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The present Guide was developed by  GREEN TEXTILE FOR THE SUSTAINABLE ECONOMY OF EUROPE 
action funded by Eurochambers within the framework of EU4B Connecting Companies project 
ENI/2019/411-865, jointly implemented by Lithuanian Apparel and Textile Industry Association (LATIA)  
and the Union of Manufacturers and Businessmen of Armenia (UMBA).

The Guide is designed to assist SMEs in Apparel and Textile sectors of EaP countries wishing to supply 
to the EU Market. However, it can be of practical use for any company striving to get access to the 
Textile market of the EU. The Guide is designed in way to allow easy navigation and access to the 
information needed. It covers the main steps  from making export decision to actual shipment of 
goods to maintaining lasting relationships with EU partner  The Guide covers issues of environmental 
sustainability and social responsibility along the path.



Key moments of the 
project in Armenia



Key moments of the 
project in Lithuania
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The global challenges of the past years had a profound effect on businesses 
across the world, making them rethink and reshape their strategies 
and operational process. Due to its global reach and intensive resource 
consumption, the textile sector is by far one of the most vulnerable to those 
threats. While the growing uncertainly is mainly perceived as a challenge by 
most of market players, it also brings opportunities. In spite of geopolitical 
instability, the Eastern partnership countries have huge unspent intra-
regional trade potential with EU and are viewed as new possible sourcing 
destination for leading EU fashion brands. However, in order to become 
suppliers to the lucrative EU textile market, they have to adopt and fit into 
the new ”green“ vision of EU for “sustainable, competitive and modern 
sector, more resilient to global shocks”. The mechanisms of this green 
transition are addressed in the EU Strategy for Sustainable and Circular 
Textiles published on March 30, 2022. 

       GREEN TEXTILE TEAM
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EaP – Eastern Partnership
T&C – Textile and Clothing
SME – Small and Medium Enterprise
EU – European Union  
EEA – European Economic Area
CSR – Corporate Social Responsibility
USP – Unique Sales Point
EURATEX – The European Textile and Apparel Confederation
LATIA – Lithuanian Apparel and Textile Industry Association
UAB – Uždaroji Akcinė Bendrovė (closed stock, privately held company in Lithuanian)
IT – Information Technologies 
CBI – Centre for the Promotion of Imports from developing countries
HS – Harmonised System
B2B – Business to Business
B2C – Business to Customer
GOTS – Global Organic Textile Standard
GPSD – General Product Safety Directive 
REACH – Registration, Evaluation, Authorisation and restriction of chemicals
ZDHC – Zero Discharge of Hazardous Chemicals
IP – Intellectual Property
RSL– Restricted Substance List 
PPE – Personal protective equipment 
BPR – Biocidal Product Regulation
UNDP – United Nations Development Program
UNIDO – United Nations Industrial Development Organization
DANIDA – Danish International Development Agency 
ITC – International Trade Center
GIZ – Deutsche Gesellschaft für Internationale Zusammenarbeit 
SIPPO – Swiss import Promotion Programme 
LC – Letter of Credit 
TT – Telegraphic Transfer
ITC – International Trade Center
TEU – twenty-foot equivalent unit
CCT – Common Customs Tariff 
AQL – Acceptable Quality Limit
GSP – Generalised Scheme of Preferences 
EBA – Everything but Arms
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Europe has a large and well-performing apparel sector. The World Trade statistical Review 2021 of the 
World Trade Organization describes the EU as the world’s largest importer of apparel and textiles. It 
accounted for 24.3% of the world’s apparel and textile imports value in 2020. The EU is also a large 
re-exporter of apparel. A large share of apparel imports from inside the EU countries are re-exports 
of apparel made in the developing countries. According to EURATEX estimates, the turnover of the 
textile and clothing industry in the EU-27 region was €147 billion in 2021 with imports accounting for 
€106 billion. There are about 143,000 companies operating in the sector, mostly dominated by SMEs 
(99,8%), but it is also  home to some of the world’s biggest and most renowned apparel companies. 
The biggest European markets include Germany, France, Spain, the Netherlands, Italy and Poland. 
Together these countries make up nearly 73% of all EU apparel imports worldwide and 67% of all 
intra-EU imports. Europeans spend on average 490 EUR per year on their clothing. Industry experts 
expect the overall EU apparel market to grow within the next 3-5 years.

When it comes to practical international trade issues, such as legal import requirements and border 
control, the 27 European Union Member Countries operate as one single market. It means that 
once the products enter the single market, they have access to all countries without going through 
additional customs procedures. In addition, the four countries in the European Free Trade Association 
(Iceland, Norway, Switzerland and Liechtenstein) and the member states of the European Union 
together form the European Economic Area (EEA), which means these 31 counties operate as one 
single market. Switzerland has bilateral agreements with the EU to participate in the single market. 
In practice, people, goods, services and money can move between the countries in the single market 
(also called internal market) as freely as they would within a single country. For goods to enter the 
European single market and move freely around itw, they must meet requirements which have been 
harmonised among European Union Members by common European legislation.

https://www.wto.org/english/res_e/statis_e/wts2021_e/wts2021_e.pdf
https://euratex.eu/
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In spite of its attractiveness in terms of volumes and growth perspective, the EU market is, 
quite competitive with many suppliers from different geographic locations striving to get ac-
cess to the market;

Any exporting endeavor, and those targeting EU in particular, require commitment, investment 
of resources and time to organize logistics, communication, upgrading technology. Investment 
might be needed in introducing quality control system compliant with European  standards, 
training and recruiting the staff;

Given new culture and new realities, there might be a need to re-adjust marketing strategy, 
even fine-tune your product to the needs of the new market;

Expectations of the customers are quite high with various certification schemes to ensure 
environmental sustainability and social fairness throughout value-chain.

It is highly regulated market with strict rules and regulations to comply with;

The benefits are generally a long way away: it often takes years of learning before the benefits 
can be reaped.

Things to keep in mind

Useful resources
Eurostat
CBI
Eastern Partnership Trade Helpdesk

https://ec.europa.eu/eurostat/cache/scoreboards/BSP/
https://www.cbi.eu/market-information/apparel/doing-business
https://eap.tradehelpdesk.org/en


PRODUCT/MARKET FIT
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For a product or service to succeed in the market, there needs to be an ideal match between the 
demand and supply. This requires analyzing the target market (size, import volumes, growth, trends, 
segments) on one hand and having a close look at your product/service to understand whether there 
is a fit with the new market or some modification will be needed to adjust to it. 

On-line resource (market studies, trade data, statistics databases, etc.) can be consulted for market 
intelligence information. It can be from specialize sites and reports, targeting textile and apparel 
sectors, or sites offering general data. By analyzing market data, you will get answer to the following 
question: 

How much do your potential target markets import?

Which markets are growing?

Do your potential target countries already import from your country? 

What is the competition: which are the largest supplying countries to the market of interest? 

Import and export information can be also retrieved from the customs using HS codes for apparel 
(HS codes: Section VIII Raw hides and skin, fur, leather, furskin  and articles thereof: Chapters 41-43; 
Section XI Textiles and textile articles: Chapter 50-63; Section XII: Chapter 64 (footwear); Chapter 65 
(headgear). Note that this does not apply to services, as services do not physically cross borders. Sector 
associations are generally good places for market descriptions of services (EURATEX, International 
Apparel Federation, etc.)  

Textile industry, although often perceived as a traditional sector, in recent decades made important 
strides in terms of product innovation as well as highly technologically advanced and more sustainable 
production processes (See Box 1). You can read up on trends online or subscribe to newsletters, for 
instance from sector associations, trade press and trade fairs. Trade fairs are good sources for spotting 
trends  in the textile sector (e.g. Maison Objet, Heimtextil for home textile). Trade organisations, such 
as the CBI, also offer studies on trends. 

https://www.maison-objet.com/en/paris
https://heimtextil.messefrankfurt.com/frankfurt/en.html
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Box1 

Trends in the textile sector

Europe is an interesting market for sustainable apparel  

Today’s textile industry leaves behind a heavy environmental footprint. There 

are also risks of human right abuses along the value chain. Because of this, 

sustainability is becoming very important to governments, consumers and 

manufacturers interacting with the sector.  

 

 

 

 

 

 

 

 

 

 

 

 

In 2022 the European commission presented a strategy for sustainable and 

circular textiles.  

The strategy aims to place textile products on the EU market that are recyclable, 

last a long time, do not contain any hazardous substances and are produced in 

a socially and environmentally sustainable way. This can become an easy entry 

point for responsible suppliers from EaP Countries or those who can adjust their 

sourcing practices or business models for higher sustainability. 

 

Some possible approaches include: 

Striving towards climate-neutrality. Transition to green energy can be 
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a justified investment for companies having access to renewable energy 

resources. Along with cutting their operation expenses, it will position them 

as a responsible supplier, making them attractive for European buyers. For 

example, Artik PHK LLC as well as number of other companies use rooftop 

solar PV panels to generate  energy for their production processes. 

Using sustainable inputs. Consider using fabric made of fiber produced 

with lower environmental impact: organic cotton, linen, hemp, animal-based 

fibers produced in a sustainable way (e.g. peace silk, sheep wool, merino 

wool), recycled fibers (both natural and synthetic), etc. Lithuania is one of 

the leaders in Europe in production, processing and use of linen and hemp 

fiber (Natural Fiber UAB, Baltic flax UAB, Linas AB, Omniteksas UAB). Reusing 

and recycling fabric is an important step towards circular economy, which is 

also in the agenda of EU textile  Artik PHK LLC recycles textile cut-and-sew 

waste for the production of yarn  and fabric. Textale UAB has adopted a 

model of upcycling primary and secondary textile waste to new products.  

More sustainable production techniques. The companies are encouraged 

to redesign their operational process to reduce the usage of water and 

energy and limit the use of harmful chemicals in the production process. 

Some examples include waterless dyeing technologies and digital and laser 

fabric printing. Along with being more nature-friendly solutions they reduce 

the finishing time and allow for personalization. For example, Woolway 

LLC with a slogan “Everything is natural” uses natural dyes and traditional 

technologies in the production of yarns.

Reduce use of plastic. According to recent findings, up to 35 % of all 

microplastic released into environment can be traced back to textile 

products. One option to address this issue is to use biodegradable materials 

for pa ckaging or to offer reusable packaging options. 

Social fairness is a big trend in the apparel industry and together with 

transparency, it is becoming a key sourcing criterion for European buyers. 
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Ensuring safer working conditions and appropriate training of the staff, fair 

wages, developing CSR strategy, maintaining list of suppliers who provide 

proper work environment can improve your rating as socially responsible 

supplier.  The social fairness trend creates opportunities for ethical suppliers 

whose production is organized in a way that benefits local communities.                                                                       

 

Use of technology in T&C

The apparel industry is increasingly driven by technology. From “smart” materials 

to sourcing platforms, from product prototyping to e-commerce: technology is 

entering almost all production phases and transform the way businesses operate. 

Developments in digital transformation, automation, artificial intelligence, data 

analytics and in IT platforms, make product development, production and sales 

faster and more efficient, help companies to shorten design times, increase the 

speed to market and cut costs.

 

Recognizing the need of senior consumers

While most companies focus on targeting the younger consumers the senior 

buyers are currently underserved. Meanwhile, with the aging population of 

Europe, this niche market is increasingly recognized as an attractive segment to 

target. Some growing markets for elderly consumers include adaptive clothing 

(clothing designed for people with disabilities and the elderly who may experience 

difficulty dressing themselves) and activewear styles for mature buyers.
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Useful resources 
Fibre2Fashion
EURATEX 
World Trade statistical Review 2021
Eurostat
McKinsey
European Customs Portal 

Based on the available market information and your product specificity you may also choose which 
segment you  can target. Then further investigate the needs and requirements that your segment 
has, and adapt your assortment to them. Price range and quality requirements are two of the most 
important factors when identifying a market segment. Additional factors that can be used for market 
segmentation are market type (B2B, B2C), customer profile (age, background, etc.)

https://www.fibre2fashion.com/market-intelligence
https://euratex.eu/
https://www.wto.org/english/res_e/statis_e/wts2021_e/wts2021_e.pdf
https://ec.europa.eu/eurostat
https://www.mckinsey.com/
https://www.tariffnumber.com/


DOES YOUR PRODUCT 
meet EU textile market requirements?
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The companies that want to sell apparel to the EU market need to comply with several requirements. 
There are legal and non-legal mandatory requirements, as well as voluntary requirements. In addition 
to those, the niche markets may have specific requirements to comply with. 

Companies wishing to find information about rules and regulation that apply to exporting their product 
to EU can refer to EU Access2Markets online helpdesk. The following are the main regulations that 
may apply to textiles, apparel and footwear:

EU’s General Product Safety Directive (GPSD: 2001/95/EC) is the framework legislation setting 
the base for the consumer good sector. It guarantees that the product is safe for consumer to 
use;

EU’s REACH Regulation includes bans and restrictions on the use of certain chemicals in apparel, 
including certain azo dyes, flame retardants, waterproofing and stain-repelling chemicals, etc.  
Further ZDHC Conformance Guidance need to be consulted if Restricted Substance List (RSL) is 
used by the buyer;

EU Regulation 1007/2011 provides guidance on specifying fiber names and related labelling 
and marking of the fiber composition;

The use of endangered species of animals and plants in the product is restricted by the EU 
wildlife regulatory measure EC 338/97; 

Make sure not to copy or share designs with other buyers and violate Intellectual Property (IP) 
rights if you are using your own design;

There are special requirement for childrenswear, particularly checking for their conformity with 
standard EN 14682:2007 on cords and drawstrings on children’s clothing;

Personal protective equipment (PPE) have to comply with specific EU safety standards for the 
design, manufacturing, material use, testing and user instructions concerning PPE; 

Whenever biocidal products are added to textiles, apparel, or footwear to give them specific 
properties (e.g., repel insects or avoid allergens) the provisions of the Biocidal Products 
Regulation (BPR) must be followed;

https://trade.ec.europa.eu/access-to-markets/en/home
https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:32001L0095
https://echa.europa.eu/regulations/reach/understanding-reach
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:02011R1007-20180215
https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:31997R0338
https://euipo.europa.eu/ohimportal/en/design-definition


19

Labelling the country of origin ‘Made in’ or labelling care instructions are not yet legally required in 
the EU, howe ver, highly recommended, as the manufacturer can be held liable under the EU Product 
Liability Directive if a problem occurs. ISO 3758: 2012 is the preferred standard for care labelling.  
The EU apparel sectors is seen as one of the industries with the highest potential  of improving 
its performance in the light of the transition to Green Economy. Many legal reforms are currently 
being implemented and expected in the near future (See Box 2).  

Along with general EU requirements, the suppliers have to be cautious for specific requirements their 
target EU member states may have.
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Box 2 
The legal framework for Sustainable Textiles: An Outlook

 
The 2020 Circular Economy Action Plan  and the 2021 update of the EU 
Industrial Strategy identify textiles as a key product value chain with an 
urgent need and a strong potential for the transition to sustainable and 
circular production and consumption  business models. The Strategy for 
Sustainable and Circular Textiles, published on 30.3.2022 aims to create a 
coherent framework and a vision for that transition. 

Voluntary schemes developed by the Commission, such as the EU Ecolabel 
criteria for Textile Products and the EU GPP criteria for textiles products 
and services , already include requirements related to environmental 
aspects of textiles including criteria for good quality and durable 
products, restrictions of hazardous chemicals, as well as requirements 
on environmentally sustainable sourcing of textile fibers. Building on this 
knowledge, under the Ecodesign for Sustainable Products Regulation (to 
be launched by the end of 2022), the Commission will develop binding 
product-specific ecodesign requirements to increase textiles’ performance 
in terms of durability, reusability, reparability, fiber-to-fiber recyclability and 
mandatory recycled fiber content. The Digital Product Passport for textiles 
will address mandatory information requirements on circularity and other 
key environmental aspects. Under the same regulation, the Commission 
proposes a transparency obligation requiring large companies to publicly 
disclose the number of products they discard and destroy, including textiles, 
and their further treatment in terms of preparing for reuse, recycling, 
incineration or landfilling. The Commission will also introduce bans on 
the destruction of unsold products, including as appropriate, unsold or 
returned textiles. 

The presence of hazardous substances used in textile products, around 60 of 
which are considered as carcinogenic, mutagenic or toxic to reproduction, 

https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=COM:2020:98:FIN
https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:52021DC0350
https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:52021DC0350
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:52022DC0141
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:52022DC0141
https://eur-lex.europa.eu/search.html?scope=EURLEX&text=2014%2F350%2FEU&lang=en&type=quick&qid=1670662236925
https://eur-lex.europa.eu/search.html?scope=EURLEX&text=2014%2F350%2FEU&lang=en&type=quick&qid=1670662236925
https://ec.europa.eu/environment/gpp/pdf/criteria/textiles_2017.pdf
https://ec.europa.eu/environment/gpp/pdf/criteria/textiles_2017.pdf
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:52022PC0142
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is addressed under REACH. Furthermore, by developing criteria for safe 
and sustainable chemicals and materials, the Commission will support 
industry to substitute as much as possible and otherwise minimize the 
substances of concern in textile products, as announced in the Chemicals 
Strategy for Sustainability. This is in line with the actions to increase the 
protection of workers exposed to hazardous substances as defined in the 
EU strategic framework on health and safety at work 2021-2027 . Pursuing 
the zero pollution ambition in the production of textiles guides also the 
revision of the Industrial Emissions Directive  and the on-going review of 
the Best Available Techniques (BAT) Reference Document (BREF) for the 
Textiles Industry. A forthcoming initiative, to be presented in the second 
half of 2022, will address the unintentional release of microplastics in the 
environment.

To ensure consistency with the new legislation, the Textile Labelling 
Regulation  will be revised, which will requires textiles sold on the EU market 
to carry a label clearly identifying the fiber composition and indicating any 
non-textile parts of animal origin. It will be also mandatory to disclose 
sustainability and circularity parameters, products’ size and the country 
where manufacturing processes take place (‘made in’). The possibility of 
introducing a digital label will be also considered. 

Amendment in the Unfair Commercial Practices Directive  and the 
Consumer Rights Directive 2011/83/EU 35  will ensure that consumers 
are provided with information about a commercial guarantee of durability 
as well as information relevant to repair, including a reparability score. 
General environmental claims, such as “green”, “eco-friendly”, “good for the 
environment”, will be allowed only if underpinned by recognized excellence 
in environmental performance, notably based on the EU Ecolabel, type I 
ecolabels, or specific EU legislation relevant to the claim. 

To make producers responsible for the waste that their products create, 
the extended producer responsibility rules will be harmonized for textiles 

https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A02006R1907-20140410
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=COM%3A2020%3A667%3AFIN
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=COM%3A2020%3A667%3AFIN
https://eur-lex.europa.eu/legal-content/EN/ALL/?uri=CELEX:52021DC0323
https://ec.europa.eu/environment/industry/stationary/ied/evaluation.htm
https://eippcb.jrc.ec.europa.eu/reference/textiles-industry
https://eippcb.jrc.ec.europa.eu/reference/textiles-industry
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32011R1007
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32011R1007
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32005L0029
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32011L0083
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with eco-modulation of fees, as part of the forthcoming revision of the 
Waste Framework Directive in 2023. 

Under  the recently adopted EU Social Economy Action Plan, the Commission 
will adopt guidance on how to support uptake and partnerships for the 
circular economy between social enterprises and other actors, including 
mainstream businesses, that will in particular explore the opportunities 
that reuse and repair textile. It will also encourage Member States to adopt 
favourable taxation measures for the reuse and repair sector.

The proposal for a Corporate Sustainability Due Diligence Directive, 
introduces a horizontal due diligence obligation for big companies to 
identify, prevent, mitigate, bring to an end and account for actual and 
potential adverse impacts on human rights, including labour rights, and the 
environment in companies’ own operations and across their global value 
chains. In addition, the on-going development and implementation of an 
international framework on transparency and traceability for sustainable 
value chains in the garment and footwear industry will facilitate the 
management of value chains more effectively, identify and address labour 
and human rights violations and environmental impacts.

https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A02008L0098-20180705
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:52021DC0778
https://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:52022DC0141
http://www.unece.org.net4all.ch/fr/tradewelcome/traceability-for-sustainable-garment-and-footwear.html
http://www.unece.org.net4all.ch/fr/tradewelcome/traceability-for-sustainable-garment-and-footwear.html
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Along with mandatory legal requirements, there are non-legal, but still compulsory requirements 
that buyers have created for dealing with suppliers. The minimum requirement is to open the 
factory for inspection by the buyer and signing a code of conduct stating respect for local labour and 
environmental laws (CSR). In addition, buyers may require to get certification concerning fair and 
sustainable production, require testing for REACH compliancy and anything from tear force to colour 
fastness. It is expected that within the upcoming years the buyers will also require to trace the origins 
of inputs, use more recycled materials, reduce carbon emissions and ensure a living wage and safe 
working environment for employees.

 
There are sustainability standards and certification schemes to demonstrate commitment of 
producers, manufacturers, traders, retailers, and service providers to good environmental, social, 
ethical practices. They can apply to the base material, to the production process, production facilities, 
etc. Although not a must, meeting voluntary requirements can give a company competitive edge in 
approaching potential buyers in the EU market.
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The Most Popular Standards and Certification Schemes in Textile Industry

Name Logo Type

Bluesign Environmental and Social

GOTS  - Global Organic Textile 
Standard

Environmental and Social

EU ecolabel Environmental and Social

SA8000 Social

WRAP - Worldwide Responsible 
Accredited Production

Environmental and Social

ZDHC - Zero Discharge of      
Hazardous Chemicals

Environmental

OEKO-TEX® Environmental and Social

ISO  - International Standard 
Organization*

Environmental and Social

Green seal Environmental and Social

Nordic swan Environmental

SAC  - Sustainable Apparel     
Coalition

Environmental and Social

Fairtrade Social

*Develops international standards, but doesn’t provide certification

https://www.bluesign.com/en
https://global-standard.org/
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A32014D0350
https://sa-intl.org/
https://wrapcompliance.org/en/
https://www.roadmaptozero.com/
https://www.oeko-tex.com/en
https://www.iso.org/home.html
https://greenseal.org/certification/certification/
https://www.nordic-ecolabel.org/
https://apparelcoalition.org/
https://www.fairtrade.net/
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Useful resources
 
Office of Textile and Apparel Market Report 
Clean Clothes Campaign  
Human Rights Watch
Fashion Revolution’s Transparency Index 
Open Apparel Registry
EU Ecolabel
GOTS
Blue Sign
Oekotex
Database for sustainability standards

https://otexa.trade.gov/overseas_mkts/European_Union.pdf
https://cleanclothes.org/unclear-supply-chains
https://www.hrw.org/report/2019/12/18/fashions-next-trend/accelerating-supply-chain-transparency-apparel-and-footwear
https://www.fashionrevolution.org/about/transparency/
https://opensupplyhub.org/
https://environment.ec.europa.eu/topics/circular-economy/eu-ecolabel-home_en
https://global-standard.org/
https://www.bluesign.com/en
https://www.oeko-tex.com/en/
https://www.standardsmap.org/en/home


HOW TO IDENTIFY 
and approach a buyer 
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First, the value chain of the target business in the EU market has to be analyzed for the entry point. 
Depending on the market and product type, there will be different market players to interact with: 
Agents or brokers: they don’t import or own the product, but act as seller’s representative in the 
target market, and take a commission for finding a buyer for the product. Importers, wholesalers 
and distributors: import the goods to resell them on the market, provide warehousing. They usually 
have good market knowledge, contacts and established network. Manufacturers: use the inputs 
and sewing services for their own products. May also act as direct importers. Retailers: sell to the 
final consumers, can also act as importers but less often. Might be interested in private labeling. 
   

Depending on your entry point, different strategies and channels can be used to identify and approach 
potential buyers.

 
There are different communication channels to spot potential buyers:

Internet: Using professional databases and search engines you can find a relevant company 
based on the searching criteria specified or make your company visible to EU buyers searching 
for your product. B2B sourcing portals or marketplaces (4Source,  BLiving for home textile, etc.) 
are important in matching supply and demand in professional market. 

Business support organizations including Chambers of Commerce, Export promotion agencies, 
etc. in your or  target countries can give you information on markets and business partners, and 
direct you to relevant resources. Professional or sectorial associations (e.g. LATIA, UMBA) have 
the list of their member companies, either in the open access or for a service fee, are able to 
consult on the needs of the market and potential mach in partners

Social networks such as LinkedIn, Twitter and Facebook in post-COVID era are becoming 
increasingly important in connecting people and businesses.

Trade fairs and trade missions are important meeting opportunities for buyers and suppliers. 
Visiting a trade fair will give you the chance to talk to potential buyers in person, and exhibiting 
will of course give you even more visibility. During Covid lockdown many events were substituted 
by on-line or hybrid formats, which are less effective. 

https://www.foursource.com/europe/
https://b-living.eu/en/
https://latia.lt/
http://umba.am/eng/
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Embassies in the target countries can provide you with information regarding opportunities in 
the country of interest.

Once the potential buyer is identified, it is important to grab his attention with an appealing 
presentation. By finding out about your buyers’ business, market, customers and needs, it will be 
possible to offer them solutions that meet their needs or match their requirements. Presenting your 
company’s Unique Sales Points (UPS) that set you apart from your competition and focusing on CSRs 
are some of the advices to follow ( Box4). 
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Box 3 

Social Polices as USPs

In stressing the USPs it is becoming ever more important to focus on the 

sustainability performance of the company, clearly advertising the standards and 

certifications that the company adheres to. Along with efforts taken to minimize 

the environmental impact, the Corporate Social Responsibility, especially the 

measures taken to ensure and promote worker rights are becoming a must for 

the multinational apparel companies. 

In addressing CSR issues some companies have developed special documents 

(which they typically refer to as “codes of conduct”) outlining their values, 

principles and guidelines in a variety of areas. These documents are a means 

for companies to clearly and publicly state the way in which they intend to do 

business to their suppliers, customers, consumers and shareholders. Some are 

intended for wide distribution, including posting in workplaces. Other companies 

do not have a formal code of conduct, but have circulated letters stating their 

policies to all suppliers, contractors and/or buying agents. Compliance certificates 

are yet another vehicle used by companies to state their policies.

Voluntary codes of conduct are becoming increasingly common especially in 

the apparel sector. They have their roots in ethical guidelines for multinational 

corporations developed in the 1970s and voluntary codes of conduct developed 

by private groups during the 1980s. The first apparel company code of conduct 

was adopted in 1991. Most other codes have been developed more recently.

Companies adopt corporate codes of conduct for a variety of reasons, ranging 

from a sense of “social responsibility” to pressure from competitors, labor unions, 

the media, consumer groups, shareholders, and worker-rights advocates. 

In drafting their codes of conduct, the companies can draw on existing models 

such as multilateral codes of conduct (e.g., International Labour Organisation’s 
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(ILO) Core Labour Standards, the UN Global Compact and the OECD Guidelines 

for Multi-National Enterprises), private sector initiatives (e.g., the maquiladora 

standards), and internationally-recognized labor standards set by the ILO. At least 

the following ILO Core Labour Standards shall be referred to: 

029 Forced Labour

087 Freedom of Association and Protection of the Right to Organise

098 Right to Organise and Collective Bargaining

100 Equal remuneration

105 Abolition of Forced Labour

111 Discrimination (Employment and Occupation)

155 Occupational safety and health

138 Minimum Age Convention

182 Elimination of the Worst Forms of Child Labour
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Today negotiating a deal with a prospect is more about selling a company, rather than selling an 
actual product or service.  When approaching your potential buyer, it is also important to keep in 
mind cultural differences and behave accordingly.  

Some useful tips related to approaching a potential buyer, including meeting format (online vs 
face-to-face), ways of doing the presentation, emphasizing CSR, issues related to communication 
(language, content), choosing product samples, making price quotation (including coasting sheet 
calculation), follow-up, etc., can be found in a comprehensive  research from CBI.   

International organizations and state agencies (CBI, UN, Danida,  ITC, ICCO, SIPPO, Solidaridad) can be 
contacted  for any ongoing export coaching programs for apparel exporters in developing economies. 
For example, UNIDO-Armenia is implementing a project on Improving the Competitiveness of Export-
oriented Industries in Armenia Through Modernization and Market Access: Phase III, which, among 
others, promotes export of textile and leatherware. 

Useful resources
 
CBI
Follow this example of export pricing for an overview.
Follow the ITC’s e-learning course on export sales and negotiations or introduction to 
crossborder contracts.
UN
DANIDA
ITC 
GIZ 
ICCO 
SIPPO  
Solidaridad  

https://www.cbi.eu/market-information/apparel/doing-business
https://www.cbi.eu/
https://www.austrade.gov.au/Australian/Export/Guide-to-exporting/Export-pricing
https://learning.intracen.org/course/info.php?id=261
https://learning.intracen.org/course/info.php?id=181
https://learning.intracen.org/course/info.php?id=181
https://www.un.org/en/
https://um.dk/en/danida
https://intracen.org/
https://www.giz.de/en/worldwide/71852.html
https://www.icco-cooperation.org/en/
https://www.sippo.ch/
https://www.solidaridadnetwork.org/


NEGOTIATING A DEAL
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Before you can produce for a European buyer, you need to get registered as a supplier, especially 
with larger, established companies. Such a registration requires the signing of a contract. Expect your 
buyer to present a contract and a buyer’s manual to you, which will normally determine what national 
law applies to the contract. But also be ready to negotiate your terms.

 
By entering into agreement,  buyers and sellers commit themselves to binding obligations. It is 
important to be realistic both in terms of promises and expectations. Failing to deliver what was 
promised is likely to harm the reputation of the company.  The agreement specifies what is agreed 
and what you are bound to deliver. It defines the responsibilities, liabilities and risks. 

A contract shall at minimum include:

Product description, quality, quantity, certificates and other details; 

Delivery according to applicable INCOTERMS; 

Price including currency; 

Payment conditions: means and time of payment; 

Documents: commercial invoice, packing list, insurance, certificate of origin, certificate of 
inspection, customs documents, other documents.

 
Agree with your buyer on an AQL (acceptable quality limit), which refers to the quality 
level that is worst tolerable. For instance, AQL 2.5 means that your buyer will reject a batch 
if more than 2.5% of the whole order quantity over several production runs is defective. 

International commercial law has defined several terms (known as INCOTERMS) to help buyers 
and suppliers communicate clearly about the tasks, costs, and risks associated with international 
transportation and delivery of goods. Each of these terms define how the responsibilities are divided 
between exporters and importers when it comes to coordinating and paying shipment, insurance, 

https://qualityinspection.org/what-is-the-aql/
https://iccwbo.org/resources-for-business/incoterms-rules/incoterms-rules-2010/
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duties and customs clearance. FOB is the standard Incoterm used in the apparel industry. It means 
that the seller or exporter is responsible for loading the goods onto the ship at a port agreed upon, as 
well as clearing customs in the export country. If anything happens to the shipment from the moment 
the goods pass the ship’s rail, that’s the buyer’s loss. Sometimes buyers and sellers may agree on 
other Incoterms: DDP (Delivered Duty Paid); EXW (Ex-Works); CIF (Cost, Insurance and Freight); CNF 
(Cost, No insurance and Freight); CFR (Cost and Freight). 

 
The two most commonly used payment methods in the apparel industry are the letter of credit 
(LC) and the telegraphic transfer (TT). The former is safer method of payment for a manufacturer. 
When dealing with a buyer for the first time, it is better to go for the letter of credit. In the case of 
disagreement, the bank will uphold the payment until the disagreement is settled. An LC obligates 
a buyer’s bank to pay the supplier when certain conditions are met. TT refers to an electronic 
transfer, which can be used in an open account transaction where the funds are transferred after 
you have handed over the shipment. If there is no down payment, the supplier will bear the full 
financial risk. The goods will become the buyer’s property before being paid. Until recently, LCs were 
common, but European buyers no longer favour LC payments because these block their cash flow.  

With export credit insurance (ECI), the manufacturers can minimize the risk of non-payment by the buyer. 
Offered by state agencies or private insurance companies, such insurance generally covers commercial 
risks, such as buyer insolvency or bankruptcy, political risks (war or civil unrest), and currency inconvertibility. 

When in doubt, check if your buyer is financially reliable by performing a credit check or due diligence. 
There are specialized companies  to do that or you can approach your embassy in the target country 
for the information about your partner. 

Useful resources
 
You can look up the ITC model contracts as examples
More in detail about INCOTERMS 

http://www.intracen.org/itc/exporters/model-contracts/
https://iccwbo.org/resources-for-business/incoterms-rules/incoterms-2020/


SHIPPING THE GOODS
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Preparing goods for shipment is a crucial step, because if they are not packed properly, it will not 
be possible to process them and they will need to be reconditioned. Expect the buyer to provide a 
packing manual which will include instructions on: 

type and quality of the packing material to use;

size of the packing material;

information that should be mentioned on the packing material;

placement and position of barcodes;

way of stacking or hanging (preferred for leather items);

maximum quantity in a box or polybag;

maximum weight of an export carton;

nominated suppliers for the packing material.
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Box 4 
Sustainable packing materials

Plastic takes decades to decompose, releasing harmful chemicals into the environment 
causing pollution and jeopardizing biodiversity. Fashion industry is one of the major 
contributors (35%) of single-use plastic waste, mainly through unintentional release from 
the packaging.  There is also pressure from environmentally-conscious end-consumers: 
Drapers revealed in 2021 that 77 percent of European customers want as little packaging 
as possible and not only in the final product but also along the supply-chain.

The European Commission and the European fashion industry have a strong commitment 
to reduce the environmental impact of packaging and packaging waste. Amendment 
2018/852 to the EU regulation on packaging and packaging waste (Directive 94/62/EC) 
requires EU member states to recycle 50% of plastic and 75% of paper and cardboard 
packaging waste by 31 December 2025. 

Along with striving to reduce the volume of packages used in the industry, brands, retailers 
and packaging suppliers are working hard on sustainable alternatives to conventional 
materials like cardboard and polyester. Some of the best practices include using 
biodegradable and compostable plastic, reusable packing material, recycled or recyclable 
alternatives. 

You can tap into this trend by using less packaging materials. This will not only save costs 
but will reduce the impact of packaging on the environment. 

https://www.drapersonline.com/news/sustainability-and-the-consumer-2021-report
https://www.drapersonline.com/news/sustainability-and-the-consumer-2021-report
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=LEGISSUM:l21207


38

If it is agreed under Incoterms that the responsibility of delivery is on the supplier, then you have 
to choose the right forwarding company and transport type for your shipment.  In apparel industry 
delivering on time is of special importance. European buyers work with special collections. The latter 
are based on specific colour and style themes, which means all items in the collection are presented 
together in the store. If an item is delivered late, it no longer matches the theme and the buyer may 
ask for a discount on the total order value. If a  forwarder loads only once a week, this can result in 1 
week delay in handover. Forwarder with a more convenient shipping schedule shall be chosen. 

There are usually more than one transportation options available for shipping the product from 
any country. When choosing between them, speed, cost and availability are the most important 
considerations (See table).

Sea shipment Air shipment Trucking Train

Speed + ++++ +++ ++

Cost ++++ + +++ +++
recourse  - cbi.eu

Despite rapidly rising shipping costs, air freight is still 5 to 10 times more expensive per piece than 
ocean shipment and is usually chosen for non-bulk high-value goods. As a rule of thumb, air freight 
starts to make sense when the cost of transport is less than 15% to 20% of the total value of the 
goods. With apparel, this is rarely the case. 

The common freight container is 20 feet or 33.2 m3 in volume, also called 1 TEU (a twenty-foot 
equivalent unit). When going for a full container, you can choose between 20 or 40 feet, depending 
on the volume of your consignment. For small shipment, consolidated cargo can be considered. There 
are several international freight forwarders and logistics agents to choose from. Some include all 
documentation needed for international trade in their services, others only arrange transportation. You 
can approach a forwarding agency to arrange the shipment, along with the paperwork, alternatively, 
you need to make sure yourself that you comply with the EU’s custom requirements.

The following documents are needed for customs clearance in Europe: 

Customs Import Declaration: All goods must be declared to the customs authorities using the 
Single Administrative Document (SAD). This is the common import declaration form for all EU 
Member States. 

Commercial Invoice contains the basic information on the transaction. 

https://www.cbi.eu/market-information/apparel/tips-organise-your-export#always-pack-the-goods-according-to-the-buyer-s-requirements
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Customs Value Declaration must be presented if the value of the goods exceeds €20,000. The 
main purpose of the document is to fix the customs value for taxation and apply tariff duties. 

Freight Documents: Bill of landing, FIATA bill of landing, road waybill (CMR), air waybill (AWB), 
rail waybill (CIM), ATA Carnet, TIR Carnet, among others. 

Freight Insurance: The insurance invoice is required for customs clearance only when the 
relevant data does not appear in the commercial invoice. 

Packing List: The packing list (P/L) provides information on the imported items and the packaging 
details of each shipment, including weight, dimensions, handling issues, etc.

All EU member states apply the same common customs tariff (CCT). Different rates of duty apply to 
different products. The European Union uses Combined Nomenclature (CN) to classify the goods. 
The first six digits follow the international Harmonised Systems Nomenclature (HS codes). The 
specifications adding to the HS codes are specific to the European Union, going to 8 and 10 digits. 
Correct classification is important as it determines applicable duties. VAT (Value-added tax) is not 
harmonised in Europe. It is paid according to the rates that apply in the target country.

The Generalised Scheme of Preferences (GSP) removes import duties on products coming from 
vulnerable developing countries to the European Union. There are 72 countries that currently fall 
under the GSP. The EU offers three schemes:

Standard GSP: a partial or full removal of customs duties on two-thirds of tariff lines.

GSP+: an incentive arrangement for sustainable development and good governance. It cuts 
tariffs to 0% for selected low and lower-middle income countries that implement 27 international 
conventions related to human rights, labour rights, protection of the environment and good 
governance.

EBA (Everything but Arms): an arrangement for least developed countries, providing them with 
duty-free, quota-free access for all products, except arms and ammunition.

Other things being equal, suppliers will prefer to import from these countries. So check if your country 
is in the list and communicate it explicitly. 
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Useful resources
 
Freight Finders lets you compare shipping costs of different forwarders
Freightos 
Shipping Glossary 
European Customs Portal 
Access2Markets Helpdesk 
72 countries that fall under the GSP

https://freightfinders.com/
https://www.freightos.com/
https://www.cogoport.com/knowledge-center/resources/shipping-terms
https://www.tariffnumber.com/
https://trade.ec.europa.eu/access-to-markets/en/content/welcome-access2markets-trade-helpdesk-users
https://policy.trade.ec.europa.eu/development-and-sustainability/generalised-scheme-preferences_en
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