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I : I nt roduct ion

Ethiopia with its diverse cultural backgrounds of its people and varieties of natural resources

has a rich heritage of crafts skills. Handicraft is therefore considered to be one of the most

important and widely spread occupations of most Ethiopians next to Agriculture. As part of

the handicrafts heritage, Ethiopia has diverse traditional handloom products. This sub sector

provides large-scale employment and is an important source of livelihood for a large number

of people in urban and rural areas. Based on the data collected in Year 2002 by the Central

Statistical Authority (CSA) on cottages and handicrafts, it was revealed that there were a total

of 211,842 handloom/weaving textiles enterprises in the country in various forms of

ownership though benefits accrued from this sub sector was much below than expected.

I t is against the above background and the desire/efforts to enhance the economic growth

through the export of homemade products that the development and promotion of Ethiopian

handloom products is given due attention. This is also a deliberate effort to stimulate the

growth and potentials of this sub sector so that it brings foreign currency earnings to the

Nation and generate more employment opportunities and thereby create wealth and reduce

the impact of poverty. The growth of this sub sector necessarily requires the creation of

demand of handloom products. One of the means to achieve this goal is through seeking the

export market. As it is stated in the Industrial Development Strategy it is proposed that it is

crucial to identify and find the international market for the diverse products produced in the

country. Initially, a survey was conducted (part one) which was confined to market research

and to identify potential foreign markets of handloom products, to understand the consumer

tastes and fashions and gather the market needs and requirements. The report revealed that

there is high potential for Ethiopian Handloom products in the countries of the European

Union particularly in Germany, the UK and France as depicted by the consumer expenditure

on household and furnishing textiles below.
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Consumer Expenditure on household and furnishing textile in the EU, 1999-2002: Figures in
EU million: Source; Euro monitor

22964

16370

12484

11563

8197

19302

Germany

UK

France

Italy

Spain

Other 10 Countries

The survey also revealed that the country produces assorted handmade household and

furnishing textiles that could be accepted in this market. The purpose of the second part

report is to compliment the previous report with the objective of deliberate effort and

commitment to successfully export handloom products to the market identified during the

part one survey. This survey however, is intended to move further towards the practical

implementation of the export of handloom products by clarifying some issues, which were not

made clear in part one report and thereby tailor them to suite the Ethiopian context ready for

the export of handloom products. The report is also intended to give the best estimate of the

volume of handloom products as demanded by the market out of the total household

furnishing and textiles; give the best estimate of the available volume of exportable

handloom products and to provide profiles of handloom products and thereafter narrow down

the list to specific exportable handloom products which can be produced in Ethiopia. It also

intends to provide the overview of the business environment in the target market.

Furthermore, the report provides the way forward proposals and guidelines on how the

export market should be pursued.



3

I I : Est imat e of Handloom Export s and price analysis

2.1 Market requirement s

During the year 2002, EU countries had imported 666 thousand tons of household and

furnishing textiles worth 4,956 million Euros. Due to the insufficiency of EU harmonized code

which put both hand-woven and power woven home and interior furnishing textiles under the

same category, categorizing these products into handloom and power-loom textile products

became hard, if not impossible. This distinction between hand and power loom is also made

difficult due to non-availability of sufficient data. Based on the search of the web, review of

various information sites and observation of the 73rd 2004, Izmir International Fair it was

evident that some products under consideration can however, be produced by hand.

Two approaches are used as an attempt to determine the volume and value of handloom

products out of the total imports of household and furnishing textiles into the EU. The 1st one

was to extrapolate the value of handloom exports to the EU as captured from the Indian

Handloom Export Product Council (HEPC) report to the data of total import from India of

Household and Furnishing Textiles as captured from the CBI: EU Market survey 2004 by Drs

Jan P Servaas report. The assumption is that the difference between the two represents the

contribution of power-loom products. The step-by-step process is summarized under Table

2.1 as follows:

Table 2.1 step-by-step processes to determine the value of handloom products: 1st approach

Step Fact Output Ref. to Table 3.2

1 The CBI report gives the total household and textile furnishing

{HTF} imported by EU

EU Total Imports Column [A]

2 The CBI report gives the % of Imports from India % Import from India Column [B]

3 Step 1 when multiplied by Step 2 Total {HTF} Imports from India Column [F]

4 HEPC report gives total export of Handloom products {HLP} to

EU in Rupees converted to Euros

Total {HLP} Export to EU Column [C]

5 EU Import of HTF, Column A distributed in % % Distribut ion Column [D]

6 EU Import of HTF, Column A distributed but to exclude

Obvious Power Loom products: Blanket, Bath: Kitchen linen

% Distribut ion (excl. obvious Power loom

products i.e. Blanket, Bath: Kitchen linen Column [E]

7 Compare output 3 and output 4 The % of handloom products out of {Total

Import excluding the Obvious Power loom}

Column [G]

8 % Of handloom products multiplied by Distribution of Imports

(excluding Obvious Power loom)

Weighted Average % of the share of

handloom

Column [H]
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Based on this approach the analysis shows that the volume and value of handloom products

out of the total import of household and furnishing textiles is 11% that is in Year 2002 it was

73.26 thousand tons valued at app 545 million Euros. The analysis is further detailed under

Table 2.2 below.

Table 2.2 Import of handloom products into EU based on Indian Experience

CBI HEPC ANALYSIS

Product Group

Year 2002

Imports of

household

and textile

products by

EU in millions

€

Year

2002

EU

Imports

from

India as

%

Year 2002

Total

Handloom

Export by

India to EU

in millions €

Year 2002

Distribution

of Import of

household

and textile

products by

EU in %

Year 2002

Distribution of

Import of

household and

textile products

by EU in %

{excl *}

Imports from

India to EU

based on CBI

report

Analysis in

millions €

% Share of

Handloom

Weighted

Average

[A] [B] [C] [D]=[A%] [E]=[A%] exc* [F]=A*B [G]={C/F}% [H]=G*E

Blanket {Mainly Power

Loom} 251 6 5 15 0.00

Bed linen 1,824 5 7 37 51 91 8 2.91

Table linen 423 17 9 9 12 72 12 1.02

Bath/kitchen {Mainly

Power Loom} 1,143 0 8 23 0 0.00

Curtains 738 11 21 15 21 81 26 3.90

Bed Spread 132 42 32 3 4 55 57 1.52

Other furnishing 445 17 14 9 12 76 18 1.64

4,956 91 100 100 390 11.00

Key

* Blanket and Bath/Kitchen Linen  Obvious Power Loom

CBI EU Market survey 2004 by Drs Jan P Servaas Source Data - CBI

HEPC Handloom Export Promotion Council {Indian} Source Data - HEPC

Findings Analysis

[1] 28% of Total Import by EU is Power loom only, hence 72% is both Power/Handloom

[2]Out of 72% both Power/Handloom, 72% is made up of Bed Linen {51%} and Curtains {21%}

[3]Handloom is 11% out of Total EU Imports

The 2nd approach was to narrowing down the possibility of some products like bath/bitch

towels (estimated at 83%), blankets, and bed linen, which are mostly produced by power

loom. The 83% was based on the analysis of products that are traditionally found in both the

bath and kitchen, gave them best estimate values and sorted out those products which fits

best to be handloom and those considered to be power loom production based. This analysis

revealed that app. 17% of the values of these is handloom products, determined as follows.
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