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INTRODUCTION

1.1 BACKGROUND AND
METHODOLOGY OF THE

MARKET SURVEY

This survey is designed for clothing man-
ufacturers from foreign countries wishing
to access the European market. The main
objective of this compendium about
Switzerland and the five major EU cloth-
ing markets is to provide first hand mar-
keting information about the respective
target markets for the exporter from
abroad. Secondly, a comprehensive list
of addresses helps to gain more detailed
information about the target market and
to establish first contacts.

The handbook includes facts and key
data about consumption, imports, trade
structure, role of trade fairs and price
developments in the target markets. The
study is completed by a detailed list of
useful addresses at European level about
trade promotion organisations, trade
press, clothing fairs, industry federations,
centres for ecological issues etc. as well
as a detailed list of potential distribution
partners for each of the six countries
analysed. Furthermore, statistical market
information on consumption, imports,
information about trade structure as well
as prices and margins are provided.

The countries selected for the survey are
Switzerland, Germany, France, Italy, Great
Britain and Spain. The information col-
lected for this study is the latest available
and should be used by the exporter as a
basis for further individual market
research to fully design the individual
market entry strategy and to establish
first contacts.
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The main sources of information for this
study were evaluation of press material,
research on internet, market reports,
Eurostat, information from other trade
promotion organisations, Chambers of
Commerce, importers and/or textile
associations etc. The sources are men-
tioned in the respective chapters. All
contact addresses listed in the
Appendices have been checked and
updated, additional information about
the clothing retailers and other potential
partners with products, number of out-
lets etc. is given for a more specific use
of the contacts.

Additionally, app. 20 personal interviews
with importers, experts etc. per country
analysed have been considered for this
survey. These comments have been con-
sidered mainly in the chapter consump-
tion trends, role of trade fairs and out-
look on future garment imports.

1.2 PRODUCT GROUPS

ANALYSED

This market survey covers knitted and
woven outerwear and sportswear for
men, women and children. It should be
noted that in the official statistics no
difference is made between adults and
children, or in end use, such as conven-
tional, casual or leisure clothing. In the
analysis of the clothing imports, the dif-
ferentiation between sexes has been
made as far as possible.

Underwear, nightwear, hosiery, swim-
wear, work wear as well as clothing
accessories and home textiles have not
been covered.



Within the EU statistical system products
are specified by the Harmonized Com-
modity Description and Coding System
(HS). These numbers clearly identify a
specific product. The product categories
covered by this study are:

HS 61.01 until 6114 (knitted or
crocheted)
HS 62.01 until 6211 (woven)

A more detailed description of the prod-
uct groups analysed can be taken from
the import statistics in all countries
analysed.

Switzerland has a national coding sys-
tem for the registration of imports and
exports, which nevertheless is based on
the HS code system of the European
Union. Thus, the HS codes referred to in
this study are also applicable for the
Swiss market.
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Disclaimer

The information provided in this market
survey is believed to be accurate at the
time of writing. It is, however, passed on
to the reader without any responsibility
on the part of SIPPO or the authors and
the reader still has the obligation to
comply with all applicable legislation.

Neither SIPPO nor the authors of this
publication make any warranty, express
or implied, concerning the accuracy of
the information presented, and will not
be liable for injury or claims pertaining to
the use of this publication or the infor-
mation contained therein.

No obligation is assumed for updating or
amending this publication for any rea-
son, whether new or contrary informa-
tion or changes in legislation, regulations
or jurisdiction that should arise.



