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Agenda and structure ï 4 March 

Part 1:  
CBI and how to join the CBI programme  
 
Part 2:  
EU Market trends and requirements  
Understanding differences in exporting to the EU  
Some key certifications and standards  
 



DEMAND AND GROWTH 
TRENDS IN EU MARKETS  



Putting things in context ï EU garments & textiles  

1. EU 2012 import: EUR89.6bn , of which textiles 
accounted for EUR24.4bn and clothing EUR65.2bn  

 

2. Rising costs and alternate sourcing  

3. A drive towards sustainability at the global level  

4. Looking at new sources é such as Myanmar 
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Want long term strategic relations  

Looking for VALUE  

MAIN element : Compliance and 
standards and partnerships!  



Market intelligence on EU for garment 
manufacturers (CBI) based on consumers  
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Å European competition -  new boost -  new member states  in EU  

Å Economic  downturn  -  a positive  and  negative  impact  

Å New countries  being  explored  for  partnerships and  outsourcing,  

Å new advanced  materials  will  be used  in clothing  and  new key  
target groups  will  emerge  (+50, new yuppies, eco-chic, etc.)  

Å Distribution -  a multi -channel  model and  new sources of influence  
social  media (e.g. bloggers , environmental  organisations)  

Å Major polarisation , the role  of corporate responsibility  (CR) is 
unavoidable  with  regard  to  both  environmental  and  social  impact  

Å The industry  is trying  to  move towards  chemical - free production , 
reducing  the role  played  by  transportation and  having  a clean and  
ethical  production  proces  



Clothing expenditure in the EU27 market is expected to 
grow to reach ú309.9bn in 5 years between 2012 -17 . 

8 





Å Poland leading the way with an 
increase of approximately 29% 
between 2012 and 2017  

Several Eastern European countries show high 
growth potential  

Å Western / Central Europe, the 
UK  shows one of the highest 
expected increase in spending, 
followed by the Scandinavian 
countries, Germany , BENELUX 
and France.  

Å Italy and Ireland area amongst 
the lowest performers.  

Å The poorest performers and 
high risk is seen in the 
markets of Spain, Portugal and 
Greece.  



Buying behavior and category 
trends  

ÅMenswear is key category for 
driving growth in EU 2014 ï 19  

ÅGermany largest market share in 
EU 

ÅUK highest growing in western EU  
ÅOnline buying -  big trend with 

consumers  
ÅMore fashion conscious and 

demanding consumers  
ÅCOMPLIANCE IS CRITICAL!!  





15  

Private label manufacturer vs 

brand building 

With increase in value,  

there is a greater complexity  

Of operations & with that  

more responsibilities to the  

end consumer  

 



Brands vs Manufacturers: 

channel 
Suppliers with own brands for high end:  

- Longer channel  

- Producer > importer/wholesaler > agent > retailer 

 

Suppliers wishing to work as manufacturers:  

- Shorter channel 

- Producer > retailer  

OR 

- Producer > agent > retailer 



EU market requirements  



Putting things in context ï global garments & 
textiles  
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1. Legal requirements  

 Legal requirements set the basis for what requirements 
products marketed in the EU must meet. Products that fail to 
meet these requirements are not allowed into the EU market.   

 

2. Non legal requirements  

 Additional requirements go beyond legislation, as 
companies can go further than legislation in their requirements. 
The main categories of additional requirements are environmental 
requirements and social (labour) requirements.   

 



The importance of legal 

requirements ï example 1  



The importance of legal 

requirements ï example 2  



Non legal requirements 

http:// www.cbi.eu /system/files/ marketintel /Buyers__ requirements_Apparel.pdf  



Environmental requirements 

They are often covered by legal 

restrictions on the use of certain 

chemicals (azo dyes),  

Social requirements can be found in a 

number of instruments: company codes of 

conduct, managements systems and 

labels.  

Most initiatives are based on the basic ILO  

standards, covering labour rights and  

occupational health and safety (OHS).  



CSR Today 

Ethical Fashion is growing 
 
ÅSocial and environmental issues 

 
ÅHigher social and environmental 

 
Awareness consumer 

 
ÅExpected higher personal well-being 
through the absence of noxious chemicals 
in the end-product 

 

 

 



Importance of NGOs and 

organisations 

Quotes H&M referring to 
Greenpeaceôs Toxic expert 
Hartmann  

Brands are collaborating with 
NGOs and non -profit 
organisations to build their own 
CSR programmes  

H&M basic requirements for 
suppliers  



Key certifications & standards 

organisations in Europe 

ÅBSCI 
ÅETI 
ÅSA8000 
ÅWRAP 
ÅMade-BY 
ÅILO 
ÅSAC 

 

Some of these are certifications  
while others are operated as  
standards set through  
organisations and foundations  
which have labels with base codes  
which several retailers and brands  
sign up to and recognise  
 

 
 



Big vs small manufacturing 

companies 
Certifications for big manufacturing companies ï ILO, 

SA8000, WRAP, ETI, BSCI, FLA, 

Certifications also possible for small manufacturing 

companies ï ILO, ETI, BSCI, FLA 

 

Å CODES of CONDUCT and CSR programme compliance 

required for brands with their own programmes 

Å Must check which companies have signed up and accept 

which certifications and identify certification which is 

most relevant  

 

 



Source: Rajesh Bheda Consulting 27  

Example : Buyer social ï EU 

In - factory 
audits will 
require 
compliance!!  
 
The next set of 
slides provide 
you with some 
images of DOs 
and DONôTs 

 Social responsibilities  



Source: Rajesh Bheda Consulting 28  

Example : Buyer social ï EU 

 Social responsibilities  


