brands like Shein.
[...]Soif someone can find a nice dress, very inexpensive at 30k and | am also charging 30k
for my dress with basic fabric, they will not buy this, they will go to She/nbecause it looks
sexy, it looks good. That's kind of a big problem.” (Interview MR Company #4)

Especially large Rwandan manufacturers name Asian FHC as a serious competition since they
compete mainly over price (Interviews O/KAM, Utexrwa, NKD, AMG). ,China is really the most
aggressive competitor”, says Rosalie Gicanda (4M6) because differently from SHC, Asian products
are new and not worn. Therefore, her AMGs and D/KAM's goal is to offer cheaper prices than the
products imported from China. Similarly, Derrick Kanyonya from NAL complains about the price
dumping of Chinese and Indian producers of promotional textiles that drive the prices down.
Concerning fabrics Utexrwaalso perceives the (duty free) imports of Chinese and Indian textiles as
the reason why they struggle finding a local sales market: “"We are not able to sell[...] because there
are Chinese products still being dumped in the market” (Interview Utexrwa). But also SMEs have
voiced their concerns about the Asian competition.®

Quite a number of Rwandan manufacturers therefore call for a more comprehensive regulation of
imports of ready-made garments because they flood the local market with cheap clothes as well

and do not create much domestic value addition (Interviews Utexrwa, Moshions, AMG, Touch of

% Interviews Touch of Rwanda, Aria Designs, MiR Company #4, Karssh, Kanyana

126



Rwanada, ADECOR). "It's of no use to the country at all because it doesn't even provide manpower. It
gives us nothing’, stresses Rosalie Gicanda (AMG). In addition to the lacking economic value
addition, some interviewees commented the bad quality of Asian garments (Interviews AMG, Touch
of Rwanda, Rwanda Clothing, Moshions, ADECOR) which leads to very short product life cycles and
the environmental risk of many of those clothes soon ending up as textile waste (Interviews Rwanda
Clothing, Moshions). Thus, many industry actors are doubtful of the actual impact of the SHC policy:
Elisabeth Berabose holds that Rwanda got rid of one problem but created a new one (Interview
Berabose Designs) and Maximilien Kolbe deplores that the idea of the second-hand policy was great
for the industry but not for long because of the following inflow of Chinese products (Interview
Circular Economy Hub). Charlotte Shema ( 7ouch of Rwanda)and Moses Turahirwa (Moshions) find
that the government should apply similar measures and take care of the price dumping of Chinese
producers, too. “If you ban second-hand but facilitate more Made in China, it is for me a leak”, says
Turahirwa. “If you do this incentive and increase taxes, also have the same taxing policy on the
imports made in China!” (Interview Moshions).

Successful Import Substitution?

As Calabrese, Balchin & Mendez-Parra (2017: 21) note, the effects of EAC SHC phase-out decision
will depend on whether consumers consider domestic produce good substitutes for used clothing
and on their price elasticity of demand. As seen in chapter 2.3, buying decisions and thus, whether
a product is perceived a suited substitute is based upon an array of characteristics of the product
and the consumer including product price, availability, brand, quality, appearance, durability,
exclusivity, customer’s intention, economic state, taste, lifestyle, gender and age.

When inquired whether SHC and MiR constitute good alternatives, many manufacturers responded
that it depends a lot on their style, price, the occasion and garment category.

Strong substitution effects of second-hand garment are, therefore, more likely to emerge with
cheap mass-produced MiR garments from large Rwandan manufacturers - or Asian producers.
“Traditional” MiR clothes produced by MSMEs, on the other hand, mostly cater formal or ceremonial
occasions by providing hand-made, delicate and custom-made pieces as explicated in chapter
6.3.4.1.2. Meanwhile SHC mainly offers accessible ready-to-wear garments suited for everyday use.
Therefore, most designers do not necessarily consider their products and second-hand garments
substitutes or competition.®® Muhire summarizes that for “people who are into casual kinds of

clothes [SHC] might be a threat” but for designers like him not (Interview /nkanda House).

8 Interview Kanyana World, Mik Company #4, Urutozi Gakondo, Inkanda House, Rwanda Clothing, SHC #5
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Nonetheless, they highlight that MiR and SHC clothes complement each other. “The people buying
our clothes are the same people that buy second-hand. But what they are looking for is all different”,
delineates Joselye Umutoniwase. She says that customers might get a casual item from second-
hand and pair it with something special made in Rwanda to “look really unique and different”
(Interview Rwanda Clothing). A similar remark was made by Patrick Muhire: “You might put on the
second-hand clothes from Monday to Friday and you need some nice clothes to go to church or to
go to events with. So you need me for your occasional clothing, yet your daily attires are from the
second-hand.” (Interview with /nkanda House). ldentical trends of a combined consumption of
imported second-hand for everyday casual wear and occasional purchases of locally made clothes

have been observed in other Sub-Saharan countries as well (Field 2000).

These findings suggest that while MiR can partially replace SHC, its reach and relevance is largely
influenced by product segments, socioeconomic strata, and other sources of garments.

As shown in the theoretical background, consumption decisions are taken based on a bundle of

characteristics of products. Thus, price only constitutes one variable that was addressed in by the
SHC policy, other perceived positive and negative features of each clothing product segment
remain (see figure 20) and influence the substitutability of second-hand garments for other
garments. Income levels and elasticity, lacking visibility, product gaps and limited (local) availability
of Made in Rwanda clothes further hinder successful substitution. Figure 22 aims to visualize

indicative flows of consumers between different groups of apparel as indicated by the interviews.

RWANDAN CLOTHING MARKET

IMPORTED CLOTHES MADE IN RWANDA CLOTHES

Own-account tailors

SME Designer Businesses <

apew-woisnd

s1afng |eulalxe

Large Manufacturers

Jeam-03)-Apeal

external buyers

Figure 20: Visualization of estimated migration of garment buyers between different sources (Source: own research)
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The summary and comparison of positive, negative and limited effects of the policies shows that
many of the government’s goals were, at least partly, achieved. But also that the policies have
numerous shortcomings in effectiveness and caused adverse outcomes beyond the intended
objectives as well.
The drawbacks mutually influenced and hindered each other: while the Made in Rwanda campaign
stimulated a general interest and demand in the q
Rwandan population for domestically produced textiles Low (high

. . quality) sugpply Low demand for
and garments and the SHC tariffs lowered the price of MiR clothes local clothes
differential, the gaps in availability, quality, diversity and
affordability impeded the majority of Rwandans

substitute their consumption. The (perceived) lack of

Entrepreneurial
risk, few
investments

demand continues to make investments into cheap but
qualitative production for the local mass market
unattractive, reinforcing the under coverage of Rwandan 5”%2é;fj;gf,‘;’,i’gi"jﬁ’i,jj;jgZZZ’,‘””” production
demand with domestic garments and continued importation. Such vicious cycles and complex
networks of effects can be observed along the other observed impact fields as well.

Moreover, it is difficult to quantify the rents and welfare effects of the policies or weigh them up
against each other. Zooming in on changes in employment, for example, many retailers lost their
jobs, although their exact number is unknown, which is why it is impossible to estimate whether the
number of newly created jobs in T&G manufacturing offsets that welfare loss. Taking into account
qualitative aspects of employment like working conditions and accessibility makes measuring
them even more complicated: SHC retailing exhibits very low entry and exit barriers in terms of
needed skills or capital, therefore offering flexible jobs to less privileged society groups but also
not providing much career options or security. Tailoring also offers jobs to Rwandans with little
school education, particularly women, but requires more specialized know-how and investments in
machinery (for own-account tailors). Meanwhile it has advantages in terms of job security and
upskilling for employed tailors or value capture for independent tailors.

Quantitatively, the positive and neutral effects (unachieved goals) seem to be roughly equal in
number and outnumber the unintended negative effects - which indicates a positive overall
outcome of the policy. Additionally considering the “depth” and “breadth” of the effects, i.e. how
many actors were affected and how severely they were hit, adds weight to the adverse results,
though. Therefore, it is necessary to critically question the social compatibility, unequal

distribution and severity of benefits versus hardships of the policy as well.
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7.2 Winners and Losers: Affectedness and Evaluations per Stakeholder Group

T&G manufacturers and designers as the main target beneficiaries of the policies are generally very
thankful for the state’s intervention, even calling it a necessary “godsend” (Interview AMG). They,
with some few exceptions, see the positive direct and indirect effects on them. While pointing out
persisting challenges of the industry, they mostly cherish the country’s and sector’s achievements
up to now and foresee a slow but steady ongoing growth of the Rwandan T&G sector towards a
“bright future” (Interview Urutozi Gakondo). "It develops in all aspects - quality, quantity, the
modernization of everything”, summarizes Patrick Muhire. “We are industrializing each and every
week unlike before” (Interview /nkanda House).

The Rwandan government, both in interviews, media reports and the 2022 sector report, mainly
highlights the positive achievements as a result of the MiR and SHC policy, calling it an “overall
success” (Interview NIRDA ). Negative effects, failures and persisting challenges were sometimes
mentioned but usually only upon request.

In contrast, the policy’'s impact assessment of the interviewed chaguaretailers and ADECOR, as the
representative body of Rwandan consumers, is much gloomier as they predominantly witness the
multiple negative effects of the SHC tariff increase on both consumers and vendors. While seeing
the general necessity of the country to develop its own T&G industry most SHC retailers call the
tariff increase unsuccessful and the wrong approach since Made in Rwanda clothing are still too
expensive and unpopular - making the policy detrimental to almost all Rwandans, especially the
poorest (Interviews SHC #1, #4, #5, #7). Jean Baptiste Hategekimana from ADECOR summarizes
that the protectionist policy deprived consumers of their rights but also did not bring about the
expected results in terms of competitiveness of local producers. Both groups therefore call for

more inclusive policies targeting the majority of Rwandans, supporting both domestic FHC and SHC.

These differing views on the policies’ impact are not surprising when considering the uneven

distribution of benefits and negative effects between different stakeholders in the industry:

Winners/Positive Effects Losers/Adverse Effects

Garment business owners and foreign investors
benefitting from government incentives, reduced price
competition and increased attention for their products

(mainly informal) SHC vendors that suffer from
deteriorating business and income conditions, or even
job loss

Well situated, mainly Kigali-based and foreign
consumers who benefit from a larger variety of MiR
clothes they can chose from

Rural, low-income and young consumers that are
deprived of access to cheap, unique and durable
clothing

Foreign (mainly Asian) T&G producers who were able to
increase their sales to Rwanda

US-oriented exporting clothing manufacturers whose
access to the US market is now impeded

Tailors and Rwandans (mainly women and youth) who
benefit from new (formal) employment possibilities

[Textile industry due to increased competition from
Asian fabric manufacturers]

Table 12: Comparison of Winners and Losers of the Policies
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Rwandans that were already vulnerable like informal vendors and the majority of Rwandan
consumers were hit most by the decision, while relatively privileged consumers and entrepreneurs,
but also international producers and buyers were the main beneficiaries of the policies. Some
government officials admit that SHC retailers and consumers were negatively affected by the
chagua policy but argue that under economic policies some stakeholders will always benefit more
than others and that some society groups might have to suffer for others (Interviews RDB, NIRDA 1).

Behuria (2019: 32) calls this a form of statal “picking of winners”.

7.3 Timing and Time Horizon of the Policies

Acentral question linked to this is the appropriateness of the timing of the introduction of the policy
and duration until it reaches effectiveness. Some Rwandans criticize that the restrictions on SHC
came too early and that the government should have waited until the country had built a mature
domestic clothing industry that is able to cater for the Rwandan population before sanctioning the
most important source of clothing for the majority of Rwandan (Interview ADECOR, Gambino
27.12.2017, Frank 30.07.2018, Dijkstra 01.10.2020). Since the local industry struggles to develop in
the face of price dumping from chagua, it is difficult to determine the correct point in time, though.
This chicken-and-egg dilemma opens up the question of long-term orientation and industrial
ambitions versus short-term costs for vulnerable populations in development policy decisions.
NIRDA and RDB explained that the decision on second-hand garments was tough but needed for
change to unfold arguing that every country goes through initial hardships when striving for higher
national development plans (Interviews RDB, NIRDA 1). Also designers like Umulinga and Rwanda
Clothing hold that the positive outcomes of the policies justify initial suffering and that consumers
have or will realize that on the long run: “Day by day, if you see the results of the policies, then you
realize that they were right.[...]It was challenging to be honest, but people slowly get to understand
that it's for our own development. It's not against them, it's for their own good - on the long run”
(Interview Umulinga). Chris Gentle also shows understanding that such processes take long since
Rwanda as a developing country needs to invest in several sectors at the same time (ibid.)
Industrial policies indeed necessitate long to unfold their complete impact and realize structural
economic changes. In India, for example, IS strategies it took around 20 years (1950 - 1970s) for the
country to produce a high proportion of its consumption domestically (Cherif & Hasanov 2024). In
Rwanda, around 7 years have passed since the introduction of the MiR and SHC policy, which means

that the policies should now show their medium-term effects.
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So is it just a matter of time and Rwandans simply need to “sit out”? For many low-income
consumers and informal traders, the notion of future benefit or long-term development prospects
for the country as a whole may remain abstract and detached from their daily survival needs.
Industrial policy should not come at the cost of livelihoods and dignity of vulnerable Rwandans but
constitute a gradual, participatory transition toward local industrial growth, ensure fair burden-
sharing, and provide short-term mitigation measures (e.g. compensation mechanisms, subsidies

for mass garment production, employment securities or retraining options for SHC vendors).

7.4 Internal and External Impediments

The interviews revealed a number of internal sectoral challenges and exogenous factors that have
hindered and continue to limit the full effectiveness of the policies (see figure 24). Exogenous
factors that the Rwandan government can hardly shape or foresee include international crises like
the Covid-19 pandemic or the Russian war on Ukraine, the hegemonic free trade regime or the
geographic location of the country and their consequences on the macro-economic situation and
trade of the country. Negative contextual conditions at national level that were mentioned centered
around high cost burden for companies regarding capital, infrastructure and taxes as well as the
average low incomes of Rwandans. But also challenges regarding the choice and practical
implementation of the policy instruments seem to have slowed down the impact of the
interventions. Result but also reinforcing cause of the limited effectiveness are a number of sector-
internal challenges that textile and garment producers indicated to be facing.

The Rwandan government will therefore need to continuously work on reducing those obstacles

and gaps in order for the domestic T&G sector to flourish.
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Exogenous/Contextual Challenges Implementation Gaps

International - little government knowledge of the

- disruptions in demand and global supply chains sector, its actors and challenges
during the Covid-19 pandemic that retarded - lacking centralized support structures
potential developments for T&G sector

- deteriorating macro-economic conditions and cost - wrong or bureaucratic  policy
increases caused by international crises like the instruments (e.g. tedious process to be
Russian war on Ukraine eligible for duty free imported materials or

- the international free trade regime the country is bulk sourcing of fabrics that is not popular
embedded in and consequent suspension from among designers seeking an aesthetic
AGOA by the hegemonial United States UsP)

- information gaps and limited
awareness among producers about
existing support structures

- uneven distribution of support and
favoritism of established “lighthouse”
brands and factories with connections

- landlocked location of Rwanda - heightened
shipping costs and lead times, reduced
competitiveness

National

- high infrastructure costs (e.g. water, electricity, land,
communication)

- high tax burden for companies to the government (e.g. choice of

- difficult access to capital (little interest/ understanding
of the sector by financial institutions, lacking collateral,
high interest rates)

- low income status of the country - limited
investments possibilities and low purchasing power
of Rwandans

producers displayed at events and in
government  materials, in  public
procurement)

- continued smuggling of SHC from
neighboring countries

Effectiveness of Policies

U=

Sectoral Challenges

- Lacking domestic raw material or textile production, need to (costly) imported inputs

- Limited large scale/industrial production, underutilization of potential production capacities — low
production output

- High production costs, high and uncompetitive prices

- Low technology level, lacking specialized and up-to-date-machinery

- Limited sectoral expertise (regarding fine tailoring, design & product development, machine handling,
management, marketing, etc.) and educational institutions

- Mismatch between domestic production and both national and international demand (regarding
prices, product offer, quality and characteristics)

- Unequal spatial penetration of production, retail and awareness of MiR clothing

- Little cooperation among producers, internal competition and idea theft

- Sectoral fragmentation and weak interest representation

- Lack of fashion ecosystem (e.g. retail structures, journalism, events, etc.)

Figure 22: Factors hindering the policies' full effectiveness (Source: own research)
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7.5 Way forward: Future Strategies

How to continue with imports and chagua
That the issue how African countries can achieve more independence from Western apparel cast-
offs is still “hot topic” can be seen in the fact that Uganda's President Museveni, for example, in
August 2023 declared to officially ban SHC imports completely.
Based on the insights gathered during the field research, few Rwandans favor a complete banning
of chagua. Even MiR producers who should most negatively impacted by it, do not consider SHC a
big threat (anymore) but can image a “peaceful co-existence” (Interview Rwanda Clothing). Also the
Rwandan government realized that due to continued “domestic gaps” they need to postpone a final
ban of chagua "until when the domestic capacities are enough to fully substitute the imports of
second-hand clothes” (MINICOM 2022: 12).
Other options how to deal with SHC in the future that were raised in interviews and literature include
1) Quantitative Import Restrictions (e.g. quotas how much SHC can be imported per year,
Katende-Magezi 2017),
2) Qualitative Import Restrictions, i.e. establishing standards that used clothes must fulfill in
order to enter the country or only allowing grade A products (Interview ADECOR),
3) Allowing certain types of clothes/ recipients only(e.qg. only for charity use or products that
are not produced locally like South Africa),
4)  Reusing chagua, e.qg. by down- or upcycling used clothes and textiles into fibers, industrial
materials or upcycled apparel (Interviews Circular Economy Hub, NIRDA 1|, Maison Inkind)) or
5) Upgrading within the SHC value chain, for example, establishing sorting facilities for SHC,
as that would create additional jobs and value within the GPN (Prashar 2022).
In addition to that, a local circular economy and internal second-hand clothing market could be
encouraged (Interview Circular Economy Hub). A positive example of that in practice is Moshions
where customers may already bring back old clothes which can be repaired, repurposed or resold.
But as chapter 6.3.4.2.3 showed, cheap Chinese imports are currently perceived as the major
problem and threat of the Rwandan clothing market. Thus, one could even argue that first-hand
clothes and China are the real winners of the policy. Therefore, both some SHC retailers and
manufacturers as well as other authors (Katende-Magezi 2017, USAID 2017, Wetengere 2018) call for
similar import duties and restrictions to create a balance between domestic, foreign first-hand and
second-hand clothes. The detrimental effect on poor consumers who would be deprived of both

sources of low-cost clothing needs to be considered in such decisions as well, though.
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How to continue producing textiles and garments

Due to the high percentage of companents of MiR clothes manufactured abroad, ILO (2018:10)

postulates that labor is essentially “the only genuine Made in Rwanda component” of domestically

produced garments - a critical view shared by some interviewees in the sample as well. That raises

the question what being “made in Rwanda” really means, what can realistically be produced

domestically, and which segment or production step(s) Rwanda should specialize in.

1) Small- or Large-scale Production?
Especially SME designers but also literature hold that Rwanda will not be able to catch-up to
and compete with experienced mass production countries since “Rwanda will never be China"
(Interview Haute Baso) due to its disadvantageous location, resources and fixed costs.
Therefore, Rwanda should focus on what it is good at and what it can offer: small-scale high-
end, boutique-style production, focusing on quality, handmade uniqueness and storytelling.’
Others call for intensifying local large-scale industrial production to upscale production
volumes, lower unit costs and make garments more affordable for the domestic market®. Most
manufacturers, however, acknowledge that every market needs different segments, therefore
calling for a dual approach in which both larger and smaller producers are supported.

2) Local or external market and ownership?
With respect to market orientation and ownership, many interviewees were very positive about
promoting foreign investments and integration into export-oriented GPNs. They argue that
locally there are not sufficient investment capacities and are opistimistic about outside
investments bringing in jobs, valuable expertise and skills transfers, technology, buyer
networks, value creation and tax contributions.®® Both manufacturers and government
representatives highlight that the state “is putting a strict eye on the investors” (e.g. in terms
of minimum wages or production targets, Interview Pink Mango C&0)and that such cooperation
models allow fair benefits and profits for both sides.” Potential risks of FDI and integration into
GPNs such as being stuck in captive agreements and low-value addition activities, exploitation
of cheap labor or profit-drain were not voiced by interview partners. Only two interviewees
opined that Rwanda should focus on local investment and self-led development to ensure long-

term economic independence (Interviews Umulinga, Moshions),

% Interviews Rwanda Clothing, Haute Baso, Moshions, IPRC, 1L0 2018, ITC 2020.

% Interviews NM/RDA I, MINICOM, RFDA, Matheo Studio.

5 Interviews MiR Company #4, Matheo Studio, FL Collections, Mr. Endowed, Touch of Rwanda, Pink Mango C&D, Ufaco, RFDA,
MINICOM, RDB, NIRDA.

™ Interviews ROB, NIRDA I, Matheo Studio, FL Collections, Pink Mango C&D.
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3)  Which production step(s) to focus on?

Regarding the matter which production steps to intensify or establish in Rwanda, most garment
manufacturers advocate for investing in upstream production of textiles and supplies citing its
current lack (also NIRDA I, I1). Given those industries’ higher capital-, technology-, resource- and
scale-intensity, paired with Rwanda’s given resources, costs, location and experiences, it is
questionable whether the country can catch up to international suppliers of such materials.
As an alternative, a regional division of labor within the East African region was proposed by
RFDA and NIRDA |, in a way that every country specializes on their comparative advantages (e.g.
Rwanda on tailoring and finishing, neighboring countries on fiber and textile production).

One further, more exceptional suggestion by Maximilien Kolbe ( Circular Economy Hub) which is
already applied by Mr. Endowed'is to knowingly reverse patterns of value creation in GPNs and
concentrate solely high value-added activities like design, marketing, and brand management

while outsourcing manufacturing to other low-cost countries.

This decision which development path to follow will need to be taken by the Rwandan government
after thorough investigation of associated investment costs, realistic outcomes, the international

trade environment and expected rents for different Rwandan stakeholders.
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8 Conclusion

This thesis sought to shed light on the question whether the Made in Rwanda campaign and the
protective tariff policy on imported second-hand clothes led to their intended policy outcomes, but
also which additional effects they had not only domestic textile and garment producers, but also
other industry stakeholders like chaguaretailers and Rwandan consumers. At the macro level this
work also intends to examine how promising such industrial and import substitution policies are
for a small developing country like Rwanda, wishing to protect and grow its own textile and garment
industry, in a world shaped by value chains that allow powerful economies to dump their used or
low-quality clothes on foreign markets.

In order to answer this, qualitative interviews were carried out with diverse Rwandan T&G
companies, SHC vendors as well as consumer and institutional representatives and coupled with
quantitative data from trade and sector statistics.

Summary of Findings

The results have shown that the Rwandan T&G sector has made significant advances since the
introduction of the MiR and the SHC policy, especially considering that the country had almost no
such industry before 2016. Especially with regards to visibility, business activity, production output,
industry landscape and product diversification, formal employment creation and sectoral upskilling
the Made in Rwanda campaign in combination with the SHC policy had a relevant stimulating effect
on the domestic T&G sector. Nonetheless, the policies also fell short of achieving all their intended
objective: The Rwandan clothing market is still mostly catered by imports - both from second-
hands, that are popular among consumers and retailers, as well as increasingly from new Chinese
textiles and garments that additionally flood the market. Substitution of consumption happened
but limited in scope - due to major constraints in availability, accessibility, affordability, limited
target market, variety and quality of Made in Rwanda textiles and garments. Major remaining
challenges of the manufacturing industry include the low industrial intensity of production,
resulting low productivity and high costs, the absence of backward linkages and an input material
or textile industry, limited functional, technological or product upgrading, little advanced sector
expertise and professional capacities as well as little cooperation within the sector.

These shortcomings can be partly explained by both external and internal impediments like the
Covid-19 pandemic, implementation gaps and other challenging structural and sectoral conditions

(see chapter 7.4).
Table 12 shows a summary of which of the intended goals were reached and to which extent.
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Made in RwandaPolic

Growing exports and forex earnings . Exports of MiR FHC grew slowly, overall export
Partially succesful .
volume remains small though

Trade deficit in T&G products widened
_ Domestic production is not able to cover demand,
increased dependence on Asian imports
_ Positive mindset change, increased awareness
pride in local capabilities
. MiR products still not fully competitive, increased
Partially succesful . i
value-added Rwandan products demand only in specific consumer groups
_ Grown number of T&G businesses through new
creativit establishments, more creative diversity

and pride in domestic T&G production

Growing local investment More investments into industry, yet limited
domestic large-scale investment capacities
Facilitate economic transformation, Industrial intensity of production increased but
establish a domestic industrial base internationally still low

Safeguarding and creating decent jobs, Jobs created and formalized for tailors (esp.
reducing poverty \EGEWEN women,  youth, low-skilled), okay working
conditions; Jobs of SHC retailers more precarious

Partially succesful

Partially succesful

Protective Second-Hand Clothing Tariff

Reducing Imports of Second-Hand Imports of SHC reduced only temporarily, currently

Clothing back at pre-policy level

Protect Domestic Companies from . Less price competition from imported SHC, but

. o Partially succesful . .
Price Competition increased pressure from cheap Asian FHC
Import Substitution . Import substitution only among few customer and
Partially succesful .
product groups, other adapative effects larger

No backward integration or linkages, forward
integration to some extent

Facilitate access to affordable raw . Duty remission scheme partly successful but
. Partially successful . . . .

materials materials still expensive, no local raw materials

Promote local manufacturing of textile No competitive local textile manufacturing, low

accessories quality and capacity under-utilization

Promote capa.mty development along Partially successful Inc.re.ased learning and upskilling through on-site

the value chains trainings and governmental programs

Promote access to finance for SMEs in Some examples of loans from Rwandan banks,

. . Hardly successful . . .

the textile, apparel and leather industr finance remains often-mentioned challenge

Capitalize on regional trade Little imports and exports from/to regional

opportunities partners

Table 13: Summary of Evaluation of Achievement of Goals as set in Policies (Source: own research)

Besides only partially achieving most of their targets, the policies even left some stakeholders
worse off. The impact analysis per stakeholder groups revealed that the interventions had a
positive, yet not always direct effect on garment manufacturers and tailors, but adverse effects on
the chagua ecosystem, particularly its informal vendors and price-sensitive consumers. Since
those negative impacts were predictable, the government knowingly accepted them without
providing equivalent employment or consumption alternatives.

On the grounds of this research, it is difficult to quantify, compare or weigh up the results against
each other. The positive effects seem to outnumber the negative effects, which does not consider
the severity and distribution of their impact on differently privileged stakeholders, though.

Afinal outcome assessment, therefore, needs alonger timeframe and more thorough investigation.
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Contextualization within Theoretical Frameworks

These outcomes can, at least partially, be explained by and embedded in behavioral consumer
economics industrialization theories (particularly the ISI approach) as well as development patterns
found in GVC and GPN literature.

On the consumption side, substitution of second-hand clothing has occurred only to a limited
extent. The hesitant adoption of MiR clothes even after heavy price increases for the imported SHC
proves that apparel consumption is not only driven by price but moves in a complex space of
consumer preferences. The perceived superiority of SHC compared to domestic alternatives in
terms of quality, durability, uniqueness, fashionability and price-quality ratio has limited the uptake
of MiR among the majority. This case study therefore highlights the limits of price-based policy
mechanisms like tariffs alone and shows that they need to be accompanied by additional measures
that address other qualitative constraints of domestic products, alter consumer perceptions and
incentivize changes in established consumption behavior. Where substitution has occurred, it was
mainly driven by the promotional activities of the MiR campaign that created awareness, visibility
and points of interaction between producers and consumers, sensitized consumers for the positive
effects of domestic market recapturing and referred to social or symbolic values of MiR clothes
such as pride and cultural identity. The interviews therefore proved the importance of place-based
consumption and the social and cultural dimension of domestic clothing purchases.

On the manufacturing side, large-scale industrialization and structural transformation of the
economy including technological upgrading, backward integration, standardization and self-reliant
production as well as the absorption of large chunks of migrating labor force into the T&G sector
has - so far - also failed to materialize. Nonetheless, the upscaling of existing manufacturers like
Pink Mango C&0D and Utexrwa and the emergence of new large domestic players such as VAL,
DIKAM, Ufaco or Vision Garment providing mass production and employment suggests the end of a
purely “infant industry” phase of the Rwandan T&G sector. The analysis also showed that Rwanda
intends to combine a targeted protective import policy with open borders to foster FDI, domestic
exports and integration into GPNs. Although these both inward- and outward-oriented development
approaches are not diametrically opposed as often displayed in the past, but may synergistically
complement each other (Behuria 2017, 2019), an overly focus on exports will jeopardize the
development of the domestic market (Calabrese, Balchin & Mendez-Parra 2017: 13) - a tendency also
observed in Rwanda.

These outcomes illustrate that the success or failure of industrial policies of other countries in the

20™ century cannot be generalized or replicated one-to-one to the Rwandan example. Firstly,
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because of Rwanda's idiosyncratic national economic setup including specific challenges and
comparative advantages and, secondly, because of the everchanging global market conditions that
influence the industrialization opportunities for countries (see also Mold 2015). Cherif and Hasanov
(2024), for example, note that the “Asian miracle” can partly be explained by fact that they benefited
from a first-mover advantage since other developing countries were not exporting much
manufactured goods yet. For “late industrializers” like Rwanda, however, the current international
context with consolidated market dominance and captive post- or neocolonial value chains leaves
shrinking opportunity spaces to gain export market shares. This observation also raises the
question whether traditional manufacturing-based development is the way to go in the 21 century
and the appropriate sector to invest in for Rwanda, given that the importance and global value
addition of secondary sector is increasingly sinking as the world moves towards an increasingly
service-based economy and industry 4.0 (WDI n.d.). Moreover, exporting manufacturing economies
might potentially suffer from increasing commodification of manufactured goods like garments
which comes with increasing price pressure and deteriorating terms of trade through power
imbalances in GPNs (Giovannetti & Sanfilippo 2009).

From the lens of Global Value Chain and Global Production Networks theory the case study has
shown how regulatory frameworks can shape textile and garment value chains (temporarily curbing
clothing imports and growing domestic manufacturers), but that government intervention is limited
in a free trade environment in which the in- and outflow of goods remains dominated by demand
and supply and where hegemonial economies at the ‘center’ (e.g. USA) can sanction developing
countries for protecting their domestic industries. The Rwandan case also illustrates that
upgrading, upscaling and upskilling of production is a difficult and long undertaking. Except for one
textile mill, all other domestic producers still work in downstream garment manufacturing activities
with limited vertical and horizontal linkages. Only two companies are integrated into global
production networks as CMT/OEM suppliers and unlike in neighboring T&G producing hubs like
Kenya and Ethiopia the quota of foreign investments into the sector remains low. At the same time,
alarge share of the largest T&G manufacturers is foreign-owned, which is typical in export-oriented
GVCs, but can have negative implications for sustainable profit capture, upgrading, and learning
conditions. Rwandan-owned producers operate more independently and assume not only low
valued added activities but also design, marketing and distribution tasks. In some cases of known
high-end fashion labels have been able to capitalize on these design and branding activities. In
other cases, this integrated business model, however, also incurs higher risks and does not

necessarily lead to increased value capture but can even hinder upscaling and professionalization.
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Summary

The analyzed case study presents an impressive example of how a low-income country can
proactively seek to reshape trade dynamics, recapture its domestic market, and promote
industrialization as a pathway toward economic development and greater sovereignty. While the
examined policies have fallen short of achieving all intended goals, they nonetheless created a
strong impetus for the production and consumption of Made in Rwanda garments. Full
industrialization through import substitution as suggested in ISI theory did not occur due to various
constraints on both the production and consumption side, but the policies helped create a
favorable environment for T&G producers and lift the industry beyond the very infant low output
stage. The case study, however, also demonstrated that protective tariff-based mechanisms alone
are insufficient: shifts in consumer behavior and the expansion of local production capacity must
be complemented by broader, coordinated government measures as tried by the Made in Rwanda
campaign measures. To unfold the full potential of its domestic textile and garment industry, the
Rwandan government needs to eliminate the remaining obstacles for the sector but also consider
the suitedness of future industrial strategy decisions for the country, as discussed in this thesis.
Eventually, the case study also showed that industrial policy must take into account its negative
externalities and distributional effects to ensure that adversely affected stakeholders, particularly
vulnerable citizens, are considered and compensated in an inclusive manner.

At international level, in order to regulate trade in clothing and particularly second-hand apparel, it
is necessary to internalize external ecological costs on producers and disposers of textiles and
garments, to de-incentivize fast fashion consumption, prohibit the Global North to export disguised

textile waste and to put in place global quality and transparency standards for worn clothes.

Outlook on Future Research

In order to close remaining knowledge gaps and assess the practicality of ISI strategies for the
clothing sector in Rwanda and other countries, further research is needed on the long-term impact
of the policies, along with a mapping of all producing actors of industry (including the informal
sector and tailors), further investigating the number but also living and working realities of SHC
retailers and a quantitative survey on national consumer perceptions, price sensitivity and
behavior. Additionally, expert assessments on technological, process and quality upgrading
potentials as well as more in-depth analysis of the governance structures and relations between
different actors within SHC and T&G value chains that Rwanda is integrated in would be helpful to

compare value creation and value capture per clothing type and inform future sector strategies.
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Interview Guides

I. MANUFACTURERS

1. General Company Information

What is your company’s name?

What is your position?

Who is the owner/founder and manager?
o Where is he/she from?
o Ishe/she male or female?

When was it established, how and why?

What is its legal form?

Location of the production site or shop

2. Employment

How many employees do you have?
o How many of these are full-time, part-time or freelancers?
o How has their number changed since 2016/17?
How are they distributed in between departments and tasks?
How many of them are women? Is there a specific reason for that share?
Which nationality are they of?
Which educational background do most of your employees have? Which sector did they come
from?
How much do you pay your employees? Do you offer any additional socio-economic
benefits?

3. Production

Production Steps: Which production steps does your company perform?
Product portfolio: Which products do you produce?
o How has that changed since 2016/17?
Production Volumes: How many items do you produce per year on average?
o How has that changed since 2016/17?
Technological Endowment: How many machines do you own?
o How has that changed since 2016/17?

4, Sales

How would you describe your target customers/segment (socio-economically, job,
nationality, gender, age, etc.)?
How much do your products cost?
What are your primary target markets (geographically)?
How much of your production to sell
o Domestically/abroad?
o To Rwandan/non-Rwandan private customers/businesses/institutions?



- How/through which channels do you sell your products?
- Which source of garments do you perceive most competition from?

5. Policy

- Did the SHC and the MiR company affect your company? And if yes, how?

o Did you perceive changes in the buying behavior of the Rwandan population since
then? Did you feel more demand in your sales?

- How do you personally assess the impact and success of the policy?

- What do you think about criticism that SHC retailers and consumers are negatively
affected?

- Didyou receive support from the government or use other measures?

6. Situation of the Sector & Outlook

- Challenges:

o Which challenges does your company currently face?
o Which challenges does the industry as a whole face?

- Future vision:

o Where do you see your company in 5-10 years?
o Where do you see the Rwandan T&G industry in the future?

- What would you do as a policy maker to promote the domestic T&G sector? Which policies
or measures do you need?
- Isthere anything else you would like to share?

[I. SECOND-HAND CLOTHING RETAILERS

1. General Company Information

- Location

- Type of business (shop/market/street vendor)

- Since when have you been in the SHC retailing business?
- Why did you decide to become a SHC retailer?

- Gender of the owner

2. Sales

- Where do you receive the clothes you sell from?

- What kind of clothes do you sell?

- How would you describe your clientele?

- How much do your products cost?

- Which source of garments do you perceive most competition from?



3. Policy

Did you perceive changes in the SHC retailing sector since the introduction of the SHC
tariffs and if yes, which, regarding
o prices of second-hand clothes
o buying behavior of Rwandans
o employment or
o profitability?
Were/Are you directly affected by the policy and if yes, how?
What are challenges you are currently facing?
How do you assess the effects of the Made /in Rwandaand the SHC policy?

4. Outlook

- What would you do as a policy maker?
- Where do you see a) yourself and b) the Rwandan T&G sector in the future?
- Isthere anything else you would like to share?

Ill. EXPERTS & GOVERNMENT REPRESENTATIVES
1. General

- Which activities does your organization currently carry out in order to support the local
textile and garment manufacturing sector?

2. Policy: Intended and Realized Effects

- Could you describe the intended effects of the SHC and the Made in Rwanada policy again?
- Which changes have you perceived in the industry in terms of
o Local demand/consumption of clothes (import substitution?)
o Number of enterprises/new actors & investors in the industry (incl. size and
ownership)
Production volumes & Productivity
Value creation/revenues
Export volumes/earnings
Employment
Industrialization/technological upgrading + quality
- How do you evaluate the success/effectiveness of the policies and government activities?
- Which factors might have hindered an even higher effectiveness of the policies?
- How do you respond to criticism that
o The SHC phase-out has made many retailers lose their job/worsened their income
opportunities
o Low-income consumers who used to rely on SHC now have more difficult access to
affordable clothes and Made in Rwanda products are too expensive for the majority
of the population?

o O O O O

Vi



o The policy has hit mainly the poorer, more vulnerable groups (informal retailers,
low-income consumers) while the offer for higher-end Made in Rwanda clothes has
increased
Local manufacturing is not (yet) able to quantitatively satisfy local demand
The reduction of SHC imports has been simply substituted by (mainly Asian) imports
of cheap new clothes?

o The majority large manufacturer{s)(e.g. C&D, Africa Uniforms or Utexrwa) are
owned by foreigners?

o The large manufacturers do not supply the local private market but either export or
produce for public institutions?

o Working conditions of tailors, especially for the larger manufacturers, are not very
good?

o Rwanda is not made for large-scale T&G production because environmental factors
(landlockedness, climate, limited land & availability of raw materials like cotton,
expertise, relatively high labor costs) are not favorable and other countries have a
comparative advantage/advance that is hard/expensive to bridge?

o The clothes produced here are not 100% Made in Rwanda, because most of the raw
materials are imported?

3. Challenges and Outlook

- Where do you see recurrent challenges of the T&G industry?

- Whichis your vision for the Rwandan T&G industry? Where do you see it in 5 or 10 years?
- Are there further policies and incentives planned?

- Doyou have any other comments/opinions/thoughts you would like to share?

vii



Legislative and Regulatory Environment

Vision 2020 - 2000 / Vision 2050 - 2015

Rwanda’s Vision 2020 or now the Vision 2050 formulate the country’'s overarching long-term
development strategy. It constitutes the blueprint for the country's transformation from a
subsistence agriculture-based economy into a knowledge-based, middle-income society, setting an
ambitious tone for all other policy initiatives.

National Industrial Policy (NIP) - 2011

The NIP lays the basis of Rwanda’s industrialization efforts and aims to drive structural
transformation by expanding domestic production, boosting the export competitiveness of Rwandan
industries, and creating a supportive environment for industrialization.

National Export Strategy (NES) - 2011

Complementing the NIP, the NES targets increased export performance by removing constraints in
areas such as human capital, finance and investment, infrastructure, monetary and fiscal policy,
business environment, innovation and economic diversification as well as trade promotion.
Domestic Market Recapturing Strategy (DMRS) - 2015

Inresponse to Rwanda's persistent trade deficit the DMRS aims to “empower domestic production to
compete with imports on an equal footing” (MINICOM 2015:6) and thereby “recapture” the domestic
market from imports. Although it puts emphasis on upgrading local producers and services providers
instead of pulling up hard protective import measurs, authors argue that it equals a light, diplomatic
form of import substitution (Behuria 2017, Anami 21.06.2022).

National Strategy for Transformation (NST1) - 2017

The NST is a cross-cutting strategy for economic, social and governmental transformation. In priority
area 4, it intends to accelerate industrialization and attain a structural shift in the export base to
high-value goods and services by promoting Made in Rwanda producers and thereby recapturing at

least USD 400 millions of imports by 2024 (MINICOM 2017:20).
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T&G Sector Ecosystem

Sector Associations

Rwanda Fashion Designers Association (RFDA)- as a spin-off of the Private Sector Foundation
(PSF)the RFDA serves as the umbrella organization for fashion industry professionals in Rwanda,
promoting MiR designers, representing the sector's voice and channeling government
assistance. To operate legally, fashion designers in Rwanda are supposed to register with RFDA.
It was founded in 2014 and started with 15 members, while the association now has around 30
members. The current president is Karen Uwera, founder of Karssh.

Collective Rw:is a collective of established Rwandan fashion designers ( Moshions, Haute Baso,
Rwanda Clothing, House of Tayo, UZI, etc.) created in 2015 that wish to elevate the Rwandan
fashion sector. Their flagship initiative is the yearly Rwanda Fashion Week.

Cooperatives and Tailors’ Associations: Many independent tailors belong to informal or formal
associations and cooperatives that support each other, for example by raising joint funds. There
is no exact number of tailoring cooperatives available, but according to the Rwanda Cooperative
Agency (RCA), in 2022/23 1,252 cooperatives with 100,000 members were dedicated to
handicrafts and transformation with includes tailoring activities (RCA 2023).

Political Actors

Ministry of Trade and Industry (MINICOM):is the key policy maker and implementer of industrial
strategies like the Made in Rwanaa and sector-specific policies.

Rwanda Development Board (RDB): constitutes the central business registration authority,
facilitates investment, provides incentives, offers training and supports the promotion of Made
in Rwanda products (e.qg. via fairs)

National Industrial Research and Development Agency (NIRDA)- supports innovation, research
and upgrading in manufacturing industries, including the textiles and garment sector through
financial support and capacity building (e.g. through open calls)

Educational Institutions & Other support

TVET Tailoring Programs: are offered by numerous public and private TVET schools around the
entire country at certificate or diploma level under the Rwanda TVET Qualification Framework
(RTQF). Programs typically last 6 to 12 months and focus on practical skills including sewing,
pattern making, cutting, and garment finishing. Tailoring consistently ranks as the top vocational
subject among Rwandans, absorbing around one third of all surveyed TVET attendants (NISR
2024b).

Rwandan Centre for Design and Clothing: Acknowledging the gap in professional education offers
for aspiring professionals in the fashion sector, the government, together with industry experts,
developed a new curriculum for an advanced TVET program in Fashion Design at the /nfegrated
Polytechnic Regional College (IPRC) in Kigali. The first cohort of students started in 2021 and a
total of 95 students are enrolled in the three-year program as of today, with growing demand
from young Rwandans. Its curriculum adopts a holistic approach to fashion, covering the entire
value chain from conceptual design and fabric production to pattern making, CAD/CAM, various
techniques (e.g. knitting, weaving), quality control, as well as business-related modules including
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marketing, sales, fashion economics, sustainability, and textile waste management. The program
is currently run by six experienced lecturers from Zimbabwe and Kenya.

o Art Rwanda Ubuhanzi: is a is a nationwide talent development initiative launched by the Imbuto
Foundation in partnership with the Ministry of Youth and Culture. Fashion is among its six
creative categories, aiming to identify and nurture emerging designers across Rwanda. Finalists
receive mentorship, capacity-building, funding opportunities and exposure to national and
international audiences.

o KUZA Hub: a hub or one-stop-center for fashion entrepreneurs in Kigali founded by four African
students in 2022. It offers office and shop spaces for rent (USD 50 - 241 per month), bulk sourced
input materials (fabrics, yarn, etc.), design and stereotyping services, a contract workshop with
4 tailors, warehousing and distribution services, a shared physical and online store, and regular
partnerships and events offering market visibility. It aims to support newcomers through those
facilities and support services and reduce fragmentation and transaction costs by linking
different actors of the value chain to create networks and synergies between designers, tailors,
distributors and suppliers.

Trade
T&G Imports into Rwanda 2015 - 2021
(MINICOM Data)
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Figure 23: Change in T&G Imports according to MINICOM 2022: 6 (based on RRA data, own
visualization)
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Table 17: Garments produced locally per year (Source: own research)?
From To Comments
n.d. n.d. Because currently not operational, potential capacity of 18 mio
simple items like masks

Jfew” JSfew” few bits(sleaves)added locally, majority (=300 leggings, 300
hoodies, 4000 t-shirts, 100 crop tops) produced in China
40 50 8-10 pieces per week (= capacity)
54 74 Micro collection of 54 pieces in 2022, planning on 74 in 2023,
excluding bespoke orders
60 120 produce purely on demand, no stock, ~ 5-10 pieces per month

120 120 ~10 pieces per month

270 390 - 15-20 shirts and 5-10 costumes per month, up to 30-40 in
good months (Jan - March)

250 500 ~1-2pieces per day

1,500 1,600 onaverage 6 pieces/day

[ lzubza |

1,500 1,600 2-4 outfits per week per tailor = ~ 30 pieces per month
1,800 1,800 ~150 garments per month (2020)

Kanyana 1,850 1,850 per week 25 kimonos, 5 dresses, 5 head wraps, 2 custom-made
products

Inkanda House 1,500 2,250 30-45 pieces per week
2,000 2,600 40-50 pieces per week
3,600 3,600 max. 300 pieces per month

3,500 3,750 2 week sprints of ~ 120 pieces | Custom made: ~20-30 in 2
weeks

Rwanda Clothing 10,000 10,000 ~1outfit per tailor per day

Africa Uniforms 120,000 120,000 could produce 600,000 pieces but only operate at 20% due to
lacking demand

115,500 120,000 up to 500 uniforms per day, easier designs can be above 500
on Garment 180,000 180,000 Interview: 30,000 uniforms in 2 months

Theoretical capacity: 500,000+ pieces of uniforms and
700,000+ pieces of knits and woven per month

375,000 375,000 -~ 125,000 shirts and 250,000 t-shirts (2020)
425,000 425,000 ~1,700 pieces daily
New Kigali 1,500,000 2,000,000 capacity to produce 6,000 t-shirts and 2,000 polos per day =2
Designers mio pieces per year, but in practice only operate at 75%
14,000,000 14,000,000 4 mio woven and 10 mio knit items (capacity)
10,000 jackets per day

16,752,774 17,279,614

Table 18: Retail prices and categories per company (Source: own research/’
Africa Uniforms t-shirt: 2,500 RWF

AMG t-shirt: 2,500 RWF
Large mass Ufaco t-shirt, shirt or dress:
manufacturers 3,000-5,000 RWF at factory/ wholesale
Low-income with local 10,000-15,000 RWF at market
households clientele DIKAM t-shirt: 3,000 RWF
rather simple polo shirt: 5,500 RWF
des'?"s""‘” trousers: 6,000 RWF
quality products jeans: 10,000 RWF
Utexrwa shirt: 5,000 RWF

fabrics: 600-1,000+ RWF per meter

72 Please note that not all interview partners provided information on production output (e.g. Utexrwa) which is why the total sum might differ in
reality. In case of indications of daily or weekly production, a 5-day-week and 50 productive weeks per year calculated. Made-to-measure clothes
were sometimes not included since they are produced much more on-demand basis and their production volumes thus fluctuate highly.
Interviewees might have indicated potential production volume not actual due to linguistic misunderstandings or reputational reasons/desirability
of answers.

78 Conversion rate (as of April 2023): 1 EUR =1,200 RWF, 1USD =1,100 RWF
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Lower middle
income
households

Upper-middle
incomes

High income
households

Very high-
income
households

(Young) micro
and small
designers that
intendedly want
to offer cheaper
products

More
experienced
micro and small
designers with
decent quality
but limited
recognition

SME designers
with high
quality products
and partly
international
clients

High-end
fashion brands
with largely
international
buyers

Promota
Mr. Endowed
MiR Company #A

Kanyana

Aria Designs
FL Collections

Touch of Rwanda

Karssh

uzl
Inkindi

Kezem

Urutozi Gakondo

Rwanda Clothing

Afriek

lzubaa

Pink Mango C&D

Matheo

Asantii

Moshions

t-shirt: 4,000-5,000 RWF

shirt: 10,000 RWF

t-shirts: 15,000 RWF

hoodies: 45,000 RWF

shirts, vests, dresses:

22,000 - 40,000 RWF

kimonos: 20-25,000 RWF

blazer: 40,000 RWF

dresses: 40-45,000 RWF

men's shirts: 40,000 RWF

jackets: 45,000 RWF

shirts, jackets, kimonos, dresses: 40-50,000 RWF
tops: 40-50,000 RWF

shirts, trousers, jumpers, sportswear, suits: x
tops, shirts, dresses, skirts, trousers, jackets: 30-
100,000 RWF

blouses: 40-50,000 RWF

shirts: 70-80,000 RWF

dresses: 100,000+ RWF

tops, shirts, dresses, jackets, etc: 50-100,000 RWF
upcycled chagua items: from 15,000 RWF

coats, suits, dresses: 100,000 RWF

individual pieces: ~ 250,000 RWF

Jackets: ~ 100,000 RWF

Dresses: 100,000+ RWF

shirt: 30,000 RWF

jackets: 60,000 RWF

costumes (2 pieces): 90-165,000 RWF

Individual pieces: up to 440,000 RWF

simple shirts, skirts, trousers, scarves: 55-100,000
RWF

dresses, jackets, suits: 165 - 220,000 RWF
custom-made: > 220,000 RWF

t-shirt: 60,000 RWF

dress: 230,000 RWF

t-shirt: 50 - 60,000 RWF

pants: 130 - 215,000k

jackets: 165 - 275,000 RWF

customes: 330 - 520,000 RWF

jackets (wholesale price): 330 - 440,000 RWF
bags, corsets, t-shirts: 40-50,000 RWF

simple shirts, dresses, jackets: 80-130 RWF
pants, boots, suits, jackets: 165 - 380,000 RWF
outfits: ~ 650,000 RWF

Individual haute couture pieces: ~ 1.1 mio RWF
t-shirt: 70-110,000 RWF

top: 180,000 RWF

shirts & blouses: 180 - 380,000 RWF

dresses & jumpsuits: 260 - 460,000 RWF
jackets, coats & blazers: 360,000 - 1.14 mio RWF
scarfs, jackets, shirts, discounted items: 210 -
275,000 RWF

shirts, dresses, trousers, costumes, jumpsuits,
sweaters, cardigans: 330,000 - 715,000 RWF
special pieces, custom made outfits: 1- 3+ mio RWF
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Employment

Table 19: Share of women among total workforce (Source: own research)

% women women total
25% 2 8
25% 1 4
28% 2 7
Er N 0% 3 10
30% 3 10
50% 3 6
55% 52 95
65% 2 37
70% 7 10
75% 12 16
IO 75 158 202
80% 74 92
[DKkaM R 192 240
80% 3200 4000
80% 88 109
80% 120 150
80% 280 350
82% 9 1
87% 435 500
85% 85 100
98% 1470 1500
100% 6 6
100% 3 3
84% 6244 7466
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