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Word count : 18770 

Abstract:  

Following the banning of imported textiles, the Government of Rwanda introduced the “Made in Rwanda” 

policy in 2015 to encourage local domestic markets and the citizens of the country to buy Rwandan -made 

products. This thesis evaluates the impact of the import restrictions or the “Made in Rwanda” policy on the 

Rwandan people so far. An exploratory study on the Rwandan fashion and textile industries is portrayed to 

understand potential stakeholders’ perspectives overshadowing the growth of local domestic bus inesses. A 

literature review of the textile industry in the African context was conducted before gathering five interview 

participants to participate in the study. Two fashion houses, one apparel manufacturing company , and two local 

tailors were interviewed for this study. A SWOT analysis (strengths, weaknesses, opportunities, and threats) 

was used to analyze the data collected during the interviews. The findings of this thesis show that the end of 

secondhand clothing has resulted in people not being able to afford Rwandan-made garments. “Made in 

Rwanda” textiles are perceived as not affordable for everyone and have bad quality. Furthermore, this thesis 

opens the conversation about the new activities of Chinese firms relocating to Rwanda for a transfer of 

knowledge and technologies, but this perception could be misguided.  This thesis thus seeks to start a 

conversation on identifying areas from improvements in the policy and challenges faced by local markets and 

consumer activity in the industry after the introduction of the import restriction.  

Keywords: Sustainable Development, Made in Rwanda, textiles, China-in-Africa, East African Community, 

Import Restriction 

Marie Joana Kagayo, Department of Earth Sciences, Uppsala University, Villavägen 16, SE- 752 36 Uppsala, Sweden 
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Summary:  

The west has dumped secondhand clothing under the guise of charity in developing countries. However, the 

waste products of secondhand clothing are rising, and this practice is contributing to pollution and harming the 

environment. Partner countries of the East African Community formed an agreement to ban secondhand textiles 

and end this well-coordinated industry to rebuild their industries with one another. After announcing this 

potential agreement, the United States threatened to remove duty-free privileges from all countries belonging 

to the African Growth and Opportunity Act (AGOA). All the East African Community countries pulled out of 

this agreement, and Rwanda was the only country to have committed to ending the dumping of secondhand 

textiles from western countries. Following the banning of imported textiles, the Government introduced the 

“Made in Rwanda” policy. The “Made in Rwanda” policy is a holistic roadmap aimed at increasing 

competitiveness by enhancing Rwanda’s domestic market through value chain development (Ministry of Trade 

and Industry, 2017). The policy mapped out five pillars that could help successfully achieve this campaign’s 

goals. The first pillar is to understand the sector-specific strategies; the second is to decrease the price of 

production; the third is to improve the quality; the following is to promote backward linkages; and lastly, to 

change mindsets. This thesis aims to address the impact of Rwandan people following the import restrictions 

while using the pillar of mindset change to understand consumer behaviors and government interventions.  

Additionally, the mindset change pillar seeks to encourage Rwandan people to consume Rwandan-made 

products, but the people are faced with high prices that are not affordable for everyone in the country. The 

findings of this thesis show that Rwanda’s fashion and textiles industries are relatively new and have a lot to 

improve. One comment that kept on coming up from the interviewees was that it is difficult for small businesses 
to get ahead if they do not have enough knowledge of the resources that are made available to them through the 

“Made in Rwanda” policy. Secondly, the presence of Chinese firms in the textile industry has perceived the 

quality of the clothes produced in Rwanda as cheap and fast fashion. Nevertheless, local workers in the textile 

industry are earning very little money, which categorizes them in the “impoverished” sect ion of the Ubudehe 

social wealth category program introduced by the Government as part of a way to reduce poverty in the county. 

Thus, this thesis aims to raise awareness of areas that could be improved in the textile industry of Rwanda.  

Keywords: Sustainable Development, Fashion and textiles, import restrictions, Secondhand dumping, Ubudehe 

categories, Made in Rwanda, East African Community 
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1. Introduction 

In recent years, the fashion industry has received much criticism over its limited consideration of 

social and environmental issues, placing the non-financial costs of fashion on the global public agenda 

(Niinimäki et al., 2020). The fashion and textile industry are one of the main contributors to water 

pollution, and the fast fashion process of producing apparel has contributed to millions of microplastic 

pollution. For instance, the process of color dyeing the garment, the second-hand clothing dumped in 

Africa, or even the Global North countries opening fast operating manufacturing companies that 

underpay their workers and affect the African ecosystem. The process of dumping leftovers in 

developing countries has been criticized. At their end of life, many garments are incinerated or 

transported to landfills of Global South countries, often shipped to Africa, and few are recycled 

(Niinimäki et al., 2020). However, with higher waste production, this practice cannot continue, as 

many Global South countries are banning the import of textile waste, either to protect domestic tex tile 

production (as Turkey or China) or because second-hand garments and second-hand clothing 

oversaturate markets have replaced local production ( as in part of Africa)  (Niinimäki et al., 2020). 

For many years, the African fashion and textile industry depended on Global North countries for 

second-hand dumping. In recent decades, African nations seek to improve their industries by 

depending less on second-hand clothes coming from outside the continent, to promoting local markets, 

fashion designers, and creating job opportunities for people in the sector.  African leaders, specifically 

in the East African Community, have vehemently opposed this imposed business exchange for many 

years. More specifically, Rwanda, which is categorized as a dominant power, implemented an 

importation ban on second-hand clothing entering the country. Tensions were raised after 

implementing the restriction of second-hand clothes entering the country, more specifically by the 

Uinited States. Following the East African Community Summit in 2016, leaders of Rwanda, Kenya, 

Tanzania, Uganda, and Burundi evaluated how dependent the fashion and textile industry was on the 

Uinited Sates for many years and decided that it was time to end this relationship. Following the 

restriction on used apparel, the Uinited States Trade Representative threatened to remove the African 

Growth and Opportunity Act benefits for East  African  Community countries (Wolff, 2021). 

According to the Uinited States Trade Representation statement, restriction on importation would 

result in significant economic difficulty. In other words, this pattern of decolonial thinking from the 

United States of predicting the failure of the ban on imports by delivering a false n arrative in hopes 

of intimidate the African leaders to pull out of the East  African  Community agreement. By February 

2018, all East African Community Partner States had reneged except Rwanda, and the Uinited States 

moved to reimpose duties on Rwanda's clothing exports (Wolff, 2021). The United States achieved its 
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plan to intimidate the other East African Community Partner countries by convincing them that their 

fashion and textile industries would not survive without the helpof the Global North. Despite the 

discouragement of having other East African Community countries pull out of the agreement to end 

second-hand dumping in East Africa, Rwanda was still convinced of continuing as planned. In 2015, 

the Ministry of Trade and Industry classified the textiles, apparel, and leather sector as a critical 

priority industry with high potential for manufacturing growth, employment, and exports (Bank, 

2020).  

Following the banning of imported textiles, the government of Rwanda int roduced the Made in 

Rwanda campaign in 2015 to encourage local domestic markets and the citizens of the country to buy 

products made in the country. The success of this campaign encouraged the government to create a 

policy that aligned Rwanda's goals in promoting the industries underlined in the campaign. The Made 

in Rwanda Policy is a holistic roadmap to increase economic competitiveness by enhancing Rwanda's 

domestic market through value chain development (Ministry of Trade and Industry, 2017) 

Simultaneously, the objective of the Government of Rwanda with this policy is to introduce new ways 

of tackling industries in the country that were once dependent on help from Global North countries 

and to boost local manufacturing markets while encouraging the people to create new businesses with 

the help of the government. 

The banning of imported textiles in Rwanda has encouraged nearby African countries to reassess the 

impact of second-hand textiles coming from the Global North to Afr ican nations. Nevertheless, 

introducing restrictions on imports is reasonably new in Africa. This paper aims to analyze the research 

gap weighing on the impact of the Made in Rwanda policy and its effect on human well -being, such 

as whether the import restriction affects them positively or negatively. The objectives of this study 

are to explore the Rwandan fashion and textile industry while assessing the effects of the import 

restrictions on Rwandan people so far by using a SWOT analysis (strengths, weaknesses, 

opportunities, and threats) to analyze the findings gained from five interviews. Additionally, a critical 

decolonial social-ecological system approach will analyze the advantages and disadvantaged of 

Rwanda, cutting ties with the Uinited States and introducing business opportunities with Asian 

businesses (China). 

2. Background 

Future drivers of growth in Rwanda include protecting local industries and rebuilding the country. 

Traumatic memories of the 1994 genocide, still prevalent, are gradually fading as associations begin 

to take more positive form —of a nation on the rise, powered by human resilience, a sense of common 

purpose and a purposeful government (World Bank, 2020). This chapter is particularly long, but the 

necessity of such is to elaborate on essential aspects that define the Rwandan fashion and textile 
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industry.This section will be divided into five parts: a general review of the East African fashion and 

textiles context will be given to explain the overall challenges and advantages a  country may face 

when imposing an importation restriction in the sector, the Global North’s perspective of dumping 

second-hand textiles in Global South countries, an overview on how the textiles industry in Rwanda 

performed before the the importation ban, the presence of China in the industry, the Made in Rwanda 

policy, and lastly the impact of the import restriction on Rwandan people.   

  Fashion and textiles in East Africa: An overview of the 

end of “Chagua” and the introduction of the ban on imported 

goods 

The second-hand fashion in East Africa is often known as “mitumba” or, as they call it in Rwanda, 

“chagua,” a word that is defined as “choose,” are bales of used clothes shipped in containers to local 

retailers. Mitumba is a Kiswahili term for “bundles,”  referring to plastic-wrapped packages of SHC 

from the West arriving in bundles (Kazungu, 2018). The second-hand  containers coming from the 

Global North are shipped to sub-Saharan Africa and are relatively hard to trace due to second-hand 

clothing being traded back and forth. Exporters intend to make additional income on their leftovers of 

used summer-camp tee-shirts, old school uniforms, or simply global fashion brands’ overproduced 

collections that could not be sold. Undoubtedly, there is a demand in Africa for affordable and trendy 

clothes, and imported second-hand garments are more affordable than new clothes, which are 

perceived as expensive but do not offer equivalent value in terms of quality (Cobbing et al., 2022). 

The second-hand industry is described by Global North countries as a circular means of dispensing 

waste from the fashion industry, but are second-hand imports valuable for the people of this continent? 

Is this method improving the circularity of the clothes or harming the environment of Global south 

countries? The fashion industry is responsible for up to 10% of global greenhouse gas emissions and 

is a significant cause of water pollution worldwide, with over 80% of its supply chain impacts on the 

environment taking place in Global South countries where the majority of clothes are manufactured 

(Cobbing et al., 2022).  

The success of Chagua in Rwanda raised a high demand where people were used to receiving clothes 

from abroad, and many retailers were making a living with this business. The demand for used clothing 

was at the expense of Rwandan-made products and local markets. As a result, the East African 

Community agreed in 2016 to a complete ban on used clothes imports by 2019 (Cobbing et al., 2022). 

The goals and objectives of this ban were to promote locally made products and grow the economy of 

East African Community countries. The second-hand apparel industry held by Global North countries 

did not receive the news very well as they stood to lose millions of dollars if the East African 

Community ban on importation was to be implemented. The importers of second-hand apparel would 
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be affected by this ban, and so will the local retailers and re-sellers. 

Additionally, chagua consumers would face high prices in the local retail if they cannot consume more 

affordable apparel provided. Consumers bear the brunt of import restrictions since they will foot a 

higher bill for clothing until, in theory, local production has caught up (Wolff, 2021). However, the 

United States challenged the ban as a blockage of free trade and threatened possible trade penalties, 

including losing eligibility for duty-free clothing exports to the United States market under the United 

States African Growth and Opportunity Act  (Cobbing et al., 2022). Later, due to fear of losing the 

rights of African Growth and Opportunity Act, East African Community partner countries expected 

Rwanda to sign the agreements regardless of threats from the U inited States. 

 Global North dumping second-hand textiles in East 

Africa: Circular or linear model? 

The average person living in the Global North has the privilege of wearing clothes once and never 

wearing the items again. Most clothes are turned into waste and end up in  landfills or incinerated. 

Some clothes also donated to local charities often sold locally at an affordable price or shipped 

overseas. Second-hand clothing that is turned into a donation to charities our later sold for commercial 

recuperation to recycle the textile. Unless the clothes are collected and recycled into new clothes 

repeatedly, critics say, what emerges is not a circular model but a linear model with a different 

endpoint (Baraka,2021). “Second-hand exporters can rebrand the trade as many times as they want, 

but unless they work in partnership with markets like Kantamanto, it is just greenwashing,”  says Liz 

Ricketts, director of The OR Foundation, a Ghana-based nonprofit that has investigated the influx of 

second-hand clothing in the country ( Baraka, 2021). The textile is then shipped to the Global South 

in containers and sold on bales to local merchants. When sold to local retailers, the global chain of the 

traveling containers is turned into a business sequence where  the local traders employ tailors to fix 

damaged clothes sold at a profitable price.  

On the one hand, this business relationship could be considered a form of creating job opportunities, 

but on the other hand, this relationship is not helping the economic growth of the African people and 

the country. In the Global North, used and pre-owned clothes occupy a niche market, while in Global 

South countries, clothing imported from the North is a staple or primary source of clothing (Bradley,  

2013). According to statistics, North America, Europe, and Asia are the leading exporters of second -

hand apparel in East Africa. Not all of these countries represent the source of the clothes because large 

amounts of clothes from Europe and North America are reprocessed in India and Pakistan and re -

exported to Africa (Cobbing et al., 2022). The entry port for these containers is more accessible for 

landlocked countries but often re-distributed in nearby countries. For instance, Kenya’s Port of 
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Mombasa is known to import large numbers of containers. The Chagua term is also relevant in the 

United Republic of Tanzania, not just due to the imports of second-hand clothes from neighboring 

Kenya: According to a 2017 report, it is estimated that out of the 720 million pieces of clothing 

consumed in Tanzania annually, 540 million pieces are second-hand (Cobbing et al., 2022). The more 

an average consumer in the North consumes on fast fashion garments they wear two-three times, the 

higher the volume of clothing ending up in sub-Saharan Africa will double. Fashion brands have come 

under criticism for practices such as destroying unsold products and sending piles of clothes to 

landfills across the Global South, on top of often exploitative and dangerous conditions for workers ( 

Dottle and Gu, 2022). 

 The presence of China in the fashion and textile 

industry in Rwanda 

2.3.1. China’s presence in Africa 

China discovered the economic-hob benefits of trading in sub-Saharan Africa. In 2008 it replaced the 

European Union and the United States as Africa’s major trading partner (Dijk, 2009). After 

decolonization, many African states were in heavy debt and decided to pursue the structural adjustment 

programs offered by the World Bank and IMF for loan relief that then affected multiple industries in 

the African economy poorly. All the African nations implementing structural adjustment programs are 

today experiencing increasing indebtedness and budget deficits because they are not growing; a 

growing economy realizes budget surpluses and pays its debts (Ogbimi, 2019). The fiscal discipline 

gave no choice to the African states to comply with all the conditions that came with the debt relief. 

Conditions such as full autonomy of resources, control of money supply, and many more. Years after 

the disaster of the structural adjustment programs, Africa gained trust in China to support the African 

economy and provide aid. This combined use of aid, investments, and trade require political 

coordination, and China has developed a strategy and different policies concerning Africa, including 

migration to Africa (Dijk, 2009). Critics sometimes debate this new relationship because the narrative 

of China could very much be similar to the narrative of North American and European countries, 

which would be to exploit and manipulate African countries. China’s presence in Africa could be 

described as a form of neocolonial power where we view China’s presence in Africa as a threat or an 

advantage to Africa’s growth.  

Nevertheless, China describes its presence in Africa as a win-win relationship where they uplift the 

African economy by building manufactures and industries or go as far as transforming African cities 

in return for resources and goods, more specifically oil. China not only engages Africa for economic 

reasons but also to gain political capital and enhance its soft power status, so it would not be fair to 
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say that it is just there for resources (Bodomo, 2017). The presence of China and India in Africa is 

doubtlessly positive from the macroeconomic point of view (in terms of the effects on the balance of 

payments, saving, growth, investment, and government budget (He, 2020). Concerning certain 

countries such as China, most African countries have no comparative advantage in almost any 

manufacturing sector; they have to reduce manufacturing activities, according to theory, and specialize 

in agricultural and mining sectors (He, 2020). In other words, many African countries welcome 

Chinese manufacturing in the country to uplift the sector due to the lack of experience and technology 

in that field. China has had a head start on manufacturing, which leaves African  nations dependent on 

China. In the case of the fashion and textile industry, China has become the leading textile exporter 

in sub-Saharan Africa. From a comparative advantage point of view, the increase in the importation 

of one kind of goods always harms the local production of these goods (He, 2020).  

2.3.2. China’s presence in Rwanda 

Following the importation ban, President Kagame welcomed Chinese manufacturing companies in the 

textile industry to the country. China benefited from the trade dispute between the Uinited States. and 

Rwanda by ending second-hand imports because a new market for apparel was opening. In its review 

of the East African countries’ hike in tariffs on used clothing, the U inited States Trade 

Representative’s Office argued that Chinese imports “pose a much greater danger to East African 

domestic industries” than second-hand American apparel (Bearak and Lynch, 2018). On the other 

hand, one can argue that despite the quality difference of the clothes, Chinese manufacturing 

companies offer job opportunities to the Rwandan people and provide sufficient training and steady 

employment. The Rwandan government’s program for training its citizens across diverse industries 

has played a vital role in the planning, implementing, and scaling of Chinese manufacturing in Rwanda 

(Eom, 2018). In 2015, C&H Garments, a Chinese garment firm with previous operations in Kenya, 

opened a factory in Kigali, Rwanda, introducing new experiments in technology transfer and training 

(Eom, 2018). 

Compared to second-hand imports in the country, the Chinese manufacturing companies in Rwanda 

are transferring the knowledge of expertise to the Rwandan people by training them on how to use 

complicated machinery to create Rwandan-made garments. Alternatively, perhaps “Chinese Made in 

Rwanda.” Nevertheless, the welcoming of Chinese markets has doubled the production of Rwandan -

made goods. Critics were raised regarding the quality they now receive with Chinese apparel compared 

to second-hand used clothing. Chagua was more dignified than Chinese clothing because it allowed 

people to feel stylish, says Isai Mugabo, a shop owner (Bearak and Lynch,  2018). Local merchants 

used to re-sell second-hand clothes coming in the country have complained about the country’s 

changes because they make less money and have unsatisfied customers. Chinese manufacturing 

markets in Rwanda create mass production of “cheap” clothing to distribute in local shops such as the 
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one of Isai Mugabo (Bearak and Lynch, 2018). While the product is new, the quality is not similar to 

what they used to receive from second-hand used clothing. 

On the other hand, for Chinese firms to want to open factories in a small country like Rwanda, they 

must be gaining something in return. Such Chinese firms are increasingly interested in opening 

factories in Africa, as the labor costs are much lower than in China (Dijkstra,  2020). In other words, 

the transfer of knowledge from Chinese firms to Rwandan people for the low cost of high intense 

labor. “The government should have waited until the country had built a mature textile industry before 

banning chagua,” says clothes seller Felicien Maniraguha  (Dijkstra, 2020). The Rwandan government 

viewed the preparation process of implementing a total ban and  welcoming manufacturing companies 

as the preparation process the country needed. More specifically, the transfer of knowledge and skills 

will prepare the country to be one of the East African Community leaders in the textile industry. 

However, there have been few studies of Chinese manufacturing or technology transfer in Rwanda 

(Eom, 2018). 

 Made in Rwanda policy: Impact on import restrictions 

and Ubudehe Categories 

The Made In Rwanda policy, launched in 2017, aims to improve competitiveness, enhance demand 

for Rwandan value-added products, narrow the trade balance, and generate jobs (Bank, 2020). It brings 

together existing government interventions under a clear policy framework and addresses supply -side 

bottlenecks via targeted interventions to improve quality, boost cost competitiveness, deepen domestic 

supply chains, and develop action plans for specific high-potential value chains (Bank, 2020). The 

Made in Rwanda policy has five pillars that need to be addressed to successfully achieve the goals of 

this campaign which are to address the trade deficit and increase job creation by promoting exports, 

boosting production of and stimulating sustainable demand for competitive Rwandan value -added 

products by addressing factors constraining their quality and cost  competitiveness (Ministry of Trade 

and Industry, 2017). By addressing the constraints, the goal initiated that the pillars of the policy 

needed to be addressed. The five pillars are the following: 1) Understanding the sector -specific 

strategies, 2) decreasing the price of production, 3) improving the quality, 4) promoting backward 

linkages, and 5) mindset change. In order to answer the proposed research question of evaluating the 

impact of the import restrictions on the Rwandan people, this research will concentrate on the pillar 

of mindset change. Rwanda-made products are perceived as of “bad quality and expensive” and 

inferior to secondhand clothing. Therefore, the Government of Rwanda took the initiative to  address 

the concerns by creating a survey to hear the consumers perception of Rwandan-made products. There 

are two core channels through which mindset change will be achieved: a communications campaign 

and local preference in public procurement (Ministry of Trade and Industry, 2017). The 
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communication campaign aimed to encourage and educate Rwandan people on the importance of 

purchasing Rwandan-made products while improving the “inferior” image of the product. By do ing 

so, the campaign showcased Rwandan-made products, but concerns regarding the price of the product 

were not answered. 

Nevertheless, not all Rwandan-made products have the Made in Rwanda logo because quality control 

of the product needs to be attained before receiving the logo on their packaging. The product has to 

be of quality and has to represent the fundamental values of the Made in Rwanda  policy. This logo 

acts as a symbol of quality assurance and should be reserved for those products that respect th e core 

objective of the Made in Rwanda policy-that Rwandan products be known for their quality, safety, 

and reliability (Ministry of Trade and Industry, 2017). Receiving the Made in Rwanda Logo will mean 

companies will have access to the total weight of the Rwandan brand and reputation for high quality, 

affordable products (Ministry of Trade and Industry, 2017). In other words, not all products produced 

in Rwanda are part of the Made in Rwanda circle because not all garments have the logo. The second 

core channel of the mindset change that is aimed to be achieved is the local preference for public 

procurement. The local preference in public procurement acknowledges that the Rwandan -made 

products tend to be expensive to the public but that receiving something of quality is worth the price. 

As a significant consumer, Government of Rwanda should promote Made in Rwanda  by sourcing 

locally wherever possible while remaining mindful of getting value for public money (Ministry of 

Trade and Industry, 2017). 

Given that Rwanda is a country that does not produce cotton, for example, this translates into local 

companies importing fabric from outside the country. Additionally, the Government does its due 

diligence in procuring goods that are not produced in the country, but the quality of the product is not 

always promised. In practice, it will be worth it for Government  to pay a slightly higher price for 

goods and services if this translates into economic benefits such as jobs, increased output, and taxes 

paid in Rwanda (Ministry of Trade and Industry, 2017). 

2.4.1.  Impact on import restriction on the Rwandan people  

The ban on importation was received by Rwandan people in different ways. On one hand, many were 

happy to end the second-hand clothing entering the country, and others were left panicking because it 

was the way they made the livelihoods. Leonard Munyandamusta, an investment and trade expert, 

believes the declarations will motivate local and foreign companies to invest in local production 

(Tasamba, 2019). Local traders who depended on the chagua containers bought buddles at a low price 

and sold the apparel at a low price as well. Second hand clothes benefited low income earners that are 

incapable of affording locally made clothes. However, Miriam Maobe, a Kenyan woman working in 

Kigali, argued that prices of locally made products are much higher, which encouraged buyers  
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(Tasamba, 2019). “Imported clothes, especially second-hand ones, are still cheaper compared to 

locally made attires, this is a serious undoing to promotion agenda for local products among low 

income earners,” she said (Tasamba, 2019). Furthermore, Rwanda has opened their doors to Chinese 

manufacturing company for a transfer of technology and knowledge in the textile industry. The 

Chinese firms are benefiting from this relationship with Rwanda for the low waged labour. It allows 

relatively easy entry, is labour intensive and may provide African countries with a “competitive 

advantage” due to large pools of low-skilled labour and relatively low wage levels (Traub-Merz, 

2006). In other words, the Rwandan government welcomed foreign firms to start their manufacturing 

industries to uplift the employees with skills and training to excel in the industry. This case 

demonstrates how local governments can exert agency on their path to structural transformation, 

helping to kickstart industrialization of their economies by requiring foreign investors to implement 

skills transfer programs (Eom, 2018). Nevertheless, not much research on the progress of these 

programs has been done, therefore it is hard to assess the impact of the workers. On the other hand, 

the “textile and clothing” can lead to highly exploitative production processes and the emergence of 

the “working poor”: workers in full-time employment but unable to meet the most basic needs on their 

households (Traub-Merz, 2006). The Government of Rwanda assured the public that the performance 

of these foreign companies would be watched. The Government of Rwanda will instill Performance 

contract with the private sector with commitments on deliverables from each side ( Ministry of Trade 

and Industry, 2017). The Textile and Clothing industries are notorious for creating poor working 

conditions in many Global South countries (Traub-Merz, 2006).  

2.4.2.  Ubudehe Program: Income assessment among 

households’ calculation  

While times have changed, there is  a large informal sector that does not involve monetary exchange. 

Ubudehe is a long-standing cultural value of mutual assistance that the government adopted in the 

2000s as part of the strategies to address poverty reduction (Bishumba, 2020).When evaluating the 

impact of the importation ban, it is essential to acknowledge the Ubudehe categories to calculate how 

much an average Rwandan makes if they have a job. The Rwandan government introduced the 

Ubudehe program to calculate the population's socio-economic status. There are five categories 

represented by letters A, B, C, D, and E, consisting of households with the highest income, while E 

consists of the most vulnerable in society (Bishumba, 2020). Thus, this categorization helps the 

government point out who in the population needs government assistance to graduate to a higher class 

category. Furthermore, these categories are important to include in this thesis because they are 

referenced when calculating the monthly income of the tailors in manufacturing company. The 

Ubudehe categories are also later referenced for future research. The ubudehe categories are essential 

measures to calculate when answering my research question. For instance, in the textile indust ry, many 
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tailors fall in the categories of one and two. Before the importation ban, many tailors were self-

employed by fixing damaged clothes in the shipped containers. Many are left with no employment or 

have found employment but make very little money. A potential research problem that could be done 

in the case of the importation ban is to explore the impact of the ban and the Ubudehe categories.  

Table 1. Ubudehe categories  

Category 1:  • Extremely poor 

• No job, land, food 

• Need government assistance 

Category 2 :  • Poor 

• Part-job, below average home, able to 

afford rent 

• Need government assistance 

Category 3:  • Middle class  

• Most common category 

Category 4:  • Wealthy  

• Financially stable 

Category 5 • Well off 

  

The above table describes Category 1 as people who live in abject poverty and have no means to afford 

a living. This category of the population owns no property, lives on begging and help from others, and 

considers it lucky if they died (Uwamariya, 2013). Category 2 considers people that can earn some 

money from part-time employment. People in this category do not own land nor property and their 

income is sufficient for a meager diet  (Uwamariya, 2013). These two categories receive government 

aid yearly, but with that additional support, they are still not able to graduate to a higher category. 

Category 3 is considered the middle class of Rwanda and forms the most significant population of the 

country. People in this category depend on food deficit in nutrients, own a small portion of land, have 

low production, and their children cannot afford secondary education (Uwamariya, 2013).  Category 4 

usually are low-ranking officers and small business owners that are financially stable and are not 

dependent on government assistance. The last category are people who own multiple lands and can 
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afford a comfortable lifestyle. This category comprises people with  bank accounts, a home, a car, 

cattle, fertile lands, sufficient food, and are permanently employed (Uwamariya, 2013).  

Theoretical approach and Methods 

 Social- ecological systems approach (SES) : 

Social-ecological systems ( SES) have emerged as a key conceptual and analytical framing to 

understand the connections and feedback between social and environmental interactions in the real -

world terms ( de Vos, Biggs, and Preiser, 2019). This study focuses on the social aspects but 

acknowledges the correlations of environmental impacts of a social-ecological approach. This study 

applies social-ecological systems as a productive way to set system boundaries for the research, but 

not as a technical, applied concept. Studies have shown that the term “social -ecological” is used and 

defined as boundary object which correlates natural and social aspects. In these cases, the term is 

being used to indicate a concomitant interest in analyzing both natural and social components of life 

on earth ( Stojanovic et al., 2016). The focus on social components of the social -ecological approach 

will guide the method section to analyze the impact of the import restrictions on Rwandan people and 

the advantage and disadvantages of implementing the ban.  

A mixed qualitative method was conducted for this study. The first method chosen for this study is 

the SWOT analysis, a multifaceted approach used to analyze four dimensions of strategic planning 

that aim to assess the strengths, weaknesses, opportunities, and threats. I have divided the four 

attributes into two parts; the first part evaluates the internal elements found in the strengths and 

weaknesses, and the second part evaluates the external attributes which are found in the weaknesses 

and opportunities. The second qualitative method chosen to conduct this study is a series of zoom 

interviews with different stakeholders who partake in the textile industry of Rwanda. These 

participants include a manufacturing company, two fashion brands, one of them being sustainable, and 

two employees from the manufacturing company. A series of zoom interviews were executed to collect 

various data points to support my SWOT analysis. The data collected are information and inputs from 

the interview participants that shared their experiences of owning a company and how it operates in 

the fashion and textile industry of Rwanda. 

When selecting the interview participants, diversity in the people selected is essential to having 

numerous data collected from different establishments. Participants in research should reflect the 

diversity of our culture and conditions, taking into account race, ethnicity, gender, age, etc (Palmer 

and Burchard, 2021). A difference in participants allowed me to get information from all people 

partaking in the textile industry, such as start-ups and businesses that have been established in the 

industry for a more extended period. With the help of the information gained through the phone 
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interviews, I could answer my research question through the lens of different contributors in the 

industry. Their experiences have helped and supported my analysis by providing personal experiences 

and testimonies. 

 A literature review of the Made in Rwanda policy first led to understanding the implemented 

document, rules, and laws. The literature review helped first identify the policy's goals and objectiv es. 

After assessing the goals and objectives of the policy, I narrowed down the goals and objectives for 

the SWOT analysis such as the patterns or similarities of the information gained in the interviews . 

Secondly, several other policies were noted when ascertaining the policy, which is essential for 

stakeholders in the Made in Rwanda policy. Thorough research of the series of official documents 

mentioned was completed. The following has facilitated my understanding of the textile industry in 

Rwanda, businesses, and trade, and the current market situation to have additional information to add 

to my list of the four multidimensional steps of the SWOT analysis. Furthermore, I listed the most 

critical issues found in the Made in Rwanda policy document and narrowed down what is considered 

urgent and what could be addressed in the near future.  Thus, the literature review of the Made in 

Rwanda policy and other policies that were mentioned in the official document provided a better 

understanding of the industry, and also helped to create the interview questions.  

During each zoom interview, a SWOT analysis table of content was created, where I classified each 

piece of information given as fitting into the four main areas of SWOT analysis . Each interview had 

its designated table. The table of content facilitated the analysis of my data because when everything 

was completed, I managed to narrow down all the data into one table (Appendix 4). 

Table 2. Research process 

 

 

 

 

 

 

Phase 1 

1)Literature review on 

the Industry 

2)Developing Interview 

questions: Company, 

Made in Rwanda, 

Training and 

employment, Mind-set 

change  

Phase 2 

1)Call for research 

participants 

2)Social media: 

Instagram, Twitter, 

LinkedIn 

3)Selection of 

participants 

Phase 3 

1)Zoom Interviews 

2)Each interview had 

its own SWOT table 

Phase 4 

1)Analyzing data: 

examine similarities, 

patterns, differences 

2)Develop results 

according to the 

SWOT findings  
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 SWOT analysis 

I will be using a SWOT analysis to apprehend the strength, weaknesses, opportunities, and threats of 

the data collected from the interviews. I have chosen this method to analyze the following data because 

textile commerce in Rwanda is a relatively new industry with challenges and room for growth and 

improvement. The concept of a SWOT analysis stems from strategic management research conducted 

in the 1960s and 1970s. It is based on the belief that the performance of a given (typically economic) 

agent concerning a specific objective is determined by how the agent’s management interacts with 

both the internal characteristics of the agent and the broader external context in which the age nt must 

act (but over which the agent has no direct control of the short term)(Bull et al., 2016). Many 

organizations use SWOT analysis during the strategic planning stage to identify and assess current 

internal and external resources and to investigate trends and patterns that may have either positive or 

negative consequences on businesses (Namugenyi, et al., 2019). Using this method provide s additional 

entail on the industry from the directly impacted people. For this reason, an analysis examining the 

impact would deliver another lens of the industry that could facilitate areas of improvement and shed 

light on opportunities. 

A total of five in-depth interviews were conducted and analyzed through SWOT analysis. A series of 

questions were sent to the participants beforehand. Sending the questions allowed the participants to 

prepare their answers and give them additional time to express any discomfort they could have with 

answering specific questions. The details of this conversation will be given in the resul ts section of 

my findings. 

When looking for participants, I used first to announce a call for interested candidates for this research 

study on social media (LinkedIn, Twitter, Instagram, etc.). The call for research participants can be 

found in the appendix section (Appendix 3). This strategy allowed me to reach different stakeholders 

in the industry and facilitated my process of finding participants since I was not physically present in 

the country. Luckily, the call for research participants reached over 1800 social media accounts 

(Appendix 3). For the scope of this study, finding five research participants is a reasonable number 

despite having a plethora of participants to choose from. Instead, I pinpointed the candidates that stood 

out the most and had more interests aligned with my research question. The participants I decided to 

include for the study include a manufacturing company, two fashion brands (one of them being 

sustainable), and two tailors of the manufacturing company. Although an offic ial’s perspective on the 

government could have helped answer some gaps that could not be answered in the interviews, an in -

depth literature review of official policies completed the missing information.  The data was analyzed 
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by creating a table of content with the four components of a SWOT. Each interview had its own table. 

After finalizing the interview process, I merged the interview tables into one table of content. All 

attributes that belong in the strength’s category were gathered into one to examine the similarities, 

patterns and differences.  

 Interview method and questions  

I followed a strategy by Timothy Nelson (Nelson,2012) to develop the interview questions. In order 

to have more information about the textile industry in Rwanda, I did a thorough l iterature review of 

the Made in Rwanda policy and other relevant documents. Additionally, the interviewees provided a 

business plan or an official document that describes the goals and objectives of their company. 

Nevertheless, the company owners' interview questions, employees vary. The questions for the two 

employees interviewed can be found in appendix 1 . Table 3 provides an overview of the interview 

questions prepared only for the company owners. The questionnaire was sent out to the participants a 

few days before the interview to prepare them for the dialogue. The phone interviews were conducted 

via Zoom, and the time was adjusted at the participants' preference in case there was a difference in 

time zones. 

In brief, the participants could answer their  interview questions in the language of their choice 

(English, French, or Kinyarwanda). The interview questions were divided into four sections: company 

background, Made in Rwanda policy; training and employment; quality and accessibility; and mindset 

change pillar. I chose these specific sections for my interviews because, I believe the six sections 

chosen are the most appropriate to answer my stated research question after a thorough overview of 

the industry. I find these sections most appropriate because when researching the industry, a lack of 

research was found in the following six categories. Additionally, the six sections are very repetitive 

in the official policy document, so I believe creating the questions according to these sections would 

fill the research gap and answer the proposed research question. Furthermore, the interview 

participants are reasonably familiar with the sections selected for the interviews. Therefore, it 

facilitated both the interview participants and me.  
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Table 3. Overview of the interview questions  

Focus area  Interview questions 

Company 

 

1. What inspired you to create the company? 

2. When did you create your company? 

3. Who are your targeted customers? 

4. Where is your work environment? 

5. Approximately what’s the price range of your items? 

6. What are the pros and cons of owning a fashion brand in 

Rwanda? 

7. Is the industry competitive? 

8. Does your brand provide services locally and 

worldwide? 

Made in Rwanda 
1. Are your clothes labelled Made in Rwanda ? If not, why 

not? 

2. Have you applied for the loans and grants of the Made in 

Rwanda campaign? 

3. Has the government helped to promote your brand by 

adding value to your market? 

4. What are the areas of improvement within the Made in 

Rwanda campaign? 

5. Do you find people will be more driven to buy your 

clothes if they are labelled Made in Rwanda ? 

6. According to the Made in Rwanda policy document, the 

cost of labour is less then 5% of the cost of production in 

Rwanda. Has this affected the production side of things 

on your end? 

7. Does the Made in Rwanda campaign help smaller 

upcoming businesses? 

8. Are you aware of the various resources provided by the 

Made in Rwanda policy within the textile industry?  

9. Has the import restrictions cause some difficulties? If 

yes, name a few. 

10. What are some assumptions about the Made in Rwanda 

campaign? 

Training & employment 1. Do you have employees? If yes, approximately how 

many? 

2. What kind of skills & training does the company provide 

for new employees? 

3. Is there a shortage in labour production? If yes, how can 

the shortage be improved? 

4. Are your employees gender diversified? 

5. What part of Rwanda do your employees come from? 

6. Are your employees from different demographics? 

7. Do you take in students from textile schools in for 

training? 

8. Are your employees employed seasonally or do they have 

a steady employment? 
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Quality and Accessibility  1. What are the raw materials used to produce your clothing?  

2. Is the quality of your clothes produced sustainably?  

3. Is access to raw material difficult? 

4. According to the Made in Rwanda policy, the biggest 

challenge in the textile industry is the high cost of 

production. Do you agree? 

5. Rwanda is a country that has moved to decrease packaging 

that harm the environment. What kind of packaging do 

you use? 

6. Does your production cost high in electricity? 

7. Is accessibility to electricity a challenge? If yes, how so?  

8. Do you have a quality infrastructure facility certificate?  

9. Would you say the quality of your fabric is good?  

Mind-set change  1. One of the pillars of the Made in Rwanda policy was to 

encourage Mind-set change. Do you think the policy has 

encouraged you to promote mind-set change to your 

clients? 

2. Do you believe people like Made in Rwanda branded 

clothes? 

3. Are Made in Rwanda clothes affordable? 

4. What are some changes that could be made to encourage 

people to consume Made in Rwanda apparel?  

5. Some consumers perceive Rwandan products to be 

inferior or assume that the quality used to produce the 

item is cheap. What are your thoughts about that ?  

( “TABLE 3.(continued).”) 

3. Results 

This chapter will describe the data collected from the zoom interviews. With the help of a SWOT 

analysis, all the information collected was analyzed and summarized into  four dimensions of a SWOT 

(strengths, weaknesses, opportunities, and threats). Since the five interviews have their designated 

table of content divided into the four dimensions, in order to analyze the data correctly, all information 

partaking in the same dimension were summarized. For instance, all strengths collected from the four 

interviews were combined to form one analysis. The following information combines the four 

interviews analyzed using a SWOT analysis methodology.  

  Strengths  

Fashion Brand #1 has a precise positioning of its brand. The mission of this brand is to create 

sustainable and ethical Rwandan-made clothing. With the brand being sustainable, the product stands 

out as one of the two brands in the country that produces items of good quality. Before creating a line, 

the designer of this brand studied the market by offering custom-made clothing. Her strategy allowed 

her to evaluate the market's needs and wants, and also it allowed the brand to create a name for itself. 

Fashion brand #1 implements the following sustainable development goals in the company; Goal 12 
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responsible consumption and production, goal 13 climate action, goal 5 gender equality, and lastly, 

goal 1 no poverty. Her brand encourages responsible consumption and production and supports climate 

action using organic cotton retrieved from Tanzania. The eco-friendly process of transforming the 

organic fabric while ensuring sustainable processes throughout the entire production chain includes 

using agricultural waste and other natural waste products to ensure the natural dyeing of the fabric. 

Additionally, the brand has collaborated with a local organization named 'Handspunhope' to produce 

natural dyeing. The mission of this organization is to help local women from an area in Rwanda called 

"Musanze" who have been experiencing mental post-genocide trauma. The organization provides 

counseling programs for the local women and gives them skills and training in natural dyeing. This 

collaboration supports SDG goals five and one. The Musanze women are highly skilled, and she is 

looking forward to working with them shortly for new collections. Moreover, her brand prefers to 

offer employment to women only, which supports her clear positionality of being a fashion house that 

empowers and supports gender equality. Furthermore, the brand has a sustainable collection that is 

more expensive, but also offers a collection that is more affordable. 

Fashion Brand #2 

This fashion brand supports the 'Made in Rwanda' campaign by labeling her garments as 'Made in 

Rwanda.' The fashion brand offers two collections, one affordable and one more expenside ‘high-

fashion’. The second collection is slightly more expensive, but that is due to the fabric being better 

quality. Clothes with the Made in Rwanda label are assumed to be expensive . By offering two 

collections with various price ranges and abric of descent quality, this fashion brand supports the 

‘mindset change’ pillar of the policy. This fashion brand treats the competitive textile industry as a 

way to connect and support each other as fashion artists. As well, this fashion brand contributes to the 

industry by creating jobs for women in the country.  

Additionally, she uses fabric from Kigali , the capital of Rwanda, to create her garment. She seeks to 

encourage the Rwandan people to see the fabric from the country as something of good quality. 

Furthermore, the brand hopes to create jobs for young people as they grow. It is still a relatively new 

and small fashion house, but the brand wants to improve its presence in the country by giving good 

customer service to its current clients. In summary, this brand offers its clients a variety of items made 

and produced in the country. To sum up, the brand has a clientele in the country but also outside of 

Rwanda.  

Manufacturing company 

The manufacturing company selected to participate in this study is a women-led company. The two 

owners strive to create a lower-cost garment for the local retailers they offer services for. The objective 

of this company is to provide affordable pricing for lower-income people within the Made in Rwanda 



18 

campaign. The company is aware that providing lower-cost garments could slow down their gross 

income, but they view this strategy as a long-term investment. In other words, they are aware that 

profit will not come right away; they instead view their company as a growing business that will take 

time to thrive. Secondly, the company contributes to the community by creating jobs for women in the 

textile industry. This manufacturing company provides skills and training to new employees. Also, 

they take in students from nearby textile schools for internships. The placement for students within 

the company is given at a fixed price according to what they can afford. Given this, the company 

evaluates the annual income of the students and concludes how much they can pay in order to get 

trained in the company. 

 

Most importantly, the student uses the company's machinery and electricity for their training, with a 

complimentary lunch from the company daily. The company offers  this internship to students from 

the rural areas of Rwanda and gives opportunities for  the students who fall under the Ubudehe category 

1, to have access to education and training. Nevertherless,  the topic regarding the students will be 

brought back into question in the section of weaknesses. Altogether, the company views its growth as 

an institution that contributes to providing services for people in the Ubudehe category 1 and 2 of the 

country while creating affordable garments for all and produced loca lly. 

Interview manufactory workers: Two women 

The two employees have more than five years experience in the industry. Before joining the 

manufactory company, they were self-employed in the local markets of Kigali. Their position at the 

manufacturing company interviewed is described as stable and steady. One of the two women is a 

mother of one who supports her household financially. She acquired her skills in a textile school of 

training, where she learned the basics of sowing. When asked about the fabric she uses to produce the 

garment, she described it as good quality. Her monthly earnings are 100k RWF (97,23 US dollars), 

but she hopes to earn more with the years that her employer guaranteed her. The second woman is a 

young lady who acquired her skills in a  textile training school. Although she does not have a family 

of her own, she supports her parents and siblings with her earnings. Her monthly salary is 60 k RWF  

(58,34 US dollars). She also described her experience with the manufacturing company as someth ing 

steady and consistent. Both workers are content and expressed that if they were not happy with their 

current employer, they would go elsewhere since the labor is very demanded in the country. Both 

women are skilled enough to train the students taken in  for internships. Their involvement in providing 

a space for young women to strive in the industry is what motivates them to stay with this 

manufacturing company. 
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Table 4. Strengths 

affiliated with 

interview 

questions 

  

  
 Findings Frequency  

 Women 

employees 
3  

 Customers outside 

of Rwanda 
2  

 Affordable pricing 3  

 Creating 

employment 
3  

 Made in Rwanda 

Label 
1  

 Open workspace 2  

 Competitive 

industry 
3  

 

  Weaknesses  

Fashion Brand #1 

When interviewing the owner of this brand, I asked what some weaknesses she could point out from 

owning a fashion house in Rwanda are. The owner listed the following five weaknesses: Online presence, 

low brand awareness at the global level, delivery delays, limited finance budget for the sole owner, which 

limits her company to expand, and lastly, a low volume in sales per order. The concept of sustainability in 

the textile industry in Rwanda is something that is not acknowledged as necessary by the population; 

therefore, they prefer buying whatever looks good, the owner said. I pinpointed additional weaknesses that 

I find essential to mention throughout our exchange. 

To begin with, this fashion brand does not have the Made in Rwanda label on its clothes. Her argument for 

this was that she first wanted to test the waters before officially adding the logo on all her garments.. 

Another weakness would be the limited access to machinery. The owner described this as very challenging. 

For the company to grow and employ more people, the challenge of having access to multiple types of 

machinery is required but is challenged by the countries’ geographic position is challenged through import 

limitations. The designer described this challenge as part of being a landlocked county. “A country like 

Kenya has access to a port located on an ocean. They can transport big machinery without an issue,” says 

the designer. 

Moreover, the owner mentions other difficulties of owning a fashion brand in Rwanda: 

• the high cost of electricity 

• the quality of the fabric found within the country 

• the lack of awareness of different resources provided within the textile industry 
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The Made in Rwanda policy offers discounted prices for fashion brands in addition to loans and grants to 

get started. When this was mentioned to this owner, she said that she was not aware of these opportunities. 

“Start-ups in Rwanda should have a booklet offered when registering a business, or a connect group that 

allows us to share different resources that are being made available for us,” says the owner. Another 

challenge mentioned in this interview is the mindset of the customers. The Rwandan people are used to 

getting a finished product fast and accessible. With this brand being sustainable, the production side of 

creating a garment is slow. She hopes to influence her customers to practice patience when wanting a good 

quality product. She also hopes to encourage her customers to shop less on abroad brands, such as Zara and 

ASOS, but this transition is described as very difficult because clothes made outside of Rwanda are 

perceived as superior and of better quality. Lastly, something this designer hopes to improve is offering a 

variety of affordable garments to her customers.  

 

Fashion Brand #2 

This fashion brand was self-established by the owner without a loan and grant to start the business. The 

owner of this fashion brand falls under category 4 of the Ubudehe categories. This brand has also second 

the argument of not being aware of the resources available for start-ups in the Made in Rwanda policy. The 

owner stated that she was not interested in asking for a loan, but the opportunity of applying for a grant 

would be something that could be done in the near future. This fashion brand has one sole designer but with 

the support of employed tailors. The process of creating items is, therefore slow, paced. In terms of 

creativity, the owner mentioned that she does not create garments that she would like to put out but is 

inspired by what people desire. The owner creates garments that resemble brands such as Zara and Asos 

because that is the demand. The owner mentioned having created a line inspired by her creativity, but not 

many sales were made when it was ready to be presented to the public. 

Furthermore, this brand is not sustainable. The raw material used to produce the garment is described as 

“cheap” and not good quality. This challenge is because the quality she retrieves from the fabric she 

purchases within Rwanda is a synthetic fabric. Lastly, another challenge experienced with this fashion 

brand is the online presence. Clients from outside the country face extra taxes when purchasing their items. 

For instance, clients have to pay taxes to export the clothes from Rwanda and an additional tax from the 

border control of their country of residence. 

 

 Manufacturing company 

One of the many challenges this new manufacturing business faces is the lack of awareness of the resources 

available for new businesses in the textile industry in Rwanda. This manufacturing company is also a self-

funded company, which means they did not apply for a loan or receive a grant for their business. This 

company is a small manufacturing start-up that produces affordable garments in a small quantity. 
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Therefore, they do not make much profit. When purchasing the fabric for the clothes, they are faced with 

poor fabric quality and are required to buy the fabric in big chunks, which is a significant investment. The 

quality restrieved by the Chinese firms is described as “ leftovers” by the manufacturing company that 

depends on fabric imported from China. Additionally, the apparel produced within this company is not 

labeled Made in Rwanda but instead has the company’s name on the tag. The reason given behind this 

business take is that they produced garments for lower-income communities that perceive Made in Rwanda 

clothing as bad quality and not affordable to them. This community was used to purchasing second-hand 

clothing (Chagua), and this is where this manufacturing company found a way to respond to the lower-

income demand by producing fast and cheap clothing. 

Additionally, the clothes produced are categorized as fast fashion and are not sustainable. With that being 

said, the raw material used to produce the garments is mostly polyester and cotton. Furthermore, this 

company welcomes student interns during seasons when they are less busy. As a result, students are 

demanded to bring their fabric to practice on and are asked to cover their own cost of training. Moreover, 

students have to find their accommodation within the city and are expected to cover their cost of living and 

nourishment.  

 

Manufacturing company: Two workers 

As we can see in the illustration below (table 5), the monthly wage gained by the two employees is a 

challenge. The first employee is a mother, and her earnings are used to support her family and are shared in 

the interview. When asked about her total household income, she declined to answer any of the questions 

because she thought it was an invasion of her privacy. Nevertheless, her employer shared with me her 

monthly income, and worker 1 shared how much is spent on her daily transport from her residence to work. 

This employee earns approximately 100 000 RWF monthly. This mother of one stated that her residence is 

not near her place of work; therefore, she is spending 1000 RWF roundtrip. A total of 62 000 RWF is spent 

on her monthly transportation, which leaves her with 38 000 RWF monthly to support her family. 

According to the Rwandan Ubudehe categories system that calculates the social and economic wealth of 

the Rwandan citizens, the mother’s monthly income categorizes in section D, which stands for the lowest 

income category of people earning less than 45 000 RWF monthly.  

 

The second worker is a young woman in her mid-20s who earns 59 000 RWF monthly. This younger woman 

is not married and has no children, but she contributes to her family’s household. This interviewee was also 

uncomfortable giving additional information about her total household income, but she was generous enough 

to share her daily transportation cost to work 800 RWF roundtrip. A total of 49 600 RWF is spent on her 

transportation to work, which leaves her with 9 400 RWF monthly. According to the Ubudehe categories, 

her monthly income is below the lowest income. 
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 Table 5: Monthly income and transportation cost to work  

 

  Opportunities   

Fashion Brand #1 

This fashion house evaluated the challenges of getting sustainable fabric in Rwanda and traveled 

around East Africa to see what other nearby countries had to offer. During her search for sustainable 

fabric, she encountered a woman from the Netherlands who imports organic cotton from Tanzania to 

Rwanda. The organic cotton was then brought to the Hands Pun Hope organization for organic dyeing 

by the very skilled local women of Musanze, a city in Rwanda. Furthermore, this fashion brand also 

got acquainted with a foundation named Norrsken, a Swedish-known organization that creates spaces 

and opportunities for entrepreneurs working together to make the world a better place. Norrsken has 

opened a division in Africa, which is based in Kigali. Announcing the entry of Norrsken into Rwanda, 

the Minister for information communication technology and Innovation, Paula Ingabire and the 

Rwanda Development Board Chief Investment Officer Guy Baron, welcomed Norrsken into the 

Rwandan market, noting that it will go a long way in boosting entrepreneurship and innovation in 

Rwanda ( Christian, 2019). With that being said, this fashion brand often uses the workspace provided 

by Norrsken and takes the opportunity to network and pitch investment ideas to Norrken overall. 

Lastly, the fashion house owner expressed that when she first created her business plan to be approved, 

the process was swift and feasible. 
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Fashion Brand #2 

The first point the owner of this fashion brand expressed when being asked what the opportunities 

were of owning a fashion house in Rwanda was that Rwanda's fashion and textile industry is 

reasonably new and that there was room for mistakes and improvement. She described the industry as 

supportive and welcoming to brand new startups. In other words, when asking for  advice from people 

who started their fashion house long before she arrived in Rwanda, they were helpful and welcomed 

her with open arms. Additionally, when her brand was first launched, the owner of this fashion house 

was approached by the Minister of Commerce. The Minister of Commerce provided resources and 

advice on starting a business to this owner and told her that if she ever needed more information on 

promoting a fashion brand within the Made in Rwanda policy, multiple individuals were available to 

help. The interviewee added, "when knocking at the right doors to get resources, you will always find 

a way to connect." The advantage of having the Made in Rwanda label on her garments has encouraged 

people to support her brand. The owner mentioned that people in Rwanda and outside of Rwanda are 

attracted by clothes labeled Made in Rwanda because they feel proud to wear something produced in 

their home country.  

 Manufacturing company  

This manufacturing company expressed that an advantage they have had fro m creating a 

manufacturing company in Kigali was that they have a clear positionality. That positionality in 

question is that they offer affordable garments to the lower income class of Rwanda. They produce 

school uniforms, work uniforms, and reasonable price everyday wear. This company sells its garments 

in big containers to local stores at an affordable price. When asked what the advantages of owning a 

manufacturing company in Rwanda were, this company mentioned that the fashion and textile industry 

is a growing industry that has much room for improvement. For instance, the owner stated that if they 

were aware of the multiple resources provided by the government for companies in the textile industry, 

they would have applied for grants and loans before investing all of their money into their business. 

The owner mentioned that their company costs high on electricity, but now that they are aware that 

they could receive a discounted price on their electricity bill provided by the government, they will 

take the steps required to apply for the discounted price. Another advantage of owning a manufacturing 

company is the no import entrance fees for companies in the textile industries. In other words, when 

this company imports the fabric from a country such as China,  they are no import entrance tax fees 

for their containers. 

Furthermore, the company is aware that they should do more to help the student interns they welcome 

for seasonal training. Unfortunately, they are limited due to the lack of resources and financia l help. 

They have been made aware of the option to apply for a grant provided by the government to cover 

the cost of training for the students. In brief, the owner of this company mentioned that having a 
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manufacturing company within the textile industry in Rwanda is beneficial because the government is 

open to listening to concerns and recommendations to move towards making a change.  

Manufactory workers: two women 

The two women have five years of experience within the industry. They received their training from 

a textile school for a year before working for themselves. The opportunity to work for the 

manufacturing company came from connecting with the company's owner. The two women had done 

some work for the owner and eventually created a good relationship. When asked about room for 

growth within the company, they mentioned that they are optimistic that the opportunity of having a 

new position will come because they are being trained for upper positions. Lastly, the two women 

mentioned that the textile industry in Rwanda is a growing industry that creates jobs for people who 

cannot afford higher education. 

  Threats 

Fashion Brand #1 

The threats mentioned by the owner of this fashion house detailed in this paragraph are the following: 

Chinese firms in the country, the mindset of Rwandans, exporting textile, landlocked country, the 

quality of the fabric, and more. To begin, the owner stated that the Chinese markets are overshadowing 

the growth of local fashion brands. “When walking in the local markets in Kigali, you will find most 

people wearing “Made in China” clothing,”  says the owner of this fashion house. In her opinion, the 

only way to encourage the population to support designers producing Made in Rwanda textile is for 

the government to reevaluate the presence of Chinese and Indian markets in the country. In other 

words, when expressing that there is much competition in the industry, she meant that China is her 

competitor. Secondly, the owner mentioned that when exporting her clothing to clients outside of th e 

continent, her customers complain about the extra fees they have to pay to receive their package. 

Rwanda has two companies that export goods outside of the country. The owner stated that for that 

reason, the two companies are aware of the advantage they have, and in that case, they have high 

exporting fees because they do not have any other competitor. On a third note, Rwanda is a landlocked 

country not surrounded by sea. The owner described this geographic position as a threat to fashion 

brands because it becomes challenging when trying to import big machinery such as sewing machines. 

On another note, the quality of the fabric found in Rwanda was also listed as a threat. To own a 

sustainable brand, she is obligated to depend on importing fabric from Tanzania, for instance, in order 

to get organic cotton. On the topic of textile, the owner added that the production side of things could 

at times be worrying. In Rwanda, there is only one production house. “If things go wrong, I will be 

jammed,” says the owner.  
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Fashion Brand #2 

The interviewee first started this dialogue by mentioning that her most significant threat is abroad 

brands like Zara and ASOS, two clothing retailers based abroad. “My clothes are very similar to what 

people can find on the Zara and ASOS sites; therefore, the people in Rwanda will pay the extra entry 

fees of importing their orders instead of supporting a local brand such as mine,”  says the owner. 

Although her prices are perceived as expensive by her clients, when they order clothes from Zara, the 

extra fees from importing clothing from outside the country are similar to this brand’s prices. 

Secondly, another threat expressed is the E-commerce platforms of payment for people located outside 

of Rwanda when trying to purchase an item on her online site. Her customers have expressed that 

when they try to purchase items with Visa or Mastercard from their country of residence, they 

experience difficulties. On a third note, this owner finds that the fabric imported to the country is not 

of good quality, and there is not a variety of textiles. Lastly, since this industry is still very new, the 

production side of things is still under construction. For instance, people are not as experienced as 

tailors in countries in West Africa.   

Manufacturing company  

The resources offered through the Made in Rwanda policy for upcoming businesses in the textile 

industry are not as advertised. In comparison to businesses that have been in the industry before the 

Made in Rwanda policy, smaller businesses are left unaware of the opportunities they could explore 

around the industry. For this manufacturing company, the supplier they rely on for raw materials is 

the Chinese. When importing the containers from China, they are faced with very high prices. An 

average of 150 thousand RWF is invested in getting the textile from China. When this container 

arrives, the owner describes the quality as “leftovers and cheap.”  

Furthermore, the packaging that comes with the raw material is plastic. This is an immense challenge 

for this manufacturing company because Rwanda has restricted plastic in the country. Apart from the 

import of raw material in the country and its packaging, this company described the importation 

restriction as a way for local Rwandan companies to be forced to depend on Chinese and Indian 

markets for fabric. Lastly, Due to the Covid-19 pandemic, things got even more complicated for 

companies such as this manufacturing business that depends only on China for fabric because when 

China closed its borders, production in Rwanda was affected.  

Manufactory workers: two women   

The two employees describe  the fabric as good quality. When asked about the difference in fabric 

from previous places they have worked, they said they did not see or feel the difference. The qual ity 

of the fabric in the interview with the manufacturing company owners was mentioned as a threat. 

However, when the workers asked the same question, they described the quality as good. Another 
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point that is important to mention is how these two women got the opportunity of finding employment 

at this manufacturing company. The job opportunity was given to them “ear to ear.Lastly, the wage 

earned by the two women is minimal and difficult to survive on.  

4. Discussion 

 Interpretation of the results 

During the four interviews, similarities were found in all the categories of the SWOT analysis. 

Although each individual had their ideas and thoughts about the textile industry in Rwanda, some 

elements became somehow repetitive. For instance, while interviewing the owners of each company, 

their idea of having women employees happens to be a critical factor for them. According to their 

culture, one stated that women who work as tailors in the industry is still a new concept. Whereas in 

countries in West Africa, tailoring is often described as a job held by women. Nevertheless, Rwanda's 

fashion and textile industry is still new and has yet to prosper.  

First, I was surprised to find that one out of the four fashion brands and manufacturing company 

owners labeled their garments with the Made in Rwanda logo. The Manufacturing company owners 

mentioned that having the Made in Rwanda logo on their clothes will push away from the positionality 

aims of their company. Accordingly, they believe their clientele will not purchase th e garment if they 

label their clothes with the Made in Rwanda logo. The owners mentioned that Made in Rwanda clothes 

are often perceived as "cheap" in quality or overly priced for the lower -income communities. 

Therefore, they decided to label their apparel with the name of their company. 

Additionally, when asked fashion brand #1 owner the same question, she reacted differently to why 

her clothes are not labeled with the Made in Rwanda label. She responded that she hopes to label her 

new sustainable collection with the Made in Rwanda logo. As for her previous collections, she did not 

put the logo because she wanted to create a name for herself in the industry since she was new. 

"Coming back to Rwanda, I felt like an outsider in my country of birth. I wanted t o create a name for 

myself before joining the Made in Rwanda community. “Nevertheless, my clothes are produced in the 

country and are Rwandan-made," adds the owner. Fashion brand #2 was the only brand I interviewed 

to have the Made in Rwanda logo on her clothing. She believes that being part of the Made in Rwanda 

community opened many doors and connected her with people in the industry that helped uplift her 

brand within the country. Fashion brand #2 described the industry as supportive and welcoming. Brand  

#1 and the manufacturing company viewed the industry as highly competitive for startups.  
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A general thought that came to mind would be that having the Made in Rwanda label on your clothing 

in comparison to just fabricating the clothes in Rwanda and not labeling them with the logo opens 

fewer doors for individuals who want to start their journey in starting a business in this industry. 

Fashion brand #2 was approached by high officials and brands that had already established their 

business within the industry for additional help and guidance. Nevertheless, fashion brand #2 

mentioned that connecting and knocking at the right doors for resources within the Made in Rwanda 

policy is also essential. Regardless, the designer of fashion brand #2 has an advantage. Her full -time 

occupation allows her to know what is available within the Made in Rwanda polic y to fashion and 

textile business owners. Her advantage compared to the other brands that were interviewed  was crucial 

to the information for my SWOT analysis. To begin, an essential element that was mentioned by 

fashion brand #1 and the manufacturing company was that when asked if they have taken advantage 

of the resources that could be obtained through the Made in Rwanda policy in the textile and fashion 

industry, both owners were unaware of the resources. The manufacturing company owner added that 

smaller businesses are left out, and only businesses that established their names in the industry take 

advantage of the resources. When listing the resources, such as the reduced price of electricity, the 

manufacturing business owner said she was not aware this was optional. Fashion brand #1, on the 

other hand, mentioned that with the industry being new and competitive, not all information is being 

shared between business owners within the industry.  

On another note, the quality and accessibility to raw materials  were described as a deficit to the 

industry by business owners interviewed. With Rwanda being a country that is not fortunate to have 

raw material fabricated within the country, the material is then sought elsewhere. The primary importer 

of raw materials is Chinese and Indian firms. The quality retrieved by the Chinese firms is described 

as "leftovers" by the manufacturing company that depends on fabric imported from China. The owner 

mentioned that due to the import restrictions in Rwanda, she believes tha t she is now forced to depend 

on Chinese and Indian fabric. The manufacturing company also added that during the pandemic, 

production slowed down due to China closing its borders. The manufacturing company owners then 

realized that it would be essential to seek raw materials from nearby East African countries such as 

Tanzania and Kenya in case such a situation happens again. As for fashion brand #2, they depend on 

the material purchased in local markets in Rwanda. The material purchased is imported from oth er 

countries such as Turkey, which does not offer a variety of fabrics. The synthetic fabric that she gets 

from Rwanda is described as cheap and not reliable. She also hopes to look for a variety of fabrics in 

nearby countries. Fashion brand #3 is the only brand I have interviewed that sought fabric from outside 

the country. The owner of this brand got encountered a woman from the Netherlands who imports 

sustainable organic cotton from Tanzania to Rwanda. The only disadvantage she mentioned was the 

extremely high price of organic cotton. Lastly, when interviewing the workers of the manufacturing 

company, they described the quality of the fabric as being good. This commentary contradicts one of 
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their superiors because they described the Chinese quality being extremely bad. A follow-up question 

that I asked the two ladies who work in the manufacturing company was if there was a difference in 

the fabric quality from their previous workplace: they responded that the quality was similar.  

In conclusion, the quality of fabric found in Rwanda is mainly imported from Chinese and Indian 

markets that offer no variety in fabric. Although both countries do produce fabric of quality, the fabric 

found in Rwanda was described as bad quality from the five interview participants. Therefore, the 

locals view the quality as good because they do not have anything else to compare. Nevertheless, the 

interview of the two workers took place in front of the owners; therefore, they did not want to speak 

badly about the quality of the fabric in front of their employers. 

The workers of the manufacturing company that were interviewed are two women who have five years 

of experience as tailors. Prior to working for the manufacturing company, they worked as tailors in 

the local market of Kigali, the capital of Rwanda. The job opportunity was given to them by one of 

the company owners, who knew of them from similar acquaintances. As a result, the opportunity was 

given to them in the form of "ear-to ear" communication and connections. Without connections in the 

industry, it is challenging for someone in the job market to know where to find opportunities.  

Additionally, the manufacturing company owners were asked to view the interview questions for their 

workers for approval. One crucial element that is relevant to mention is that one of the owners asked 

to remove the questions relating to current salaries and future salary expectations. The owner 

mentioned that salary numbers would be sent to me after the interview but that asking the salaries 

asking the salaries in the interview wouldn’t be allowed. In brief, the earnings of the two workers fall 

in the section D of the Ubudehe social and economic wealth of Rwandan citizens. Nevertherless, the 

estimations did no include other montly expenses, total household income, or government aid. 

  Correlation between general field and results from 

other publications  

A Rwandan fashion designer said in an interview that  

Most of the policy issues that affect African fashion industries have had interventions, or 

at least there has been goodwill to address them. There are also multiple market 

opportunities for Rwandan fashion products within the local and international markets. 

There, however, has to be several adjustments to make the most of the opportunities ; 

( Ntayombya and Sonners, 2021)  
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Since the ban on the importation, the Government of Rwanda has aimed to support local companies 

in achieving the goals of advancing the fashion and textile industry without the second -hand clothes 

overshadowing the growth of local designers. The quality of the clothes has been mentioned as one of 

the challenges in the five main pillars of the Made in Rwanda policy, but as we saw in my findings, 

the quality varies per designer. One fashion designer said, "Everyone works by their perc eption and 

idea of quality standards, and there is no involvement by the government in setting standards or 

regulations in the sector" (Ntayombya and Sonners,  2021). In other words, the quality of the clothes 

does not define the qualities a fashion brand should have to be part of the Made in Rwanda community.  

In contrast, the Government encourages everyone who fabrics their clothes within the country to label 

their garments with the Made in Rwanda logo to empower and uplift the industry. Nevertheless, the 

argument that Made in Rwanda labeled clothes are overpriced could be debated because the clothes' 

price is much higher depending on the fabric's quality. However, Rwanda is not a country that produces 

fabric; therefore, the quality they retrieve from local markets is what they are obliged to work with. 

Additionally, the lack of systematic standards could often result in producers having inconsistent and 

unpredictable quality standards of products (Ntayombya and Sonners,  2021). As a result, with the 

Made in Rwanda policy not having specific standards, the quality of the fabric could be a challenge 

to producing sustainable garments within the country.  

Furthermore, the Government is aware of this challenge and proposed that most companies own a 

quality certification, but since most brands struggle with the quality of the fabric, they do not obtain 

this certificate. The lack of certification, they said, often leads to the perception that the local market's 

products are not of quality (Ntayombya and Sonners, 2021). This statement is regarded as valid 

because when the question regarding owning a quality certification came up during the interviews I 

had with the owners of the three companies selected for the study, they mentioned that they did not 

have a quality certification for their clothes not being of quality. Fashion brand #1 mentioned that 

quality certification would be obtained after the launch of her sustainable collection.  

When interviewing fashion brand #1, the owner mentioned that her designs are not inspir ed by what 

she wants to create. The demand in Rwanda does not correlate with what she had previously envisioned 

for her fashion brand to be. The brand designer added, "Rwandans want to dress like the way 

Westerners dress. I cannot create what I want to create because I will not make a profit from the 

fabric I have used." Therefore, the designer is forced to duplicate what she views as trending on 

fashion brands such as Zara and ASOS because she wants to satisfy the demand of her clients. When 

creating similar designs, the designer is also faced with criticism on the price of her items that are 

perceived as expensive. "Some brands said the lack of standards has also led to a rise in duplication 

and copying of their designers by their competitors who offer cheaper versions of lower quality 

(Ntayombya and Sonners, 2021). Fashion designers in Rwanda are faced with comments about the 
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quality and the price of their clothes as cheap and expensive, but also the challenges of changing the 

mindsets and encouraging local consumers that Rwandan-made clothes are of value. The importation 

ban might have stopped second-hand clothes from entering the country, but local designers still face 

criticism and comparison. 

The shortage of skills in the Rwandan fashion industry was mentioned as one of the challenges in the 

Made in Rwanda policy pillars. No higher learning institutions in Rwanda specialize in fashion 

industry development (Ntayombya and Sonners, 2021). One of the interview participants (a 

manufacturing company) mentioned an insightful yet encouraging statement that they welcome 

students from local textile institutions to train them and give them placement within the company to 

advance their skills. Thus, the textile institution in question was not mentioned; the manufactu ring 

company contributes to the shortage of skills challenge by offering the students an environment where 

they could practice and perfect their talent. The shortage of skills has also affected trends in hiring 

and recruiting, with local designers and brands having challenges accessing talent and skills 

(Ntayombya and Sonners, 2021). The manufacturing company acknowledges that it is not very easy 

to find talented tailors in the industry but that they hope to find the following talented individual they 

could higher in the students they welcome for training. The Government is also addressing the skills 

deficit through government-funded internships in large private firms to train and provide young people 

with relevant practical skills needed in the labor market (Ntayombya and Sonners, 2021).   

Industrialization is a relatively new concept in Rwanda that needs time to grow and transform. After 

the ban on importation, Rwanda has welcome Chinese firms to the country to help the manufacturing 

businesses to grow into extensive operations that will be recognized worldwide. Today, China's 

economic superpower status has come with rising wages and production costs (Eom, 2018). Thus, 

production has moved to sub-Saharan Africa, where fast labor and low wages are cheaper. During an 

interview with one of the fashion designers, I asked her if the wage she pays her employees is similar 

to what manufacturing workers in Chinese firms are receiving. The designer answered by saying that 

she is not aware of the wages the workers in the Chinese manufacturing companies receive but that 

she is sure they are overworked and underpaid. The designer added, "The presence of Chinese 

manufacturing companies is colonialism again." Accordingly, when calculating the workers' monthly 

wages from the manufacturing company I interviewed, I found their wages are meager. Under the 

“Made in Rwanda Fairly" initiative, C&H and the Rwandan Government developed a partnership with 

Fairtrade International, a London-based certification body, which aims to "raise work and living 

standards in Global South countries by creating sustainable economic opportunities for producers and 

workers, via fair trade" (Eom, 2018). Unfortunately, not enough research has been done regarding 

tailors' wages in Rwanda in local businesses or Chinese manufacturing companies. Therefore, I do not 

have any data to compare my findings with.  
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4.2.1. Limitations of the study 

The limitations experienced while conducting the are several. The first limitation I experienced while 

conducting the study was not physically being present in the country to collect data and get 

familiarized with the industry. Being physically present would have facilitated my research, and I 

believe more data could have gotten collected. Secondly, many participants were interest ed in 

participating in the study, but a lack of time and resources limited me.  The research does give a broad 

perspective of the industry and generalizes the findings based on five interviews. Due to the lack of 

time and resources, I was unable to interview as many participants. Therefore, the findings are only 

based on interviews and literature reviews. Nevertherless, the interview participants had a similar 

background (small businesses). Having participants that had previously established a fashion house or 

a manufacturing company before the importation ban could’ve provided additional useful information.  

On a third note, although an in-depth review on the industry was conducted, most of the findings were 

related to nearby East African countries. Not enough research has been published on the subject when 

conducting a thorough literature review on the Rwandan fashion and textile industry. The industry is 

reasonably new, thefore, research on the industry hasn’t been published . Contributing to this research 

to the industry would add to the missing research gaps such as the collected data on personal 

experiences of stakeholders in the industry such as tailors, manufacturing owners, and fashion 

designers. Lastly,  limitation were experienced when interviewing the workers from the manufacturing 

company. Before conducting the interview with the two woman, the company owner asked to review 

the questions. The company owner asked to remove questions regarding their earn ings and future 

salary expectations; therefore, not all the interview questions were given an answer. Additionally, an 

interview with an expert in the Rwandan fashion and textile industry would have benefited this study 

in order to have a different perspective. Finding an expert in the industry was difficult because I was 

not physicially present in the country to prove my credibility.  In brief, access to some government 

documents offered a government perspective, but limited. The Made in Rwanda policy menti oned 

several surveys that were conducted but didn’t reference where does surveys could be found. 

Therefore, a standpoint opinion from a government official would have been beneficial to the study.  

As a final point, using a critical social-ecological system approach for this study had its limitations. 

This theoretical framework offered a clear understanding of the social aspects, but failed to mention 

the environmental impacts faced in this industry.  

  Implication of this study for future research 

The research question for this study was to assess how the import restriction or the Made in Rwanda 

campaign has affected the Rwandan people so far. During my literature review of Rwanda's general 

fashion and textile industry, I came across different policies and programs aligned with my research 
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question. Programs such as the Ubudehe social-economic wealth categories of the Rwandan people 

were crucial when trying to understand the social class system of Rwanda. This study has shed light 

on the importance of recalculating the Ubudehe categories after the ban on importation because many 

citizens depended on second-hand clothing entering the country to re-sell for a profit. This has 

unnerved many of the 22,000 Rwandans engaged in the trade—from wholesalers, retailers, and 

vendors to those involved in washing, repairing and restyling products to fit Africans' body shapes 

and sizes of Africans (Hitayezu et al., 2019). Many Rwandans who were previously engaged in the 

trade of second-hand clothing coming into the country are now faced with unemployment or have 

replaced their monthly income earnings with jobs that underpay them. Future research that could be 

done on this subject would be to assess the impact of the importation ban in Rwanda and the correlation 

of the Ubudehe social categories. This research would need data from the field to be collected to assess 

the people from each category who were affected by the importation restrictions in the fashion and 

textile industry. 

This study has also shed light on an additional future research study about China’s presence in the 

country and the lack of data relating to earnings of local tailors. The research study in question touches 

on the presence of Chinese manufacturing businesses in Rwanda in the literature review. Future 

research studies could explore the treatment of employees in the chinese firms, the wage they are 

receiving for the intense labor, and the benefits from working long hours for a minimal salary. Textile 

manufacturing companies opening industries in developing countries have had a history of mistreating 

their workers and underpaying them. With Rwanda being new in the industry, not much data on the 

impact of the employees found in Chinese manufacturing companies has been done.  

In relation to the social-ecological approach used in this study, most of the issues faced in the Rwandan 

fashion and textile industry were raised in the policy document and some interventions were addressed. 

However, within the Made in Rwanda policy there seems to be a distinct lack of focus on social and 

environmental sustainability within the garment and textiles industry ( Ntayombya and Sonners, 

2021). 

 Recommendations for future policies 

Based on the findings of this study, the participants mentioned having difficulties finding available 

resources that are offered to them through the Made in Rwanda policy. Fashion brand #1 proposed 

that when registering a new business in a specific industry, it would be better to have a booklet on 

available resources that are made available within that industry in question. While keeping in mind 

that one of the critical interventions of the policy is to promote resource efficiency and sustainable 

production (Ministry of Trade and Industry, 2017), new business owner are still facing difficulties 

accessing the resources offered. The Government and Stakeholders could create a booklet for newly 
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registered businesses in the textile and fashion industry on available resources within the Made in 

Rwanda policy. A booklet on available resources could help smaller upcoming businesses to save 

money and invest their earnings in higher pay wages for their workers. Subsequently, mentorship or 

networking programs could also be initiated to introduce the people in the industry.  

In the section 4.2.4 of Skills Development and Labour Productivity of the policy, it states that  

Workforce Development Authority will continue to offer its on-demand Rapid Response Training to 

all investors, covering the entire cost of training their workforce for up to six months (Ministry of 

Trade and Industry, 2017). Besides covering training fees for students in textile institutions, the 

government could offer accommodation for students who come to Kigali from rural areas. An 

extension of the six-month fee cover could also be adjusted for businesses who do not meet growth 

quotas.  

The MIR (Made in Rwanda) Policy aims for Rwandan products to be known for their quality, 

reliability and durability at home and abroad (Ministry of Trade and Industry, 2017). A long-term 

recommendation for changing mindsets and influencing the local population to buy Rwandan -made 

products would be to ensure that each fashion brand that owns a quality certification should detail 

which clothes are certified and which aren’t. In order to overcome this duality, many firms have 

developed different products for different segments of the market; some high-quality and higher price, 

while others are cheaper and hence less durable (Ministry of Trade and Industry, 2017). A quality tag 

on the garment that are certified to be of quality would reassures consumers that Made in Rwanda 

clothes are of quality. Achieving this long-term recommendation would be through quality control of 

garments on each business that seeks to add the Made in Rwanda logo to their apparel.  

5. Conclusion 

 Rwanda’s fashion and textile industry offers long-term GDP growth for the country. It encourages 

nearby East African countries to implement an importation ban to protect their local markets and grow 

their local textiles industry. For many years, the East African fashion and textile industry activities 

depended on second-hand textiles coming from the Global North. Rwanda was the only country in the 

East African Community to have implemented an importation ban to grow their domestic markets and 

encourage the people to promote and wear Rwandan-made products. The research question for this 

study aimed to analyze how the import restrictions or the Made in Rwanda policy impacted the 

Rwandan people so for while using a social-ecological approach to assess the findings. This study 

reveals some new insights collected through interviews with five participants in the industry, and the 

new insights were addressed through a SWOT analysis. In addition, this paper aims to analyze the 

research gap weighing on the impact of the Made in Rwanda policy and the positive or negative effects 

on the people of Rwanda. The objectives were to explore the Rwandan fashion and textile industry 
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while assessing the effects of the import restrictions on Rwandan people by using a SWOT analysis 

(strengths, weaknesses, opportunities, and threats. From the gathered data, it was evident that the 

industry is still facing many criticisms regarding the effects of the import restrictions. Concerns raised 

during the interviews were that; Made in Rwanda apparel is not affordable for everyone, the quality 

is cheap and not reliable, Chinese firms are overshadowing the growth of local markets, skills, and 

training, and lastly, the local tailors are underpaid.  

Nevertheless, the SWOT analysis helped categorize the similarities, patterns, and areas that were 

considered threats to the business owners. The findings of the SWOT confirm that the fashion and 

textile industry in Rwanda is reasonably new and has a lot to improve. One recurring criticism from 

the interviewees was that it is difficult for small firms to advance if they do not sufficiently understand 

the resources made accessible to them through the Made in Rwanda policy. Second, the presence of 

Chinese enterprises in the textile sector has influenced the perception of Rwandan clothing quality as 

cheap and fast fashion. 

Nonetheless, the local textile workers make relatively little money, placing them in the 

“impoverished” sector of the Ubudehe Social wealth category program, which the government 

developed to combat poverty. Thus, a lack of research was found when comparing earnings from local 

tailors’ private businesses and Chinese firms that recently opened manufacturing companies in the 

country. According to the findings, the import restrictions have affected people differently.  

On the one hand, the country’s wealthiest people have no difficulty purchasing Rwandan -made 

products. On the other hand, the most vulnerable people of the country perceive Made in Rwanda 

apparel as cheap in quality and not affordable. The most vulnerable were more comfortable purchasing 

second-hand clothes because they found they perceived the clothes as quality and affordable to them. 

Used clothing (variably called mitumba, mivumba, and mutunda across the East African Community) 

is valued in the Global South for its uniqueness, style, and affordability (Wolff, 2021).  

The social-ecological theoretical approached highlighted social aspects of the industry, and some 

environmental components. The landlocked geographic position of the country was mentioned as one 

of the challenges faced. Through intergrating social and environmental best practice as the industry 

emerges, Rwanda could market sustainability as a selling point to international brands and consumers 

who are increasingly looking to improve sustainability in their value chains (Ntayombya and Sonners, 

2021). 

Additionally, following the importation restrictions, local retail traders that were de pending on the 

second-hand entering the country to re-sell are now left unemployed. A research gap was also raised 

in this study on the social-economic status of these individuals. Nevertheless, the ban on importation 
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has put Rwanda on a map of developing countries that aim to uplift their local markets, rapid 

development growth, and a poverty reduction.  

In conclusion, due to the inadequacy of available data, the risks and concerns of China becoming the 

bigger employer in the textile industry in Rwanda or overshadowing the growth of local markets are 

relevant. 
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8. Appendix 

 Appendix 1 : Interview questions with the two 

manufacturing company workers 

How long have you worked for the company? 

-Are you satisfied with your job? 

-What is your position title? 

-What are the things that can be improved in your work environment?  

-Are you satisfied with your salary? 

-How much do you get paid per month? 

-Do you have a family? If so, how many are you at home? 

-Do you live in Kigali? If your answer is "no," which parts of Rwanda are you staying in?  

-What is your mode of transport when you go to work? 

- Is the work challenging? 

-Where did you do your training? 

-How long did the training take? 

-Do you think that the raw material you use to make the clothes is good quality?  

-Are the clothes that are made at the manufacturing company similar to the clothes you 

see yourself wearing daily? 

-How did you hear about the job offer? 
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-Did you have trouble finding a job in this sector?  

-Do you find the work difficult to do when there are not many of you?  

-Have you been affected by the importation ban? 

-Where did you work before joining this company?  

-Do you train new employees? 

-Do you find it challenging to train new employees? 

Do you think there is room for growth and opportunities in the company?  

 Appendix 2 : Interview participants background    

Manufacturing company and workers: 

This garment manufacturing company was founded by a Rwandan woman, who later partnered with 

another woman who previously resided abroad to create affordable apparel for the Rwandan people. 

The manufacturing station is located in Gisozi, Kigali, Rwanda, and  was founded in 2022. The goals 

and objectives of this small company are to produce mass production while offering training and 

employment for underprivileged and vulnerable young women in the industry. They envision offering 

training placement for students to give them work field experience that would lead to a job after their 

studies. The company aims to impact the socio-economic status of the textile sector by creating jobs 

and supplying affordable clothing. 

Fashion Brand #1: 

This clothing brand is based in Kigali, Rwanda, founded by a fashion designer that is a woman. The 

fashion designer was born in Rwanda in 1994, but due to the tensions in the country at that time, her 

family immigrated to Belgium in 1997. Her love for fashion design began when she relocated to New 

York City for a job opportunity. Before deciding to move back to Rwanda to explore her vision of 

creating a fashion brand within the Made in Rwanda campaign, she explored her interest in Ghana, a 

country located in West Africa. Ghana is a country that has had a head start in the textile industry, 

and that is what encouraged her to go to a design school in Accra. While in Accra, she studied the 

beginner's basics of learning about the different garments, stitching, making patterns, and sowing. 

She saw her vision for fashion design expanding and decided to leave the technical aspect of fashion 
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(stitching and sowing) to concentrate more on the creative and design aspects of fashion. After 

exploring Ghana's textile industry, she decided to bring her expertise to Rwanda and launch her brand. 

Her aim for this clothing brand is to offer a variety of pieces while exploring the demand in the textile 

industry. She began by exploring the demand by offering custom-made pieces in July 2021, and her 

goal was for the brand to reach a targeted customer. Her overall vision for the brand is to offer 

sustainable garments and encourage the rest of the Rwandan people to purchase ethical and 

sustainable textiles made in Rwanda. 

Fashion brand #2: 

The owner of this fashion brand is a woman of Rwandan and Congolese descent. She first began her 

journey in the fashion industry in France. What inspired her to create this brand was that she wanted 

to create garments that differ from what people are used to buying. More specifically, she wanted to 

offer a variety of clothes that not only represented the Rwandan culture locally but worldwide as 

well. When she first arrived in Rwanda, she saw that something was lacking in the industry, and that 

was the variety of fashion brands in the country. After thoroughly observing the industry, her goals 

and objectives were to create luxe clothing affordable to all people. Her inspiration came from the 

need to create clothing that could be accessible and give more  excellent representation to the Made 

in Rwanda campaign. Although her company is still new, she has sought to create steady employment 

for her current workers and the future ones.  

 Appendix 3 : Call for research participants on social 

media  

[Call for local Rwandan fashion designers, retailers, and artisans who want to participate in a research 

study regarding the  Made in Rwanda policy] 

Why are the #madeinrwanda or #madeinafrica campaigns so crucial for the growth of the African 

economy? African brands are taking action to minimize their waste by producing smaller products 

and educating themselves on their impacts on the environment and their community.  

Western countries are using Africa as a dumping ground for unwanted clothing under the guise of 

charity. They are compromising local clothing industries by making them unviable in a market 

flooded with cheap cast-offs, allowing multinational companies to make promises that result in 

poverty and exploitation. In return, all they sold to them were false promises of job creation and 

more.  
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With that being said, if you want to participate in this study feel free to send me a messation or 

contact me via email. Let’s promote sustainable fashion in East Africa !  

#madeinrwanda #madeinafrica #madeinkenya #madeinburundi #madeineastafrica 

#sustainablefashion #textileindustry 

 

 Social media accounts engaged with the call for participants  

 

Description of the chart: The following chart is the statistics pulled out of social media accounts from the 

call for research participants. The call for research participants was done on my personal accounts. On 

the home page, where different accounts are shown, 16% of various accounts viewed the post. From my 

personal profile,16 % of accounts engaged with the post, 14% from others (not identified), and 4 % from 

hashtags. A total of 1800 accounts engaged with the post 

  

From Home
16%

From profile
16%

From Other
14%

From #
4%

Total =
50%(1800)

From Home

From profile

From Other

From #

Total =
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 Appendix 4: Additional results  

  

S (Strengths)  
1. Fashion brand #1 : Collaborating 

with the women from musanze for 

natural dyeing of her sustainable 

fabric was very productive 

2. Fashion brand #1 : Supports goal 

eight of the SDGs by creating 

decent employment opportunities 

and offers english language 

training classes for her employees 

                                   W (Weaknesses) 
1. Fashion brand #1: Time spent to produce 

sustainable garments. This owner cannot lower 

her prices for the sustainable collection because 

she will not make profit 

2. Fashion brand #2 : The owner of this brand 

hopes to go outside of Rwanda to seek better 

quality for her fabric 

3.  Manufacturing company: Students coming 

from the rural side of the country have 

immense complication in covering the cost of 

living, training, bringing their fabric, and more. 

4. Manufacturing workers : The calculated cost 

of individual’s earnings are based on sole 

income 

O (Opportunity) 
1. Fashion brand #1: No Made in 

Rwanda logo but hopes to add the 

logo in her new collection 

2. Fashion Brand #2: “People are 

driven to buy garments with the 

Made in Rwanda label within and 

outside the country because they 

are proud to see the country 

growing in multiple sectors and 

industries,” says the owner. 

                                     T (Threats) 
1. Fashion brand #1: The owner understands 

that the price of clothes has gone up since the 

government restricted second-hand clothing, 

but on the other hand, she believes that as 

designers it is essential to create a variety of 

collections available for everyone. 

2. Fashion brand #1 : Not being aware of 

resources available within the Made in Rwanda 

policy has slowed down the industry’s evolving 

process 
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