
  
 Kandidatexamen i Textilekonomi 
 Textilhögskolan 
 2014-05-29 Rapportnr 
  2014.1.08 

 

 

 

 

 

 

 

 

 

 

 

 

 

Design rather than mass-
production 

 
- analyzing the competitiveness of clothing-manufacturing in Rwanda 

  

Amanda Dahllöf & Julia Svansbo 



I 

 

Preface 
This project has been a memorable journey. From that day in August 2013 when our dear 

friend Louise told us to go to East-Africa to experience the growing fashion scene there, until 

today when we are writing the last words of this paper. 

Special thanks go out to SIDA and the Minor Field Study scholarship that financed this 

adventure. We would also like to direct our gratitude to Joselyne and Roman of Rwanda 

Clothing HOME LTD for welcoming us with open arms, supporting us in our project and for 

transmitting to us the beauty and kindness that is so significant for this country. We also want 

to thank David, our crazy host in Kigali, who made us laugh from the first to the last day of 

our stay. 

 

Amanda Dahllöf & Julia Svansbo 

Kigali, May 2014 

 

 

  



II 

 

Sammanfattning 
 
Svensk titel: Design snarare än massproduktion – en analys av konkurrenskraften hos 

klädindustrin i Rwanda 

Uppsatsspråk: Engelska 

Utgivningsår: 2014 

Författare: Amanda Dahllöf and Julia Svansbo 

Handledare: Martin Behre 

 

Syfte: Syftet med denna studie är att kartlägga samt analysera klädindustrins konkurrenskraft 

i Rwanda. 

Design/metod: Projektet är en fallstudie av den rwandiska klädindustrin som genomfördes 

genom en två månader lång fältstudie på plats i Rwanda. Datainsamlingen skedde genom 

semistrukturerade intervjuer med lokala modedesigners, klädproducenter och 

myndighetsrepresentanter. Observationer på fabriker, lokala marknader och i skrädderier 

genomfördes också. Empirin analyserades genom en analysmodell baserad på Porters 

diamond model, förstärkt med begreppen country of origin effect (COO), corporate social 

responsibility (CSR) och customer-based brand equity (CBBE). 

Empiri: Empirin visar att Rwandas klädindustri kämpar med sin konkurrenskraft på både 

lokal och regional såväl som internationell nivå. Brist på relevanta basfaktorer som billig 

arbetskraft och energi samt en låg efterfrågan på den lokala marknaden visar att det är svårt 

att konkurrera med massproduktion av kläder i Rwanda. Den spirande modescenen är rik på 

kreativitiet och entreprenörsskap, men det finns ett behov av att utveckla hantverkskunskap, 

produktkvalitet och kunskap inom management och marknadsföring. 

Slutsats: Rwanda är idag inte konkurrenskraftigt för massproduktion av kläder, men dess 

klädproducerande sektor skulle kunna profilera sig mot high-endmode och produkter gjorda 

med stort hantverkskunnande. Fokus på förbättrade utbildningsmöjligheter och investeringar i 

stödindustrier skulle kunna hjälpa Rwandas klädproducerande sektor att profilera sig på en 

regional och internationell marknad. 

Originalitet/värde: Det har inte gjorts några studier om den rwandiska klädproducerande 

sektorn och dess konkurrenskraft sedan 1989. På grund av det fokusskifte som sker mot 

Östafrika som textil- och klädproducerande region, ansågs en uppdatering av situationen i 

Rwanda vara relevant. Studien bidrar till den existerande litteraturen om konkurrenskraft i 

textilindustrin och skapar en plattform för vidare studier. 
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Abstract 
 
Title: Design rather than mass-production – analyzing the competitiveness of clothing-

manufacturing in Rwanda 

Year of release: 2014  

Authors: Amanda Dahllöf and Julia Svansbo 

Supervisor: Martin Behre 

 
Purpose: The purpose of this study is to map out and analyse the competitiveness of the 

clothing-manufacturing sector in Rwanda on a local, regional and international level. 

Design/methodology: The research was carried out as a case study of the Rwandan 

clothing-manufacturing sector through a two-months field study in Rwanda. Data were 

collected through semi-structured interviews with local fashion designers, clothing 

manufacturers and ministry representatives. Observations in manufacturing plants, local 

markets and tailoring studios were also carried out. The findings were analyzed through an 

analysis model based on Porter’s diamond model, enhanced with the notions of country of 

origin effect (COO), corporate social responsibility (CSR) and customer-based brand equity 

(CBBE). 

Findings: The findings show a sector that is struggling with its competitiveness on a local, 

regional and international level. Lack of relevant factor conditions such as cheap labour and 

energy as well as low local demand indicates that the country is not suitable for mass-

production of clothes. The emerging fashion scene shows abundance in creativity and 

entrepreneurship, but there is a need for more developed tailoring skills, product quality level 

and knowledge in management and marketing. 

Conclusion: Rwanda is not competitive for mass-production of clothing, but the sector 

could profile itself on high-end fashion and products with craftsmanship qualities. Allocating 

resources to education and investments in supporting industries could help the Rwandan 

clothing-manufacturing sector to profile itself on a regional and international market. 

Originality/value: No studies on the Rwandan clothing-manufacturing sector and its 

competitiveness have been done since 1989. Due to the shifting focus towards East-Africa as 

a textile and clothing-manufacturing hub, an update of the situation in Rwanda was found 

relevant. The study contributes to the existing literature on competitiveness in the textile 

industry and forms a relevant stepping-stone for further research. 
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1. Introduction 
 

This study aims to depict the current situation and competitive advantage of the Rwandan 

clothing-manufacturing sector on a local, regional and international market. Clothing-

manufacturing has historically been a way to create economic growth for low-income 

countries. But for that development to take place, the production needs to be competitive. 

Rwanda is a country with the ambition to develop into a middle-income country by 2020. 

This study strives to examine if and how the clothing-manufacturing sector can be 

competitive enough to be a part of that development. 

 

1.1 Background 
 

The clothing-manufacturing industry is growing in Sub-Saharan Africa, with South Africa, 

Tanzania and Ethiopia among others leading the way (Alestig, 2013). An increasing amount 

of foreign investors has spotted Africa as a new textile hub and have allocated clothing 

manufacturing to the continent during the last decade (Kim, Traore & Warfield, 2007). In 

2013 the Swedish fast fashion retailer H&M revealed that they are placing some of their 

production in newly built textile factories in Ethiopia (Agenda, 2013). The reactions were 

mixed about this news, with the increasing textile production in Africa seen as a way to abuse 

new low-wage labour (Sidea, 2014) but also as an opportunity for growth and prosperous 

business (Dagens Industri, 2014). Smaller countries, such as Leshoto and Mauritius (Lall, 

2005; Kim, Traore & Warfield, 2007), have also appeared and taken up the competition in the 

clothing-manufacturing race on a global scale. Many countries in Sub-Saharan Africa, both 

big and small, are on the move towards economical growth and political stability (Bjerström, 

2013). 

 

Many studies (Gereffi 1999; Kim, Traore & Warfield 2010; Jin & Moon 2006) show that 

industrialisation in general, and the textile and apparel industry in particular, have a positive 

impact on low-income
1
 countries’ development. The labour intensive apparel manufacturing 

is considered a key driver, with its low skill requirements and relatively low start-up costs. 

This is the case of Ethiopia, where the clothing-manufacturing industry has shown 

tremendous growth the last couple of years. The low-cost labour, access to cheap cotton and 

electricity, the impressive economic growth and beneficial subsidiaries in tariffs and quotas 

are Ethiopia’s main advantages (Alestig, 2013). Kenya, on the other hand, has proven to be 

more suitable for export of high-quality craftsmanship goods rather than mass-production. As 

an example, Vivienne Westwood is collaborating with women’s cooperatives for the making 

of handbags and other time-consuming haute couture items (The Economist, 2013). 

 

Rwanda is another country in East-Africa with a strong tradition in handicrafts, although it is 

lacking a formal clothing industry (Rwanda Development Board, 2014). There is a steadily 

growing, but still infant, local fashion scene (Kwihangana & Oindo, 2013). The government 

states that the textile industry is of “strategic importance” for the country, especially for its 

employment abilities and for equalizing the balance between imports and exports of textile 

and clothing (Rwanda Development Board, 2014). 

 

                                                 
1
 The classification from the World Bank is used throughout the study, http://worldbank.org/  

http://worldbank.org/
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Rwanda, the country that from an international perspective is mostly known for the genocide 

against the Tutsi in 1994, has shown a remarkable evolution in only 20 years (Bjerström, 

2013). The Rwandan government’s major goal is to transform Rwanda into a middle-income 

country by the end of 2020 (Kaberuka, 2000), which the clothing-manufacturing sector 

possibly could be a part of.  This study aims to map out what the current situation of the 

Rwandan clothing-manufacturing sector is and its competitiveness on a local, regional and 

international level. 

 

1.2 Research overview 
 

The central notion on which this study is based is the competitiveness of the Rwandan 

clothing-manufacturing sector. Previous studies of other textile industries have often been 

done through Porter’s theory of competitive advantage of nations. The theory, also known as 

the diamond model, has been used in the backwash of trade liberalization to assess the 

competiveness of the Indian apparel retail industry by Mann and Byun (2010). 

Watchravesringkan, Karpova, Hodged and Copeland (2009) identified challenges and 

opportunities for globalisation of Thailand’s apparel industry. It was also used to study the 

competiveness of South Korea’s apparel industry by Jin and Moon (2006) where cheap labour 

costs have played out its role as a competitive tool and new competitive factors were 

suggested. In an African context, the diamond model was utilized by Mastamet-Mason and 

Ogembo-Kachieng’a (2012). They studied how Kenya’s apparel industry in competition with 

China and other Asian countries can develop a competitive advantage in domestic and 

international markets. Baden and Barber (2005) studied the impact of second hand imports on 

the development of the textile and clothing industry in West Africa through a case study in 

Senegal. 

 

The importance of trade agreements in the global textile manufacturing has been highlighted 

by Kim, Traore and Warfield (2006), Bartels, Alladina and Lederer (2010) and Lall (2007). 

Through case studies, their findings show that textile production has been relocated to the 

countries that offer the most beneficial trade contracts. Kim, Traore and Warfield (2006) have 

reviewed the evolution of trade agreements and the possibilities they imply for the textile 

industrialisation in South Asia and Sub-Saharan Africa. Lall (2007) on the other hand, 

questions the textile industries’ dependence on trade agreements and points at the risk of the 

countries, exemplified with the case Lesotho, being unable to compete when the trade 

agreement expires. 

 

Studies on competitiveness on a company level within the textile and apparel industry are 

however more limited. Keller (1993; 2001) is one of the most well-known researchers in the 

field of customer-based brand equity and his model developed in the late 20
th

 century has 

been used in studies about competitiveness through brand equity. One recent study on the 

Spanish market (Dopico & Porral, 2012) examined how fashion companies should focus their 

efforts to create stronger brand equity. 
 

Another way in which companies can create competitive advantage is through marketing. One 

way of doing so is using the strategy of country of origin (COO) branding, a phenomenon that 

has been widely examined by researchers since the 1950’s (Usunier, 2010; Bilkey & Nes, 

1982; Bayraktar, 2013). Aichner (2013) outlined eight different strategies that a company can 

employ when adapting country of origin branding. Pappu, Quester and Cooksey (2005) 

studied how customer-based brand equity and country of origin relationships differ between 
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product category and actual country of origin. Beverland and Lindgreen (2002) found that 

context and strategy is important when implementing COO in marketing. In the fashion 

research area, a study about how consumer perceptions and buying intentions were influenced 

by COO in branding of luxury goods were carried out by Aiello, Donvito, Godey, Pederzoli, 

Wiedmann, Hennigs, Siebels, Chan, Tsuchiya, Rabino, Ivanonvna, Weitz, Oh and Singh 

(2009). In Africa, the COO marketing has been examined in a study on the demand for 

domestically produced textiles in Ghana (Quartey & Abor, 2010).  
 
In 2002, Hoeffler and Keller developed the notion of brand equity by shedding light on the 

way a company can increase its brand equity through corporate societal marketing (CSM). 

This was further enhanced by the study of young Korean and American customer’s perception 

of brand value in relation to corporate social responsibility (CSR) (Woo, 2013). Woo’s study 

showed positive correlation between increased customer based brand equity and explicit CSR 

activities promoted by the brand. Furthermore, a positive correlation between CSR and 

competitiveness were discussed by Porter and Kramer (2002; 2006) and shown among 

African small and medium sized enterprises (SME’s) by Turyakira, Venter and Smith (2013). 

Visser (2005) point out the importance of philanthropic responsibility through an evaluation 

of Carroll’s four part model in an African context and his findings are strengthen by Muthuri 

and Gilbert’s (2010) study of CSR in Kenya with similar results. 

 

Haggblade carried out a study about textile and clothing in Rwanda in 1989. In 2013, 

Raymond and Habiaremye studied the possibilities for developing sericulture in Rwanda. The 

focus of the study was to evaluate sericulture as a means to increase incomes for farmers 

adopting the cultivation of mulberry trees. Apart from that, no studies about the Rwandan 

clothing-manufacturing sector have been made. 

 

1.3 Problem discussion 
 

Previous studies (Jin & Moon, 2006; Mann & Byun, 2010; Mastamet-Mason & Ogembo-

Kachieng’a, 2012; Watchravesringkan, Karpova, Hodged & Copeland, 2009) show how 

competitiveness can be created in the textile and clothing industry. Historically, the textile and 

clothing industry has been allocated to Asian countries. This is reflected in the research with 

most of the studies carried out on the Asian market (Jin & Moon, 2006; Mann & Byun, 2010; 

Watchravesringkan, Karpova, Hodged & Copeland, 2009). The studies carried out in Africa 

have often been comparing the competitiveness of for example Kenya (Mastamet-Mason & 

Ogembo-Kachieng’a, 2012), Lesotho (Lall, 2007) and other sub-Saharan countries (Kim, 

Traore, & Warfield, 2006) with their Asian predecessors. The competitiveness of the 

Rwandan clothing-manufacturing sector has not been analyzed since 1989 and thus, a gap in 

the literature has been identified. Through applying the diamond model to the Rwandan 

context, this study aims at contributing to the existing literature both in terms of utilizing 

Porter’s model as well as helping to update the literature on a part of the African textile and 

clothing market. 

 

While the Rwandan clothing-manufacturing sector has not been analyzed in terms of 

competitiveness before, a need for deepening the analysis to a company level was recognized. 

Previous research shows that the customer-based brand equity model by Keller has been 

applied for assessing the competitiveness of fashion and clothing companies (Dopico & 

Porral, 2012). Parallels between increased competitiveness and various marketing strategies, 

for example country of origin (Aichner, 2013; Bilkey & Nes, 1989; Pappu, Quester & 
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Cooksey, 2005) and corporate social responsibility (Porter & Kramer, 2006; Visser, 2005; 

Turyakira, Venter & Smith, 2013) has been shown. However, the research has also shown that 

COO strategies can lead to negative brand equity if the country of origin has a history of 

political instability or violence (Bayraktar, 2013) or if the country is not particularly 

connected to the product category of the brand (Pappu, Quester & Cooksey, 2005). These 

aspects are found interesting in the case of Rwanda, which is a country with a dark history 

and few previous connotations to the fashion and clothing industry. Furthermore has the CSR 

approach mostly been discussed from a Western perspective and the understanding for 

corporate responsibilities is less developed in an African context. Therefore, this study aims at 

widening the understanding of the competitiveness of the clothing-manufacturing sector of 

Rwanda through those three notions. 

 

1.4 Purpose and research question 
 

The purpose of this study is to analyze the competiveness of the clothing-manufacturing 

sector in Rwanda. The competiveness will be analyzed on a country- and company-level and 

from a local, regional and international market perspective. The study will cover a gap in the 

existing literature on competitiveness within clothing-manufacturing sectors through the 

contribution of an analysis of Rwanda, a country that has not been examined before. 

 

To fulfill this purpose, following research questions will be answered:  

 

 What is the situation of the clothing-manufacturing sector of Rwanda today? 

 How can Rwanda’s clothing-manufacturing sector be competitive on the local, 

regional and international market? 
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2. Theoretical framework 
 

In this chapter, a theoretical framework based on the research questions in Chapter 1 is 

outlined. As mention in the introduction, this study aims to give an overview of the 

competitiveness of the Rwandan clothing-manufacturing sector. Central in this study, as well 

as in similar studies, is Porter’s determinants of national advantage. Porter’s model is 

complemented with the concepts of country of origin effect, corporate social responsibility 

and customer-based brand equity to cover the competitiveness of the clothing-manufacturing 

companies in Rwanda. To conclude, the chapter is finalized by a research model explaining 

how and which parts of the theories that will be used to analyze the empiric findings. 

 

2.1 Porter’s determinants of national advantage 
 

Porter (1998) suggests the “diamond model” as a way to understand how a nation achieves 

international success in a particular industry. In the model, Porter points out four determinants 

of a nation that form the environment in which local firms competes. The determinants are 

factor conditions, demand conditions, related and supporting industries and firm strategy, 

structure and rivalry. Porter’s model has been criticized by Moon, Rugman and Verbeke 

(1995) who proposed a developed diamond model, presented later in this episode. Figure I 

show a comparison of the original and the new diamond model.  

 

Factor conditions are inputs necessary to compete in any industry, such as labour, arable land, 

natural resources, capital and infrastructure. Central for competitive advantage is the ability to 

productively deploy the factors and the mere access to factors is less important. The factor 

conditions can be grouped into categories of human resources, physical resources, knowledge 

resources, capital resources and infrastructure. Furthermore, Porter makes a distinction 

between basic factors and advanced factors. Basic factors are passively inherited (Jin & Moon 

2006) and include climate, natural resources, location and unskilled and semi-skilled labour. 

The advanced factors include conditions that are actively created, such as highly educated 

personnel, modern IT infrastructure and university research institutes. Porter stresses that 

most factor conditions are not obtained naturally by a nation but must be developed through 

long-term investments. Basic factors are considered unsophisticated and nations should strive 

for a development of advanced factors to obtain competitive advantage (Porter 1998). 

 

Demand conditions are defined as the domestic market’s need for the products or services that 

a specific industry offers. In markets where consumers are specifically demanding, companies 

are forced to innovate and develop their business to meet the demand. Thus, the size of the 

home demand is not as important as the quality of the home demand (Porter 1998). Jin and 

Moon (2006) have developed the notion of demand conditions to suit the apparel market, 

stating that in countries where the apparel industry is less developed, the mere functionality 

and availability of garments can be enough to satisfy consumer needs. 

 

The presence or absence of related and supporting industries is of great importance for the 

success of an industry. These functions provide benefits such as innovation, upgrading, 

information flow and shared technology development (Porter 1990). Furthermore, the related 

and supporting industries are considered more efficient if they are globally competitive and 

serve other markets than only the domestic. 
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Firm strategy, structure and rivalry are the notions of how companies in a nation are created 

and managed in terms of organisational behaviour and how the domestic rivalry is structured. 

Porter (1998) states that there is no universal management system but that each nation has its 

own structures that it benefits from. Thus, it is important to employ a management strategy 

that emphasizes the preference of the country in general. The rivalry in a domestic market is a 

key driver for competitive advantage in the way it forces companies to develop their products 

or services, lower costs and improve quality. This is applicable even for small countries, 

where rivalry drives innovation that can show the way to leading positions globally. 

 

Two variables that in addition to the four determinants can influence the competitiveness of a 

country are chance and government. Chance is developments that the firms of a nation (or the 

government of a nation) cannot control, like pure inventions, breakthroughs in basic 

technologies, wars, external political developments, and major shifts in foreign market 

demand. Government is the final element that affects the national advantage, by stimulating or 

undermining an industry. This can be expressed in the governmental policies, regulations or 

purchases that affect the specific industry. 

 

In 1995, Porter’s model was criticized by Moon, Rugman and Verbeke who proposed a more 

developed framework (see Figure I). They criticize the original model for only being relevant 

for bigger triad economies, such as the United States and Japan. Smaller economies might be 

dependent of a larger investment and trading partner and it is therefore necessary that the 

partnering economy is included in the competitive analysis. Canada, for example, rely heavily 

on their trade with the US (Moon, Rugman & Verbeke, 1995), in the same way as the Korean 

and Singaporean economies have been able to grow thanks to multinational businesses 

present in the countries (Moon, Rugman & Verbeke, 1998). The model, called the generalized 

double diamond approach, suggests that when studying a small economy, it is necessary to 

also examine the diamond of the partnering countries with whom the smaller economy trades. 

In a comparative study, like the one carried out by Moon, Rugman and Verbeke in 1998, the 

generalized double-diamond model admits a wider understanding for the international 

Figure I Comparison of the original and the new diamond model 
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competitiveness of nations. Their findings showed that Korea, analyzed with the original 

diamond model, would be more competitive than Singapore. However, when put in an 

international perspective, Singapore proved to be more competitive due to a larger amount of 

foreign direct investments and international trade.  

 

2.2 Country of origin effect   
 

Country of origin (COO) effect is a concept within marketing that denotes the impact the 

production country has on the perceived quality of a product. According to Bilkey and Nes 

(1989), the demand for a product is impacted by different cues of information, where the 

country of origin is one of these cues. Since the late 1960’s, the country of origin effect has 

been examined in over 400 studies on different product categories and countries (Usunier, 

2006). The most common way to refer to the country of origin of a product is that it is 

labelled with “Made in...” and the specific country (Bilkey & Nes, 1989; Aichner, 2013). This 

strategy, as well as the strategy of using quality or origin labelling, is however restricted by 

laws and regulations that differ between countries (Aichner, 2013). He furthermore suggests 

six other strategies a company can adapt to promote its brand or products, all of them 

presented in Table I. 

 

Beverland and Lindgreen (2002) draws the conclusion from their literature review that if 

several actors on a market are using country of origin in their marketing strategies, the 

perception of the country of origin could subsequently change. This is further enhanced by the 

findings of Pappu, Quester and Cooksey (2005), which showed that the customer based brand 

equity of a product varied in correspondence with the country of origin as well as the product 

category. 

 

While most of the literature on the subject concludes that a properly managed country 

branding strategy will be favourable for a brand and its identity, Bayraktar (2013) shows that 

there are certain issues with COO that could lead to negative perception of a brand among 

potential customers. This is particularly relevant if the country of origin has a history of 

Table I Country of origin strategies, based on Aichner (2013) 
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political, environmental or social conflicts or if the target customers hold negative stereotypes 

about the COO. Furthermore, a product branded with its low-income country origin will face 

hard competition in a materialist market, where the product’s perceived value is supposed to 

enhance the personal brand of the customer. This is due to the general perception of products 

from low-income countries as less value adding than the equivalent from high-income 

economies. Also, conservative markets or markets dominated by a collectivist or a domestic 

biased viewpoint will prove harder to penetrate for goods that are obviously branded as non-

domestic or imported. Therefore, a company that wants to target a new market with its 

product is suggested to carefully assess the perception of the COO in the country to which 

they want to export their goods (Beverland & Lindgren, 2012). 

 

2.3 Corporate Social Responsibility  
 

In an article in Harvard Business Review from December 2006, Porter and Kramer states that 

the importance for companies to show what actions they do in terms of corporate social 

responsibility (CSR) is growing. The notion itself could be described with the famous quote 

from the report of the World Commission on Environment and Development (1987), which is 

to “make development sustainable to ensure that it meets the needs of the present without 

compromising the ability of future generations to meet their own needs”. In practice, CSR 

could mean to estimate a corporation’s “moral obligation, sustainability, licence to operate, 

and reputation” (Porter & Kramer, 2006). 

 

One way of doing such estimations is to use the triple bottom line (3BL). It is a notion in 

accounting that often is acclaimed to Elkington and his book Cannibals with forks; the Triple 

Bottom Line of 21
st
 Century Business, released in 1997 (Norman & McDonald, 2004). The 

concept is a way of defining a company’s CSR standpoint through the triple P: “people, 

planet, profit”. It gives an alternative to traditional, finance-focused accounting in the way it 

stresses the need for a company to account for how its activities impact the environment and 

society, and not only the profitability of the business. 

 

As a tool for financial accounting, 3BL has been criticised for being too vague (Sherman, 

2012), which is one of the issues that Porter and Kramer (2006) also notes. They state that the 

wide array of indexations and other evaluation systems for CSR actions enhances the 

confusion around how CSR is to be defined in practice. 

 

2.4 Customer-based brand equity 
 
The notion of customer-based brand equity (CBBE) is defined by Keller (1993) as the impact 

brand knowledge has on the customer’s response to the marketing of a specific brand. This 

response can be both positive and negative. Depending on the strength of the brand’s equity, a 

customer will respond accordingly to the brand’s product when associated with the brand 

rather than with a competing, similar product. 
 
Keller (2001) further suggests a model for determining and developing brand equity. The 

model is divided in four sections. The first step in creating brand equity is to establish the 

brand identity. The identity is described in terms of logotype, brand name and other factors 

that create salience towards the customers. When the brand identity is defined, the next step, 
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defining the brand meaning, can be taken. This notion consists of what the brand is in terms 

of products, product range and what and where the products are to be used. 
 
When the meaning of a brand is established, this starts the process of brand response in the 

minds of the costumers. Based on what the customer knows about the brand, connotations in 

terms of quality, credibility, consideration and superiority as well as softer values connected 

to the feelings the brand evokes in the costumer, are created. The last step, brand relationship 

is established and measured by how closely connected the customer is to the brand in terms of 

behavioural loyalty, attitudinal attachment, sense of community and active engagement. 
 
As shown by Dopico and Porral (2012), the brand equity for fashion and apparel companies is 

most clearly enhanced through the brand image and design offered by the brand. This means, 

that with clear associations and easily distinguishable designs, companies can create 

competitive advantages and differentiation. Among the associations needed for this 

differentiation is a high-quality level, obtained through quality control. Their study 

furthermore suggests that differentiation of a fashion brand can be reached through a non-

formalized way of advertisements, namely word-of-mouth. Dopico and Porral’s findings 

showed that brand awareness created through too extensive advertising would also have a 

negative effect on the brand equity due to saturation in the consumer’s minds. 
 

2.5 Research model  
 

The research model (Figure II, p. 10) developed for this study consists of the determinants of 

competitive advantage, country of origin effect, corporate social responsibility and customer-

based brand equity. These theoretical concepts together propose a possibility to map out the 

competitiveness of the Rwandan clothing-manufacturing sector on local, regional and 

international markets. 

 

The model is divided in two sections covering the findings of this study. The external factors 

are findings at country level and consist of Porter’s determinants of competitive advantage. 

While the critics against Porter’s original model have been taken into consideration, the 

generalized double diamond approach to international competitiveness (Moon, Rugman & 

Verbeke, 1995) has not been applied to this study. Rwanda’s clothing-manufacturing sector 

has no specific trading and investment partner, which is the case with the example countries 

Canada, Korea and Singapore from previous studies (Moon, Rugman & Verbeke, 1995,1998; 

Jin & Moon, 2006). Furthermore, this study is not aiming to compare Rwanda’s 

competitiveness with other nations and therefore, the original version of the model has been 

found more suitable for this case. The determinant of chance will not be considered in this 

study. 

 

The internal factors are findings at company level and consist of the theories of country of 

origin, corporate social responsibility and Keller’s brand equity model. The findings help to 

outline an analysis on the competitiveness of the Rwandan clothing-manufacturing sector. 

The customer-based brand equity model is not used as a whole for this study, since the 

approach is company-, not customer-, based. This means that the two latter sections of the 

brand equity model, the brand response and brand relationship, is eliminated in this study.  
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When defined, the external and internal factors are analyzed with help from existing literature 

to assess the competitiveness of the sector. To conclude, the competitiveness on the local, 

regional and international market is outlined.  

 

  

Figure II Research model 



11 

 

3. Method 
 

This chapter depicts the chosen method, which has been influenced by similar studies of the 

competitiveness of textile industries. A case study was carried out in Rwanda through semi-

structured interviews with ministry representatives, designers and manufacturers in the 

clothing-manufacturing sector. All interviews were transcribed and analyzed through an 

analysis sheet. To keep the privacy of the informants, they are kept anonymous throughout the 

paper.  

 

3.1 The empiric sources 
 

To answer the proposed research question in Chapter 1, a need for empirical evidence from a 

range of different sources was identified. The empirics were obtained through literature 

reviews of official documents, interviews and participant observations on site in Rwanda. 

 

The Rwanda Development Board (RDB) is monitoring the industry sector and has thus 

identified possible strategies and areas of development in the textile market. Through them, a 

better understanding for certain factor conditions as well as related and supporting industries, 

was obtained both through an interview with RDB staff and through literature review. 

Personnel from the Ministry of Trade and Industry (MINICOM) were also interviewed, as 

well as a representative from a Swedish production house specialized on clothing 

manufacturing in East Africa. 

 

Furthermore, actors from the private sector in Rwanda were found. With the aim to map out 

the current situation of the Rwandan clothing-manufacturing sector, the selection of 

interviewees was made on different criteria. The main criteria were if the companies were 

manufacturing driven or design driven. The design driven companies are mostly catering to 

private clients and are to a great extent focusing on made-to-measure garments. The 

manufacturing driven companies often produce for the public and private sector in Rwanda. 

The selection resulted in six designers (A-F) and five manufacturers (A-E), all presented in 

Appendix 9.1. In total, 14 interviews were conducted. 

 

3.2 Research design 
 

A scholarship was granted to carry out a field study on site in Rwanda. Based on the 

theoretical framework, a gap in the literature regarding the Rwandan clothing-manufacturing 

sector was identified. Hence, the Rwandan clothing-manufacturing sector was chosen for a 

case study. Bryman and Bell (2011, p.60) defines a case as a ‘bounded situation or system, an 

entity with a purpose and functioning parts’ and states that a case study often is associated 

with a geographical location. This case has an idiographic approach because the focus is the 

unique textile sector features for Rwanda. There is no interest in generating statements 

applicable for the textile sector regardless of time and place (Bryman & Bell, 2011, p.60). 

 

Previous research based on Porter’s model of competitive advantage has to a great extent been 

qualitative (Jin & Moon, 2006; Mann & Byun, 2010; Watchravesringkan, Karpova, Hodged 

& Copeland 2009; Mastamet-Mason & Ogembo-Kachieng’a, 2012). Taking this into account 

while simultaneously looking at the purpose of the study, it can be concluded that a 
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qualitative approach will be applied to the work. Keller’s brand equity model has previously 

been used to analyse marketing activities from a customer perspective, mainly in a 

quantitative way through questionnaires or surveys (Herrman, Huber, Shao & Bao 2007; Woo 

2013). In this study, the supplier’s perception of the brand equity he or she creates is analysed 

through COO and CSR activities. Previous research on CSR has been qualitative, based on 

interviews and observations (Perry & Towers, 2012; Gokulsing, 2011) as well as quantitative 

(Muthuri & Gilbert, 2010; Turyakira, Venter & Smith 2013). The studies on country of origin 

effect have mostly been based on literature reviews of older research, whereas two relatively 

recent studies have been based on interviews (Aiello, Donvito, Godey, Pederzoli, Wiedmann, 

Hennigs, Siebels, Chan, Tsuchiya, Rabino, Ivanonvna, Weitz, Oh & Singh, 2009; Beverland 

& Lindgreen, 2002). 

 

For this study, Keller’s brand equity model is somehow used in a new way, which contributes 

to the existing literature. Dopico and Porral (2012) divided their study of the Spanish fashion 

market in two parts, where the first part consisted of qualitative interviews with practitioners 

and the second part was a survey carried out among potential customers. The results from the 

first part helped the researchers to develop the survey for the second part. The findings from 

this study could be used in the same way, as a help to outline further research on brand equity 

from a customer point of view in Rwanda. 

 

3.3 Sampling method 
 

As sampling method a combination of purposive and snowball sampling was used. To sample 

participants relevant for the research questions, purposive sampling is a strategic way of doing 

it (Bryman and Bell 2011, p.442). The sampling was done in order to ensure a good variety 

among different actors in the Rwandan textile sector, all of them specialists in their field. 

 

Research online through the search engine Google.com and the social media Instagram was 

starting point for the sampling. With search words such as “fashion”, “Kigali”, “Rwanda”, 

“design”, “fashion week” and others combined together, a first list of potential interviewees 

was established. In Rwanda, the first contact was the local fashion designer that had agreed on 

being contact persons during the arrangement of the field study. An interview at Rwanda 

Development Board during the initial weeks of the project resulted in a contact list of 

companies in the clothing-manufacturing sector in Rwanda. The list provided, together with 

the first one outlined through the online research, became the base for the sampling process. 

Bryman and Bell (2011, p.192) defines snowball sampling as a method where ‘the researcher 

makes initial contact with a small group of people who are relevant to the research topic and 

then use these to establish contacts with others’. This is the exact way the sampling for this 

study was made. The combination of the two sampling sources proved fruitful, since the 

internet-based sampling left out companies that are not registered online, something that was 

covered by the company list provided by Rwanda Development Board. 

 

3.4 Research method 
 

When the sampling was done, interviews were scheduled through e-mail and phone calls. To 

properly understand attitudes, behavior, thoughts and experiences among people at different 

levels in the Rwandan textile sector, semi-structured interviews were chosen as research 

method. When the respondent agreed, the interviews were recorded and when not, notes were 
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taken. The interviews were loosely structured around a number of focus areas
2
 with the aim to 

help answering the questions outlined by the research model (Figure II, p. 10). Most of the 

interviews were carried out in the studios or offices of the interviewees, whereas one was 

carried out domestically, one at a restaurant and one at a retailer’s shop. This caused some 

interruption by inquiries by associates, cell phone calls and general activities, but on the other 

hand facilitated an informal and relaxed atmosphere. 

 

With some of the interviews, participant observations in terms of factory visits, workshop 

participation and visits to fabric markets were made. These observations were not structured, 

but carried out ad hoc when there was an opportunity for it. The observations made in the 

factories were loosely based on the criteria that the Swedish production house uses when 

analyzing factories, in terms of emergency exit signs, storage of chemicals, usage of safety 

equipment as well as the general atmosphere at the workplace. 

 

3.5 Impacts on research criteria 
 

According to Bryman and Bell, qualitative research need to be both externally and internally 

reliable as well as externally and internally valid (2011, p.395). The external reliability has 

been affected by the mere fact that the researchers in this study are Caucasian westerners. In 

Rwanda, the general impression of people with this ethnicity is that they are wealthy, 

potential investors. This is something that might have affected this study, and have been 

noticed due to the way the informants have been talking and the expected engagement in the 

development of their businesses. To avoid misunderstandings, a clear statement of the 

purpose of the study has introduced each interview. 

 

The internal reliability has been confirmed through the active participation of both 

researchers, during interviews as well as during the empirical analysis. The internal validity is 

strengthened by the fact that the research is conducted in Rwanda. This provides a greater 

understanding for the society and culture in which the businesses are working. However, as a 

foreigner, the understanding for the observed culture is limited due to the fact that it is 

impossible to maintain an objective standpoint. The fourth criterion, external validity, is stated 

being hard to fulfill when case studies are performed (Bryman & Bell, p. 395).  This is 

applicable to this study as well, since the results are typical for the country, sector and 

enterprises studied. 

 

Before the field study, it was anticipated that it would be hard to get in touch with 

interviewees and that the cultural differences in terms of punctuality and openness could 

become a problem. However, the informants showed a positive attitude towards the study and 

a willingness to answer questions and none of the aforementioned problems occured. Some 

interviews were delayed, but not to a great extent. 

 

3.6 Categorization and analysis of data 
 

As previously stated, the interviewees were categorized and divided into sub groups
3
. They 

were then anonymously coded according to the categorization. This choice was based on the 

fact that the case sector studied is relatively small and that many of the respondents knows 

                                                 
2
 See Appendix 9.2 

3
 See Appendix 9.1 
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each other. To be able to present the findings without jeopardizing the interpersonal 

relationships or put any respondent in a bad position, the informants are kept anonymous. 

 

Shortly after every conducted interview, it has been transcribed into a summary. From the 

summary, the collected data has been analyzed through an analysis sheet
4
 based on the 

research model (Figure II, p. 10). For the country analysis level, external factors were 

identified from the answers of the ministry representatives and the production house expert. 

Some data from the interviews with the enterprises was also used to enhance and clarify these 

factors. Further on, the empirical evidence from designers and manufacturers within the 

clothing-manufacturing sector was analyzed on company level according to the internal 

factors outlined in the research model in Chapter 2 (Figure II, p. 10). 

 

  

                                                 
4
 See Appendix 9.3 and 9.4 
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4. Findings 
 

In this chapter the empirical findings are presented as external and internal factors, which 

correspond to the research model presented in Chapter 2, Figure II. The external factors show 

that Rwanda is characterized by relatively high labor costs, a lack of natural resources and an 

unfavorable location for international trade. The clothing-manufacturing sector struggles with 

relatively low skilled labor, rivalry from imported second hand clothes and material supply 

issues. More favorable characteristics are the demand from fashionable clients, potential new 

markets in the region and beneficial governmental policies. The internal factors show that 

many of the case companies in this study use country of origin strategies to create brand 

identity, but the awareness of how the strategies should be employed is low. Through made-

to-measure garments and traditional prints with modern cut, brand meaning is created. 

However, the product quality does not reach international standards and the companies are not 

differentiated in terms of style and product mix. To bear in mind is that the clothing-

manufacturing sector in Rwanda still is young and yet to be developed. The external factors 

and summarized in Table II and the internal factors in Table IV. 

 

4.1 External factors 

4.1.1 Labor abundance, cost and skills  
 

The labour costs in Rwanda are some of the highest in the region. Rwanda has no regulated 

minimum wage, but the average wage for an unskilled worker is US$80-100 per month 

(Rwanda Development Board, 2014). According to the Swedish production house the high 

wages are to a great extent the reason why the clothing-manufacturing industry has not 

developed in Rwanda. The monthly wage for the workers employed by the firms in this study 

is US$60-140
5
 per month. This can be compared with the minimum wage of US$25 per 

month in Ethiopia, from where the Swedish production house manages most of their 

production. They believe that a sector where more skilled labour is needed is to be preferred 

in Rwanda, for example high-end fashion with higher profit margins. 

 

There is no higher education in creative arts in Rwanda today, but vocational tailor education 

in upper secondary school is available. Designer E says that the tailors have technical skills 

but no talent or imagination, which makes designing complicated when the designer has to 

monitor the production. Manufacturer A, B and C employ workers with tailor education but 

still have to train their workers for three to six months before they are able to start working. 

They all express resignation for the fact that the training is time consuming. 

  

To develop the labour force, several initiatives are taken to establish more education facilities 

for sewing and tailoring in Rwanda. Designer D recently opened up a fashion house together 

with a Canadian fashion designer with the aim to give academic courses in sewing and 

tailoring to raise the skills in the field. Manufacturer C will, in collaboration with MINICOM, 

give sewing training to 4000-5000 tailors in Rwanda and hopefully be able to employ around 

2000 of them afterwards. Manufacturer D brings in professional training from Hong Kong for 

their unskilled workers to train them until the products they make prevail to meet international 

quality standards. The tendency observed is that the identification of poor quality and skills 

                                                 
5
 Based on valuation from findings and converted from the local currency Rwandan franc (RWF) to US dollar. 
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mainly comes from the actors with an international background. This also applies to 

management and design skills. A greater understanding for business development, strategy 

and standardization is more readily found among international designers and manufacturers. 

Indicators such as standardized working processes (line production, use of patterns) and size 

of firm strengthens these observations. 

 

4.1.2 Natural resources and logistics 
 

When it comes to natural resources, there is no production of raw material for textiles in the 

country. Rwanda has in the past tried to produce cotton domestically, but the soil and climate 

are not appropriate for cotton (Rwanda Development Board, 2014). Cotton has to be imported 

from other East African countries like Uganda, Tanzania and Burundi. Man-made fibres are 

imported from China. Dyes as well as sewing thread and trimmings are imported from China 

and India. Manufacturer B has machinery for textile production and is the only textile 

manufacturer in the country. The textile production currently runs at 20% capacity. The 

manufacturer has another factory in Uganda and in comparison, the Ugandan production is 

40% cheaper, partly due to the high costs of electricity and water in Rwanda. The government 

is trying to exploit alternative energy resources like methane gas from Lake Kivu to reduce 

electricity rates for industrial users (Rwanda Development Board, 2014). The asset of 

methane gas is considered one of the biggest in the world, but the extraction of the gas has 

been delayed due to high costs (Landguiden, 2011). What Rwanda’s climate and soil is 

appropriate for though is sericulture, which can be considered a related industry. 

 

Rwanda’s manufacturing sector struggle with the fact that Rwanda is landlocked. Sandwiched 

between Uganda in the north, Burundi in the south, DR Congo in the west and Tanzania in the 

east the Rwandan industries have to trade in absence of a coastline. This position could be 

beneficial for trade between Rwanda and the neighbouring countries in East Africa. 

Manufacturer A and B states that it is complicated though since the other countries are more 

developed economies with their own production. Several of the informants in this study 

address the geographic situation as a disadvantage for import and export for the Rwandan 

clothing-manufacturing sector, since it leads to additional transportation costs that the 

neighbouring countries do not have. Manufacturer D and E are both producing for the 

American market and export their goods by airfreight to the United States, which is very 

expensive. Rwanda is currently developing road links, railways and a new airport with the 

aim to become a central African transport and logistics hub (Rwanda Development Board, 

2014). According to the representative from RDB, infrastructure is one of the government’s 

major focus areas. Until the transportation links are developed, imports from Asia are shipped 

by ocean to Tanzania and by road from Tanzania to Rwanda, or by airfreight. Some of the 

local fashion designers import fabrics in smaller volume when travelling. 

 

4.1.3 Second hand clothing in the local market 
 

Haggblade (1989) divide the Rwandan textile and clothing market into four categories: 1) 

imported ready-made clothes, 2) mass-produced clothes from domestic medium-scale 

clothing manufactures, 3) clothes tailored by tailors from printed cloth and 4) imported 

second hand clothing. Back then Rwanda’s market was dominated by tailored clothes from 

printed cloth and imported second hand clothing. Imported ready-made clothes and domestic 

manufactured clothes accounted for a small amount of the total of sold garments in Rwanda. 

Today, the market is still dominated by tailored clothes and second hand garments. 
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From the government’s view, the second hand markets are seen as a threat to the domestic 

production. Designer A point out the importance of the second hand markets for the poorest 

part of the population, who cannot afford to buy new clothing. The designer also refers to the 

second hand markets in Rwanda as the “fast fashion of Africa” with the explanation that this 

is an inexpensive way for people to update their wardrobes. Observations showed that not 

only used but also new, unworn garments from big European and American fashion retailers 

are sold at the second hand markets in Rwanda. Several of the informants express that the 

good quality makes second hand clothing from Europe and the US popular on the local 

market. Cheap ready-made garments are imported from China and sold at a low price, but 

with poor quality. To regulate the second hand markets and to prevent diseases to be spread 

the government recently banned the import of nightwear and underwear, notifies the RDB 

representative. She further continues that the government has imposed an additive 5% tax on 

imported second hand garments to regulate the import. However, observations at second hand 

markets show that underwear and nightwear to a great extent still are sold in the markets and 

the extra tax is not significantly affecting the amount of imports. 

 

4.1.4 Clothing culture in East Africa 
 

Designer A says that Rwandans are known to be a well-dressed people. For them, it is of great 

importance to look clean and tidy and to take care of clothes, shoes and accessories. People in 

Rwanda tend to keep their garments and wear them for a long time. If something breaks it will 

be repaired. The designer claims that even her richest clients come to her with their old 

garments and ask her to repair it for them. Designer F claims the fit of the garments to be very 

important for the Rwandan customers.  

 

Designer C on the other hand expresses frustration by the Rwandan way of dressing and claim 

that Rwandans do not like to buy new clothes and dress up because they think they already are 

beautiful enough. Further, a comparison with Ugandans and Kenyans is made, who are 

considered enthusiastic about fashion and clothing and are bigger economies with more 

purchasing power. Manufacturer C agree with the fact that Rwandan people dress 

conservative and boring, and that people from other East African countries are more fashion 

conscious and willing to spend more money on fashion and clothing.  

 

The general opinion among the informants is that the local demand is not big enough; fashion 

and clothing manufacturers as well as designers need to find a way to be able to export their 

products in the region or internationally. For Manufacturer A, Burundi and DR Congo are 

growing markets in the region because they do not have the same production capacity in terms 

of machines, equipment and expertise as Rwanda. DR Congo could also be a good connection 

to the rest of the West African market. 

 

4.1.5 Material sourcing options 
 

In Rwanda, most fashion designers source fabric from the local fabric markets. The fabrics at 

the market are imported from DR Congo and Ghana. Some fashion designers, who rather 

source trimmings from European manufacturers, express previous bad experiences of the 

quality of Chinese trimming. Several informants convey a desire and need for locally 

produced high-quality fabric and trimmings.  
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MINICOM has compiled a Gasabo
6
 fashion and tailoring cluster map

7
 where the silk sector 

and weaving handicraft sector are assigned as related clusters to the fashion and tailoring 

cluster. The silk sector in Rwanda is up-and-coming; the natural conditions are excellent for 

cultivation of mulberry trees and rearing of silkworms (Rwanda Development Board, 2014). 

A silk production project has been running for two years, with the ambition to keep the entire 

value chain of silk production within Rwanda. So far, a South Korean company has invested 

in the project and is planning to export silk yarn to South Korea. Manufacturer B is involved 

in the silk project and will do the spinning of the silk fibers. Manufacturer C and D, both 

making high-end fashion and clothing for the international market, are interested in the silk 

project. They anticipate to buy Rwandan produced silk fabric in the near future, assumed that 

the desired quality level is reached. To be able to further develop the silk production more 

investment in terms of capital and knowledge is needed. 

 

The handicraft sector is also closely related to the fashion and clothing sector. Designer A 

work closely with an artisan for her jewelry collection and Manufacturer E rely their entire 

production on skills and artisanship from handicraft cooperatives all over Rwanda. The 

handicraft skills are something that Designer F holds as an advantage for the Rwandan 

production. She states that her customers in Kenya appreciate the quality of the leather goods 

she sells. Before, the company sourced the leather from a local producer and the quality of the 

Rwandan leather was, according to her, extraordinary. For several reasons, the leather 

manufacturer does not exist anymore, something that the designer notes with regret. 

 

MINICOM addresses packaging materials as an undeveloped support industry. In Rwanda 

plastic bags are banned for environmental reasons (Rwanda Environment Management 

Authority, 2009). Manufacturer D says that the packaging have been a problem for the export 

to US. To be able to meet the US quality standards, the products have to be packed in plastic 

bags. Packaging material has to be imported from China and the company needs an admission 

from the Rwandan government to use plastic bags for packing the products they export to the 

US. The manufacturer would like a more supple solution in the future and hope to find a 

packaging supplier in Rwanda or in the East-African region.  

 

4.1.6 Size and structure of firms 
 

In Rwanda 98% of the enterprises are SME’s, of which 92% are micro enterprises
8
 and 

considered very important for the economic development in the country (MINICOM, 2012). 

The companies in this study ranges from micro to large companies
9
 but most of them are 

considered small. The size makes them flexible and able to respond to market changes 

quickly. Most of the companies are focusing on made-to-measure, something that Designer F 

attributes to a long history of tailoring. However, she states that if the Rwandan clothing-

manufacturing sector wants to compete regionally, a change towards prêt-à-porter and 

formalization of work processes is needed. 

 

 

                                                 
6
 Gasabo is a district in Kigali, the capital of Rwanda 

7
 See Appendix 9.5 

8
 Definition of micro enterprise in Rwanda: less than 0.5 million RWF as net capital investment, less than 0.3 

million RWF as annual turnover and 1-3 employees 
9
 See Appendix 9.1 
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4.1.7 Rivalry in the local market 
 

The local clothing manufacturers claim that their production is threatened by the production in 

China and India, while the fashion designers do not see the cheap imported clothing from 

Asia as a threat to their business. Designer D says that the cheap garments from China is 

targeting another target group and that those who want to dress individually will still reach for 

clothing from the local designers.  

 

Many of the fashion designers claim that other fashion designers copy them. Manufacturer E 

call the local fashion designers “copy cats” and says that the styles are too similar, which 

makes it hard to distinguish them from each other. Designer C says that plagiarism is not done 

by other designers, but by tailors at the local markets. He claims people visit his fashion 

shows, take pictures and then let their local tailor duplicate the design. It’s cheaper than to 

buy the clothes direct from the designer. 

 

4.1.8 African Growth and Opportunity Act (AGOA) and export 
 

Rwanda is a partner in the trade agreement African Growth and Opportunity Act (AGOA)
10

. 

The RDB representative stresses the importance of AGOA for the Rwandan fashion 

manufacturers that export to the United States. Manufacturer D gives another point of view. 

The firm is not qualified for export through AGOA since the raw materials is imported from 

elsewhere. The rules are very strict and complicated, and to be able to export through AGOA 

all materials has to origin from Africa, which they seldom do. According to the manufacturer, 

a lot of companies would like to export through AGOA but are not allowed to. Fortunately, 

the manufacturer got Export Processing Zone (EPZ) status from the Rwandan government. 

The EPZ status will reduce the import duties for exporting companies. 

 

4.1.9 Governmental initiatives 
 

From the Swedish production house’s point of view, the Rwandan government is proactive 

and market liberal, but does not address any support for the textile and fashion sector. The 

government is keener on promoting an ITC niche for the nation. The MINICOM 

representative says that it is easy to start a company in Rwanda, thanks to for example 

reductions of tax and VAT. A big challenge for SME’s in Rwanda is to survive and sustain, as 

well as accessing good business development. To stimulate business development MINICOM 

are setting up community processing clusters (CPC’s).  The CPC’s will help companies to 

become more competitive through knowledge and technology information sharing. A tailoring 

CPC is planned to open in Kigali, which will act as an innovation- and production centre for 

high quality products. The ambition of the government is to support the fashion and clothing 

industry and facilitate guidance in dialogue with the affected companies, however some 

informants claim that they do not think the government is doing enough to support them. 

                                                 
10

 To be part of AGOA, a country is required to enable a value adding on export products of 35%. 
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4.2 Internal factors 

4.2.1 Brand identity through COO 
 

Many companies in Rwanda are using the country name or the name of the capital in their 

brand name and the clothing-manufacturing sector is not an exception. Out of the eleven 

companies interviewed, ten are using the country of origin strategies for marketing and 

branding of their concepts. Table III shows how the different companies have applied the 

COO strategies, according to the definition by Aichner (2013).  

 

What the findings also reveal is that few of the companies use COO strategies for logotypes 

and visual communication. Most of the companies studied do not even have a formal 

logotype, which could be considered a disadvantage in the aim of creating brand awareness. 

The local clothing manufacturer C stated that the choice of using COO branding is a first step 

towards her goal as promoting not only her own company, but the whole textile sector in 

Rwanda, as a high quality producer of garments. However, she was the only interviewee in 

this study expressing these thoughts.  

 

4.2.2 Shaping brand meaning 
 

Most of the designers in the Rwandan clothing-manufacturing sector are focusing their design 

on updating traditional African print fabrics through western shapes and cut. They mix 

traditional and modern elements in the pursuit of garments that are unique, chic and fun. 

Designer B states that what he offers his customers is a new way of wearing the African print, 

which appeals to the younger generation because of a slimmer silhouette than the traditional. 

All designers say that their customers appreciate their designs because of its versatility, i.e. 

garments that can be worn at different occasions. 

 

When it comes to product quality, Manufacturer C states that she still has to put a lot of effort 

in teaching her workers to see and understand the quality level needed. Designer E compares 

the tailors in Rwanda with for example the tailors in Ivory Coast and says that the Rwandan 

Table II Overview of external factors, summarized from the findings. 
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tailors are not paying enough attention to the inside of the garment in terms of finishing. For 

Manufacturer D the biggest challenge has been the product control of the products they are 

exporting. This is due to a lack of understanding for details among both workers and quality 

controllers; to her it seems like they do not necessarily understand why a seam needs to be 

perfectly straight and neatly finished. Designer F states that her products are considered to 

belong to the high-end range in Kenya due to the finishing and attention to details. However, 

she makes it clear that her garments would not have the same value on the European market. 

 

Rwanda today is mostly known for its safari tourism, the beautiful nature and its ability to 

produce high-quality coffee and tea. When it comes to how Rwandan fashion and style is 

perceived outside of the country, many of the designers who have showcased their garments 

abroad says that the general reactions on the shows have been positive, but surprised. 

Designer C says that when his collection was showcased in West Africa, the audience was 

very impressed of the creative styles he promoted. They did not know before that such 

designs were made in Rwanda, whereas the Designer F states that her Kenyan customers 

cannot find comparable garments made in their home country.  

 

4.2.3 CSR marketing 
 

Rwanda is still very much known because of the Genocide against the Tutsi in 1994, 

something that Manufacturer C mentions as complicated. According to her, the government 

needs to take a bigger responsibility in helping to enhance the picture of Rwanda as the 

growing and aspiring economy it is and not only let the broadcasting of the genocide take up 

space in foreign media. 

 

Table III Applied country of origin strategies 
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However, the violent history can also be an asset in the marketing of clothing-manufacturing 

initiatives in a global scope. Manufacturer D states that Rwanda, with its history of genocide 

is the perfect subject for marketing of CSR, depicting a beautiful country with a dark history, 

rising from the ashes into prosperity through empowerment of women. They, as well as two 

other informants, have an outspoken commitment to CSR that they also communicate. The 

findings show that CSR marketing works well for the companies that are selling to the US 

market, while in the regional and local market, social responsibilities are not marketed. 

Designer C states that the Rwandan customers are not buying into the story-telling or CSR; 

that is something that works for the wealthier foreign customers that can afford to pay more 

for the products and Designer F shows a strong aversion towards the notion of CSR in 

general. To her, it is a non-question in Africa because the problems related to CSR do not 

exist on the continent. She claims that her colleagues from different African countries all care 

a lot about their workers in a way that is very natural; designers work with friends and family 

for a long time and it is natural for them to take responsibility. Therefore, she says that 

marketing through CSR is something that might work for the western markets, but not in 

Africa. She says that the agenda for the continent is to create work for people and to develop 

the countries and the continent, not to focus on CSR as an add-on to regular business 

decisions. 

 

4.2.4 Management and CSR 
 

The findings show that many of the companies are funded by private investments and that 

there is a general ambition to grow slowly, to reinvest the profit in the company and to be able 

to grow progressively. The companies interviewed show a great commitment to the people 

they employ, both in terms of wages, benefits and encouragement of personal development. 

Manufacturer C states that when the company expanded their workforce earlier this year, the 

motivation to succeed with the business grew stronger since she did not want to be 

responsible for putting people out of job. Benefits such as free meals and transportation cost 

reductions are provided to the workers of Manufacturer B and local Manufacturer A talks 

about how he sees that when young people comes in to work for him, they can earn the money 

needed to later on go into university. For the manufacturers working with cooperatives, one of 

the main objectives is to educate the workers in language and literacy, as well as family 

planning and computer skills, with the ambition to transform the cooperatives into profitable 

businesses. 

 

Many of the designers agree on that their workforce is their strength and that without a team 

that is motivated and happy in their working environment, they cannot succeed. Balancing 

profit focus and human resource management is one of the more complicated questions that 

many informants conclude on. 

 

The third part of the triple bottom line, Planet, is the one CSR aspect that can be considered 

neglected in the Rwandan clothing-manufacturing sector. Only a few of the companies 

interviewed showed concern about their environmental impact or as Designer E stated: “In the 

fashion world, you just need to progress first and think about the others after. Right now we 

are not at the level we need to be and we are still struggling.”
11

 

 

                                                 
11

 Interview with Designer E, April 29
th
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Table IV Overview of internal factors, summarized from the findings. 
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5. Analysis 
 

In this chapter the findings in Chapter 4 are analyzed and compared with existing literature 

utilizing the research model in Chapter 2 (Figure II, p.10). Similar with other countries in 

Africa, Rwanda will have a hard time competing on low cost production. Previous studies 

show that trade agreements are of great importance for the sector, but this is not the case in 

Rwanda. For the clothing-manufacturing sector in Rwanda to be competitive, the companies 

need to differentiate through improved product quality and marketing.  

 

5.1 Analysis of external factors 
 

Factor conditions are inputs necessary to compete in any industry, such as labour, arable land, 

natural resources, capital and infrastructure (Porter, 1998). Rwanda lacks many of the factor 

conditions needed for clothing manufacturing on mass production level, for example cheap 

energy and efficient logistics, due to its landlocked geographical position. Especially the low 

labor costs have been a driving force for allocation of the labor-intensive clothing 

manufacturing (Gereffi, 1999). Kenya, Leshoto and Mauritius are all struggling in the 

competition on low costs (Mastamet-Mason & Ogembo-Kachienga, 2012; Lall, 2005; Kim, 

Traore & Warfield 2006). Rwanda, with higher wages than most low-income countries, will 

have even more problems with competing in that aspect and should find other ways to 

compete.  

 

Jin and Moon (2006) suggest skill development as a way to create a competitive advantage 

based on skills rather than on cheap mass production. Porter (1998) stress that advanced 

factors must be developed through long-term investments. Education and training could be 

that kind of long-term investment that would raise the sewing and creativity skills in Rwanda, 

as well as knowledge in management and business administration among clothing companies 

in the country. The findings show that companies with the best ability to grow are run by 

expatriates, something that could possibly indicate a lack of local managerial skills.  

 

Demand conditions are defined as the domestic market’s need for the products or services that 

a specific industry offers (Porter, 1998). When looking into the demand conditions, the 

findings show that the local demand in Rwanda still is weak. As compared to neighbouring 

countries, the population is quite small and the amount of Rwandans that can afford to buy 

domestically produced clothing is low. Furthermore, the habit of buying clothes from the 

second hand market is strong. The second hand clothes are perceived to be of high quality and 

have good fit at a low price. This is strengthened by Mastadet-Mason’s (2008) study of 

women’s perception of fit with ready-made apparel in Kenya, where imported, custom-made 

and second-hand clothes were perceived to have the best fit. As of today the local demand is 

not a sufficient driver for development of the clothing sector, but it might be in the future 

since the Rwandan people appreciate to be well-dressed. The economy is growing which will 

be a driver for the general purchasing power. 

 

The success of an industry can be supported by related industries (Porter, 1990). Rwanda has 

neither supporting nor related industries to support mass production of clothing. But the 

handicraft tradition, silk sector and former leather production prove possibility to develop 

supporting clusters for high-end products and the findings show a demand for locally sourced 

materials. The biggest challenge is that the development of those areas needs substantial 
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investment. A developed handicraft, silk and leather sector could become a competitive 

advantage as well as an image-builder of Rwanda as a high-end product developer.  

 

Porter (1998) stress the importance of rivalry and firm structure since it force companies to 

refine their offer. The African clothing markets are threatened by cheap imported garments 

from Asia (Mastadet-Mason & Ogembo-Kachieng’a, 2012; Quartey & Abor, 2011; Baden & 

Barber 2005) and the situation in Rwanda is not different. Apart from the cheap Asian 

imports, the rivalry comes from other designers, local tailors as well as the imported second 

hand garments. Plagiarism between designers and tailors is common which show lack of 

exclusivity; the designs are not extinct enough and the fabrics used are available for anyone to 

buy from the local markets. 

The Rwandan government strives to make the country a middle-income country by 2020, 

which goes in line with a focus on high-end products for the clothing sector. In Rwanda, trade 

agreements are not as important as it has been for the development of manufacturing 

industries in other low-income countries (Lall, 2007; Kim, Traore & Warfield, 2006). While 

the clothing manufacturing sector is not of main focus of the government today, the 

development of the sector could enhance the picture of Rwanda as a modern economy. The 

high-end textile and design products would merge well with the profile of eco tourism, 

security and clean environment that Rwanda has today.  

The situation Rwanda is facing, being a small country with limited natural resources and 

surrounded by bigger neighbours, is not unique. In Southern Africa, the small country 

Lesotho has been able to develop its textile production and become one of the largest clothing 

exporters from Sub-Saharan Africa to the US (Lall, 2005). This has been possible through 

foreign investments attracted by the trade agreement African Growth and Opportunity Act 

(AGOA), which Rwanda is also a part of. Trade agreements have historically been important 

for global clothing manufacturing (Kim, Traore & Warfield, 2006; Bartels, Alladina & 

Lederer, 2010; Lall, 2007). However, AGOA does not have a great importance for the 

Rwandan clothing-manufacturing sector since the companies are unable to fulfil all the 

requirements needed for exporting under the trade agreement.  

 

5.2 Analysis of internal factors 
 

The identity of a brand consists of brand salience and brand awareness in the minds of the 

customers (Keller, 2001). There are multiple ways for companies to create brand salience and 

identity, and the importance is to manage to create associations that are strong, favourable and 

unique. According to Keller (1993), emphasis on the creation of brand awareness is put on 

brand name, logotype and symbols. The findings show that it is very common to use the 

country of origin strategies for branding and promotion in the Rwandan clothing-

manufacturing sector. However, the general picture shows that understanding for the 

competitive advantage of COO is low.  It is very much possible that the choice of brand name 

is more closely related to the mere fact that the designers and manufacturers are proud of their 

origin and heritage than to actual strategy. For now, the COO effect of the brands can be of 

help for the local brands to differentiate from imported goods and other competitors in the 

market, such as the non-branded tailors. 

 

When applying a COO strategy for a company, it is crucial to understand what the effect will 

be, depending on context (Beverland & Lindgreen, 2002) and product category (Pappu, 
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Quester & Cocksey, 2005). If the local clothing-manufacturing scene grows and expands to 

foreign markets, the question of how Rwanda is perceived by others will become even more 

important. Today, the country is not known for its clothing production, which could become a 

problem when the companies want to establish themselves on the regional, and subsequently, 

global market. As Bayraktar (2013) suggests, the country of origin effect will also be affected 

by historical events within the country. Most foreigners think of the Genocide against the 

Tutsi when talking about Rwanda. This is something that needs to change if Rwanda wants to 

compete through a COO strategy on the international fashion and clothing market. The risk of 

customer animosity and the understanding of the image of Rwanda connected to the genocide 

seem to be more widely acknowledged by the non-Rwandan entrepreneurs than for the ones 

that are born and raised in the country. 

 

Brand salience and awareness among customers is not enough to create strong brand equity. 

When the identity of a company is established, the next step is to enforce the brand with 

elements that help explaining what the company stands for in terms of values, products and 

meaning (Keller, 2001). Dopico and Porral (2012) showed that for fashion and clothing 

brands, the design and product quality are two of the most important parameters for creating 

positive brand equity. The findings have shown that the sense of quality and finishing is not as 

evolved as the quality perception an international market requires. Furthermore, many 

informants mentioned the problem with plagiarism and the analysis show a lack of superiority 

in the sense of distinct and differentiated design. Today, the Rwandan clothing-manufacturers 

still have a way to go to create brand equity and to reach international standards through 

product quality and design. Among Rwandan clothing-manufacturing actors the brand identity 

and meaning are vague, something that possibly is undermining the generation of response 

and relationship creation with customers. From a brand equity perspective, increased effort in 

marketing and branding is needed to become competitive. As stated before, the market is very 

young and education and experience is something that has to develop over time by long-term 

initiatives. This can possibly be done through workshops and education, outside of the scope 

of the enterprises. 

 

Hoeffler and Keller (2002) show that the marketing of corporate social responsibility can be a 

way of enhancing brand recognition but the notion is not widely spread in the Rwandan 

clothing-manufacturing sector. However, the findings show that the employers take both 

financial and social responsibility. These responsibilities are intertwined since the ability to 

make profit also allows companies to pay decent wages and in the long run employ more 

people. As stated by Porter and Kramer (2002) social and financial goals are not conflicting, 

but are integrally connected. Several studies show that philanthropic values and actions take a 

high priority in Africa (Muthuri & Gilbert, 2010; Visser 2005), but that the profitability and 

financial responsibilities are still the foundation upon which further responsibilities are taken. 

Many of the companies in Rwanda are still small and struggle with their profitability, which 

sometimes leads to unsecure and short-time contracts for the workers. 

 

Environmental responsibility is the part of 3BL that is least considered. Social responsibility 

is expected by society in Rwanda and East-Africa and therefore it is not considered a 

competitive advantage on the local and regional market. CSR can be used as a successful 

marketing strategy in an international context (Hoeffler & Keller, 2002). Turyakira, Venter 

and Smith’s (2013) study showed a positive relation between CSR factors and increased 

competitiveness of SME’s. The findings indicate that the companies in the Rwandan clothing-

manufacturing sector have the possibility to increase their CSR activities and thus create 

competitiveness in the future.  
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6. Conclusions 
 

In this concluding chapter the research questions proposed in Chapter 1 are answered. As of 

today, Rwanda is not competitive in mass-production of clothing but could strive for 

production of high-end fashion goods. Investments in terms of education, infrastructure, 

management as well as a coherent marketing of the country are needed to develop the 

competitiveness of the clothing-manufacturing sector.  

 

The clothing-manufacturing sector in Rwanda has the possibility of becoming competitive. If 

not for mass-production, then for high-end fashion products that has an added value in terms 

of craftsmanship and high-quality materials. The high-end products could, due to their profile 

and retail price, cover the higher costs yielded by labour, energy and transport. This 

development should be supported by an expansion of the sericulture project, by reinstallation 

of the leather refining industry and through an emphasis on further education in tailoring 

skills, design and business management. Many of the actors in the sector have a clear country 

of origin-connection through brand name and meaning. Since the country itself is known for 

quality products and services in terms of coffee, tea and eco-tourism, the strategy of focusing 

on high-end fashion products is not far-fetched. The whole idea of country of origin strategies 

is to create a coherent picture of the country and this could be another step in the aim at 

changing the focus from Rwanda and its violent history to a modern, growing economy. The 

importance of corporate social responsibility in this image-building is not as evident as it 

would have been in a Western country. In the Rwandan business culture, taking social 

responsibilities are so naturally inherited that CSR cannot be considered a competitive 

advantage on the local and regional markets. However, for branding internationally the social 

responsibilities should definitely be high-lighted. 

 

On a company level, the tendency shows a growing amount of actors as well as the size of 

already existing companies. The companies are competitive and are characterized by 

creativity, design, entrepreneurial spirit and relation-based retailing. To be able to grow, the 

companies needs to specialize and differentiate as well as develop the quality of their 

products. Compared to the global as well as the East African fashion scene, the Rwandan 

companies are young and therefore not as developed as competitors outside the country. With 

their ambition to grow, it is very much possible that they can do so in the near future. Funding 

as well as a growing local demand are key factors for the continuous growth. 

 

What this study also has shown is that Rwanda as a country is not suitable for extensive mass-

production of clothing. The analysis of the determinants for competitive advantage has shown 

that the factors that could be beneficial for the country are outnumbered by the negative 

aspects of conditions such as factor conditions and local demand. The rivalry from the 

neighboring countries and the import from the Asia are too tough. Long-term investments in 

terms of education, infrastructure and a reliable and cost-efficient energy supply solution are 

needed if the country wants to be able to compete as a clothing-manufacturing country. 

Furthermore, standardization and formalization of work processes and quality control is 

needed if the country and sector wants to compete on an international level. 

 

If the clothing-manufacturing sector in Rwanda is to grow, both regionally and 

internationally, the focus should be to compete on quality, not on price. Neighboring countries 

such as Kenya, Uganda and Tanzania are all more developed, bigger countries in terms of 
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both supply and demand. Rwanda could instead focus on the less developed economies DR 

Congo and Burundi, two countries that has the demand but not yet the domestic production. 

 

As stated above, education and structures for expansion and marketing are needed, but above 

all, what the Rwandan clothing-manufacturing sector needs is time. It is important to point out 

that the current situation in the sector is the result of a rapid expansion. Most of the companies 

in this study are recently established; five years ago there was no such thing as a local fashion 

scene in Rwanda. Therefore, it is hard to estimate what the development will look like. Most 

likely, the changing fashion environment is not exclusive for Rwanda, but a tendency that can 

be seen all over the African continent. 
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7. Reflections and further research 
 

In this chapter we would like to conclude with reflections about our study. We have 

experienced a genuine interest for our research field and as our understanding for the 

clothing-manufacturing sector in Rwanda has grown, the more we would like to learn. This 

study could function as a starting point for further research of branding, collaboration in East 

Africa and the potential of the African market. 

 

Throughout our field study we have been met by enthusiasm and curiosity for our chosen 

field. As our results show, fashion and clothing are not associated with Rwanda, not even 

among the Rwandans themselves. This study has not been a classic “development study”; we 

have not focused on the genocide against the Tutsi or human rights. Our main focus has been 

to talk to people about their businesses and how they want to shape the future for themselves 

and for their country, and that is why we think this study has been so appreciated.   

 

With this study, the ambition has been to provide a picture of the Rwandan clothing-

manufacturing sector and its future possibilities. As predicted, the results are very general but 

cover a wide range of aspects. Along the way, we have realized that there are many questions 

we would like to develop further, but that has not been possible within the time frame for this 

field study. However, we hope that our work can inspire to further research and follow-up of 

the emerging fashion and clothing-manufacturing sector in Rwanda and East Africa as well as 

the rest of the African continent. We would be happy to see an extension of our work in a 

study of brand equity from the customers’ point of view, similar to the study made on Spanish 

fashion customers by Doppico and Porral in 2012. 

 

The scope of this study has not been covering the potential of the East African countries to 

together develop competitive advantage in the textile- and clothing-manufacturing industry. It 

would be interesting to see if collaboration, instead of competition, between the countries 

could maximize the productivity in the region based on the prerequisites of each country.  

 

For us as Swedish researchers in Rwanda, it has been important to let go of the picture of 

Africa as a mere production hub for Western markets. Instead, focus should be shifted to how 

the African countries can cater to its domestic and regional markets. The American and 

European markets are saturated, while the African economies are growing and with them the 

lifestyle, dreams and desires of its people. It is time for both companies and researchers from 

Western countries to realize this and see the emerging opportunities within the African 

market.  
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9. Appendix 

9.1 Appendix: Description of case study firms 
 

The following table presents a list of the companies interviewed with their characteristics in 

terms of firm size, number of workers, position in value chain, nationality of founder, product 

range and market location. Furthermore, all informants are coded and categorized as defined 

in chapter 3. 

 

 
* Based on number of employees according to Rwanda’s definition of small and medium-sized enterprises 

(SME’s) 

** Partnership with 13 cooperatives with 15-100 artisans each 



II 

 

9.2 Appendix: Focus areas 
 

Following focus areas represent the guide used for the semi-structured interviews with the 

informants in Rwanda. The focus areas are flexible and were adjusted to the situation and 

followed up by additional questions. 

 

 



III 

 

9.3 Appendix: Analysis sheet 1 
 

The topics in the following sheet have been used for analysis of the interviews with public 

sector actors such as ministry personnel as well as private actors not active in the Rwandan 

clothing-manufacturing sector. 

 

 



IV 

 

9.4 Appendix: Analysis sheet 2 
 

The topics in the following sheet have been used for analysis of the interviews with 

companies active in the Rwandan clothing-manufacturing sector. 

 

 
 



V 

 

9.5 Appendix: Gasabo Fashion & Tailoring Cluster Map 
 

Following is a reconstruction of the Gasabo Fashion & Tailoring Cluster Map, developed and 

published by Ministry of Trade and Industry (MINICOM) in their publication SMEs Product 

clusters in Rwanda in January 2012. 
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