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Management in Asia
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1 Introduction

Textile and apparel production is labor-intensive and creates millions of job opportu-
nities in the emerging countries (Gereffi 1999). The textile and apparel industry has
great impact on GDP generation and the stability of national politics. This especially
holds true for developing countries such as India, Bangladesh and Vietnam. In order
to continuously reap the benefits created by the textile and apparel industry, some
Asian country’s governments introduced low export taxes to attract international
buyers and investors (Frederick and Gereffi 2011).

Global textile and apparel sourcing is currently in a state of change (Teng and
Jaramillo 2005). China, the world’s garment manufacturing powerhouse, is not only
facing rising labor costs, but also labor shortage especially in coastal provinces (Lu
2016b). Also, the strength of the Yuan is squeezing manufacturers’ margins. The
steady appreciation of the Chinese Renminbi makes Chinese exports more expensive
to international buyers. Brands find that they cannot pass along higher prices to their
customers, but instead must focus on minimizing production costs (Zhen 2015).
China at present aims to shift its manufacturing focus to high-end products, thus
moving low-end and labor-intensive production outside China is acceptable. This
naturally has led to a growth of textile and apparel manufacturing capacity in other
Asian countries such as Bangladesh, Vietnam and India (Chen et al. 2017).

Fashion products face a high level of demand uncertainty because of fast-changing
consumer tastes and other unpredictable market volatilities. Fashion firms that want
to succeed in matching supply and demand have to design and implement an efficient
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supply chain system, leveraging the unique capabilities of every single supply chain
member. In this paper, the aims are (1) to introduce the concept of fashion supply
chain management, (2) to discuss the abilities of China, India, Bangladesh, and
Vietnam in terms of their textile and apparel industry, and (3) to investigate several
important new challenges and opportunities which Asia fashion supply chains are
facing.

The structure of this chapter is given as follows. Section 2 provides the key knowl-
edge about fashion supply chain management. Section 3 describes the textile and
apparel industry in Asian countries. Section 4 discusses new challenges and oppor-
tunities of Asia’s fashion supply chain and Sect. 5 concludes the paper.

2 Fashion Supply Chain Management

The objective of a supply chain is to fulfill buyer’s requests and maximize the total
supply chain benefits. A supply chain consists of many different members which all
have their own interests and aim at maximizing the profit they can make from operat-
ing in the supply chain. This makes a supply chain system highly complex. A typical
fashion supply chain includes raw material farmers/producers, fiber and textile pro-
ducers, apparel manufacturers, transporters, warehousers, and retailers. Sometimes,
after the products were sold to consumers, old/unused products are collected by third
party collectors who remanufacture or reuse the old/unused products. The result is a
closed-loop supply chain. Figure 1 depicts the stages of such a fashion supply chain.

The complexity of fashion supply chain structures increased as globalization and
dynamics. Due to the fact that transportation cost steadily decreased over the last
couple of decades, it became more viable for buyers to tap sourcing regions far
away from the products’ target markets. Hence, the geographic spread of fashion
supply chain members increased and made it more difficult to manage the flow of
information, products, and payment between them. Moreover, the number of partici-
pants in supply chain systems are increased. As consumers’s demand is dynamic and

Fig. 1 Flow fashion supply chain model (closed-loop)
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increasingly high, many fashion brands could not continue to produce their products
in-house, and have to outsource parts of their apparel production to the cost efficient
countries such as China. Therefore, new members were added to their supply chain.
More exacting consumer demands required fashion firms to find suppliers which can
produce the required specifications. Also, fiercer competition in the industry forced
suppliers to specialize in producing certain types of textile and apparel products in
order to differentiate from competing suppliers and attract more buyers.

In order to fulfill upstream buyers’ requests, each supply chain member needs
to work hard in his area of responsibility such as new product development, raw
material sourcing, manufacturing and operations, distribution, marketing, finance,
and customer service. To achieve centralized profit maximization, collaboration is
strongly needed. Supply chain coordination includes that decentralized participants
in different parts of the supply chain all work together and provide joint efforts toward
reaching centralized decisions. Only then can shared processes be streamlined and
maximum supply chain profit be realized. For example, the apparel maker may not
only be in contact with the next party located up- and downstream in the supply chain,
but also with parties located further up and down the stream, such as raw material
suppliers or retailers. This of course makes communication and decision-making
more difficult. However, information sharing in that way is likely to increase overall
supply chain efficiency.

A supply chain is dynamic and consists of a constant flow of information, prod-
uct, and payment between different members in various stages. In terms of informa-
tion, retailers receive customer requests, which are important demand information,
whereas suppliers observe machinery conditions and labor efficiency from time to
time, which are important supply information. For example, retailers as the supply
chain member being closest to consumers can convey information of customer feed-
back and customers’ buying preferences to apparel makers which can check whether
they and their suppliers are capable of creating products that respond to that knowl-
edge about customers. Different ways of sharing information in a fashion supply
chain are the reason why some supply chains work more efficiently than others. It is
a fairly complex task to share valuable information not only between two parties, but
make it available to multiple supply chain participants which can then work with the
data and also make changes to it. The Internet and information technology enable
supply chain members to continuously share information with each other and update
information on a real-time basis. Nowadays, information systems such as Enterprise
Resource Planning (ERP) systems integrate many different types of information in
one commonly shared platform and are the backbone of successfully operating fash-
ion supply chains. In the future, information sharing capabilities will even become
more important for members in the textile and apparel industry when it comes to
creating and maintaining a competitive advantage.

In terms of products, some fashion items face a high level of demand uncertainty
because of fast-changing consumer tastes. They are so-called fashionable products.
However, some products are basic such as a blank t-shirt which is functional, i.e.,
consumer demand for them is relatively stable. Whereas fashionable products have
a short life cycle and are sensitive to the latest fashion trends, basic items are charac-



4 B. Shen and M. Mikschovsky

terized by a long life cycle and are used by consumers on an everyday basis. Thus,
these two categories of products have different production requirements and sat-
isfy different consumer needs. In order to increase speed to market for fashionable
products, many apparel brands source these items in countries that allow for a fast
transportation to the target market. For European countries as target markets, Turkey
is often times chosen as sourcing location. On the contrary, basic items are often
sourced in Asia although their target markets might be in Europe or North America.
Brands benefit from lower production costs and can offer lower prices to consumers,
and do not have to be afraid that after the long transportation lead time consumers’
demand for these products has changed significantly so that they could not sell the
products anymore.

In terms of payment, based on the bargaining power of different supply chain
participants, buyers pay in advance, pay when the products arrived, or pay after the
products are sold. Whereas buyers want to pay for the goods as late as possible,
suppliers are eager to get paid as early as possible. In general, suppliers producing
basic items have less bargaining power in the payment negotiations than suppliers
of fashionable items. This is because basic items can be produced by many suppli-
ers, whereas the production of fashionable items often requires special expertise and
production equipment. The timing of payment significantly influences supply chain
members’ cash flows, which further affects supply chain efficiency. Figure 2 illus-
trates the constant flow of information, product, and payment in the fashion supply
chain.

In the fashion supply chain, competitiveness refers to quality, responsiveness and
cost. Quality consists of product quality, i.e., whether the manufacturer can produce
the productswith satisfying or the expected quality. Cost is the price for howmuch the
manufacturer produces the product. The lower the cost of producing fashion items,
the lower the price that can be offered to consumers. Hence, to be a competitive
manufacturer/buyer, cost reduction is critical, especially when consumers are highly
price-sensitive and their purchasing decisions heavily depend on product prices.
Responsiveness is crucial in fashion because the right timing determines the success
of a trendy fashion product in retailing. Fashion consumers are dynamic in terms of
their tastes of fashion. If the retailer does not manage to sell its fashionable items

Fig. 2 Flow of information, product, and payment in the fashion supply chain
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soon after retail introduction, the products have to be discounted or soon become out-
of-season stock. To be truly responsive, manufacturers should be in the right place to
produce the right products with right prices bymaking use of the right manufacturing
skills. There always exists a trade-off between quality, cost, and responsiveness. For
instance, if amanufacturerwants to produce high-quality products, its responsiveness
might decrease and its production cost might increase compared to producing lower-
quality products. In contrast, if the manufacturer wants to be more responsive, the
product quality may not always be guaranteed or the cost may not be acceptable.
Only fashion brands that know in detail about their consumers’ needs and wants, and
about the peculiarities of the market they operate in, can make appropriate decisions
that find the best combination of quality, cost, and responsiveness. Figure 3 shows
the three factors that determine competitiveness in the fashion supply chain.

3 Textile and Apparel Industry in Asia Countries

It is important to discuss fashion supply chain management in Asia in more depth. At
present, Asia possesses of amore comprehensive supply chain system than other con-
tinents such as North America and Europe where the focus lies on product design and
retailing, not on manufacturing (Chen et al. 2017). Whereas the textile and apparel
giant China has already built upmomentous textile and apparelmanufacturing capac-

Fig. 3 Competitiveness factors in the fashion supply chain
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ities, other Asian countries such as India, Bangladesh and Vietnam are increasingly
promoting the textile and apparel industry in recent years (Berg and Hedrich 2014;
Zhen 2015; Barrie 2016; Barth 2016). In this section, the industry conditions of the
textile and apparel industry in China, India, Bangladesh and Vietnam are introduced
and discussed. Additionally, it is investigated whether the logistics performance of
each of these countries has an influence on the fashion supply chain efficiency of
suppliers in these countries.

China

China is the world’s largest textile and apparel producer and exporter. The industry
plays a crucial role in the country’s national economy. The output volume of China’s
textile and apparel industry accounts for more than half of the global one (Lu 2016a).
China is the biggest apparel exporting country worldwide with an apparel export
value of $175 billion in the year 2015 (Textile Outlook International 2017).

The Chinese textile and apparel industry is highly diverse, with companies and
factories working on cotton, chemical fiber textile and printing, dyeing finishing,
wool textile and dyeing finishing, linen textile, silk textile finishing as well knit-
ted and woven products. China is known as one of the top apparel manufacturers
worldwide with an advanced supply chain infrastructure (Lam and Postle 2006).
For instance, its internal transportation network, as well as its world-class ports and
power sources are the foundation for efficient operations of players in China’s textile
and apparel industry and drive the country’s success. Furthermore, China can source
all the natural materials (both plant and animal based) that are needed in textile and
apparel production in its own country. China has a strongworkforce with the required
expertise and is thus able to produce a huge amount of good-quality goods at low
cost. It is predicted that the large domestic market will continue to maintain its size
in the next years (Lu 2016a).

In recent years, the rising costs of energy, land, and labor have weakened China’s
position in the international competitive environment. Seeing the Chinese textile
industry in the long term, when producing low-end products, manufacturing capac-
ity will continue to transfer to other Asian countries that are cheaper. In comparison
to previous years, China’s manufacturing strategy has changed and is still in a state
of development. Increasingly, investments in technological innovation and quality
upgrades are made. Furthermore, the focus is set on achieving higher profit margins
by producing fewer units but increasing the value of the output instead. Achieving
economies of scale through producing as many units as possible is not the ultimate
goal of all manufacturers anymore. As a result, the image of China as a low-cost
country is fading away, while the image of China as a medium to high-tech man-
ufacturer is becoming more and more popular. Owing to the constant development
and the modernization of production processes, China is facing a lot of new chal-
lenges. Chinese manufacturers have to deal with higher production costs at home
and respond to competition from cheaper sourcing countries around. The global
economic slowdown as well as increasingly strict environmental policies is driving
China’s fashion manufacturing sector under pressure (Young 2016). However, given
the current climate in Asia’s textile and apparel sector, China will remain the leading
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textile and apparel sourcing country in the world in the foreseeable future. There
is no other country that will be able to match China in terms of scale, manpower,
infrastructure, speed, efficiency, expertise, flexibility and stability.

India

India’s textile and apparel sector is one of the oldest industries in the country. Themar-
ket size of India’s textile and apparel industry amounted to approximately US$108
billion in 2015 and is expected to reach US$223 billion by 2021. Textile and apparel
constitutes 14% of India’s industrial production output and contributes about 5% to
India’s GDP, creating employment for about 105 million people, and making it the
country’s second largest employer after agriculture (India Brand Equity Foundation
2017). India’s major apparel export markets are the USA, EU, and UAE. India is
characterized by the coexistence of many big factories using power-looms, and a
large number of small-scale, labor-intensive weaving, and knitting setups. With a
large agricultural sector, India is one of the largest cotton and silk producers in the
world (India Today 2015). By being able to tap its own raw materials, the country
is less dependent on raw material supply from foreign countries and thus faces less
constraints to the ongoing growth of its garment sector.

India’s textile supply chain is complex and fragmented, ranging from material
procurement to the shipping of finished products. Since India has many upstream
suppliers for fabrics, accessories, trims, coloring substances, and replacement parts
formachinery, the country does not depend somuchon imports and can realize shorter
lead times when it comes to apparel production. By being increasingly exposed to
demanding clients from Europe and the USA, Indian factories gain experience in
exports management, factory compliance, and sustainability topics.

India benefits from its geography as the country generally suffers fewer nat-
ural disasters than other manufacturing nations in Southeast Asia. Compared to
China and many Southeast Asian countries, India—sitting on the Indian Ocean
trade route—enjoys advantages in its trade with Europe, Africa, and the Cen-
tral East in terms of less transportation days needed for shipping goods to
major ports in these regions. In the fashion industry, the importance of speed to
market continues to grow, and companies seek sources close to markets, with
responsive supply and sustainable production. This opens the door wider for
Indian textile and apparel production being closer to the EU and UAE mar-
kets.

Another reason why India is attractive for textile and apparel buyers is its
large consumer market. India is the world’s second largest population. Its large
consumer base has great potential for steady economic growth in textile and
apparel consumption. According to a 2015 UN study of global population trends,
India is even expected to overtake China to become the world’s most popu-
lous nation by 2022 (BBC 2015). Attracted by the potential of India’s domes-
tic market, apparel brands such as Tommy Hilfiger, Superdry, Hugo Boss, and
Diesel have already started operations in India. These brands know that Indian
middle-class consumers are more willing to buy good quality apparel products and
develop great loyalty.
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Bangladesh

When sourcing from Bangladesh, there are several challenges such as infrastructure,
transportation system, working conditions, and safety, which buyers have to take into
consideration. The Southeast Asian country Bangladesh has poor working condition
but low wages, and excessive overtime (Safi 2016). In Bangladesh, workers in the
textile and apparel sector only receive poor salaries (Textile Outlook International
2017). What is worse, they often cannot get their salary, bonus, and overtime bills
in time. In many cases, workers in Bangladesh’s textile and apparel industry receive
the legal minimum wage, which does not provide enough money for them to sustain
their families (Safi 2016).

Fire was a common hazard in Bangladeshi factories (Textile Outlook International
2017). For example, on April 24, 2013, an eight-story complex of clothing factories
called Rana Plaza near the country’s capital Dhaka collapsed with 1127 people being
killed, mainly young women (Taplin 2014). This disaster immediately attracted huge
media attention because it occurred due to the fact that many leading fast fashion
brands miss out on imposing and enforcing binding safety rules and regulations on
their Bangladeshi manufacturers. Moreover, Bangladeshi government had recently
taken steps to improve workplace safety in response to a number of industrial acci-
dents in the sector (Taplin 2014).

Despite industrial accidents, the economy of Bangladesh is prospering in the past
few years. The main reason for this is the ready-made garment sector.

Vietnam

The Vietnamese textile and apparel industry grew quite fast over the last two decades
(Le and Wang 2017). Many manufacturers have shifted their production facili-
ties from China to Vietnam (BDG 2016). For example, the sportswear giant Nike
sources 42% of its products from Vietnam but only 30% anymore from China (Har-
ris 2015). Cheap labor, favorable demographic and geographic conditions, growing
export rates, and free trade agreements attract a lot of manufacturers to produce in
Vietnam (BDG 2016).

Costs are an important factor for buyers to select Vietnamese companies as their
textile and apparel manufacturers (Textile Outlook International 2017). Vietnamese
factory workers get on average only one-third of the wages of workers in China
(Harris 2015). While the wages in China are rising due to constant innovation and
specialization, wages in Vietnam remain relatively constant and cheap. Another ben-
eficial factor for Vietnam is that its population consists to 65% of people who are
younger than 40 years. Young people have a high motivation to learn and develop
professional skills, and therefore create an advantage formanufacturing (BDG2016).

Vietnam is engaged into several free trade agreements (FTA). Especially the
involvement into the Association of Southeast Asian Nations (ASEAN) and the
Trans Pacific Partnership (TPP) (now abolished by Donald Trump until April 2018)
emphasizes the openness of Vietnam toward global trade and makes it a determined
participant in the world’s economy (BDG 2016). Whereas Vietnam benefits from its
free trade agreement participation, it still experiences major negative effects because



1 Introduction to Fashion Supply Chain Management in Asia 9

of a lacking raw material supply in its own country. Vietnam does not farm cotton or
produce other kinds of textile materials (no matter natural fiber and man-made fiber).
This weakness leads to Vietnam’s huge demand of imported raw materials from the
USA, and significantly increases the country’s dependence on external suppliers.

Vietnam’s stable political environment attracts a lot of investors to shift their
production facilities to the country (Lomas 2017). The Vietnamese government is
continuing its efforts to create an attractive business environment and a comprehen-
sive legal framework in order to increase the country’s competitiveness to become
the destination of textile and apparel manufacturing (Nguyen 2014).

In the year 2015, the export value of apparel in Vietnam increased by 10% while
the export value in China declined by 6% (Lu 2016a). Vietnam’s close geographic
proximity to China makes it easier for manufacturers who want to move their pro-
duction from China to Vietnam to integrate their existing supply chains into the new
setup (Niggl 2015). Overall, Vietnam is seen as China’s main rival in Asia for apparel
and textile manufacturing in the long term (Jennings 2017).

Country-Specific Logistics Performance as Determinant of Supply Chain
Efficiency

Logistics plays a key role in facilitating international and domestic trade, and is
central to a country‘s competitiveness and economic growth. An indicator which
reflects the logistics situation in each country is the Logistics Performance Index
(LPI). The LPI measures a country’s logistics performance throughout the entire
logistics supply chain and indicates the ease of moving products into, inside, and
out of a country (https://lpi.worldbank.org/about). Countries with high LPI scores
provide a better environment for textile and apparel producers as these can make
use of more sophisticated infrastructure and logistics services in that country. This
is likely to decrease product lead time and increase efficiency in their supply chain.
Textile and apparel manufacturers also take a country’s logistics environment into
considerationwhen it comes to choosing a factory location.Overall, logistics presents
both opportunities and challenges for the Asian countries. If governments allocate
enoughfinancial resources to building andmaintaining infrastructure, they can attract
a larger number of manufacturers. On the contrary, if a country has many logistics
shortfalls, it becomes more difficult to attract producers which rely on inbound and
outbound logistics for their raw material supply and finished goods transport. Also,
an underdeveloped logistics system is unlikely to attract a lot of Foreign Direct
Investment (FDI). The LPI helps countries to detect the strengths and weaknesses
of their logistics performance, and enables targeted government investments into
logistics areas that need development. The LPI also helps countries to set the right
priorities when a budget constraint exists.

Figure 4 compares the logistics performance of China, India, Vietnam and
Bangladesh, the four countries which were introduced. It can be seen that for the
latest numbers of 2016, China scores highest among these four countries in all the
six dimensions customs, infrastructure, international shipments, logistics compe-
tence, tracking and tracing, and timeliness. This is an explanation why China has
such a strong textile and apparel industry, and why China will remain the number one

https://lpi.worldbank.org/about
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textile and apparel producer for some time in the future. No other of the four coun-
tries has a higher LPI score than China (3.66 out of 5). India scores 3.42, Vietnam
2.98, and Bangladesh 2.66. The countries rank 27, 35, 64, and 87, respectively, in
the global LPI ranking. Looking at the bigger picture, China’s logistics performance
is far better than the average in other Asian regions such as South Asia and East Asia
& Pacific, as China scores much higher in the six LPI dimensions than the regions
South Asia and East Asia & Pacific.

Figure 4 shows that China achieves an especially high score in infrastructure. This
is due to the fact that in the past, the Chinese government focused on strategically
building infrastructure. China still plans to invest aggressively across key infrastruc-
ture sectors in the future to support and stimulate further growth. China’s continuous
investment into infrastructure also benefited textile and apparel producers that oper-
ate in the country. For example, the share of logistics cost of total product price could
be decreased, and the number of goods lost during transportation in the country was
minimized. Overall, China’s sound logistics performance served as foundation for
the growth of the Chinese textile and apparel industry, and facilitates, accelerates,
and cheapens the supply chain operations of Chinese suppliers. Hence, Chinese sup-
pliers could gain and still possess a competitive advantage over their rivals in other
Asian countries.

Fig. 4 Comparison of the 2016 logistics performance of China, India, Vietnam and Bangladesh.
Source https://lpi.worldbank.org/international/scorecard

https://lpi.worldbank.org/international/scorecard
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4 New Challenges and Opportunities for Asia’s Fashion
Supply Chain

Asia plays an important role in contributing to the global economy and satisfying
the demand of consumers for textile and apparel products. Enhancing supply chain
efficiency and at the same time accommodating the latest developments in politics
and technology brings various new challenges for Asia’s fashion supply chain, but
also provides opportunities to be seized. In the following, three major developments
are presented that will shape the fashion supply chain landscape in Asia in the future.

The Belt and Road Initiative

The Belt and Road Initiative (BRI), also named One Belt One Road (OBOR), is
China’s most ambitious economic and diplomatic program. It is a development strat-
egy proposed by China’s leader Xi Jinping in September/October 2013 that focuses
on connectivity and cooperation between China and Eurasian countries. The BRI
consists of the land-based Silk Road Economic Belt (SREB) and the oceangoing
Maritime Silk Road (MSR). The ‘Belt’ is a series of six overland corridors con-
necting China with Europe, via Central Asia and the Middle East, including some
countries situated on the ancient Silk Road. The initiative covers around 60 countries
in Asia, Oceania, Northeast Africa, and Europe which make up 65% of the world’s
population, one-third of the world’s GDP, and a quarter of all the goods and services
the world moves. In 2017, projects with investments of $900bn were planned or
underway.

The initiative aims at realizing China’s ambition to play a larger role in global
affairs with a China-centered trading network as base. The ‘Chinese Dream’ can
be seen as renewal of an older order of overland and maritime relations that has
been interrupted by European colonialism. The BRI fosters the extension of the
infrastructure-driven economic development that China went through in the past
decades.Whereas China currently faces sluggish growth in exports andweak internal
demand, the BRI is set to pave the way for the Chinese economy’s next growth step.
The BRI might have the potential to reshape global trade. Developing infrastructural
ties with neighboring countries will reduce physical and regulatory barriers to trade.
This creates new markets for Chinese goods and technology. Until now, the BRI has
proved successful in connecting China with developing countries and helped many
countries to enhance their national economy through collaboration. The BRI has also
demonstrated the power of China.

BRI strategy influences the layout of China’s textile and apparel industry. China
eliminated clothing import duties for 33 developing countries and less-developed
countries, opened the import market, and encourages outgoing investment and inclu-
sive development. Moreover, BRI strategy improves multilateral trade. In the textile
and apparel industry, China has imported more raw materials and finished clothing,
whereas exported more spinning machines and manufacturing equipment to less-
developed countries. The Asian Infrastructure Investment Bank (AIIB) will con-
tribute to the construction of infrastructure, which facilitates and accelerates moving
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products and materials between different supply chain members. Furthermore, the
AIIBwill promote industrial development and createmore opportunities in the global
fashion supply chain. Overall, the Belt and Road Initiative strengthens the position
of Chinese and Asian textile and apparel manufacturers in the global fashion supply
chain network.

Sustainability Issues in Fashion Supply Chains

Sustainability is another topic that will dominate the future of fashion supply chains.
Textile and apparel is one of the most polluting industries in the world, having a
direct impact on the health of the world’s ecosystems.

Cotton is the most commonly used natural fiber for making clothes and makes
up approximately 33% of all fibers that are found in textiles. The problem is that
cotton farming is verywater-intensive. To produce one cotton shirt, 2700 L ofwater is
required,which is enough for one person to drink for 2.5 years (NationalGeographic).
Cotton production can be especially damaging in areas that already face water stress.
Clothing production is also responsible for water use and pollution. Worldwide, 5
trillion liters ofwater is used every year solely for fabric dyeing, and 20%of industrial
water pollution is caused by garment manufacturing.

Garment not only consumes and pollutes water, but also leaves a carbon footprint,
which size depends on the material used. Synthetic fibers such as polyester impact
water and land less than grown materials such as cotton, however, they emit more
greenhouse gases per kilogram. A polyester shirt has more than double the carbon
footprint of a cotton shirt (5.5 kg vs. 2.1 kg). In 2015, polyester production for textiles
set about 706 billion kg of greenhouse gases free, which is equivalent to the annual
emissions of 185 coal-fired power plants.

With the latest consumer behavior, water stress and carbon emissions become
evenmore severe. Fast-changing fashion trends and low pricesmake people consume
more than in the past. The average consumer is now buying 60%more clothing items
compared to the year 2000, but each garment is only kept half as long. ‘Fast fashion’
shortens fashion cycles and gets a garment from the designer to the customer within
weeks instead of months. The number of fashion seasons per year has increased from
two—spring/summer and fall/winter—to as many as 50–100 microseasons.

Apparel spending is forecasted to grow tremendously over the next decades,
spurred by Asia where hundreds of millions of people in China and India will enter
the global middle class. By 2030, there will be 5.4 billion people in the global middle
class, compared to 3 billion in 2015. Consequently, an increased demand for clothes
that define middle-income lifestyle is expected. If consumption continues at its cur-
rent rate in the future, the world would need three times as many natural resources
by 2050 compared to what was used in 2000.

Whereas some apparel companieswill ignore environmental concerns and keep on
operating their traditional business models, others will become aware of the urgency
of finding solutions for theworld’s resource problem andwill tackle the issues in their
supply chain. Every stage in the fashion supply chain, from rawmaterial sourcing and
textile production to apparel manufacturing and distribution, consumes a significant
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amount of natural resources and owes for the release of emissions that do harm to
the environment. This is why each and every part of a fashion supply chain offers
potential for improving sustainability.

A first step for textile and apparel companies is to measure their environmental
impacts throughout their entire supply chain and understand in which areas they can
improve. One suitable tool is the ‘Sustainable Apparel Coalition’s Higg Index’ that
allows companies to measure their environmental, social, and labor impacts. There
are already some companies that work on improving their resource efficiency. H&M
and Zara, both pioneers of fast fashion, joined 33 other fashion companies pledg-
ing to increase their clothing recycling by 2020 and collecting and recycling used
clothes at many of their stores. Other fashion companies publish water and emissions
quantities on the webpage of each of their products. One important step for fashion
firms is to realize that it is not only beneficial for the environment to improve the
environmental impact of the garment produced, but also to produce less items over-
all. On the one hand, fashion companies want to produce enough quantity to satisfy
demand and achieve economies of scale in production, on the other hand, they know
that less production also consumes less resources and thus is more environmentally
friendly. Obviously, especially low-price fashion firms face a significant trade-off
between the ability to serve price-sensitive consumers and at the same time protect
the environment. These companies are at the same time the ones which have the
largest impact on the environment through their vast production volumes. Overall,
in order to stay within planetary boundaries, consumers are required to consciously
make apparel purchases, and the industry is called to return to ‘slow fashion’ (Drew
and Yehounme 2017).

In Asia, the emerging countries all face sustainability issues. There are different
ways that Asian textile and apparel manufacturers can use resources in a way that
is not harmful to future generations. Possible measures they can take to achieve
more sustainable fashion supply chains are eliminating chemicals in products and
productionprocesseswhich are hazardous to humans and the environment, promoting
the ethical treatment of animals, and creating eco-friendly products that usematerials
from sustainable sources. Ideally, Asian suppliers voluntarily develop sustainable
supply chain procedures and invest in clean technology in production. However, this
is often not the case. Quick money is what many suppliers are looking for, not trying
to lessen the impact of their activities on the environment. If manufacturers do not
change their behavior themselves, one possible solution can be the enforcement of
certain supplier behaviors in the legal way. National governments can become more
active in introducing new rules and regulations that textile and apparel producers
have to comply with. Moreover, international buyers can encourage and require
their suppliers to adhere to environmental laws and improve their practices. Overall,
it would be an essential step if Asian textile and apparel manufacturers initiated
sustainable measures in the short-term future and committed to the reduction of their
environmental impact and to the protection of ecosystems and biodiversity.

Sustainability does not only include topics related to nature and the environment,
but also includes social dimensions such as respect for people. Corporate Social
Responsibility (CSR) initiatives try to take into account the economic and social
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interests of different stakeholders. It is known that employees of some Asian gar-
ment suppliers are exposed to inhuman working conditions. This is particularly true
in the emerging countries such as Bangladesh. The poor and unsafe working con-
ditions lead to challenges of managing social responsibility (Burke 2013). Truly
sustainable fashion supply chains take care of workers’ health and safety, respect
their human rights and provide equal opportunities. To achieve that, Asian textile
and apparel suppliers can assess risks related to their worker’s health and safety
and take steps to minimize these risks by providing a safe place to work in their
factories. Furthermore, manufacturers can reject child labor, forced labor, and dis-
crimination. Buyers can continuously raise their suppliers’ awareness of workplace
health and safety requirements, require them to comply with certain health and safety
principles, and undertake unannounced visits and inspections. Supplier audits are an
effective tool for buyers to check factory conditions andmonitor suppliers’ execution
of sustainability policies.

Fashion brands that have implemented sustainable supply chains can commu-
nicate their efforts to consumers and revamp their brand image. This will attract
conscious consumers and enable brands to set a price premium for apparel products
that were produced in a sustainable way. As a result, brands investing in sustain-
ability can expect monetary gains in terms of an increased willingness to pay from
consumers.

The Impact of E-commerce on Fashion Supply Chains

E-commerce is becoming more and more popular among consumers in the world,
who especially value the unrestricted accessibility and great convenience provided.
Consumers are also purchasing fashion products online. For example, Chinese con-
sumers may purchase a Ralph Lauren shirt from a USWeb site, but actually that shirt
may be produced in China. Thus, as matter of fact, to be able to respondmore quickly
to market demand, importers can allocate the apparel production to countries that
are closer to that market. Asia is a big market for fashion. It is crucial for importers
to manage transportation and warehousing in Asia, and connect online retailers with
global consumers via efficient supply chain systems.

5 Conclusion

Textile and apparel is an important economic sector in Asia. Many emerging coun-
tries rely on their textile and apparel industry which creates jobs and raises living
standards. Thus, gaining a better understanding of Asian fashion supply chains is
critically important. Fashion supply chain management aims at fulfilling buyers’
requests and maximizing the total supply chain benefits. Fashion supply chain man-
agement is a complex activity involvingmany different members and stages that have
to collaborate and be gone through before the final product reaches the consumer. The
typical fashion supply chain includes raw material farmers/producers, fiber and tex-
tile producers, apparel manufacturers, transporters, warehouses, and retailers. Each
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stage of the supply chain has individual functions and objectives. Information (e.g.,
demand and supply information), products (e.g., fashionable and basic items), and
payment (e.g., pay in advance, pay when the products arrived, and pay after the prod-
ucts are sold) are the three key elements that shape the interaction of supply chain
parties.

With increasing production costs, it becomes gradually harder for China to main-
tain its competitive advantage in the textile and apparel sector. Other Asian nations
such as India, Vietnam and Bangladesh are on the rise and take over more and more
of the manufacturing share. The capabilities of their fashion supply chains show that
they have caught up a lot and are legitimate competitors of China. However, due to
the fact that these countries still lag behind China in regard to overall competitiveness
and apparel manufacturing efficiency, China will remain the world’s leading textile
and apparel sourcing country and top choice for many buyers in the foreseeable
future.

The diversification of textile and apparel sourcing challenges China’s dominance
heavily, but also provides a mass of unprecedented opportunities for importers and
new production locations (Barrie 2016; Zhen 2015). Multinational brands have to
evaluate their unique sourcing needs and sensitivity to certain factors when taking
apparel sourcing decisions. Cost of labor, value-added tax, customs clearance, lead
time, ease of entry, intellectual property protection, reliability, and political stability
are only some criteria that need to be considered when choosing an apparel sourc-
ing location. Whereas in the past, many buyers ended up sourcing their textile and
apparel products from Chinese suppliers, they now have many other attractive sourc-
ing alternatives. For textile and apparel buyers, it is now important to realize that
apparel sourcing is not limited to China but that the increased number of sourcing
options can be investigated and utilized. A balanced and diversified sourcing port-
folio is the key for buyers because it minimizes supply chain risk and maximizes
profit.

Newly emerged challenges and opportunities which Asian fashion supply chains
face are presented by the Belt and Road Initiative, the development of sustainable
supply chains, and the increasing popularity of e-commerce in fashion. The Belt and
Road Initiative connects Chinese manufacturers better with many parts of the world
and stimulates demand for Chinese goods through trade facilitation. Sustainable
supply chain operations do not only decrease the environmental footprint of apparel
companies, but also help them attract new customers and enhance their brand image,
which will pay off financially in the end. As an increasing number of consumers
prefer to buy apparel products via online channels, supply chain activities around
distribution including transportation and warehousing are required to become more
flexible to not only connect to physical but also to online retailers.
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