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Abstract

This research indentifies some of the major manketihallenges of Ethiopian traditional
cloths in the international market. Particularlg gtudy discusses the major challenges in
accessing the international market and whether taiaing the traditional qualities of the
Ethiopian traditional cloths is possible with méeehnology and knowledge to compete
at the international stage. Moreover, the relatigmdetween adequacy of capital and
competence to compete at the international marlest bheen assessed. The study
identifies the current means of promoting the Hilao traditional cloths and it analyzes
whether there are enough Information Communicatiecthnology materials and
promotion activities in place to win the internai@ market. To fulfill these objectives
interview, questionnaire, document analysis andiaawdalysis tools were used. The data
were collected from 74 customers, 55 producerszandellers, designers and promoters
from Ethiopia, Europe and the USA.

The study has identified that Ethiopian traditiockiths are not well promoted at the
international market. Both sellers and producers wsry limited ways of promotion
techniqgues due to several reasons, which include td adequate training, capital,
market orientation and business skill. Additionathye limited internet access in Ethiopia
has also affected the access to international rharkés has also contributed to the lack
of service quality in ordering ease and deliverlye Bupply chain management practice
has its own drawback as well in accessing thenatenal market due to the long supply
chain and in benefiting producers. The inadequasfiespital of producers have limited
them from investing in larger facilities and ensgualities of their production. Such
reasons have mainly challenged the marketabilitithiopian traditional cloths in the
international market.



Abstrakt

Prace popisuje dkteré z hlavnich marketingovych strategii teadch etiopskych ogla
na mezinarodnim trhu. Studie se zaobira higejich vstupem na mezinarodni trh a tim,
jestli jsou etiopské tradini odtvy s pouZzitim moderni technologie a poztiatkzarove
se zachovanim trathich kvalit schopny konkurovat na mezinarodni UrolPosuzovana
je taky souvislost mezi vySi kapitdlu a schopndstitkurence na mezinarodnim trhu.
Prizkum trhu popisuje také séasné prosedky vyuzivané k propagaci trédich
etiopskych odvu. Cilem prace je analyzovat, jestli vzhledem késsnym informanim
technologiim, existuje dostatek matekial propagénich aktivit k dosazeni Usghu na
mezinarodnich trzich. ®zkum probahal pomoci rozhovgr dotaznik, analyz
dokumentt a médii. Data byla posbirana od 74 zakagnid vyrobé a 24 prodejg,
navrh&a a agent z Etiopie, Evropy a USA.

Studie zjistila, Ze tradni etiopské o&y nejsou na mezinarodnim trhu dostate
propagovany. Prodejci i vyrobci pouzivaji propagaechniky ve velice omezenéimiz
n¢kolika davodi, které zahrnuji nedostatek vhodného Skoleni, t&api obchodnich
schopnosti a nedostateu orientaci na cilovou skupinu. Vstup na mezidafdrh je
také ovlivien omezenym fistupem na internet v Etiopii. Z toho také vyplyWalita
sluzeb, hlavé na usnadéni objednavek a dodavek. Praktikigeni obchodnihdetézce
(supply chain managementu) maji své nevyhodyistypu na mezinarodni trh jednak
kviali komplikované distribani siti a jednak v od#siovani vyrobd. Ti jsou i
rozSkovani moznosti vyroby a zabeZpeani kvality jejich produkce limitovani
nedostatkem kapitalu. Toto jsou hlavniivddy, které ovliviuji prodejnost a

obchodovatelnost trathich etiopskych of/i na mezinarodnim trhu.
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Chapter |

Introduction

1.1. Overview of Ethiopia

Ethiopia is found in the horn (eastern part) ofiédr According to the World Bank

(2010) the population is estimated to &2949,5411t is a landlocked country and the
majority of the population (nearly 80%) lives irethountry side doing agriculture related
activities. Coffee is the major cash crop in therdoy. The country also exports gold,
flower, cattle, oil seeds, pulses, etc. The coastreconomy mainly depends on

agriculture.

The country follows a federal system. The FederinbDcratic Republic of Ethiopia was
proclaimed under the Constitution adopted on 8 Bies 1994. It is made of a
federation of nine semi-autonomous National Redi@tates delimited on the basis of
language, with Addis Ababa as its capital. The Menttates are: Tigray, Afar, Amhara,
Oromia, Somali, Benshangul/Gumuz, Gambela, Hanadi the State of the Southern

Nations, Nationalities and Peoples Region (SNNPR).

Ethiopia gives due emphasis to the agriculturatoseand follows an agricultural led
policy which is assumed important for the industsactor development. Though the
country has great potential for cotton productibnsed to produce less amount of cotton
row material which was not enough for the textild-sector until the year 2011/2012
(EC, 2004).

Ethiopia has comparative advantage in the textitayction sector, it has cheap and
large labor force given its population of 78.4 ol with 2.5% growth rate each year
(CSA, 2009). The country’s climate condition andarces favor cotton manufacturing.
85% of the population of the country lives in rueakea and rely on agriculture for
generating income for living. According to the 200#estment guide to Ethiopia,

agriculture contributes 46% to GDP, 63% to expad 85% to employment. The service



sector contributes 41.4% and industry contribute$% of the country’s GDP (lbid,
2009)

According to ERTA (2012) in the year 2012 there &rehigher and small scale textile
industries in Ethiopia. In the coming two yearsthumber is expected to grow by 15 as
additional textile industries are under construtti@he Communication Directorate
Representative of the Ethiopian Textile Industryw&epment Institute, Mrs. Etaferaw
Yesuf says that during the year 2010/2011 (2003tB&f was a demand of 42 thousand
ton where as there was only 32 thousand ton sufphg to the mismatch of cotton
demand and supply in the country during the sanae & government prohibited cotton
export to address the shortage of cotton in theattpuBut a year after there was higher
production of cotton in the country than the neeflghe textile factories. This was
mainly achieved due to the directions set by theegament which included encouraging
textile factories to pay the right price for cottproducers and also encouraging more
investment in the cotton production sector. Durthg year 2011/2012 (EC, 2004),
though the need for cotton has increased due talibee mentioned reasons the supply
has also increased. That is, the need during #es was 60 thousand tons while the
country has produced 79 thousand tons of cottonaA®sult, the government was
considering lifting the ban of exporting cotton.eTbther favorable development of the
textile industry in Ethiopia is the increase ofdign exchange the country gets from the
sector. Currently, the country expects to gainlliobi USD from the textile industry in
the coming 3 years time (Ibid, 2012).

1.2. Background of the Study

The country is unique for its diversity. It is cooged of more than 80 ethnic groups and
about 50 indigenous languages are spoken in thatgouEach of this has its own
traditions and styles in dining, music and everssirgy, which is the main focus of this
study. Cotton is widely used in the country for sieg and making most of the
traditional cloths. Some includes traditional desssisually worn during holidays and
special occasions both by ladies and gentlemenabetha libs’, blankets ‘gaby’ and

scarf ‘netela’.



Figure 1 — Women'’s Dress (‘yehabesha kemis’)

Figure 2 — Scarf (‘sharb’)




It is quite a tradition for ladies to buy cottororin the market and prepare the threads
‘mag’ at home and take it to the weavers ‘shemdmethe final processing. Ethiopian
traditional cloths are one of the most beautiftiraative and comfortable cloths. They

are mostly made by traditional weavers by tradalonachine in a traditional way.

These traditional cotton made cloths are availabheost in all Ethiopian households,
whether they are in Ethiopia or abroad. These slale also used during cultural
practices and religious rituals. Some includes iaitradition to wear scarf ‘netela’ while
going to church, during religious holidays like gpany ‘timket’. Ladies also use these

cloths during funereal ceremonies.



Chapter I

Statement of the Problem and Objectives

2.1. Statement of the problem

Currently, the practice of using traditional cottgarments for house consumption has
changed and both individuals and firms are prodyacrarious traditional cloths for

marketing purposes. Moreover, famous designeralacecoming to the business and it is
guite common to see Ethiopian traditional clothghbm the local and international

market. These days, it is also possible to purctfeseroducts online and various fashion
shows are being organized every year. But giveloitg traditions and wide appreciation
of the Ethiopian traditional cloths both by Ethiaps and foreigners alike, it is still not

widely available except in few European and Amaricties.

Therefore, this study intends to explore the magasons behind this market failure of
the Ethiopian traditional cloths, while it has andohistory and tradition. There are
different propositions suggested as a cause far tharket failure. Some of these
hypotheses include, the shortage of cotton suppé/ td lack of new technologies and
capital, which are also an issue in the productibthe traditional cloths. This includes
that the traditional cloths are made with laboremnsive and time taking, traditional

fashion.

The other major hypothesis is the lack of promoiiorihe international market due to
access and shortage of information communicatiohnelogies (ICT). Moreover, most
of the people, who are engaged in the productiomaalitional cloths, lack education in
order to promote their products using available I8aterials. This has also contributed

to the lack of marketing knowledge to a significartent.



2.2. Objectives of the Study

The purpose of this research is to identify soméhef major marketing challenges of
Ethiopian traditional cloths in the internationaarket in general. Particularly, the study

tries to answer the following questions:

* First, the study seeks to find out the major clmgées in accessing the

international market.

» Then the study tries to answer the question whetgntaining the traditional
qualities of the product is possible with more temlbgy and knowledge to

compete at the international stage.

* Next, the study answers if there is already adequapital in the sector to be

competent at the international stage.

» Finally, it explores to find out the current mearigpromoting the product and it
analyzes whether there are enough ICT materialpeordotion activities in place

to win the international market.



Chapter Ill

Methodology

This chapter describes the research methodology tiseugh the study. It defines the
study area, sampling technique used, tools of daltaction, data analysis method used

and limitation of the study.

3.1. Research Methodology

This survey is aimed at describing the current wafroducing, pricing, placing
[distributing and promoting the Ethiopian tradi@breloths at the international market.
Since the paper focuses on the particular subjetitidpian traditional cloths’ that
focuses on the above mentioned issues, it doesstopt at describing the existing
processes but tries to interpret them. Finallyjiaking use of the data collected it seeks

to evaluate the practice.

The study intends to use both quantitative and itgige methods. Structured

guestionnaires were distributed for Ethiopian tiadal cloth designers, producers,
customers and suppliers. Interviews and focus gmispussion were conducted with
selected key informers. The research makes usesdifananalysis and document analysis
methods in order to assess other research worksdatad on the area of marketing

Ethiopian traditional cloths.

Gay & Airasian (2000) have described a set of baeps, which should guide
descriptive research. The basic ones are idengifyfantopic or problem, selecting
appropriate sample, collecting valid and reliatkdéagdand analyze and report conclusions.
As it is indicated above, the problem was idendifend under this section the various

important components of the methodology appliedescribed.



3.2. Study Area and Sampling

In order to study the marketing challenges of Hilan traditional cloths, significant
number of data is achieved both from Ethiopia atiddpians living in Europe and USA.
Washington DC and Denver Colorado were selected fite USA due to the fact that
the highest number of Ethiopian residents and aoienee respectively. When it comes
to Europe the majority of data is collected durihg Ethiopian Sport and Cultural
Festival in Nuremberg, Germany and from SwitzerldParticularly the Ethiopian Sport
and Cultural Festival in Nuremberg, Germany waseatgopportunity to meet Ethiopians
living all over Europe and get a representative gamrhe researcher has also visited
Geneva, Switzerland due to the fact that therggigfscant number of Ethiopian residents
there and the city is known for its internationalltare, mainly due to the many
international organizations based there and alimal$tof the city’s populations represent
the international community. The collection of datam Ethiopian residing abroad was
important due to the fact that the study is focusedhe international market and most of
the sellers and promoters reside out of the couftlyen it comes to the producers, the
majority of the data is collected from Ethiopia.v8el producers, who attended the
Ethiopian sport and cultural festival in Nurembesgre interviewed and took part in the

focused group discussions.

Most of Ethiopian traditional cloth producers whavk contact with the sellers in abroad
reside in Addis Ababa, the capital city of Ethiaopiehe researcher used purposive
sampling technique to include as many as possioéygers in Ethiopia. The researcher
collected data from all of the suppliers, promotand producers, who had a stand at the
Ethiopian sport and cultural festival in Nurembe@grmany. Moreover, questionnaires,
interviews and focused group discussion techniguere used with selected consumers,
who were in attendance at the cultural festival Baging various products from one of

the stands at the festival.



3.3. Tools of Data Collection

The research employs both quantitative and quaktatnethods. For this reason, 95
guestionnaires were distributed for producers, mtens and sellers and 79 of them were
returned. Moreover, 100 questionnaires were disgteth to customers and 74 were
returned. First, the questionnaires were sentltpratiucers, promoters and suppliers via
email and in person and the majority of them hasponded. Most of the questionnaires
for customers were distributed and collected irsperduring the Ethiopian Sport and
Cultural Festival held in Nuremberg, Germany arelrgmaining were also distributed in
person in Geneva, Switzerland, the USA particulantly Denver Colorado and

Washington DC. More over the researcher used telepmterviews.

Semi structured interviews were conducted with Eleded key informants from

producers, promoters and sellers. Moreover, thamisied group discussions were
conducted in a mixed group of producers, promaodeis suppliers during an Ethiopian
Sport and Cultural Festival held in Nuremberg, Gamgn The size of the focused groups
ranges from 3-5. Semi structured interviews wes® alsed to interview 32 customers

living in the USA and Europe.

The researcher used media analysis mainly thenm&ton from Ethiopian Radio and
Television Agency /ERTA/ and document analysis rod¢hin order to assess other
research works and data on the area of marketinigiitan traditional cloths. Secondary

data and other research works were also used adlyzing documents.

3.4. Methods of Data Analysis

The data collected were analyzed using both qudivet and qualitative methods. The
analysis makes use of the four marketing mix véemblhe data were grouped according
to the four P’s: product, price, promotion and placThe data achieved using
guestionnaire, interview and focused group discussiere analyzed using triangulation
methods. Moreover, available documents were andlyResponses given by producers,
promoters, sellers and customers were compared dking use of the theoretical
framework.



3.5. Significance of the Study

Ethiopian traditional cloths are one of the mostative and unique cloths. Though these
traditional cotton made cloths are available almisdll Ethiopian households, they are
not widely available in the international markehefefore, this study tries to identify the
major marketing challenges of the Ethiopian tradiél cloths. The data has been
collected from producers, promoters, sellers arstiorners residing in Ethiopia, USA and
Europe. Accordingly, the study comes up with thgomahallenges producers’ face in

accessing the international market. Moreover, iswars the question whether
maintaining the traditional qualities of the protligcpossible with more technology and
knowledge to compete at the international stageally it concludes by exploring the

current means of promoting the product like the o6dCT and others to win the

international market.

The research is significant in identifying the mriagballenges of the Ethiopian traditional
clothes in accessing the international market argfssting possible solutions. This is
important to create access to market in the fitatgp Moreover, it will suggest areas
where improvements could be made to increase guaht productivity. The study

benefits a significant number of the population tlu¢he fact that the sector benefits a
significant number of the population starting fréme farmers, who produce the cotton. It

is believed that suppliers, wavers and designdisnaike use of the research.

Moreover, the study explores the promotion meclmasisadopted to introduce the
Ethiopian traditional cloth to the international nket. Here the research will benefit both
promoters and those who work in the area by suggestays to promote the product in a
more efficient way. Though the project mainly foesison identifying marketing

challenges of Ethiopian traditional cloths, it Iscaworth to mention its significance for
the Ethiopian farmers and the production of coitothe country. These cloths directly
use cotton produced by Ethiopian farmers. Theretbeze is no question that the project

benefits various sector of the society in many ways

10



It is believed that the output can have an imparédfect on the marketing of Ethiopian

traditional cloths. Identifying the challenges oolplems is a very important step in order
to identify the possible solutions. For this regsiie researcher plans to carry out her
dissertation studies in identifying efficient wagk accessing the international market.
Therefore, the output of this study will be an impat basis to study further and suggest

certain models of winning the international market.

The research plays an important role due to the dacesearch in the area. Basically the
researcher is interested in the topic due to thetfeat she has had marketing experience
of Ethiopian traditional cloths. Moreover, she rigited to be a modern cloth designer
with Ethiopian traditional fabric and she felt theeportance of conducting a scientific
research in order to understand the marketing ehgdls of Ethiopian traditional cloths in
the international market. Building on her past eipee and her current studies she is
preparing to continue on her post graduate studiegshe same topic. She strongly
believes that the study will benefit in understaigdihe marketing challenges related to

Ethiopian traditional cloths as well us in creataggess to the international market.

3.6. Limitation of the Study

The marketing Challenges of Ethiopian Traditionébtls in the International Market
cannot thoroughly be addressed only with this wdtks research is therefore limited to
cotton made traditional cloths. This excludes texindustries which are mainly

producing modern garments.

11



Chapter IV
Theoretical Framework

Under this section the major theoretical considenatare summarized and literatures

relevant to the topic are reviewed.
4.1. The Concept of Marketing Mix

Kotler and Keller (2006) identified product, prigelace /distribution/, and promotion
/marketing communication/ as a planned mix of calf#ble elements of marketing.
These elements are adjusted until the right contibimas found that serve the need and
wants of the targeted customers, while generatptgnum income to the business. The
marketing mix controllable variables must be cdigftnanaged and must meet the needs
of the defined customers to be profitable. The mi@is need to determine carefully the
dosage of the mixture of the elements till they et right combination that satisfies
their customer needs, wants and their own profitglmieeds. Companies use this tool in

order to fulfill their marketing aims.
4.1.1. The Concept of 4 Ps /Product, Price, Promotion an&lace/

In marketing a product is one of an important eletn® marketing mix that can be
goods, services or a mixture of both, and can Beyext to a market to satisfy needs and
wants of the customers. It can be goods, servieemnts, experience, persons, places,
properties organizations, information, ideas, @icthis study the product refers to the
Ethiopian traditional cloths and the service repnés Ethiopian traditional cloth selling

and repairing process.

Goods can be differentiated from similar goods atiier goods in qualifyfeatures,
durability, form /physical structure of the prodiceliability, reparability, style, etc. And
services can be differentiated in differences ibedng ease, delivery, maintenance and
repair. According to Kotler and Keller (2006) pratiwdifferentiation is the process of
distinguishing a product or offering from compatitqroduct as well as a firms own

product offerings, to make it more attractive tpaaticular target market. It is a process

12



of describing the differences between products evises. This is done in order to
demonstrate the unique aspects of a firm's produul create a sense of value.
Accordingly the Ethiopian traditional cloths can tiferentiated in various ways from
other products using differences in quality, feasurdurability, form /physical structure
of the product/, reliability, reparability, stylestc. The Ethiopian traditional cloths
differentiation can also include services like elifinces in ordering ease, delivery,
maintenance and repair. In general, product diffie@don gives the product or service a
boundary over competitor products. It gives infotiora about unique aspects of the
product and generates value for the product iretles of the buyers’ /customers/, which
should be any manufacturer’s ultimate goal.

Price is the other marketing mix element, whichaig€harged amount of money that
customers have to spend to buy goods and servites. the value, payment or
compensation of the product given by one party riotlzer in return for goods and
services. It is the only one to produce revenudenmbiihers marketing mix elements are
producing costs.

Marketing communication is a means by which firmieadly or indirectly attempt to
inform, influence, convince, and remind consuméisua their products and brands they
sell. Marketing communications represent the vatehe brand and are a means by
which it can establish a dialogue and build relslips with consumers. Marketing
communications perform many functions for consumé&sensumers can be told or
shown how and why a product is used, by what kihgesson, and where and when.
Consumers can be given information about who méakes product and what the
company and brand stand for, and consumers caivée gn incentive or reward for trial
or usage. Marketing communications allow compana@dink their brands to other
people, places, events, brands, experiences, gselamd things. For firms it is useful to
create strong brand equity in order to establisiable stream of income, increase their
profits through increased market share and prenptining for less promotional costs,
and to sell their brand name at a given price. &iase marketing communication mix to

build strong brand equity. There are six marketdognmunication mixes. These are
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advertising, sales promotion, events and expergmélic relations and publicity, direct

marketing, and personal selling.

In marketing place is also known as channel, thstion, or intermediary. It is the
mechanism through which goods and/or services aweed from the manufacturer
/service provider/ to the user or consumer. Markate distribution channels to show,
sell, or deliver the physical product or services the consumers or users. This
distribution channel includes wholesalers, retajleaagents, facilitators, etc. Marketers
also use service channel to carry out transactwitis potential buyers. Distribution
channel is a way that connects the marketer tdaigeted buyer. A marketing channel
overcomes the time, place, and possession gapsdpatate goods and services from
those who need or want them. Consumer marketingnghas divided in to, zero level
channel, one level channel, two level channel,taree level channel. Zero-level channel
which is also called a direct-marketing channebiwgs manufacturer selling directly to
the final customer. The major examples are doatetor sales, mail order, telemarketing,
Internet selling, manufacturer-owned stores, eton@-level channel involves one selling
intermediary, such as a retailer. A two-level crelrcontains two intermediaries; these
are typically a wholesaler and a retailer. A thieesl channel contains three
intermediaries. These are wholesalers, retailer jahders. Ethiopian traditional cloth
/ETC/ product channel can be categorized partheunde level channel and partly under
two level channels. Unlike the domestic market wih@omes to the international market

few of ETC producers directly sell their productheir customers.
4.1.2. Importance of Marketing Communication/Promotion

While researching the importance of marketing comication in the clothing industry,
Zavrsnik and Mumel (2007) identified that a propeused marketing communication
mix is a factor for success in the clothing industvarketing communication is an
important tool in marketing, which firms directlyr oandirectly attempt to inform,

influence, convince, and remind consumers abourt pheducts and brands they sell.

Marketing communication has several roles and téskachieve. Fill (2006:27) states

that “the primary role is to engage audiences twoerage understanding and meaning
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through the communication of relationship spedifiowledge”. Additionally Fill (2006)
says that marketing communication is a managemeateps through which an
organization develops, presents and evaluateses sgrmessages to identified audiences
by making use of various communication tools. Tihigurn will have increasing role
where organizations play in the marketing process the impact that organizational
factors can have on the minds of consumers. Inrgénghe importance of marketing
communication is to support the marketing plan tardeted audiences understanding
and believes in the marketers’ advantage over ¢hgpetition. It helps business to create
and insert the brand image in the mind of the tadyeustomer and capture the market.
These days the significance of marketing commuiticas growing fast due to various
reasons. One major reason is the fact that therdots of product competitions in the
current environment than it was in the past. Thesease of choices for consumers means
that both the producers and sellers need to promheie brand or product in a more
convincing way. That is, as more and more prodaotsseen as a result differentiating
brands which are similar to the inherent qualitytte product have become harder and
harder. Marketing communication can give the nergsmformation to create point of

difference, otherwise which would not be possible.

According to Kotler and Keller (2006) marketing amwomication comprises all the
promotion elements which are advertising, sale pten, experience and events, public
relations and publicity, direct marketing, and pei selling which is important to the
companies to communicate with the targeted customer different approaches.
Marketing communication allows business to giveoinfation, to convince, to
encourage, motivate and remind targeted consumgrssimg the above mentioned
promotion elements. Consumers can be given infeoman how and why the product is
used, how it is made, from what ingredients it eden of, by whom, where and when it is
made, and they can be told what the company antrthe stand for. In addition they
can also be given motivation or reward for trialusage. Business in the market and

interring the market can use all marketing commation elements.
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Advertising is one of marketing communication mix, which ispaid form of non-
personal presentation or promotion of ideas, g@wdkservices by identified sponsors. It
can bring different responses from the target angdielt may persuade a person to try a
new product. It educates or reminds a consumertapacific product, creates a positive
association for the brand, and improves brand m@tog. For many firms advertising is
the most dominant element of marketing communicatiaix. Advertising can have

informative, persuasive, reminding and reinforcenpemposes.

In the current market environment the use of adsieg is a very important prerequisite
to win a market. Asserting this fact, Sutherlan@0@) says that just because something is
available does not mean we will necessarily comsmging it. When there are more
alternatives there are greater problems to therégeeor person who wants to sell the
product. For this reason Kotler and Keller (208&tes that in developing advertising
program firms should identifying the market needsl #arget customers motives and
make the five major decisions which are commonfgrred as advertising campaign
5Ms. They are mission (what the advertising obyedtiare), money (how much can be
spent), message (what message should be senth (wdtht media should be used) and

measurement (how should the results be sent).

Sales promotionis any activity that offers incentives for a liedt time period to

stimulate quicker or greater purchase of a padicptoduct or service by consumers. In
this method firms use different tactics to atttacget market which is consumer directed
tactics such as samples, coupons, cash refundspoffece offs, premiums, prizes, free
trials, etc and trade directed tactics such asepadffs, allowances, free goods, sale
contests, trade shows, specialty advertising exor® using sale promotion firms should
establish their objectives, select tools, developgam, make a pretest, implement and
control and evaluate the result. Mullin (2010) esathat in the UK sales promotion are
favored by companies over all other forms of markgetndicated by a comparison of a

spend on sales promotions against other formsashgtion.
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Events and experiencds one way of marketing communication, which aoepany-
sponsored activities and programs designed to ecrdatly or special brand-related
interaction. It broadens and deepens a companidtaeship with the target market. It
increases brand awareness, expresses commitmeoirimunity, permits promotional
opportunities, create experiences and evoke fegliegtertain key clients or reward
employees, enhance corporate image etc. Firms alestdblish their objectives; choose

event opportunities, design program, implement@mrdrol, and measure effectiveness.

Public relations and publicity, a variety of programs designed to promote or [gtcde
company's image or its individual products. The oamication can be through speeches,
seminars, annual reports, charitable donationdyioly, company magazine etc. public
relations and publicity mostly used to create Hality, individual impact, and to
establish long term positive effect. In this commeation main target groups are internal
like employees, distributers’ members, management external groups like media,
customers, and partners. Mostly it is used to launew product, to reposition the
matured product, to build interest in a productegaty, influencing specific target
groups, to defend products that have encounteréticpproblems, build the corporate
image favorable on products.

Direct marketing can be conducted by using mail, telephone, faxaé; or Internet
communication directly with customers. In directrkeing communication firms use
consumer’s direct channels like direct mail, cagalaelemarketing, TV shopping, web
sites, mobile devices, electronic shopping, E-netit, to reach and deliver goods and
services to customers without using marketing neioidin. Especially the emergence of
internet even has changed the marketing process higher level. Many take it for
granted that the Internet is an interactive toolnlayure. The major difference from the

other technologies is that it is designed for iatéivity, Wunderman (1994).

Personal sellingis a person to person process by which the skdlns about the

prospective buyers wants and seeks to satisfy tineroffering suitable goods and or
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services and making a sell. Personal selling hesrakadvantages over other forms of
marketing communication because it involves facefaoe communication with a
potential customer. Personal selling messagessaraly more persuasive than the tools
of the mass media /advertising and publicity/. lany cases the nature of the product is
essential to present it in a personal way or nodbm@ared to other marketing
communication personal selling is expensive in geahmoney spent. Some advantages
of personal selling include face to face settinbere prospects are more likely to feel
obliged to pay attention to the salespersons mess&ince the sells person
communicates with only one potential customer dinmee he or she can modify the
message to suit the customer’s specific need. Conwaion flows in both directions.
The customer gives feedback in the form of questidaugh, or through positive or
negative body language. This enables the salespéosestablish whether a particular
sales approach is working. If it is not working sees person can immediately change to
a different approach. Here a salesperson can coimatara greater amount of complex
information. Products can be demonstrated and Weidacan be used to get the sells
message across. And relationship would be buile @isadvantages of personal selling
includes, the salesperson can communicate witHasively small number of potential
customers per day. In addition to this if the gadeson has trained poorly, he/ she can do

more harm than good for the organizations markegifayt.

4.2. Supply Chain Management

According to Chen and Paulraj (2004) supply chaianagement (SCM) is the
management of set of connections interacted innkgses in the provision of products
(goods and services) required by targeted custorSBergply chain management involves
all movement and storage of raw materials, invgntivom the beginning of production
process till end point of final product consumptioBupply chain management is also
defined in different ways. Some of the definiticere as follows. Mentzer et al (2001)
defines SCM as a managing of network of supply rehairectly connected by one or
more up and down flow of products, finances andrimftion from the origin to targeted

market. Supply chain management incorporates tllitees, processes, flow of material,
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finance, information and relationships from thegorito the end chain. Endalew (2010)
indicated in his thesis, the Council of Supply @havlanagement Professionals
(CSCMP), SCM involves the planning and organizirigtasks included in sourcing,
procurement, conversion and logistics managememtisb involves team working and
collaboration with partners in the channel. This ¢avolve intermediaries, suppliers,
service givers and targeted customers. Supply cma@nagement incorporates demand
and supply management inside and outside the caegpdntakes in to consideration the
efficient and effective interconnection of supmiemanufacturers, whole sellers, retailers

and final customers.

Inter connected supply chain business process daslucooperative work among
suppliers and buyers, joint product developmengresth information and common
system. According to Moberg et al (2002) operatary interconnected supply chain
needs an interrupting information flow. Moreoveanhbert et al (2005) describe various
supply chain processes. Some include customeriam$éiip management, product
development and commercialization, physical distidn and cooperation with supply

chain partners.

According to Ramaseshan et al (2006), custometioakhip management concerns the
relationship between customers and the organizafiastomers get information from the
services. It gives customers real time informatonproduct availability and scheduling
through the companies production and distributioacess. To build good customer
relationship successful organizations determine ualutsatisfying goals for the

organization and customers; and maintain goodioalstiip among customers.

In order to reduce time to market suppliers andacnsers should be integrated into the
product development process. According to Ounnat £007) managers of the product
development and commercialization process shouldpea@te with customers’
relationship management to identify customer ddsineeds, select materials and
suppliers in conjunction with procurement and depelproduction technology in

manufacturing flow to produce and inter to the lsestply chain flow for the product.
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The other supply chain process analyzed is physis#iibution. Physical distribution is
about movement of product (goods and servicesystomers. The customer is the final
destination of marketing channel in physical dxttion process. The availability of
goods and services are the important part of theketiag effort of each channel
partners. Through distribution process, the time sgpace of customers service becomes

an integral part of marketing. It links the marketichannel and its customers.

The cooperation or collaboration could be among ufaturers and suppliers,
manufacturers and customers, etc. Cooperation ehg@halrtners to gain together a better
understanding of future goods and services demaawi@@mploy more realistic program
for the satisfaction of that demand. It also enslthe manufacturer to develop goods and
services in a better manner and with reduced timané. In addition to these
collaborative manufacturing scheduling with supgsliean avoid the unavailability of row
materials and results increased improved orderllfodnt and enhanced capacity

utilization of the producers.

4.2.1. Supply Chain Management Practice in Ethiopia

Compared to other countries Ethiopia has not beeninaportant player in the
international trade. Foreign goods inter the couirirlarge quantity and the country is
not using its full potential. According to Loop @8) Ethiopia used only 0.01% from
AGOA (African Growth and Opportunity Act), whichwgs substantial opportunities for

sub-Saharan countries in exporting textile prododi SA without tariff.

Though there are improvements in the infrastructnotuding road density and power
supply, the lack of adequate internet and otherngsonication facilities make supply
chain management difficult. As a result of insu#fit infrastructure increased
transportation cost creates market barrier. Pradueee this challenge while they want
to sell their products in the national market. Thisthe other hand makes it difficult to

satisfy customers. Poor supply chain managementisdew market orientation and low
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business know how resulting problems and diffie@gltin managing supply chain. The
other drawback is the lack of usage of supply chamagement principles to interact the
resources. Mostly, the supply chain from manufaetito end users is a long process. To
disseminate information like price, quality andoaégct like guarantors of the two parties,
most of the time brokers are needed in the buymyselling process. This long supply
chain is time consuming and makes the buying atidg@rocess costly in terms of time

and money.

In 2002 Ethiopian government drafted “the sustdmatlevelopment and poverty
reduction program”. This is mainly aimed at tacglimost of the challenges mentioned
above. The program identified poverty reduction anstainable development strategy by
means of “agricultural development led industriian” which can involve the supply
chain of agriculture with industry. From the eigitvernment polices one of it is “rapid
export growth through production of high value eghiural products and increased
support to export oriented manufacturing sectonsiquéarly intensified processing of
high quality skin/leather and textile garment” (FERMOFED 2002). These indicate the
government’s commitment to develop the country’'sneeny. For instance, for the past
ten years the government has been investing odajeaent of infrastructure throughout
the country, which includes constructing roads,rbgtectric power, telecom, educational
organizations like universities, colleges etc. Adoog to MoFED (2008) in 2009 the
government budgeted 63% of the total budget fonecoc development, 27% for social
development and 10% for general development. Thaaric performance for the past
ten years has been promising. Between the year/993%hd 2007/08 except the year
2002/03 the real GDP growth rate has been in agenage than 8%. In the year 2009,
the country registered real GDP growth rate of 1I%e MoFED (2008) states that the
service sector shown outweighed growth than agduwall and industrial sector by
registering an average annual growth rate of 9gmerehile agricultural and industrial
sector registered an average growth rate of 6.2eperand 8.3 percent per annum
respectively in the same period. This developmemnt poverty reduction program is
highly significant in reducing the supply chain Ipiem in the future.
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4.2.2. Ethiopian Traditional Cloth Supply Chain Management

Ethiopian traditional cloth is manufactured by handraditional way from cotton fiber.

This fiber is produced from cotton row materialrittarough the process of spinning it is
converted in to yarn which is used for manufacih woven fabric. Once the fabrics
are finished they would be used to make differ¢yie of clothing, bags, and shoes sold
to the locale market and exported to abroad. Tmyersion of raw material cotton and
getting the final product to the final customersdlves many parties. The supply chain
starts from collecting the woven small productsrfrdifferent partners then the second
step is producing the main fabric which is usedntke different clothing, shoes, bags,
etc. The third step involves the distribution o flabric to different Ethiopian traditional

cloth producers. Finally the product would be swidhe local market directly by the

producers or through retailers and brokers. Thalymbis sent to customers residing

outside of the country mostly by their agents aidtives.

4.3. The Importance of Information Technology in Maketing Communication

In the past, single way of promotion /marketing cammication/ with mass media, radio,
network television, national magazine etc., workedy well in the era of mass marketing
while the companies transmitted information, introeld their new products, reminded
their customers, and so one through these toolses&ldays, the way of marketing
communication has changed very dramatically. Comeganeeded much effort to find
ways to communicate their customers efficiently.deinthese circumstance two way
/direct marketing/ become a significant and impatrigay of marketing communication.
For this reason information technology /IT/ givée tirect marketers chance to build
two way channels of communication that allows retathip establishment and real time
connection with the targeted customers. For exammiine promotion offers many
advantages like target ability, individualizatiagtc. Supporting this Zeff and Aronson
(1997) say that web advertisements can targetcpéati market segments, minimizing

wastage of promotional costs. That is we can uséntiernet and even telephone to target
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a market. Moreover, when speaking of individual@atHanson (2000) emphasizes how
online promotional strategy can target the indigidwho is accessing the information if
data on them has been collected. That is, trackind profiling a customer helps
customize their online experience to their pardcupreferences. This could include
customizing offerings and services by using dat@basormation on the number of

visitors to web sites and visit frequency.

Business as a new marketing medium use internedtheg with other media like
television, radio and print. The Internet AdverigiBureau (1997) noted four reasons
why online promotion is strategically important. €bh are: television watchers are
moving to the internet, the internet is the fastggtwing medium in history, net
demographics are a marketers dream, and web aeétsdould brand awareness and may

create awareness relatively better than printlevigon advertising.

Online promotions have many advantages over off iromotion for instance if we see
delivery process in online promotion products candelivered worldwide 360 days a
year, 7 days a week and 24 hours a day. The dglpercess is not limited to the
availability of media because the consumers carectiyy access the promotion
information as they want to. Moreover, as indicaabdve the online promotion gives a
better facility to address individuals directlyrgat a particular market segments, and
decrease unnecessary promotional costs. Online giimmis also more flexible and
interactive. The campaigns can be implemented guiakth a better price. And it is also
possible to engage consumers, if they choose togaet of promotion process. These all
indicate why the online advertisement should besimred strategically with in overall

marketing strategy of business.

The Internet gives today's companies a new sebpélalities. They can communicate
new information and operate sales channel, prontioé& businesses and products
worldwide. On the other hand companies can alskeaofuller and richer information

about markets, customers, prospects, and comgetiidrey can also conduct fresh

marketing research using the Internet to arrange ffcus groups, send out
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qguestionnaires, and gather primary data in sevefta¢r ways. Companies can also
facilitate and speed up internal communication agntmeir employees by using the

Internet.
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Chapter V

Results and Discussions

5.1. Results

Under this section respondents’ profile is presgrftdlowed by the summary of the
results.

5.1.1. Respondents Profile

Totally, 95 questionnaires were distributed fordarcers, promoters and sellers and 79 of
them were returned. Moreover, 100 questionnaire® Westributed to customers and 74
were returned. The respondents were selected froropE (Nuremberg, Germany and
Geneva, Switzerland.) and USA (Denver Colorado adhington DC) and Producers,
promoters, seller and customers were selectech®study. Semi structured interviews
were conducted with 15 selected key informants fpyoducers, promoters and sellers.
Moreover, three focused group discussions were wad in a mixed 3 group of
producers, promoters and suppliers during thEt@iopians in Europe Sport and Cultural
Festival held in Nuremberg, Germany from July 280, 2011. Semi structured
interviews were also interviewed 32 customers gvimthe USA and Europe.

The data collected during festival hosted in Nurergb Germany is categorized as
Europe because participants came from all over geurtm promote and sell their
products. Moreover, Geneva is mentioned separaedpuse the researcher spent some
time in this city due to the city’s internationahtore with large number of foreigners

living there from all over the world including Edpia.
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Educational Background of the Respondents

The sellers and producers were asked to statedtdeaational background. Accordingly,
table 1 summarizes the responses.

Table 1 — Educational Background of the Respondents

Educational | Producers Sellers
Background| Number | Percentage| Number| Percentage
University |- - 1 4.2
degree

Diploma - - 4 16.7
12" 2 3.6 17 70.8
complete

10+ 3 5.5 2 8.3
10" 3 5.5 - -
complete

8" complete| 7 12.7 - -
Without 40 72.7 - -
educational

background

Total 55 100 24 100

Table 1 shows that the majority 72.7% of the predsicare without educational
background. 5.5% of them are 10+ , who went foritamtthl technical trainings in
various skills like wood work, metal work, tailogn etc., 5.5% of them are 10th

complete, 12.7% of them are 8th grade complet&bBthem completed grade 12, and

! According to Ethiopian educational system univgrslegree is awarded after 3 years of university
education. Diploma is awarded after two years dfege education. 12 complete (12 years) means
completion of secondary education according toptrezious education system. Currently"1@0 years)
complete means completion of secondary educatitudeBts need to go for two years of university
preparatory program before joining undergraduatdies. 10+ shows a student went for technical itrgin
after completion of secondary education. Al &mplete (8 years) shows a completion of junior
secondary school.
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no one of the respondents have college diplomaniwetsity degree. Based on the data
shown in the table it is possible to conclude tth&t majority of Ethiopian traditional

cloth producers have no proper educational backgtou

The majority (70.8%) of seller respondents ar8 geade complete. 16.7% of the sellers
have diploma level of education in various fiel8s3% of them are grade 10 complete

and only one of the sellers (4.2%) has universigrde.

Work Experience

Respondents were asked how long they have beeang@ngdand supplying Ethiopian
traditional cloth to both Ethiopian and for foreigastomers.

Table 2 - Work Experience of Producers and Sellers

Work Producers Sellers

Experience Number | Percentagg Number | Percentage
Duration

Less than 5 years 2 3.6 13 54.2
5-10 years 6 10.9 5 20.8
11-16 years 5 9.1 3 12.5
17-22 years 22 40 2 8.3

More than 23 20 36.4 1 4.2

years

Total 55 100 24 100

The above table shows that 36.4% of the produaare heen producing for more than 23
years. 40% of them have work experience betweeB2lyears. Only two respondents
(3.6%) have less than 5 years experience. We uaderérom the table that more than

76.4% of the respondents have 17 years or moreaierge in producing the garment.
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Since all of the sellers reside out of the countrg,understand from the results that their
experience in the business is relatively shorhasajority 54.2% of the sellers have less
than 5 years experience in supplying the prodacgeheral, those having 10 or less years
of experience account for 75% of the respondentdy One respondent from the USA

replied that she has been supplying the produanfme than 23 years.
Employees

Since the process of making Ethiopian traditionalhs is labor intensive, the researcher
asked to know the number of employees under eatiheafespondents. Accordingly the
producers responded the number of employees these. h&ihe following table

summarizes the responses.

Table 3 - Number of Employees under one Producer

Number of employees Number of ETC | Percentage

working under one producer producers

0 1 1.8
1-4 5 9.1
5-8 34 61.8
9-12 10 18.2
13-16 4 7.3
More than 17 1 1.8
Total 55 100

The result summarized in table 3 shows that 61.8% e producers have from 5 — 8
employees. 18.2% of producers have between 9-12ogegs. From this we understand

that 80% of the respondents employ from 5-12 engeey
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Customers of Ethiopian Traditional Cloths

Both producers and sellers were asked about thetomers. That is, whether their
customers are Ethiopians or foreigners. The folhgaiable summarizes the responses of

producers and sellers.

Table 4 - Customers of Ethiopian Traditional Cloths

Customers of Producers Sellers

ETC Number | Percentagg Number | Percentage
Only Ethiopians | 19 34.5 7 29.2
Only Foreigners | - - - -
Ethiopians and |36 65.5 17 70.8
Foreigners

Total 55 100 24 100

As we can see from the table, 34.5% of the produsaid that they have only Ethiopian
customers. This is mainly because some of the peydudon’t have their own shops
where they display their products. On the otherdhahe majority (65.5%) of the

producers indicated that they have both Ethiopiah fareign customers. This is mainly
due to the fact that almost all the foreignerstiigi Ethiopia tend to visit one of these
shops and buy Ethiopian traditional cloths.

When it comes to the sellers the majority (70.8%Yehindicated that they have both

Ethiopian and foreign customers. And only 29.2%hef respondents have said that they
have only Ethiopian customers. It was also posdkee that most of the sellers having
only Ethiopian customers supply their products gsatquaintances. They are mostly
new in the business and use only social contastead of displaying the products in

shops. In general, it is possible to conclude thatmain customers of the majorities of

sellers and producers are both Ethiopians andgioees.
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Means of Communication between Sellers and Producer

The respondents were asked what method they usel@r to communicate each other
regarding the product style, quantity, quality, ginof delivery, etc. and how they
communicate to exchange the necessary informaticough the buying and producing

process.

Table 5 - Means of Communication between Sellers drProducers

Means of Producers Sellers Average

Communication | Number | Percentage| Number | Percentage| Number | Percentage
Telephone 51 92.7 24 100 37.5 94.9
Internet (email) 4 7.3 8 33.3 6 15.2
Postal mail 1% 27.3 10 41.7 12.5 31.6
Directly in person 28 41.8 12 50 17.5 44.3
Messengers/Agents 40 72.7 19 79.2 29.5 74.7
Total 55 100 24 100 39.5 100

In the above table messengers or agents refepse tindividuals, who travel to Ethiopia
for different reasons and are asked by sellergitmlsome products on their way. They
are relatives or friends of the sellers in mosthaf cases. According to the respondents
most of them said that they communicate among et@dr using telephone (94.9%) and
messengers or agents (74.7%). Out of the totabrelmts only few (15.2%) stated that
they use internet or email communication. This &nly resulted due to the low access
of internet producers have in Ethiopia. The residto shows that fewer number of

producers and sellers use postal mail (31.6%).
Means of Product Supply

Both sellers and producers were asked how they rimpnd export the product

respectively. Accordingly, the following table surmnzed their responses.
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Table 6 - Means of Product Supply

Means of Product Producers Sellers Average
Supply Number | Percentage Number | Percentagel Number | Percentage
Post office 16 290.1 15 62.5 155 39.2
Directly selling to 35 63.6 - - - -
customers

Messengers/Agents 53 96.4 22 91.7 37.5 94.9
Total 55 100.0 24 100.00 395 100.0

The table shows that the respondents use more dhanmeans of importing and
exporting Ethiopian traditional cloths. Here itimportant to note that messengers or
agents represent all people including relativesfeaadds of those sellers, who reside out
of Ethiopia and seek the assistance of such petplsupply them with Ethiopian
traditional cloths. These middle men usually tramsghe product along with their
luggage or help send the product using postal gmska39.2% of the product is sent
using post office. This does not mean that the yzeds, themselves send the product by
post all the time. But the messengers or agentthesgost office when they cannot find a

person traveling to the destination.

96.4% of the producers said they send the producttie customers via
messengers/agents. As stated above this also @xchethtives and friends of sellers, who
are based in Ethiopia and those who travel to Bthi@n timely basis usually for a
different reason. Again the majority (91.7%) of gedlers have also confirmed the same
fact. 63.6% of the producers said that their custsnbuy the product directly from them.
That is, they do not need to send the product dbrbiere the customers are those

Ethiopians and foreigners visiting the producehsiss.
Promotion Methods

Both producers and sellers were asked about themgtion methods of the Ethiopian

traditional cloths. Moreover, interviews were coota with three promoters during the
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festival in Germany. The methods used to promo¢epttoducts are summarized in the

table below.
Table 7 - Promotion Methods
Promotion Methods Producers Sellers Average

Number | Percentagg Number | Percentage Number | Percentage

Displays at various 18 32.7 22 91.7 20 50.6

events, like trade

shows and cultural

events

Displays at the place 55 100.0 20 83.3 37.5 94.9

where they produce

and sell ETC

Direct marketing/ - - - - - -

email/

Magazine/News Paper 7 12.7 - - - -

Internet Advertising 2 3.6 7 29.2 4.5 11.4

TV or Radio 3 5.5 5 20.8 4 10.1

Advertising

Flyers and Business 9 16.4 23 95.8 16 40.5

Cards

Sales promotion - - - - -

Personal sale (directly 15 27.3 17 70.8 16 40.5

in person)

Sponsorship - - - - -

Organizing fashion 4 7.3 8 33.3 6 15.2

shows

Catalog (ETC photo) 1 34.5 15 62.5 17 43

Total 55 100 24 100 39.5 100
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As it is shown in the above table, 100% of the pomils said that they promote their
products by displaying them at the place where tpeyduce and sell Ethiopian
traditional cloths. 43% of the total respondent&l shey use catalog which contains
Ethiopian traditional cloths’ pictures to promotadasell the product. 32.7% of the
producers said they make use of various events,ttdde shows and cultural events to
introduce their products. Whereas, 91.7% of théerselstated that they display the
Ethiopian traditional cloths at various eventseltkade shows and cultural events. The
sellers also expressed that they not only take lpdralso they organize various events,
like trade shows and cultural programs. This inekidlisplaying their products using

fashion shows in such events.

The responses of both producers and sellers shwtoh average 11.4% of them use
internet advertising, and 10.1% of them use TV/Bad promote their product. On
average about 40.5% of the total respondents ysesfand business cards as a means of
promoting Ethiopian traditional cloths. Neither thpgoducers nor sellers use sale
promotion, sponsorship and direct marketing/ emai&thods to promote Ethiopian
traditional cloths. From the responses we undedsthat Ethiopian traditional cloths’
sellers and producers use very limited ways of toon techniques. Focusing only on
the traditional ways of promoting the products, bg waiting until customers come to
visit their shops, more active methods of promotaosused rarely. Therefore, promotion
by use of a mixture of marketing communication ngxmore beneficial to introduce

Ethiopian traditional cloths to the internationaniet.

Since three of the promoters interviewed duringféstival were also engaged in selling
the Ethiopian traditional cloths their questioneaeplies were included together with the
sellers. They were also included among fifteen e key informants the researcher
interviewed. Accordingly, in addition to the pronmst methods mentioned above, they
stress the importance of organizing fashion showesenoften in order to promote

Ethiopian traditional cloths.
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Cotton Supply

In order to see producers get enough supply obeadis they needed, the respondents
were asked whether they are getting enough cottipplg or have shortage of cotton
supply. In addition they were asked the reason wWigy are facing cotton supply
shortage. Accordingly, above 90.9% of the respotsdsaid that there is cotton supply
shortage. The major reasons mentioned for thisideckthe mismatch of current cotton
demand and supply. Some of the other reasons fgithdre is cotton supply shortage in
the market include preference of cotton supply @mgé scale textile industries,

infrastructure problems mainly transportation amd &mount of cotton production.

Respondents were also asked to explain the sedgarfatotton product which they use
as the major row material for production of Ethapitraditional cloths and the price of
cotton in different seasons, i.e. whether cottoa Hidferent prices in various seasons.
Accordingly, 100% of the respondents said cottoa seasonal product and it is cheaper
in winter and more expensive in summer time. Thénnmnainy season when cotton is
expensive is during July and August. The imbalasfoeotton prices throughout the year

has its own effect in productivity of Ethiopianditonal cloths.

Here it is worth to emphasize the fact that thentguhas great potential for cotton
production. It used to produce less amount of cottaww material which was not enough
for the textile sub-sector until the year 2011/2(4@04 Ethiopian Calenddr)Due to this
shortage of the cotton supply the country banngueof cotton and introduced various
measures to increase productivity. For instancejnguthe year 2010/2011 (2003
Ethiopian Calendar) there was a demand of 42 tmaligan where as there was only 32
thousand ton supply. Due to the mismatch of cottemand and supply in the country
during the same year the government prohibitecbnatport to address the shortage of
cotton in the country. In comparison a year aftere¢ was higher production of cotton in
the country than the needs of the textile factorieRTA (2012). This was mainly

2 Ethiopian calendar is based on the older Alexamdor Coptic calendar, which in turn derives from
the Egyptian calendar. There is a seven- to eight-gap between the Ethiopian and Gregorian calenda
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achieved due to the directions set by the goverhmvaith included encouraging textile
factories to pay the right price for cotton prodgceand also encouraging more

investment in the cotton production sector.
Profitability of Ethiopian Traditional Cloths

The respondents were asked about their profit. Tatvhether they get the expected
profit and if the business could be sustainablgprmmising. And those who are not

satisfied with the profit were asked to explain teason why they are not getting enough
profit. The following table summarizes their respes.

Table 8 - Profitability of Ethiopian Traditional Cl oths

Profitability of Producers Sellers Average

ETC Number | Percentage Number | Percentage Number | Percentage
It is profitable and 40 72.7 17 70.8 28.5 71.7
promising.
It is not profitable 0 0.0 0 0.0 0 0.0
at all.
It is not bad but 15 27.3 7 29.2 11 28.2
promising for the
future.
Total 55 100 24 100 39.5 100.0

Table 8 shows that the majority (71.7%) of the oesjents said that producing Ethiopian
traditional cloths and selling it is profitable. & hemaining 28.2% of the respondents said
Ethiopian traditional cloths’ production and sedjiis not bad but much more promising
for the future. Those who said it is not bad bunpising for the future were asked why it
is not satisfactory at this point. The major reasavere lack of capital and lack of
promotion. Especially, the lack of capacity to eoypenough laborers as the product is
labor intensive has significantly affected the prctivity of the producers. They think

with better capital, it could be possible to be enproductive and profitable as producing
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and selling Ethiopian traditional cloths is a premg business. From this we can deduce
that Ethiopian traditional cloths producers are getting enough profit due to the fact
that they have no enough capital to invest in lgpgeduction facilities. The lack of
capital to invest in the promotion of the produntlahe difficulties to target customers

available all over the world is also mentioned amaor challenge in promoting the

product.
Product and Service Differentiation

Customers were asked about the uniqueness, atéaefis, quality, durability,
reparability, and stylishness of Ethiopian tradiibcloths compared to other cloths.

Table 9 - Product and Service Differentiation

Ethiopian Number of Customers| Percentage
Traditional Cloths |who Agree

Unique and74 100.0
attractive

Good Quality 48 64.9
Durable 40 54.1
Reparability 50 67.6
Stylish 70 94.6
Easy to order 29 39.2
On time delivery 33 44.6
Total 74 100.0

The customers have replied these questions in aisopawith other similar products
that they use. That is, in relation to cloths thikg to wear. Accordingly, 100% of the
customers have said that the product is uniquatiare and it is stylish (94.6%). Coming
to the service easiness to order and timely dsfif@wver number of customers said it is
easy to order (39.2%) and is can be deliveredma (44.6%). The major reasons for this

are the lack of using IT communication tools. Mareo the more traditional way of
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supplying the product makes it difficult to receihe ordered item on time. Here the lack
of capacity of producers to finish their orderstiome is also another reason identified for
the delay. On the question whether they get enaughmtenance and repair service,
almost all of the respondents said they do not lilageneed for such service as they use

Ethiopian traditional cloths mostly during certaiccasions.
Customers’ Satisfaction

Customers were asked about how they are satisfiacdBthiopian traditional cloths

products. Especially if they are satisfied with gnee they paid for the product, etc.

Table 10 - Customers’ Satisfaction

Customers’ Satisfaction Number of ETC Percentage
Customers
Satisfied 55 74.3
Not satisfied 19 25.7
Total 74 100

In comparison to other cloths they use 74.3% of dgpondents said that they are
satisfied for the price they paid for Ethiopianditenal cloths. Most of the customers
indicated that they like the Ethiopian traditiocldths due to its unique look. The major
reasons mentioned by those customers who are tisfiesh (25.7%) include that due to
the nature of the garment, it can easily be damagedt is sometimes difficult to use it
on daily basis. Others are discouraged due todtiettiat there are not enough choices to

make as there are only few places where they camsehand make the order.
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5.2. Discussions

The purpose of this research is to identify soméhef major marketing challenges of
Ethiopian traditional cloths in the internationalarket. Accordingly, this section
discusses some of the major findings of the rebaartne with the marketing challenges

of ETC in the international market.
5.2.1. Accessing the International Market

The result shows that there are major challenge&thiopian traditional cloths in
accessing the international market. These include tse of less marketing
communication tools or less promotion in generd&ler€ is no significant attempt to use
marketing communication as a tool of communicatitansreate a satisfactory inclination
towards Ethiopian traditional cloths. As a resblbth producers and sellers lacked to
create or insert the image of Ethiopian traditioolaiths in the mind of the targeted
customer and capture the market. This is mainly wuéhe fact that the majority of
Ethiopian traditional cloths sellers and produgass show their product the place where
they sell and produce (Table 7). This limits pagsinformation about the product
because unless customers visited their shop omptiod facility, they will not get any
information about the product. This limits the netdbility of the product. As Ethiopian
traditional cloths are unique and new for foreigniaey need to be introduced well. Even
these days the significance of marketing commuininais growing fast for different
reasons. Mainly due to the number of options thatamers have they need to be told or

shown how unique the Ethiopian traditional cloths a

According to Kotler and Keller (2006) marketing ammmication comprises all the
promotion elements which is important to the conmrto communicate with the
targeted customers in different approaches. Margatommunication can also give the
necessary information to create point of differenEeom all the pool of promotion
elements the majority of Ethiopian traditional blet producers and sellers give
information only to the customers who visited th@rhis resulted in the lack of usage of

various media outlets like television, radio, magaznewspaper, etc... to communicate
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about their product. This negligence of using themslia outlets made the promotion
/introducing the product/ process difficult mairity international customers. Moreover,
the usage of internet advertising and other elagtnmedia like TV and radio advertising,
which in general have better global reach in pramgosuch products, is used by the very
few (11.4% and 10.1% respectively) of the producansl sellers. The result also
indicated that neither the producers nor the sellise sale promotion, sponsorship and

direct marketing /email/ methods to promote Etraopiraditional cloths.

In addition to the promotion methods discussed apte key informants stress the
importance of organizing fashion shows more oftenorder to promote Ethiopian
traditional cloths. The current experience showat tthiopian traditional cloths have
promising future if such fashion shows using renedvmodels are presented in potential
international cities. One good example here is whhbeing done by supermodel / actress
and former World Health Organization’s Goodwill Aagsador for Maternal, Newborn
and Child Health, Liya Kebede. She discovered thaditional weavers in her native
country of Ethiopia were losing their jobs due tdezline in local demand for their goods
and wanted to do something about it. Recognizirg ltkeauty, quality and historic
significance of their work, Liya started Lemlem Bihian traditional cloths store in 2007.
She is both active in promoting and selling thedpia using the electronic media mainly

internet.

The other important factor in accessing the intéonal market is the experience in

supply chain management of Ethiopian traditionathd. The supply chain starts from
collecting the woven small products from differgmartners then the second step is
producing the main fabric which is used to makéed#nt clothing, shoes, bags, etc. The
third step involves the distribution of the fabta different Ethiopian traditional cloth

producers. Finally the product would be sold inltheal market directly by the producers
or through retailers and brokers. The product ig 8@ customers residing outside of the
country mostly by their agents and relatives. Eemgl2010) indicated that Supply Chain
Management involves the planning and organizingtasks and also involves team
working and collaboration with partners in the aman This can involve intermediaries,

suppliers, service givers and targeted customenspl$ chain management incorporates
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demand and supply management inside and outsidecdh®ganies. It takes in to
consideration the efficient and effective intercection of suppliers, manufacturers,
whole sellers, retailers and final customers. Hbeeecooperation or collaboration could
be among producers and sellers, producers andncestp etc. Cooperation enables
partners to gain together a better understandinfgtafe goods and services demanded
and employ more realistic program for the satiséacof that demand. It also enables the
producer to develop goods and services in a betéemer and with reduced time frame.
Such collaborations can avoid the unavailabilityr@iv materials and results increased

improved order fulfillment and enhanced capacitlyzation of the producers.

Though there are improvements in the infrastructnotuding road density and power
supply, the lack of adequate internet and otherngonication facilities make supply
chain management difficult in producing and sellE&dpiopian traditional cloths. As a
result of insufficient infrastructure increasednsportation cost creates market barrier.
Producers face this challenge while they want tb tbeir products in the national
market. This on the other hand makes it difficalsatisfy customers. Poor supply chain
management seen in low market orientation and lasingss know how resulting
problems and difficulties in managing supply chdihe other drawback is the lack of
usage of supply chain management principles todntehe resources. Mostly, the supply
chain from producers to end users is a long procEsis long supply chain is time
consuming and makes the buying and selling proocestty in terms of time and money.
One good example for this is the lack of enoughebenfor the producers as well as

cotton suppliers due to such long chains.

While discussing about the supply chain managemesaxtice of Ethiopian traditional
cloths, it is important to discuss the roles plapgdnessengers or agents, who represent
all people including relatives and friends of thgsdlers, who reside out of Ethiopia and
seek the assistance of such people to supply thémEthiopian traditional cloths. These
middle men usually transport the product along witkir luggage or help send the
product using postal packages. Table 6 shows thaverage 94.9% of the producers and

sellers use messengers/agents as a means to ttaigpgoods. Messengers/agents of
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those sellers residing abroad include relatives faedds of sellers, who are based in
Ethiopia and those who travel to Ethiopia on timieasis usually for a different reason.
This makes the supply chain of the Ethiopian tradél cloths inconsistent due to the
fact that the people, who act as messengers onsagamange quite often. Moreover,
depending on other individuals, who usually travet a different reason creates
inconsistency in the supply of Ethiopian traditibeoths, especially when the sellers
don’t get someone travelling to Ethiopia. Here thejor reason given by the sellers
residing out of Ethiopia is unless they don’t usetsa system they can'’t travel solely for
this purpose and also create a supply chain mexiadue to the limited number of
customers they have.

5.2.2. Qualities of the Product and Services

This study tries to answer the question whethentaaiing Ethiopian traditional cloths is
possible with more technology and knowledge to cete@t the international stage. As
indicated in the literature, goods can be diffeetatl from similar goods and other goods
in quality, features, durability, form /physical structure dfetproduct/, reliability,
reparability, style, etc. And services can be défgiated in differences in ordering ease,
delivery, maintenance and repair. According to ¢hesteria it was attempted to see if
Ethiopian traditional cloths will benefit from motechnology and knowledge to compete

at the international stage especially due to theugidtraditional nature of the product.

Here it is also good to consider the Ethiopianitiaaial cloths supply chain management
experience. As it was mentioned in the previousi@@@oor supply chain management
seen in low market orientation and low businesswkimow results in problems and
difficulties in managing supply chain. This on thther hand makes it difficult to satisfy
customers. Therefore, the low level of educatidmatkground (Table 1) exhibited by
mainly producers as well as sellers have signifiediect on the qualities of the product

and services.
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Additionally, improved technology has significanbntribution to the quality of the
product. Here one good example to discuss is tteenpt being made by VEBAand
others. According to the company’s website, VEBAission is to develop the textile
industry tradition, provide high-technology textpeoducts and services based on close
cooperation with significant clients and other pars. Currently, the company is
partnering with Ethiopians, who order the garmerlarge amount with individual design
specifications. What makes the product differerihésfact that it is made in a traditional
weaving, which is much more labor intensive in Bpi@. Especially, to increase the
supply and maintain similar quality the attemptdm#éo modernize the traditional ways
of making the Ethiopian traditional cloths is vitelere technology transfer and the use of
modern machineries by maintaining the unique natfithiopian traditional cloths will
also address some of the major concerns such &sofaainiformity of Ethiopian
traditional cloths especially in size and otheredé&d, which mainly resulted due to time

pressure.

In comparison to the other cloths they buy, mostthe Ethiopian traditional cloths
customers (Table 10) indicated that they like thieidpian traditional cloths due to its
unique look. The major reasons mentioned by thastomers who are not satisfied
include that due to the nature of the garmengiit easily be damaged and it is sometimes
difficult to use it on daily basis. Others are disaged due to the fact that there are not
enough choices to make as there are only few plabese they can choose and make the
order. This result has significance to the quatityproduct and services. Mainly, it is
pointed out that customers like the product becduseunique. But the product is not
widely available in a way it can be used for altasions. Though, there are attempts to
make Ethiopian traditional cloths in various forihgs still not enough and also widely
available. The service quality has mainly a lotitowith the limitation of choices as well

as ordering ease, delivery, maintenance and repair.

3 VEBA, textilni zavody a.s. is a traditional Czeatogucer of cotton Jacquard fabrics. It ranks ambieg
most important cotton Jacquard fabric manufactuiarsEurope. The company concentrates on the
production of home and clothing textile goods. Me80% of VEBA's production is exported, mainly to
Africa and Europe.
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5.2.3. Adequate Capital

Next, the study answers if there is adequate dapitdne sector to be competent at the
international stage. One of the major reasonsgidrd as a challenge for the Ethiopian
traditional cloths at the international stage ie thck of adequate capital of producers.
Since the majority of the producers are engagedaking Ethiopian traditional cloths as
a follow up of the family practice for their day tlay consumption, they lack saving to
invest in modern ways of producing the product.oddh Ethiopian traditional cloths

have a long history and tradition large scale wéstment in the sector is limited.

One good example that shows the importance of gasmd adequate capital is the
exceptional performance of designer Shitaye Kinfast like many others she grew up in
a family, who runs a traditional clothes shop whiglkes it easy for Shitaye to get in to
the business. But unlike many of her friends, slo& the initiative to start something big.
She requested the government to provide her wigliaee for production of Ethioian
traditional cloths. Accordingly, her request wasrged and she benefited from the
support provided to small scale enterprises. Afiecuring the place where she will
produce Ethiopian traditional cloths, she began thesiness with 70,000 ETB (4,000
USD) investment. Addis Credit Enterprise gave h&0Q0 ETB while the remaining
45,000 ETB was her own saving. She has also enjiyettainings provided in the areas
of management and leadership, entrepreneurshipjn@nelasing productivity. She was
always invited to take part in all the trade bagat@r link her with the market. Her
company now is engaged in weaving, coloring, desgntailoring and embroidering.
She also speaks of benefiting from using moderne&logies by maintaining the unique
nature of Ethiopian traditional cloths. She curehias about 40 employees including a
marketing manager and she partners with many Btmdpaditional cloth producers due
to the high demand of the cloths both in Ethiogl&, and Europe. In less than 10 years

* Shitaye Kinfe is the owner of Yoas Tibeb. Yoasehhwas established in 2003. She masters the art of
designing after years of rehearsal and professitaaling. Yoas Tibeb has the objective of promgtin
typical Ethiopian traditional cloths, scarves, tabloth and placements cushion covers curtainscbeers,
bags, wine holders and clothes which are hand wawehare tailored in a modern way to the rest ef th
world.
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time her capital reached to 3 million ETB. And eumtly she is preparing to establish a
factory, which can hire 450 employees with an estad capital of 35 million birr.

The result (Table 8) has also indicated that pridu&thiopian traditional cloths and
selling it is profitable and much more promising tbe future. The lack of adequate
capital and promotion makes it harder for mosthef Ethiopian traditional producers to
enter to the international market. Especially, thek of capacity to employ enough
laborers as the product is labor intensive hasfsigntly affected the productivity of the
producers. They think with better capital, it cobkl possible to be more productive and
profitable as producing and selling Ethiopian ttiadial cloths is a promising business

and they sometimes cannot cop up with the demand.

The lack of adequate capital has also its effeatanpeting with bigger textile industries
in purchasing cotton. This is mainly due to themasch of current cotton demand and
supply. From time to time the cotton supply shastagnificantly affects Ethiopian
traditional cloths producers due to the marketefgnence of cotton supply to large scale
textile industries. In the same token the seastynalf cotton production and the
variability of the price in different seasons is@lanother contributing factor. This is
mainly due to the fact that Ethiopian traditionédtis producers have neither enough
capital to buy and store cotton nor they have #udity or place to store cotton in larger
amounts. During the process of the research dftenécessary data was collected ERTA
(2012) reported that Ethiopia used to produce &ssunt of cotton row material which
was not enough for the textile sub-sector until ylear 2011/2012 (2004 Ethiopian
Calendar). Due to this shortage of the cotton supply thenbgubanned export of cotton
and introduced various measures to increase prodyctor instance, during the year
2010/2011 (2003 Ethiopian Calendar) there was aaddnof 42 thousand ton where as
there was only 32 thousand ton supply. Due to tiemaich of cotton demand and
supply in the country during the same year the gowent prohibited cotton export to
address the shortage of cotton in the countryomparison a year after there was higher

production of cotton in the country than the neefithe textile factories, ERTA (2012).

® Ethiopian calendar is based on the older Alexamdor Coptic calendar, which in turn derives from
the Egyptian calendar. There is a seven- to eight-gap between the Ethiopian and Gregorian calenda
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This was mainly achieved due to the directionsbgethe government which included
encouraging textile factories to pay the right erifor cotton producers and also
encouraging more investment in the cotton prodacsiector. If this cotton production is

sustained, the cotton shortage issue can easgylized.
5.2.4. Promotion of Ethiopian Traditional Cloths

This section discusses the current means of pragidithiopian traditional cloths.
Kotler and Keller (2006) indicate that marketingrsuunication is important to support
the marketing plan and targeted audiences undédistaand believe in the marketers’
advantage over the competition. It helps businessdate and insert the brand image in
the mind of the targeted customer and capture takeh Marketing communication
comprises all the promotion elements which are didweg, sale promotion, experience
and events, public relations and publicity, dineatrketing, and personal selling which is
important to the companies to communicate with tdrgeted customers in different
approaches. These days the significance of magketmmunication is growing fast for
different reasons. As more and more products ae ae a result differentiating brands
which are similar to the inherent quality of theguct have become harder and harder.
Marketing communication can give the necessary rinédion to create point of

difference.

Nevertheless it has been seen in the result thairityaof Ethiopian traditional cloths
producers and sellers promote their product bylayspg it at the place where they
produce and sell. That means they show their pitsdpleysically and with the aid of
catalogue to those customers visiting them. Theyalogo to their customers through
different marketing communication means like, atisgrg, direct marketing, personal
sale, events and experiences and public relatiows publicity. Most of Ethiopian
traditional cloth producers and sellers do not usarketing communication like
television advertising, radio, magazine, newspaper, which can address many people.
This implies that Ethiopian traditional cloth pragwus and sellers still promote their
product in a traditional way which limits their &ss to the international market and in
the local market as well. Though this fact is tfaethe majority of Ethiopian traditional

cloths producers and sellers, it is true that tla@eesome exceptional entrepreneurs, who
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make use of marketing communication tools like imé¢ to expand their market. Yoas

Tibeb and Lemelem are best examples for this.
5.2.5.ICT Use

Under this section ICT usage is discussed. Thawisether there are enough ICT
materials and promotion activities in place to he international market. In the past,
single way of promotion /marketing communicationthvmass media, radio, network
television, national magazine etc., worked verylwethe era of mass marketing while
the companies transmitted information, introducleelirt new products, reminded their
customers, and so on through these tools. These, déng way of marketing

communication has changed very dramatically. Coneganeeded much effort to find
ways to communicate their customers efficiently.deinthese circumstance two way
/direct marketing/ become a significant and impatrigay of marketing communication.
For this reason information technology /IT/ givée tdirect marketers chance to build
two way channels of communication that allows retathip establishment and real time

connection with the targeted customers.

Currently, businesses as a new marketing mediunnteset together with other media
like television, radio and print. This is mainly portant due to the fact that television
watchers are moving to the internet and the inteisi¢he fastest growing medium in
history. But the research finding showed that Hilao traditional cloth producers and
sellers, particularly the producers do not use I@ifernet) to exchange information
between producers and sellers and to promote pineduct, this might be the result of
poor educational background and limited accessnternet in Ethiopia. Though the
sellers have better access to the internet and édeicational background is better the
internet usage for promotion is very limited. Thesults obtained from the customers
show that the service easiness to order and timheliyery is impaired by the lack of
using IT communication tools. The result (Tabledd) the means of communication
between sellers and producers shows that the ncajpmunication takes place using

telephone where as very few use internet or eroailncunication.
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Chapter VI

Conclusion and Recommendation

6.1. Conclusion

Ethiopian traditional cloths’ sellers and producase very limited ways of promotion

techniques, which help them access the interndtioraaket. Though there are few
attempts by renowned individuals, such practicesnat well replicated to promote the
product at large. The supply chain management ipeacf Ethiopian traditional cloths

has also its own drawback in accessing the intemat market. Here the low market
orientation and low business know how of Ethiopieaditional cloths’ producers and

sellers have resulted in problems and difficultresnanaging the supply chain. Contrary
to the supply chain management principles, the lguggain from producers to end users
is a long process. This long supply chain is timastming and makes the buying and
selling process costly in terms of time and mor@ye good example for this is the lack

of enough benefits for the producers as well aoduppliers due to such long chains.

It is possible to maintain the Ethiopian traditibalaths’ qualities of both the product and
services with additional technology and knowledgedmpete at the international stage.
Though, there are attempts to make Ethiopian trawit cloths in various forms it is still
not enough and also widely available. The servigadity has mainly a lot to do with the

limitation of choices as well as ordering easeiveey, maintenance and repair.

Ethiopian traditional cloths’ producers are nottiggt enough profit due to the fact that
they have no enough capital to invest in large petidn facilities. The lack of capital to
invest in the promotion of the product and theidifities to target customers available all
over the world is also a major challenge in prommptthe product. The imbalance or
seasonality of cotton prices throughout the year it& own effect in productivity of

Ethiopian traditional cloths.
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The use of less marketing communication tools idg ICT have contributed to the
drawback in accessing the international marketclvhin turn resulted in low level of
income. Ethiopian traditional cloths are less prtedan general. It has been seen that
Ethiopian traditional cloths producers and selfgmsmote their product by displaying it at
the place where they produce and sell. This is ipaue to the lack of adequate capital
and in some of the cases awareness in marketingnaaioation tools. Moreover, the
limited usage of information technology /IT/ giviee direct marketers chance to build
two way channels of communication that allows retathip establishment and real time

connection with the targeted customers.

6.2. Recommendation

It was singled out that the use of fashion showsgaéabus cultural events has significant
effect in promoting the Ethiopian traditional clsthTherefore, in order to access the
international market by promoting the use of a mmgtof marketing communication mix
is more beneficial to introduce Ethiopian tradiibrcloths to the international market.
Moreover, improving the supply chain managemenctmra of Ethiopian traditional
cloths is also another important consideration.eHsearly defining the roles played by
messengers or agents and others involved in theegsas important. Implementing the
supply chain management principles and decreabmtphg chain from producers to end
users will benefit the producers and that of cotsuppliers. This is mainly helpful
because producers can compete with larger texdilgpanies to pay a competitive price
and get the necessary amount of cotton they need.

In order to maintain Ethiopian traditional cloth®oduct and service qualities by using
more technology and knowledge, there needs toalr@ng focused in the field. Here the
launching of Bahir Dar Institute of Textile, Garmheand Fashion Design at the end of
2010 is exemplary. But since the institution is mhafocused in feeding into the human
resource needs of those modern textile industm@sgbbuilt in the country, additional

focus in focusing in ways to improve the Ethiopieaditional cloths product and services
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is vital. Moreover, institutions of this kind ne#al be highly connected with Ethiopian
traditional cloths producers, who are spread inctintry by providing various kinds of

in-service trainings so that they can competeatriternational stage.

Even if most of the Ethiopian traditional cloths'oducers come to the business due to
family practice and they have experience from earlyheir life, they are not aware of
accessing ways of the international market. Morgowecreasing the supply and
maintaining similar qualities of the product is #re important area of improvement,
which could be solved both through trainings andtimg adequate capital to the sector.
Here efforts made to modernize the traditional wafysnaking the Ethiopian traditional
cloths by some models and entrepreneurs need taepkcated and promoted
significantly.

The introduction of Ethiopian traditional cloths i can be used in all occasions need
to be widely available in the international marlest well. In Ethiopia the Ethiopian
traditional cloths market is significantly increagidue to the introduction of such all
occasion Ethiopian traditional cloths. These clo#hi§ have significance in introducing
the Ethiopian garment in a modern fashion if thee avidely available in the
international market. These will also solve thebtems related to the limitation of

choices in ordering the Ethiopian traditional ckth

Since the use of IT is undoubtedly beneficial bathpromote and sell Ethiopian
traditional cloths, creating such information pbrtehere various producers and sellers
can use as a means to communicate with their cessoi® highly important. This helps
in minimizing promotional costs since the majorioy the producers operate with
inadequate capital to spare for promotion. Moreptlezse will create ordering ease and

improve delivery.
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8. Appendixes

Appendix I: Ethiopian Traditional Cloths

Figure 3 — Big Scarf ‘netela’

Figure 4 - Women in Traditional Clothes, Timket Ceg&bration
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Figure 5 — Blanket (‘gaby’)
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Appendix II: Questionnaire for Ethiopian Traditiona | Cloths Producers
Dear Madam or Sir,

| am a student of International Economic Developmerthe Czech University of Life
Sciences. | am currently conducting a research ten Marketing Challenges of
Ethiopian Traditional Clothes in the International Market. This questionnaire is
prepared to see how Ethiopian traditional clotiregpgomoted in the international market
and identify some of the major challenges assatiatiéh promotion and access to the
international market. Therefore, your honest ansvi@r these questions are important to
realize this objective. | would like to thank yauadvance for taking your time to fill in
this questionnaire.

With regards,
Frehiwot Gobena
It is possible to choose more than one answer.

1. Age
a. Under 18
b. Between 19 and 35
c. Between 36 and 55
d. More than 55
2. Your educational background
a. 12 complete
b. 10 complete
c. 10+
d. If you have different educational background, pbeasite

4. How many employees do you have? ... e s
5. Your customers are mainly...

a. Ethiopians and foreigners with Ethiopia origin

b. Ethiopians and foreigners

c. Only Foreigners

d. Export Agents
6. How do you communicate with your customers?

a. Viatelephone

b. Via email
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c. Via postal mail
d. If different, please Write here...........oooo it
7. If you have customers abroad, how do you send themproduct?
a. via post office
b. Foreign customers buy directly from here, we doe¢d to send
c. Viatheir agents
d. Via their relatives
e. If other, please write here..........cooiiii i
8. Do you promote your products?
a. Yes
b. No
9. If your answer for number 8 is yes, how do you potaryour products?
a. Displays at various events/ trade shows/
Newspaper
Internet
Television
Flyers
Sale promotion
Direct mail
Personal sale ( directly in person)
By sponsoring some products
J. By organizing fashion shows
10.Do you use electricity for production of the cloth?
a. Yes
b. No
11. If no why? Because.....
a. We don't have this technology ( the machine doese&d electricity)
b. Using electricity is very expensive
c. If other, please write here ..........cooiiiiiiicii e,
12.1s cotton product seasonal?
a. Yes
b. No
13.1f your answer for No 12 is yes, which season sagter and which one is
expensive? Please Write here...... ..o
14.Do you have cotton supply shortage?
a. Yes
b. No
15. If your answer is Yes for No 14, what is the reésB8ecause
a. Cotton production is low.
b. Transportation problem

= R
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c. The product is seasonal.
d. If other, please Write here...... ..o e
16. Do you think you are getting enough profit?
a. Yes
b. No
17. If your answer for number 16 is No, what is thase?

a. Lack of promotion

b. Lack of capital

c. Lack of capacity ( i.e. the production needs afqgieople)

d. If other, please Write here..........oo oo e

18.Do you think you are satisfying your customersualgy and quantity?

a. Yes

b. No

19. If your answer for no. 18 is no, what is your i@#3

a. We use old technology to produce the product; r@salt it is impossible to
produce the required amount on time.

b. We don’t have enough capital to improve the qualitg quantity of the
product. In order to do this we need more laboiiers,expensive to employ
enough laborers.

c. Due to rush to finish orders on time, sometimesgunaity of the product is
compromised.

d. If other, please write here ... ..o

20. Have you ever had complaint from your customers?
a. Yes
b. No

21. If your answer is yes for the above question. Gdmaplaints are mainly focused
on:

finishing orders on time

quantity

quality

lack of communication
e. lack of transportation and distance from customers

22. If you have any suggestions to improve Ethiopraditional cloths’ access to the
international market please write

oo o

Thank you.
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Appendix IlI: Questionnaire for Ethiopian Tradition al Cloths Sellers
Dear Madam or Sir,

| am a student of International Economic Developmerthe Czech University of Life
Sciences. | am currently conducting a research hen Marketing Challenges of
Ethiopian Traditional Clothes in the International Market. This questionnaire is
prepared to see how Ethiopian traditional clotiregpaomoted in the international market
and identify some of the major challenges assatiatiéh promotion and access to the
international market. Therefore, your honest ansvi@r these questions are important to
realize this objective. | would like to thank youadvance for taking your time to fill this
guestionnaire.

With regards,
Frehiwot Gobena
It is possible to choose more than one answer.

1. Your educational background?
a. High school complete
b. College diploma
c. University degree
d. If other, please write here
2. How do you bring the products from Ethiopia to yshop?
a. We go to Ethiopia and directly bring it by oursedve
b. We have agents in Ethiopia. They send us by pdiseof
c. Following our orders the producers directly sendypost office.
d. If other, please write here
3. Do you have enough capital?
a. Yes
b. No
4. Do you get the products in the right amount yowed?d
a. Yes
b. No
5. If your answer for no. 4 is No, what is the cause?
a. The producers lack the capacity to satisfy youdsee
b. There is communication problem mainly because therémited internet
access in Ethiopia and we need to call them. Asdbstly to call home from
abroad, we can’t call them frequently as we want.
c. There are problems related to transporting theymtsdrom Ethiopia.
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d. If other, please write here

6. Do you get quality products as you want?
a. Yes

b. No

7. If your answer for no. 6 is No, what is the reason?

oo oW

Producers don’t use modern machineries.

The nature of the garment is very soft. And it eanily be damaged.

The producers don’t take enough care as the claetsut of the country.

In order to satisfy customers quantity needs, sonest producers make the

product very quickly, without giving due considéoat to the quality of the
product.
8. How do you view the price of the product and thst@j transportation?

oo

The product cost is fair but the transportatiooastly.

The transportation cost is fair but the produdastly.

Both costs are fair in relation to their ultimatanket price.

The ultimate market price can easily be adjustgubdding on the product and

transportation cost.
9. What do you use to promote your products? Whicthotkeou use to promote

your
a.

Se@ "0 oo0CT

product.

Displays at various events/ trade show/
Newspaper

Internet

Television

Flyers

sale promotion

direct malil

personal sale

by sponsoring some products

10.Who are your major buyers?

a.
b.

Ethiopians
Everybody (Ethiopians and foreigners)

11.How do you communicate with the producers?
a. Viainternet (email)
b. Via telephone
c. Via mail

d. If other, please write here

12.Do you have any problem regarding information comitation technology
/ICT/ in communicating with the producers?
a. Yes

b. No
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13.1f your answer for number 12 is No, what is thesoae?

14.Have you ever faced major delays due to commuwicgtioblem?
a. Yes
b. No

15. If your answer for number 14 is No, what is thgonaeason?

16. Do you think Ethiopian traditional cloth is cheagngpared to other cloths?
a. Yes
b. No
17.In what range is the price of your product in congza with other cloths in the
place where you live?

Thank you.
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Appendix IV: Questionnaire for Ethiopian Traditiona | Cloths Customers
Dear Madam or Sir,

| am a student of International Economic Developmerthe Czech University of Life
Sciences. | am currently conducting a research fen Marketing Challenges of
Ethiopian Traditional Clothes in the International Market. This questionnaire is
prepared to see how Ethiopian traditional clotltregpgomoted in the international market
and identify some of the major challenges assatiatiéh promotion and access to the
international market. Therefore, your honest ansvi@r these questions are important to
realize this objective. | would like to thank youadvance for taking your time to fill this
guestionnaire.

With regards,
Frehiwot Gobena
It is possible to choose more than one answer.

1. How do you see Ethiopian traditional cloths compareother cloths?
a. Unique and attractive
b. Good Quality
c. Durable
d. Reparable
e. Stylish
f. Easy to order
g. Delivered on time

2. Do you get Ethiopian traditional cloths per youder on time and the right
quality?
a. Yes
b. No

3. If your answer for number 2 is No, what are theanegasons?

4. Are you satisfied with Ethiopian traditional clafiality and price?
a. Satisfied
b. Not satisfied
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5. If your answer for number 4 is not satisfied, wa the major reasons?

6. Can you easily order Ethiopian traditional clo#hisny time you want?
a. Yes
b. No

7. If your answer for number 6 is No, what are theanegasons?

8. How do you see the quality of Ethiopian traditioméths compared to other
cloths?
a. Satisfactory
b. Unsatisfactory
c. | have noidea
d. Not bad
e. Not good.
9. Is there a store of Ethiopian traditional clothsh&t place where you live?
a. Yes
b. No
10. Do you like Ethiopian traditional cloths?
a. Yes
b. No
11.1f your answer for number 10 is yes, would you pkearrite the major reasons
why you like Ethiopian traditional cloths?

12.1f your answer for number 10 is no, would you piewasite the major reasons
why you do not like Ethiopian traditional cloths?

13.How did you hear about Ethiopian traditional cléhs
a. From TV advertisement
From radio advertisement
From different magazine advertisement
From friends
From fashion shows held in particular Ethiopianrese
From Ethiopian traditional cloth sellers

~ooo0C

Thankuyo
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