 “The impact of fashion globalisation on African markets”

Introduction

The debate regarding the effect of globalisation of major super brands on the world’s economy remains as reverent and insatiable as ever. Indeed it is still not possible to establish common agreement and discussions rage on between those, on the one side, who advocate that there are more negative and adverse effects  and those who subscribe to the notion that world markets  actually benefit, or even thrive, arguing that the benefits far outweigh the negatives. The fashion industry is a key player in the global market with brands whose operational activities proliferate world markets and therefore impacting on them. There are different manifestations of these effects but perhaps none more so than in third world emerging markets including those on the African continent.

This paper reports on an investigation into the impact of fashion globalisation on the markets of African countries. It reveals that activities of global fashion brands have a profound effect on the economical, culture, identity and social demographics of the concerned markets.  It also reveals that the debate can no longer be argued with a ‘for’ or ‘against’ discourse. 

It was the anti-globalisation movement that really put globalisation on the map. As a word it has existed since the 1960s, but the protests against this allegedly new process, which its opponents condemn as a way of ordering people's lives, brought globalisation out of the financial and academic worlds and into everyday current affairs jargon. But that scarcely brings us nearer to what globalisation means. The phenomenon could be a great deal of different things, or perhaps multiple manifestations of one prevailing trend. It has become a buzzword that some will use to describe everything that is happening in the world today. 

Globalisation and global marketing
Globalisation is the system of interaction among the countries of the world in order to develop the global economy. Globalisation refers to the integration of economics and societies all over the world. It involves technological, economic, political, and cultural exchanges made possible largely by advances in communication, transportation, and infrastructure, Knight (2000). Hollensen (2007, 5) ‘Globalisation reflects the trend of firms buying, selling and distributing products and services in most countries and regions of the world. The dictionary definition: Globalisation (n) is the "process enabling financial and investment markets to operate internationally, largely as a result of deregulation and improved communications" (Collins) or - from the US - to "make worldwide in scope or application" (Webster). Indeed the financial markets are where the story of globalisation begins. In the late 1980s and early 1990s, the business model termed the "globalised financial market” came to be seen as an entity that could have more than just an economic impact on the parts of the world it touched.  Globalisation came to be seen as more than simply a way of doing business, or running financial markets - it became a process. From then on the word took on a life of its own. Centuries earlier, in a similar manner, the techniques of industrial manufacturing led to the changes associated with the process of industrialisation, as former country dwellers migrated to the cramped but booming industrial cities to tend the new machines. At the centre of globalisation is interaction and integration of markets and therefore economies. Economists suggest that there are two types of integration—negative and positive. It is often suggested that negative integration is the breaking down of trade barriers or protective barriers such as tariffs and quotas. This eliminates trade protectionism and its policies which are often used to protect local economies. However, it has to be remembered that the removal of barriers can be beneficial for a country if it allows for products that are important or essential to the economy, World Trade Organisation (WTO) (1999). For example, by eliminating barriers, the costs of imported raw materials could go down and the supply will increase, making it cheaper to produce the final products for export (like electronics, car parts, and clothes). Positive integration on the other hand aims at standardising international economic laws and policies. For example, a country which has its own policies on taxation trades with another with its own set of policies on tariffs. Likewise, these countries have their own policies on tariffs. With positive integration (and the continuing growth of the influence of globalisation), these countries will work on having similar or identical policies on tariffs.

In the face of globalisation and an increasingly interconnected world, many firms attempt to expand their sales into foreign markets. International expansion provides new and potentially profitable market; helps increase the firm’s competitiveness; and facilitates access to new products ideas, manufacturing innovation and the latest technology, Hollensen (2007).  A number of the major fashion companies have embraced both globalisation and internationalisations. Hollensen (2007, 5) describes internationalisation as ‘doing business in many countries of the world but often limited to a certain region’. Rising production costs in the home countries of fashion companies of the western world and the opening up of opportunities in cheaper producing countries, while developing relevant technologies, of Asia, Africa and the far East have provided a recipe for acceleration of both internationalisation and globalisation by providing potential commercial opportunities. Another factor which has contributed to globalisation within the fashion industry is the rise of the conglomeratisation of fashion houses (through mergers and/or acquisitions) into Multi-National Corporations (MNC) examples of which include LVMH Holdings, PPR Group and Richemont. A MNC is a corporation or firm that manages production or delivers services in more than one country, Bradley (2005). MNCs are seen as key drivers of globalisation. This is because MNCs predominantly seek to develop global marketing as a way of maintaining competitive advantage. Global marketing consists of finding and satisfying global customer needs better than competition, and of coordinating marketing activities within the constraints of the global environment, Doole and Lowe (1997). However it must be said that, in principle the MNCs cannot influence the degree of industry globalism as it is mainly determined by the international marketing environment. The strategic behaviour of MNCs therefore largely depends on the international competitive structure within an industry. In the case of a high degree of industry globalism there are many interdependencies between markets, customers and suppliers and the industry may then be dominated by few large powerful players (global), whereas the other end (local) represents a multidomestic market environment, where markets exist independently from one another. The luxury fashion industry is  an example a very global industry with the most coveted brands like Gucci, Calvin Klein, Channel, Louis Vuitton, Giorgio Armani, Dior and Versace, Nielsen global luxury brand survey report (2008), being dominant players.   

Emerging markets economies
An emerging market economy is defined as an economy with low to middle per capital income. Such countries constitute approximately 80 per cent of the global population, and represent about 20 percent of the world’s economies. The term was coined in 1981 by Antoine W. Van Agmael of the International Finance Corporation of the World Bank. Although often used loosely in this sense the countries so defined vary in size from big to small and are considered emerging because of their developments and reforms. Hence, despite China being deemed as one of the world’s economic powerhouse, it is lumped into this category alongside much smaller economies with a great deal less resources like Tunisia. The two countries belong to this category because they have both embarked on economic development and reform programmes and have began to open up their markets and ‘emerged’ on the global  scene. Emerging market economies are considered to be fast growing economies. They are characterised as transitional, meaning there are in the process of moving from a closed economy to an open market economy 
while building accountability in the system. A number of African countries are examples of emerging market economies. As an emerging market economy, a country is embarking on an economic reform programme that will lead it to stronger and more responsible economic performance levels as well as transparency and efficiency in capital markets. Such a market will also reform its exchange rate system because a stable local currency builds confidence in an economy especially when foreigners are considering investing. Exchange rate reforms also reduce the desire for local investors to send their capital abroad (capital flight). Besides implementing reforms, an emerging market economy is also most likely to be receiving aid and guidance from large donor countries and/or world organizations such as the World Bank (WB) and the International Monetary Fund (IMF). One key characteristic of the emerging market economy country is an increase in both local and foreign investment (portfolio and direct). A growth in investment in a country often indicates that the country has been able to build confidence in the local economy. Moreover, foreign investment is a signal that the world has begun to take notice of the emerging market, and when international capital flows are directed toward an emerging market economy, the injection of foreign currency into the local economy adds volume to the country's stock market and long-term investment to the infrastructure. For foreign investors or developed economy businesses, an emerging market economy provides an outlet for expansion by serving, for example, as a new place for a new factory or for new sources of revenue. Increasingly within the last ten years, more fashion companies have moved production and/or the provision of services and products to these emerging market economy countries with mixed commercial outcomes. 
In the recent past international bodies such as the IMF (2000) have sponsored globalisation research on Africa markets primarily  to identify potential risks and benefits to investment so as to adopt appropriate policy for lending.   In 2005, The United Nations (UN) conducted a study on approaches to micro financing that included an extensive discussion on impact of globalisation on African markets. The WB, even as recently as 2008, has also initiated a number of studies on the impact of globalisation on the African markets but all in the context of poverty alleviation and determining  foreign aid flow programmes in support of these economies. At different time intervals authors, such as Todaro (1985) and Nafziger (2006), have argued about economic development and have proposed theories and models that seek to explain the challenges of economic development facing emerging markets and the relationships between the two but even these have been generic rather than specific to particular industries least of which is the fashion industry and its contexts. Consequently, there aren’t a lot of research studies that have been undertaken to specifically investigate the impact of fashion globalisation on African markets.
This study wishes to contribute to this discussion. It seeks to investigate whether independent global fashion markets have emerged, creating widespread commercial opportunities as a result. The principle question being: is globalisation creating new opportunities and frontiers that fashion brands can use for satisfying all types of discerning customer needs? Has globalisation changed the landscape of the fashion scene and are businesses restructuring to meet these new challenges? Can consumers and fashion companies and professionals collaborate to mutual satisfaction and how is this affecting the value chain?   
Research methodology

This qualitative study adopted an ethnographic approach due to the nature of the topic. This approach was more suited because it would allow for the study to be done in a predominantly inductivist framework, Gill and Johnson (2003). A variety of qualitative research techniques and data collection methods were used. Observation was one of the primary research techniques used. Observation was supplemented by the author being from Africa and therefore benefit from local knowledge and experience. 15 in-depth ‘partially non-directive’ semi-structured interviews were conducted with African fashion experts, educators and commentators. These respondents were selected on the basis of convenience (convenient sampling) although due care and consideration was also undertaken in selecting respondents who closely matched the criteria of the study, ‘criterion sampling’ Rudestam and Newton (2001). The key criteria being knowledge of, keen interest and connections with the African fashion industry. Interviews were face-to-face and via email to suit the location and access to respondents resident in Africa and those leaving abroad as appropriate. Secondary information and publicly available company data was then used as supplementary material to arrive at the findings and conclusions. It was considered that this triangulated approach would help to collaborate the findings and mitigate any potential reliability and/or validity factors that are most commonly associated with qualitative research. The data analysis strategy adopted was the ‘constant comparative method’ approach, Rudestam and Newton, (2001). The in-depth interview scripts were documented, analysed and classified by association, Gallo (2000). Relationships between classifications were also categorised, Strauss and Corbin (1998).  This enabled the study to identify common threads of discussion from each participant interviewee. Data obtained from observations and secondary sources were systematically coded into as many themes and meanings categories as possible. Once analysed a report was made categorising each respective outcome i.e. positive, negative, social, economic or otherwise. Gradually a pattern then emerged of common themes and strongly held sentiments and beliefs which could be considered as a contribution to the ‘grounding of theory’ on the topic. It is from these findings that the conclusions and discussions were drawn. 
Limitations

It has to be noted that, by its very nature, qualitative research is highly subjective and therefore the distinctiveness of the design and conceptual framework adopted has implications for the study outcomes. This author is in agreement with Miles and Huberman (1994) who take a moderate position on the design of conceptual frameworks for undertaking qualitative research studies. They view a conceptual framework as the “current version of the researcher’s map of the territory being investigated” (1994, 20) as cited in Rudestam and Newton, (2001, 43). This is applicable to this study because the designing of the conceptual framework adopted did not take into consideration views from company executives or representatives of fashion companies involved in global trade. No information was obtained directly from ordinary African people who maybe impacted by the activities of these global companies either. Further, no data was collected from authoritative agencies and bodies of any African countries such as national association of trade and commerce or government departments or agencies to collaborate the research findings. Additionally, no extensive testing or critical referencing has been done to benchmark the study with other researches done in respect of other emerging markets such as India, China or other Asian markets. The author wishes to acknowledge these limitations and state that this is but just the initial stages of an on going research study with potential for further development. Therefore any in-put and feedback at the conference will be greatly appreciated and used to develop it further. The paper is intended to provoke discussion and debate and these identified limitations are areas on which the paper will build on for the future. 
Key study findings
According to the current study, it is possible to identify the impacts of fashion globalisation on the African markets. The key findings of the study include the following:

One of the key impacts of fashion globalisation is the general improvement of international trade. This study has revealed that because of globalisation, the number of countries where fashion global brands and products can be sold or purchased has increased dramatically. This has created new opportunities and frontiers that fashion brands can use for satisfying all types of discerning customer needs. Study findings indicate the fashion industry has to rise to the new challenges brought about by globalisation.
The study findings indicate that because of globalisation fashion companies, professionals and consumers are collaborating to the mutual satisfaction of all parties. It is also clear that there are instances where the benefits are in both directions i.e. global fashion brands in the developed world benefiting and getting inspirations from emerging markets thereby creating benefits in the value chain in a positive way. 
Another finding of the study is that technological progress in emerging markets has been enhanced due to fashion globalisation.  

A further finding of the study is that increasing presence of fashion MNCs in emerging countries either by way of a subsidiary or office operations has had economic and social impact on the emerging market environment. 
According to experts, another effect of globalisation is the strengthening power and influence of international institutions such as the (WTO), (IMF), and (WB).

The study findings indicate that Globalisation allows emerging market economic countries to have access to expertise and benefit from know-how transfer through the resources and manpower brought about by the MNCs. 
Study findings also indicated that there is an influence on civil society in the emerging economy country due to globalisation. 
The study findings indicate that there are instances were social and demographic changes take place in emerging markets economies as a result of globalisation activities.
Discussions and conclusions

General improvement of international trade –commercial opportunities.

The study findings revealed that in African markets, brand awareness and recall of international fashion brands far outweighs that of indigenous, traditional or local brands. Across the fashion product or brand continuum i.e. from couture, designer, luxury, mass market and fashion sports brands, the relative awareness and therefore adoption and consumption of global brands has increased exponentially. This has led to an increase in international trade between Africa and the rest of the world. The associated benefits of this international trade are that the Africa markets have afforded increased commercial opportunities for international global fashion brands.  Certainly, fashion sports brands such as Nike, Adidas and Puma command much greater brand awareness and recall within the sports clothing and fashion markets of Africa than any indigenous, traditional or local sports fashion brand. 
The study further  revealed that,  because of these commercial opportunities, fashion global brands are now creating specific products to suit the buying needs and particular tastes of specific African markets in order to meet the needs of these customer types. An example of this is when Nike specially designed a sleeveless shirt for the Cameroonian national football team for the world cup tournament.

Changed landscape of the fashion scene and businesses are restructuring

One of the major ways in which this has happened is that there is now greater outsourcing of business processes to other countries by global fashion brands. Global fashion brands have set up own manufacturing plants or are working in conjunction with independent suppliers of services  in emerging markets such as those on the Africa continent.in order to reduce their cost of production and therefore maintain or sustain competitive advantage.   This restructuring of business operations is made possible by the fact emerging markets offer cheaper alternatives of the processes that could be obtained in developed markets such as labour costs, for example. 
Collaborating to the mutual satisfaction of all parties

Globalisation has meant that collaborations between fashion companies, professionals and consumers for the mutual satisfaction of all parties concerned are now possible. It is also clear that there are instances where the benefits are in both directions i.e. fashion houses in the developed world benefiting form ideas and inspirations from emerging markets thereby creating benefits in the value chain in a positive way. A case is point is the proliferation of African prints in western and other non-African fashion designers where African elements and themes have been incorporated in international creations. Marc Jacobs, Givenchy, Eley Kishimoto, Jean Paul Gaultier and Paul Smith are some of the International designers who can be cited as having caught the African prints fever. They have included them in their collections and have made clothes, accessories and jewellery out of African fabrics. Indeed the highest accolade for this collaboration and accomplishment could not have been higher than that achieved by Duro Olowu, an African designer, who mixes African prints impeccably and had one of his outfits worn by the first lady of the United States of America, Michelle Obama. This is can be cited as clear evidenced of the proliferation of African fashion aspects into international markets and commercial opportunities creation in both directions.
Technological progress
Because of the need to be competitive, fashion global brands have introduced or influenced the introduction of new technologies in the supply chain to aid the design and manufacturing processes. Such technologies as Computer Aided Design and Computer Aided Manufacturing have allowed local partners or members of the supply chain in emerging market countries to upgrade their levels of technology.
Economic and social influence of MNCs presence

MNCs which set up subsidiaries and local presence in emerging international markets have to make an effort to become good and responsible corporate citizens. Often operating away from head office this local office becomes a focal point of the international operation and is used to manage relations with the host country. It is not uncommon that the company is involved in some form of corporate social responsibility activity.  An example of this is the Birima co-operative credit society founded and managed by Youssou N’Dour but sponsored by the Italian fashion company, United Colors of Benetton to support cotton growers and other local, small scale farmers in Senegal with the provision of loans.
Strengthening power and influence of international institutions

International institutions such as the (WTO), (IMF), and (WB) support emerging markets through aid and infrastructure support projects. The viability and attractiveness of a potential recipient is dependant on how advanced the country is in its restructuring programmes. Therefore the more global activities the country is involved in the more likely it is to receive aid from these organisations. Attracting MNCs helps a country get into good books with these international organisations.
Increasing influence and broadening scope of the global civil society.

Civil society often referred to as Non Governmental Organisations (NGO’s). There are institutions in a country that are established and run by citizens. An important trend in globalisation is the increasing influence and broadening scope of the global civil society. The spread of globalisation has led to greater influence of NGOs especially in areas of great concern like human rights, the environment, children, and workers. In fashion globalisation, global civil society refers to organisations that advocate certain issue(s) or cause(s) specific to the fashion industry such as non-testing on animals and non use of fur.  These organisations do not work to counter government policies, but rather to establish policies that are beneficial to all. Both the government and NGOs have the same goal of serving the people. NGO’s in emerging markets serve an important role to provide checks and balances for the activities of international brands. Globalisation can be linked to the development and growth of civil society in emerging markets. 
Pressure groups

Associated with the rise in civil society are pressure groups. Examples abound that point o the fact that in instances were globalisation has taken hold the local need for establishment of these has been heightened. In markets were personal liberties are usually not respected due to underdevelopment pressure groups and the civil society serve as checks and balances on the activities of MNCs. This generally tends to uplift the awareness and social education of the local communities. Pressure groups promoting fair trade, sustainability and those championing against child labour are a case in point.
Expertise and know-how transfer

Emerging market economies benefit from expertise and knowledge transfer when global brands set up production or other commercial activities in their markets. Often this transfer of knowledge takes place through training local technicians and managers to manage the processes to the standard of the international brand.  In some instances this over exuberance in wanting to replicate this newly acquired expertise leads to inferior or counterfeited products being produced by local companies in the host emerging markets but if managed well can be of great benefit to the emerging market economy.
Social and demographic changes 

Activities of global brands can have social and demographic changes in the markets in which they operate. Whole populations of people can have a change in their social and demographic configurations as a result of the presence of an international company. Social mobility of communities can take place in line with economic prosperity that comes along with the economic activity introduced by the global brand. Quite often local cottage subsistence business spring up to service the facility set up by the global brand either as intermediaries or suppliers of services. 
In some parts of Africa the wearing of certain international fashion luxury labels or bands in a conspicuous consumption way is interpreted locally as an indicator of economic and social status. Fashion brands can therefore be used to establish social integration or divisions within communities. 
Implications of globalisation 

The implications of conducting global marketing is that there is a very high likelihood that for the reasons stated earlier , fashion companies will have to continue global marketing or risk  losing their competitive positioning in the global market. Fashion global companies are tremendously benefiting from this trend of global business outsourcing and trading as they take advantage of the cheaper labour and highly-skilled workers that countries in emerging markets can offer. It is now possible for a British fashion company to deal with its customers through a call centre in India, manufacturer or design its products in Europe, make them in south-east Asia and sell them in North America. So will a globalised market work forever and is it good for the whole wide world particularly emerging markets such as those of Africa? It is modern communications that makes it work and it heavily relies on integration and interaction. But this is where the anti-globalisation side gets stuck in. If these practices replace domestic economic life with an economy that is heavily influenced or controlled from overseas, then the creation of a globalised economic model and the process of globalisation can also be seen as a surrender of power to the MNCs, or a means of keeping poorer nations in their place. Low-paid sweatshop workers, genetically modified seed pressed on developing world farmers, selling off state-owned industry to qualify for IMF and W B loans and the increasing dominance of US and European corporate culture across the globe have come to symbolise globalisation for some of its critics. 

The anti-globalisation movement is famously broad, encompassing environmentalists, anarchists, unionists, the hard left, some of the soft left, those campaigning for fair development in poorer countries and others who want to tear the whole thing down, in the same way that the original Luddites attacked mechanised spinning machines. 

Not everyone agrees that globalisation is necessarily evil, or that globalised corporations are running the lives of individuals or are more powerful than nations. Some say that the spread of globalisation, free markets and free trade into the developing world is the best way to beat poverty - the only problem is that free markets and free trade do not yet truly exist. 

Globalisation can be seen as a positive, negative or even marginal process. And regardless of whether it works for good or ill, globalisation's exact meaning will continue to be the subject of debate among those who oppose, support or simply observe it. 

Future research
A concern can be raised that globalisation only favours a few nations in Africa. Future research will have to investigate why only specific African countries are favoured over others and why the African continent still lags relatively behind in relation to other emerging markets like Asia in respect of attracting globalisation even when it could be considered far much cheaper and has just as comparable a skilled labour force. In which ways can globalisation and the related economic development be promoted to benefit more African economies and markets? 
To quote Kofi Annan, the former secretary general of the United Nations ‘Whatever cause you champion, the cure does not lie in protesting against globalisation itself. I believe the poor are poor not because of too much globalisation, but because of too little’ (Moore, 2003, 3).
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